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Abstract 

Brick and -mortar stores and its sales personnel have gained incomparable competition when 

it comes to influencing customers purchase intentions after internet provided customers with 

online shopping and indefinite access to product knowledge. However, we now value human 

interaction more, but are the trust towards the traditional salesperson increasingly questioned? 

Have the times arrived for a focus shift in current sales communication praxis from strictly 

informative to holistic interpersonal interactions? An approach that claims itself a guru in 

human interaction is Neuro-Linguistic Programming (NLP) which contains instructions to 

finding people's preferred way of communicating and how we can use those insights to 

influence others and ourselves at subconscious levels. NLP has exemplified a wide range of 

techniques transmittable to sales.  The purpose of this research is with further incitements 

inspire practice and research of NLP in sales communication, which leads to two research 

question: How commonly do customers notice NLP techniques? and What NLP techniques do 

customers believe to negatively or positively affect their attitude towards a salesperson? 

Backed up by previous studies, the empirical data from this quantitative study indicates that 

some NLP techniques work the unconscious part of the brain and some are more perceptible 

in sales communication. Between customers and in-store salespeople, NLP techniques are not 

frequently perceived and noticed by customers but have an unknown to positive believed 

effect on attitude towards salespeople according to customers. The conclusions are drawn 

from a survey directed to the customers perspective where NLP techniques have been 

disguised as exemplified relatable scenarios. This paper suggests there are incitements for 

adapting Neuro-Linguistic Programming into sales communication but more research are 

required to prove or disprove its effect and current distribution. 

 
Keywords: Neuro-Linguistic Programming (NLP), Rapport, Anchoring, Meta model, 

Mirroring, Verbal rapport-building, Sales techniques, Customer perception 
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Sammanfattning 
Fysiska butiker och dess säljpersonal har fått konkurrens som saknar motstycke när det 

handlar om att påverka kunder. Detta efter att internet och online handel har givit kunder 

nästintill obegränsad tillgång till information om produkter. Men samtidigt som vi använder 

internet mer så värderar vi mänsklig interaktion högre, men är förtroendet för den 

traditionella säljaren alltmer ifrågasatt? Kanske är det dags för en fokusförskjutning i 

säljarens roll från informativ till värdeskapande av interaktioner. Ett tillvägagångssätt som 

påstår sig vara en guru i mänsklig interaktion är Neuro-Linguistic Programming (NLP) som 

innehåller instruktioner för att hitta människors föredragna sätt att kommunicera på och hur vi 

kan använda dessa insikter för att påverka andra och oss själva på ett undermedvetet plan. 

NLP har exemplifierat ett brett spektrum av tekniker som är överförbara till försäljning. 

Syftet med denna uppsatsen är med ytterligare incitament inspirera till praktisk användning 

och forskning av NLP inom säljkommunikation, vilket ledde till två forskningsfrågor: Hur 

ofta lägger kunder märke till NLP-tekniker? och Vilka NLP-tekniker tror kunder negativt 

eller positivt påverkar deras inställning till en säljare? Med grund från tidigare studier, visar 

den empiriska datan från den kvantitativa studien att vissa NLP-tekniker påverkar den 

omedvetna delen av hjärnan medan andra är mer märkbara. I kommunikation mellan kunder 

och butikssäljare så uppfattas och märks NLP-tekniker inte ofta av men många kunder vet 

samtidigt inte eller tror att de kan ha en positiv påverkan på deras attityd till säljare. 

Slutsatserna är baserade på en undersökning från kundernas perspektiv, där flera NLP-

tekniker presenteras som vanliga relaterbara scenarion i möten mellan säljare och kund. 

Resultaten av den här uppsatsen tyder på att det finns incitament att applicera vissa NLP 

tekniker inom säljkommunikation men att det dock krävs mer forskning för att bevisa eller 

motbevisa deras effekt och nuvarande utspridning. 

 

Nyckelord: Neuro-Linguistic Programming (NLP), Rapport, Anchoring, Meta model, 

Mirroring, Verbal rapport-building, Sales techniques, Customer perception 
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1. Introduction 

Chapter one introduces the research context before describing its purpose and presenting research questions. 

 
1.1 Background 

Customers are the fundamental part of any business, and the company has a lot to gain by 

valuing the customers and understand what their needs are. By recognizing and satisfying the 

need of your customers, you will increase the chances to keep them loyal and keep an income 

to your business (LeBoeuf, Wollman, Werner & Holland, 1989). If the goal of the company 

is to create and maintain long-term relationships with its customers, the company are advised 

to understand both the need of the company and the need of the customer when establishing 

sales strategies. The company's sales strategy and the role of their salespersons are critical 

when trying to establish a long-term relationship between the company and the customer. 

When the customer enters the store, it is the salesperson that has the opportunity to deliver 

the first impression. The salesperson will benefit from knowing techniques that allow them to 

communicate with the customer more effective (Weitz & Bradford, 1999) A field relatively 

undiscovered and not so interpreted into business practice but one that may take sales 

communication to the next level is Neuro-Linguistic Programming. The Neuro-Linguistic 

Programming (NLP) theory is a combined model based on many different techniques and 

understanding of human behavior for example values, beliefs, pacing, representation systems, 

anchoring. The usage of NLP has no boundaries and can be applied in all human interactions 

(Adler, 2002). Nowadays NLP is used by a wide range of professional practitioners, 

including educators, managers, trainers, salespeople, market researchers, counselors, 

consultants, medics, lawyers, and more (Tosey, Mathison & Michelli, 2005; Nancarrow & 

Penn, 1998; Yemm, 2006). The approach has now been acclaimed by the United Kingdom 

Council for Psychotherapy as a recognized mode of psychotherapy and also gained more 

considerations as a method for communication and personal development (Kong, 2012).  

 

We experience the world through our senses, sight, sound, feelings, smells, and tastes. When 

we use our eyes to look at an object, specific guidelines are affecting how we understand the 

object. Typically, people react more intense if an image is larger, brighter and closer to us, 

compared to a small, dim and distant image (Andreas & Andreas, 1992). Understanding what 

sort of stimuli affect our subconscious is the fundamental part of the theories of NLP. In the 

NLP theory rapport is seen as one of the most important pillars. Rapport is hard to define but 

could be described as a link between people. The state is unconsciously achieved when 

people use similar body language, voice tone, and speed, language, and so forth. When 

rapport is achieved, people start to affect each other on different levels. Moreover, knowing 

how to achieve the state of rapport consciously gives an advantage when wanting to affect 

another person with your ideas (Adler, 2002). An eclectic approach denotes NLP theory and 

its primary objective to replicate what works. Its practices can be rediscovered in a plethora 

of psychological areas like cognitive-behavioral approaches, hypnotherapy, family therapy, 

and brief therapy (Tosey & Mathison, 2008). Supports of the claim that NLP has been 

designed to be more practical rather than theoretical are pointed out by Bandler and Grinder 

(1979) indicating, “... we’re not particularly interested in what’s “true.” The function of 

[NLP] modeling is to arrive at descriptions which are useful” (Bandler & Grinder, 1979, p.8).  
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1.2 Problem 

The relationship between the company and the customer is changing. Technology allows 

customers to use the internet as a platform to buy products (Hutchinson, 2012). However, a 

paradox is that the more technology we use, the more we value human interactions (Gilan & 

Hammarberg, 2016). One of the most important factors when choosing where to purchase a 

product is the level of trust between the customer and the company. One of the biggest reason 

online shops fail is their lack of ability to establish trust with their customers (Ogonowski, 

Montandon, Botha, & Reyneke, 2014). If the goal of a company is to become successful in 

retail selling, then establishing trust with the customer is vital. To achieve trust, it is essential 

to be friendly and helpful and that the salesperson is an excellent communicator so that he can 

identify and satisfy the need of the customer (Hutchinson, 2012). To meet the expectations of 

the customers, regarding service and experience there is a need for salespeople to give the 

customer more individual service based on their needs (Kotler & Armstrong, 2012). 

 

1.2.1 The need for retail stores 

There is a false belief that the retail stores are facing a dark future. During the last five years 

the percentage of how often people purchase something in stores every week, have had an 

average of around 40%. Moreover, when deciding where to purchase products, 84 % plan to 

purchase as much or more products in retail stores as they did in 2016 compared to 2017 

(Pwc, 2017). However, retail stores need to adapt to the new situation of the market. One 

approach could be to increase customer service. When people enter the store, they are far 

more likely to purchase if they have been pleased with the service and the level of information 

they gained from the salesperson. At the same time, 32% feel that they want more personal 

assistance and 47% value prompt service the highest when shopping in retail stores 

(TimeTrade, 2017). 

 

“The key to success for brick-and-mortar retailers is to fully utilize their existing staff and 

relentlessly focus on providing personalized service to every customer. We know consumers 

are willing to pay for better service.“ (TimeTrade, 2017, p.4). 

 

Customers expect a higher level of service and knowledge of the product when purchasing 

items they purchase less frequently; examples are electronics, furniture, and hardware. There 

is no need for a similar service level in categories the customer purchases regularly, like 

books, groceries, and movies, but if excellent service is offered, it is still very appreciated by 

the customer (Burke, 2002). The need for retail stores is still high because online stores are 

for many people used as “showrooms” where they only research products. After they have 

decided what product to buy, they purchase them in store. 41% state that they most of the 

time or all of the time use this process when shopping and 50% say that they do that 

sometimes. One thing that online stores are struggling with and at the same time is the retail 

store's most substantial advantage is the ability to allow consumers to feel and touch the 

products. Trying and feeling the product, is still a crucial factor when a customer is thinking 

of purchasing a product. 70% feel that it is important to feel and try the product before they 

decide if the product is the right one for them (TimeTrade, 2017). 

 

1.2.2 Personalizing the shopping experience  

A fundamental part of the NLP model is that every human is a unique individual and that is a 

necessary premise to understand when delivering personalized service. Our experiences, 

values, beliefs, memories are just a fraction of what makes us unique (Adler, 2002). From a 

salesperson's view this is a dilemma, imagine using the same sales pitch every time a new 
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customer step into the store with no regard to whom they are talking to. Would the same 

arguments, same language, and same body language work when trying to sell an iPad to an 

84-year-old retired carpenter than to a 21-year-old student? Bandler, Grinder and Andreas 

(1982) studied how this process could be improved under different circumstances. They came 

up with examples of how the salesperson should act when interacting with the customer. 

Bandler and Grinder are the founders of NLP, based on their foundings extensive amount of 

research have been conducted regarding the NLP model. It has been shown that when humans 

interact in live communication, words and sentences are less important than voice, facial 

expressions, body posture, and gestures. They have been divided into three groups and 

estimated the importance of each part, words 7 %, the tone of voice 38 %, facial expressions, 

body posture and gestures 55 % (Ready & Burton, 2010). NLP will give you a greater 

understanding of how to use all of your communication abilities, but it is essential to keep in 

mind that you already unconsciously use facial expressions, tone of voice and so forth. With 

NLP you will learn to understand what someone is telling you through his or her voice and 

body, not only by their words.  NLP may be harmful when it is clear that a salesperson 

verbally, visually or kinaesthetically acts in a way that makes it obvious the only intentions is 

to make a sell. However many techniques can be very effective when used genuinely or very 

discrete, just hitting at a subliminal level. Using NLP with higher accuracy will improve the 

sales performance of the company (Yemm, 2006). 

 

1.3 Purpose 

The results of this paper aim to indicate how frequent some of the techniques are noticed and 

perceived by customers. By gaining insights to what extent customers notice the techniques in 

general and believe them to affect their attitude, salespeople and marketers will get a 

thorough understanding of which NLP area more focus should be applied when developing 

new or existing skills. This paper will also give more clues to how the specific methods are 

perceived. The broader purpose of this study is to raise interest for further investigations on 

how subliminal thoughts can influence buyer decisions using a practical concept such as NLP. 

NLP gives tools on how to understand customers preferences and how we not only can match 

but also influence those preferences. 

 

1.4 Research questions 

 

● How commonly are NLP techniques noticed by customers? 

 

● What NLP techniques do customers believe to negatively or positively affect their 

attitude towards a salesperson? 

 

1.5 Delimitation   

This paper will measure the extent of NLP in sales communication. However, it will not 

include information about the usage of NLP in phone sales, internet sales or any other non-

face-to-face interaction. The study neither seeks to prove or disprove the effects of NLP or 

any techniques explained. Due to the extent of the theories and techniques included in NLP 

only techniques applicable in face-to-face communication when selling a product will be 

analyzed. However, more general theories will be explained to give an eclectic point of view. 

Instead of giving a representative answer to what extent salespeople are using all NLP 

techniques, this study will serve as an indicator of how frequently some NLP techniques are 

being recognized and recalled, alternatively perceived or noticed by customers. 
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2. Frame of references  

This chapter reviews the literature from what our purpose and research questions are defined, measured and 

analyzed. The central concepts derive from theories in Neuro-Linguistic Programming (NLP) and sales 

communication. 

 
2.1 Sales communication 

Conversing with as opposed to at the customer is one way to define sales communication. A 

mutual and two-route type of correspondence that enables purchasers and vendors to build up 

a superior comprehension of the need circumstance and cooperate to co-make the best 

reaction for settling the customer's needs (Soldow & Thomas, 1984). What approach to the 

customer and product that the actual communication is comprised of, can in its turn be 

distinguished between the type of sale it regards Maass and Kowatsch, (2008). For example, 

retail selling is mostly a face-to-face interaction between a salesperson and a customer. The 

most fundamental way of describing a salesperson job would be through communication. The 

skill of making a sell should, therefore, be seen as highly dependent on the interpersonal 

communication between the salesperson and the customer (Williams & Spiro, 1985). 

 

2.1.1 The role of a salesperson 

Personal selling is one of the oldest professions in the world, and when one thinks of a 

stereotypical salesperson, people often picture a pushy person with a lack of common sense 

and social skills. There are assumptions of what characteristics a good salesperson should 

have like often being overbearing, pushy and outgoing is what comes to mind. However, the 

best salespeople create loyalty and earn the trust of the customer. They say that successful 

salespeople become successful because they know how to build relationships (Kotler & 

Armstrong, 2012).    

 

“Salespeople” is a term that could be defined by a wide range of categories based on 

function, place, or type of markets among others. The dependency of the salesperson type 

should not be underestimated when it regards customer attitudes towards them. The type of 

salesperson this research investigates is matching the characteristics of what literature have 

named “over the counter salespeople,” “retailer salespeople” or “in-store salespeople” etc. 

This type of salesperson who will continuously in this study mostly just be referred to as 

salespeople, meet and communicates with customers visiting a store. Therefore their job does 

not generally include searching for prospects. Instead, their function revolves around being 

an additional source of information to customers that may already possess information of the 

salesperson's product and occasionally even willing to buy it before listening to the 

salesperson. The influence and room for communication between customers and over the 

counter salespeople may, however, differ, depending on the product. (Langerak, 2001; Jobber 

& Lancaster 2003; Kadic-Maglajlic, Micevski, Arslanagic-Kalajdzic & Lee, 2017) 

 

2.1.2 The importance of trust and attitude 

Trust is a key element in a successful business, and this statement is supported by sales 

researchers and managers (Palmatier, Scheer, Evans, & Arnold, 2008). There are several 

benefits to gain from establishing trust and commitment in the relationship between the 

customer and the salesperson. Two valuable benefits are higher customer satisfaction and that 

the customer is more likely to spread positive word of mouth (Garbarino & Johnson, 1999; 

Hennig-Thurau, Gwinner & Gremler, 2002). In daily meetings between in-store salespeople 

and customers, the level of trust is often shallow. Therefore the ability to establish trust 
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during those short interactions between the salesperson and the customers in the shop is vital 

for moving the relationship between the two. To withstand in the competition, with online 

shops besides other physical shops, the company need to manage their customer 

relationships. One of the first steps of customer satisfaction is trust, therefore is it imperative 

for a salesperson not to take trust lightly (Jap, 2001)  

 

Attitudes are people's positive or negative feeling of particular topics and situations they are 

facing every day. Examples could be “I support Manchester United,” “I do not like my next 

door neighbor.” Attitudes affect different parts of over daily lives, such as social life, 

reasoning and perception and the result may be a change in behavior (Pratkanis, Turner & 

Murphy, 2016). Attitudes could also be described as a conscious filter that is affected by 

values, beliefs, and opinions. An attitude is hard to change because your conscious do not like 

to change and therefore your mind will strive to maintain the attitudes you already have. 

By reading the body language of others and listen to the words they use and their tone of 

voice you will get an understanding of what sort of attitude the person has towards a certain 

topic or situation (Ready & Burton, 2010). 

 

Trust and attitude are two variables that often correlate. The attitude towards a person will be 

more favorable when the level of trust increases for that person (Jones. 1996). This statement 

is also supported by Dirks and Ferrin (2001, p. 451), “trust operates in a straightforward 

manner: higher levels of trust are expected to result in more positive attitudes”. Trust and 

attitude have also within significant many studies been pertained as both factors and 

consequences of rapport, making them closely related (Norfolk, Birdi & Patterson, 2009; 

Child & Möllering, 2003; Nolinske, 1995; Ryan & Wilson, 2014). 

 

2.2 Neuro-Linguistic Programming (NLP) 

As an intention of studying people who were excellent, in order to understand how they 

achieved remarkable results, Neuro-Linguistic Programming (NLP) was developed by 

Richard Bandler and John Grinder (1979). Linder-Pelz and Hall (2007, p. 12) described it 

with the following words:    

 

‘[t]he “neuro” refers to the way humans experience the world through their senses 

and translate sensory experiences into thought processes, both conscious and 

unconscious, which in turn activate the neurological system; “linguistic” refers to the 

way we use language to make sense of the world, capture and conceptualize 

experience and then communicate that experience to others; and “programming” 

addresses the way people code (mentally represent) their experience and adopt 

regular and systematic patterns of response’.   

 

NLP has also been defined by Brown and Turnbull (2000, p. 5) as:   

‘a term used to refer to a range of ideas and techniques that relate to how we 

communicate with each other and with ourselves.'    

 

2.2.1 Influencing others 

In NLP theory there are five major parts you need to master if you want to become better with 

influencing others. Yemm (2006) describes them with these five areas: Outcome thinking, it is 

important that you have a goal of what you want to achieve. For example, you want someone 

to see you as a nice person or to build a long-term relationship with a customer. Everything 

you do should be for a reason. Sensory acuity, when talking to someone, there are many signs 
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they send out through body language, facial expression, voice, etc. The better you are at 

acknowledging changes in breath, posture, voice, the better understanding of the person's 

inner thought you get. Flexibility, every person is different, and you need to have that in 

mind. By trying different things, you can test what works on that specific person. If 

something is not functioning, try new techniques until you get it right.  Rapport, when two 

people connect, they are often similar to each other. We tend to like and trust people more if 

they seem to be like ourselves.  Rapport is about how you copy others body language and 

voice to get on the same wavelength as the individual you are talking to.   

State management, it is important for you to understand what messages other people send out 

through their body language and voice, but as important that you have full control of your 

own body and voice. When you master your body, you can use it to change the mind of 

others. The person reading you will unknowingly get the message your body sent out.    

 

As a human, our understanding of the world is based on different situations we experience 

every day.  

 

The NLP communication model assumes that our brain uses different filters to helps us 

process the daily information. These filters delete, distort and generalize the information with 

the intent of making it understandable. Are all filters precisely the same in every person? No, 

they are created based on every person's unique life experience. Moreover, every person 

unconsciously shows them through language, beliefs, attitudes, values, and memories. When 

the filters sort out new information, they create an internal representation of our experiences 

and thereby creates experiences that have a unique meaning for the individual. These 

experiences will then affect our internal state and influence the person’s physiology that will 

trigger a change in their behavior. The communication model is a fundamental part of the 

understanding of NLP, almost every tool or technique based on NLP can be linked to some 

part of the model (Wake, 2011). 

 
Figure 1. The communication model (Wake, 2011, p.3). 
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2.2.2 Language and representation systems 

“NLP suggests that subjective experience is encoded in terms of three main representation 

systems: visual, auditory, and kinesthetic” (Kong, 2012, p. 131). People experience messages 

through their external environment which is then processed and coded internally through a 

preferred sensory representation system. The taste and smell senses are frequently included as 

a major aspect of our kinesthetic system (Skinner & Stephens 2003). In this way, a visual 

individual will tend to code their encounters as a progression of pictures internally; an 

auditory individual will code through the sounds they hear and kinesthetic, will tend to code 

through the feelings their external encounters bring (Brown and Turnbull, 2000). It is argued 

by (Skinner & Stephens 2003), and Mainwaring and Skinner (2009) that the way language is 

used by a person could determine their preferred sensory representation system. Skinner et al. 

(2003) demonstrate typical sentences that could be recognized to identify a person’s preferred 

sensory representation system. Terms as ‘see what you mean’ or ‘have difficulty getting the 

picture’ would probably be used more often by a person with a visual preference.  ‘not be 

tuned into the idea’ or find that something ‘rings a bell’ fits an expression of a person with an 

auditory preference. Kinesthetic processors may struggle to ‘grasping the meaning’ or ‘have a 

gut feeling’ about something. Sensory representation systems are important for what sort of 

information more effectively affects a person. Mainwaring and Skinner (2009) published their 

study based on qualitative research, a finding indicating that people tend to filter the 

information of an advertisement they were exposed of, based on their preferred sensory 

representational system. Similar results have been proven before. (Skinner & Stephens 2003; 

Orr & Murphy, 1990). Wake (2011) points out that knowing how a person likes to receive 

information is important if you want to establish a positive response. Linguistically using the 

five senses that are important, sight, sound, touch and smell will make your audience more 

receptive to your message.  

 

If you have a presentation and using words to reflect all the senses, you are more likely to 

keep the attention of the audience.  Examples of how the language could be translated into 

sentences:  I am glad (feeling) that all of you could attend today. I hope that your journey was 

comfortable (feeling). We are here today to talk (hearing) about the new project that we are 

about to launch next year and hopefully if you all share my vision (seeing), we will hear 

cheering (hearing) from the board of directors, when they read (seeing) the annual report 

(Wake, 2011). 
  

2.2.3 Practical NLP theories 

The Meta model focus on the language, the idea is to get an understanding how thoughts are 

translated into words. Languages are divided into two different levels of structure, deep and 

surface. The more in-depth structure is where concepts and ideas are handled; these thoughts 

are unconscious for us. At the surface level, the language has more of a social structure. 

When changing from the more in-depth level we unconsciously select some parts of the 

information of the more in-depth level, this is called deletion. At this point we use a 

simplified version with a distorting meaning, this is the point we are ready to talk. We do this 

because if we did not, then the conversations would be tedious (Kudliskis, 2014). Language 

can be very effective when trying to change the mind of employees in your company. The 

meta model is a powerful technique that can help with this. If a person is sending out negative 

thoughts, it is dangerous because it can affect other people and change their mind to think the 

same things. If someone is expressing her- or himself negatively about a subject, for example: 

“This organization makes me so frustrated”. Then a good response would be: 
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“How does this organization make you frustrated?”. Alternatively, maybe someone is 

saying: “Nobody likes me here at work”  Then you can ask: ”How do you know that no one 

likes you?” The meta model is a very powerful tool when needing to tackle small problems 

before they grow bigger (Wake, 2011).  

 

Anchoring is a useful tool when trying to control your emotions. For example, when we are 

happy, sad or confident our body language, voice and facial expressions change. It is 

common knowledge that our bodies change after what feeling we are experiences, but fewer 

people know that we can change our feelings based on our body language.  If you are feeling 

sad and want to become less sad, force yourself to smile, and try to use the same body 

language and facial expressions as if you really were happy. Your brain will be confused and 

after a while believe you are happy (Burton & Ready, 2010).  

 

2.2.4 Body language 

Your body language is much more than your physical posture. Your face, tone of voice, 

breathing and the speed you are talking are only a few of the factors included in your body 

language (Ribbens & Thompson, 2001). When you grow up, even from when you are a baby, 

you learn all of these small gestures we humans do to communicate. You can imagine how a 

person feels when they smile, cry and feel frightened. These are some of the basics expression 

through body language that everyone knows; then there are a few harder ones like the posture 

of power, nervousness and happy. These are harder to understand when described, but if you 

were in presence with someone with these pictures you would recognize them instantly 

(Ribbens & Thompson, 2001). Most of what we communicate through our body language is 

unconscious, Phipps (2012) starts his book with the words “Are you sitting Comfortably? Are 

you aware of the expression on your face right now? Are you aware of how you’re sitting or 

standing, or who and what is around you? Probably not - until I asked the question and your 

brain went to do a little check, or you had a look round.” (Phipps, 2012, p. 3) This could be 

described as the first step of understanding NLP; you start to notice your own body language, 

but also everyone else's. Once you understand these basics, a door opens with the possibility 

to manipulate or to use a kinder word, influence people around you. 

 

Eyes, are a great information to use when trying to understand the inner dialogue of the 

person you are talking to and even get a sense of their preferred internal representation 

system. Different thoughts in our head call for the different reaction of our eyes. Figure 2 

shows what message the eyes are telling you. The direction of a gaze can indicate what sort of 

information the person is currently accessing.  “Eye accessing cues are necessary for eliciting 

‘strategies,' that is simple mental processes such as buying behavior and decision-making” 

(Parkes, 2011, p.73)   

   

 



9 

 

 
Figure 2. The standard eye accessing cues (Parkes, 2011, p.72). 

   

2.3 How to use NLP in sales 

The first step would be to get into rapport quickly. There are several ways to achieve this 

state. For example, speaking at the same pace, mirroring the body language of the customer 

and using their words (Yemm, 2006). Friedman (2011) describes in his book “No Thanks, I 

am Just Looking: Sales Techniques for Turning Shoppers into Buyers” what makes a great 

salesperson. He describes a great salesperson as someone that can turn shoppers into buyers, 

and that should not be mistaken for how much money the salesperson can sell. He also 

presents a list of techniques that great salespersons need to master if they want to become 

better at their jobs. Several of the techniques presented in the book is notably similar to 

theories within NLP. Below are two practical tips and their benefits of adapting NLP into 

sales techniques: 

 

Avoid using industry language:  

A salesperson that is able to adapt to the language of the customer is more likely to establish 

rapport between the two quickly. By listening to the words the customer use, the salesperson 

will get clues of what sensory representation systems the customer prefers. If then the 

salesperson matches their language with the same type of words the customer, will then feel 

the impression of being understood and appreciated (Nickels, Everett & Klein, 1983).  

 

Get a customer to like you:  

When we like someone, we tend to listen to them more closely, resulting in higher 

possibilities to affect them with our ideas and beliefs. Rapport is a useful theory to get 

someone to like and trust you. When dealing with customers trust, it is critical for 

experienced customer satisfaction. But, trust is a state that takes time to establish and 

therefore it is often non-existing in the relationship between a buyer and seller (Jap, 2001). If 

a company wants to become a robust competitor, they need to strive for good relationships 

with their customers. Trust is seen as the most crucial variable in a relationship, it could be 
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described as an exchange of “reliability and integrity, credibility and benevolence, and word 

that an obligation will be fulfilled” (Hunt & Lambe 2000, p. 30). Rapport is an essential 

factor when building customer relationships, greater rapport between customers and 

salespersons tend to increase the customer loyalty (Dell, 1991; Jacobs, Richard, Evans, 

Kleine, & Landry, 2001). The importance of trust can also be shown in a situation where a 

salesperson tries to convince a customer to purchase their product before establishing rapport, 

in these cases customers tend to be less likely to purchase the item (Brooks, 1989). 

 

2.3.1 Language in sales  

Listen and understand the need of the customer is a key element in sales. This paper has 

mentioned several techniques and theories that can help the salesperson create a unique 

experience and interaction with each customer and through that understand what the customer 

indeed is in need of.  

 

When presented with a situation where the customer does not need the product, NLP theories 

state that you are much better off not forcing a sell to the customer. A healthier idea is helping 

them find a better product more suitable for their need, even if that means going to a 

competitor is the better option. It is worse to get a customer that experience buyers remorse, 

meaning that they tell friends about their bad purchase for which they blame the salesperson. 

In the long run, buyer's remorse will hurt your business more than losing one potential sell. 

Making the right recommendation will instead increase trust and rapport between the 

salesperson and the customer  Bandler et al. (1982)  

 

The language of a salesperson is very valuable if used in the right way. Campbell, Davis and 

Skinner (2006) discuss situations how rapport could be used in conversational interactions 

between buyer and seller. They discuss a dilemma whether the seller should strive for an 

increase of rapport even if it may make the product harder to sell. They discuss a scenario if a 

customer steps into the store and claims that a product is too expensive. An approach would 

be to accept the customer's claim that the product is expensive, this would result in stronger 

personal rapport between the salesperson and the customer because when they agree on 

something, rapport gets stronger. But the problem with this alternative is that the product will 

be harder to sell. An alternative way to answer a customer that think a product is too 

expensive would be: “I understand why you say that, but I’m sure once I make it clear what 

this cash machine can do for you, you’ll see that it’s well worth the price,” (Campbell & 

Skinner, 2013, p. 364). This example makes the rapport stronger because, first the salesperson 

agree with the customer which should make rapport stronger but then make a statement that 

the product is worth the extra money (Campbell & Skinner, 2013). 

 

2.3.2 Clean language 

Language is a substantial factor in communication, and being able to ask the right question is 

indispensable. There is a thing called clean language questions and could be described as 

asking questions without bias inherent, meaning that the question is open and does not give 

indications to an absolute answer (Ready & Burton, 2010). But before asking a clean 

question, there is a need to put the person you want to ask, into a resourceful stage, e.g.: 

“And when you’re at your best, that’s like what?”.  

Then using this type of language to create questions could easily be adapted to a specific 

situation, by changing one word, shown in the three following examples:  

“And when you’re [working] at your best, that’s like what?”, 

“And when you’re [collaborating] at your best, that’s like what?”,  
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“And when you’re [focusing] at your best, that’s like what?“ 

Once the resource metaphor is created the clean questions can now be asked to begin the 

process of establishing a desired outcome or goal like:  

“And what you would like to have happen, is like what?”  

(Ready & Burton, 2010, p.281). 

 

When listening to the words the customer use, it will be possible to take note of certain words 

that the customer emphasizes and have a more emotional connection to. By using clean 

language questions, to examine the deeper feeling connected to the choice of that specific 

word, there is a great way to understand a person's unique need and in this case, what the 

customer really are looking for (Tompkins & Lawley, 1997). 

 

2.3.3 Rapport-building 

Coan (1984, p. 331) state: ”Rapport is a characteristic of a relationship If there is a high 

degree of empathy, attention, and shared understanding and expectations. Rapport should be 

enhanced when the salesperson and the customer are comembers of the same group. Also, 

rapport should aid persuasion and help increase consumer satisfaction. Both observational 

and paper-and-pencil techniques can be used to measure rapport.” 

 

Signs of when people are in rapport have been described by Tickle-Degnen and Rosenthal 

(1990) who explains mutual attentiveness, positivity, and coordinations as being three 

significant factors. Interestingly Gremler and Gwinner (2008) found that no increase of 

stronger rapport was perceived when employees used the more rapport-building behavior. 

Thus, focusing on a particular rapport-building technique would be more efficient than 

attempting multiple rapport building strategies. Although, in the investigation of commercial 

relationships, rapport has increased its consideration as a construct when looking at the 

interaction between employees and customers (Gremler & Gwinner, 2000).  Gremler and 

Gwinner (2008) suggest that rapport building could be sorted into four main types: Attentive 

behavior, indicators of attentiveness are eye contact, physical proximity, and backchannel 

responses (e.g., head nods and “um-hmms”). Motor mimicry describes when you adapt your 

communicative behavior to fit the current situation in the ongoing interaction best. Empathic 

listening and attentiveness to how the other party is communicating are also valuable for 

rapport-building. Imitative behavior, aiming to match the behaviors and/or voice patterns to 

the one you’re talking to. This could be utilized in an assortment of ways including posture, 

voice tone, type of language, the pace of speech, gestures, breathing patterns, or facial 

expressions. Imitative behavior is closely related to and sometimes classified as “mirroring”, 

which in sales are used to make the customer more comfortable around the salesperson, build 

rapport and establish trust. Because we buy from the people we like and we like the people 

we trust (Thompson, 1998). Courteous behavior, it has been found that one way for a retailer 

to quickly bond with a customer is through courteousness. Courteous behavior frequently 

incorporates basic activities that make experiences pleasant for the other individual. For retail 

representatives, these activities may involve smiling, expressing gratitude toward the client 

for his or her support, taking part in gracious conduct, or demonstrating sympathy toward the 

customer's welfare, remembering the name of the customer. Common grounding behavior, 

Researchers of personal selling literature propose that individuals encounter “meaningful 

interactions” with people that have similar backgrounds, characteristics, tastes, and lifestyles 

(Gremler & Gwinner, 2008). After evaluating Gremler and Gwinner (2000, 2008), their 

descriptions turned out to be both exhaustive and useful. The following the table is a 

summary of their report about verbal rapport-building:   
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Table 1. Verbal rapport-building summary, categories, and examples explained. Adapted from 

Gremler & Gwinner (2000, 2008). 

 
The table above explains how different NLP techniques can be categories and exemplified 

from theory into practice. The descriptions are just examples and should be customized for 

each interaction with precision for desired influence. 

 

2.3.4 Mirroring 

Mirroring is a technique within the NLP theories that aims to lower the barriers of the 

communication process. The focus is to get into a state of harmony with a person's body 

language, voice, and language. The first step would be to look at the other person, grasping 

the way the body is positioned, how the voice is controlled and what words that are expressed. 

Then slowly adapt the way you position your body, the tone of your voice, and the words you 

use (Marian & Socaciu, 2012). Imagine the person you want to establish rapport with as a 

mirror. If the person crosses his or her left leg over the right, then you should cross your right 

leg over your left, thus copying the effect of a mirror. This should increase the rapport 

between you, because we like people that express themselves with the same type of body 

language as us. However, there is one critical factor to take into consideration, if your efforts 

in mirroring are too observable and the person takes notice of it, the level of rapport will 

decrease. Therefore you should wait more than 5 seconds up to a minute before making a new 

effort to adapt your body language (Clabby & O'Connor, 2004).  

 

Listening to the tone of voice and choice of words are a fundamental part of NLP. Verbal 

mirroring means that you try to adapt to the tone of voice and repeat a person's last word or 

last few words. An example of this technique is presented with a person that visit the doctor 
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“Doctor: Do you have any major medical problems? Patient: No, I’m pretty healthy. Doctor: 

Okay. (and/or head nod)” VS. “Doctor: Do you have any major medical problems? Patient: 

No, I’m pretty healthy. Doctor: You’re pretty healthy. (pause)” (Clabby & O'Connor, 2004, p. 

542). The pause and repeat of words, will often, unknowingly force the patient to redefine the 

words “I’m pretty healthy” with new words that will lead to more information that the doctor 

can use  (Clabby & O'Connor, 2004). 
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3. Method 

In this chapter, the research methodology is presented, what, how and why are discussed in its relation to the 

scientific method. 

 

3.1 Research type 

In its essence, this paper leans towards a fundamental research which will most likely not give 

direct, decisive making answers. As with a fundamental research, the goal is instead to seek 

new insights and gain knowledge within a field. Compared to applied research which seeks 

fast answers to solve specific problems, fundamental research wants to break the subject 

down to its core and can even create more question marks than actually solve a problem. 

(Saunders, Lewis & Thornhill, 2012) As for this research, the latter case is more likely 

because the research introduces new game-changing theories and applied techniques to such a 

traditional business area as sales communication which they are relatively untested in. 

 

3.2 Research design 

The descriptive and explanatory are the two primary forms of research questions claims 

Jacobsen (2002). Descriptive research is about what is, which could be identifying differences 

and similarities, instead of how, when and why, which is what explanatory research tries to 

explain (Bryman & Bell 2015). However, Saunders et al. (2009) also mention the exploratory 

as one of the primaries, claiming it is the initial research, sometimes even before a problem is 

defined. Exploratory research may be considered the first steps into more comprehensive 

explanations of a research question. Rather than give the ultimate answer, it serves the 

purpose of enlightening new perspectives of the problem (Singh, 2007). The most common 

research design in social studies is the descriptive research which is relevant for gathering 

quantifiable information, that with data analysis can provide statistical inference on the 

targeted group. This also results in lack of unique insights due to the format of closed-ended 

questions. The positive side is its ability to measure significance and define different 

phenomena in a population (Saunders et al., 2009).   

 

As we are aiming to seek new insights in a field where there has been limited previous 

research, an exploratory was initially considered as it fits the broader purpose of the study. 

However, this research is more descriptive in its practical sense, regarding the method that 

was used to slightly better describe some of the variables in the context of the current state, 

and potential of NLP in sales communication. Notable delimitations are that we are not trying 

to measure a cause and effect relationship and therefore an explanatory research design was 

sorted out. 

 

3.3 Research approach 

There is two traditionally dominating research approaches pointed out by Jacobsen (2002), the 

deductive- and inductive approach. Patel and Davidson (2003) agrees on the two, while they 

also add one which is increasing in its popularity, not least in business research, videlicet the 

abductive approach. The deductive approach favors a quantitative research method for testing 

hypothesis. The theories is reviewed and handpicked to formulate those hypotheses that will 

be objects for the empirical data to prove right or wrong (Patel & Davidson, 2003). When you 

link empirical findings to a qualitative research method or in other words, go from 

observations to theory, it is called inductive reasoning (Jacobsen, 2002). The abductive 

approach, summarized by Alvesson and Skoldberg (2009) combines deduction with 

induction. Abductive reasoning utilizes a more pragmatist mindset. There is some general 
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major criticism for the deductive and inductive approaches that an abductive approach tackles. 

The deductive reasoning is not always, in its hypothesis process, distinct enough when aiming 

to explain the theory selected to be tested. Meanwhile, inductive reasoning may be naive in its 

eagerness to create theory-building out of its results, as in real life no amount of empirical 

data will for sure be enough to draw general conclusions (Saunders et al., 2012). 

 

As the research subject started out of interest in the NLP field and its possibility to open up 

for new customer understandings and incorporate practical techniques into business and sales 

practice, the research approach changed direction along the way of the literature review. The 

first intent was to find out to what extent NLP techniques already are used in sales 

communication. As the NLP field consists of a wide range of theories both unique and 

adapted from other psychological areas, there was a need to research which concepts and 

techniques were already being used. Regardless if the salesperson was aware that his 

approach to customers could be considered as typical NLP techniques, if he used what he 

learned from other sales courses or if he merely was acting on common sense and real-life 

experience. Techniques that literature suggested to be effective in ways that would match the 

research were identified, and scenarios were formed, still in a thought process with 

hypotheses of different outcomes, regarding to what extent those scenarios would logically 

take place. Those intuitive hypotheses, still undocumented, was based on previous research of 

how well known the techniques were, how hard they were to master and how risky they could 

end up if they were incautiously practiced, exploiting the manipulative agenda in authentic 

manner of the infamous salesman archetype.  

 

The technical methodology in this paper follows closest similarities to the deductive 

approach. Still, abductive reasoning has been used for the overall picture throughout the study 

as it was the reason for this research's evolution in the first place. Therefore, an abductive 

approach may be the way to go for further exploratory studies on NLP:s potential disruptive 

possibilities within sales communication praxis. In the meantime, this research sticks to the 

deductive approach in the primary sense that it explores known theories and test its validity in 

specific circumstances while firmly keeps to logic. (Snieder & Larner, 2009). This meaning, 

research questions are developed out of theory, inspired by experiences and measured 

descriptively yet analytically.  

 

3.4 Quantitative 

Qualitative and quantitative are the two main methods for data collection (Jacobsen, 2002). 

Non-numerical data such as pictures symbols and words define qualitative data. Qualitative 

methods deal with open-ended questions and are therefore well suited for exploratory studies 

due to its possibilities for more profound insights and a nuanced picture of the subject in 

question (Hanson & Grimmer, 2007). Quantitative methods, on the other hand, generates 

numerical data through its almost exclusively close-ended questions format within 

standardized techniques for data collection like surveys (Di Pofi, 2002). The purpose of the 

quantitative method is to collect data from a relatively small group of people that represents a 

much larger population, making the empirical findings generalizable. This requires on 

beforehand an adequately formulated description of the research context and what it aims to 

find out (Jacobsen, 2002). The quantitative method, like any other method in given 

circumstances assets a few weaknesses that advantageously should be addressed. Wärneryd 

(1993) claims the fact that the questions have been predetermined by the researchers impacts 

the supply of answers negatively. Jacobsen (2002) is on the same path stating, the information 

interpreted from the collected data will be superficial. This also aligns with the questions aim 

when constructed, to be simplistic in its nature for the sake of the overall population's ability 
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to comprehend them. A study that can deliver the same result repeatedly when tested on new 

sample groups fills the criteria for replicability (Bryman, 2012). Jacobsen (2002) also 

mentions parsimonious as one of the criterias for good science, which speaks to advantage for 

the quantitative method that often is relatively low cost and time efficient in relation to 

qualitative research. Based on previous discussions, a quantitative method and more 

specifically an online survey have been conducted. 

 

3.5 Choice of perspective 

The research questions are exclusively examined from the customer's point of view. This has 

required translations of NLP techniques into lifelike scenarios that customers can relate to. 

Choosing this perspective have resulted in some aspects being left out. How often customers 

actually are exposed to techniques and how good they are at noticing the techniques are 

examples of circumstances that are not taken in consideration for research question 1  

and for research question 2 there is in, e.g., communication skills of the salesperson and 

customers trust of salespeople in general. The customer perspective, however, provides basic 

and initial unique insights of predicted customer behavior when adapting NLP theory into 

face to face sales communication. 

 

3.6 Data collection 

Both secondary and primary data have been essential for a discussion of tendencies in the 

current state of NLP techniques in sales communication. Together they provide new potential 

frames and questioning for further research on NLP implication in practice. 

 

3.6.1 Secondary data  

The secondary data in this research mainly derives from books, scientific and popular 

scientific papers as well as comprehensive online guides. The scientific sources have been 

found in databases such as Web of Science, Emerald Insights, Scopus and Google Scholar. 

The secondary data makes up a great deal of the information throughout the study and remain 

the background to the problem discussion and research questions. It is gathered from 

somebody else and taken out of context in another research purpose, and therefore a critical 

point of view is necessary.  Secondary data consists of both quantitative and qualitative 

previous research. It gives a fundamental understanding of the subject and what primary data 

that needs to be assembled (Nykiel, 2007). The secondary data in this research also serves the 

purpose of enlightening NLP theory in the area of sales communication. This means that 

though not every concept or technique from the literature review are investigated in this 

survey, their presence may still inspire future basic and applied research. 

 

3.6.2 Primary data 

Using observations, interviews, or questionnaires, the primary data is the gathered data 

derived directly from the first information source (Jacobsen, 2002). Google Forms has been 

used to create an online survey to deliver primary data through a quantitative study. The 

survey was up for a total of five days, from May 12 to May 17, 2017. Surveys are well suited 

for descriptive research and are also very common in deductive research approaches as it has 

the ability to feed research questions with answers to “where”, “what”, “when” and “how 

many” (Saunders et al., 2009). The mission of the primary data in this study is to feed any 

person interested in NLP within sales communication, with customers perspectives on what 

may be possibilities or obstacles in the field.  
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3.6.3 Population and Sample  

A population is simply putting together all the entities that are relevant for research, and when 

it comes to selecting a sample within this population, Jacobsen (2002) claims probability 

sampling and nonprobability sampling are two different techniques to consider. Within 

probability sampling, there is an equal chance for each individual to be picked into the sample 

and they will, therefore, be selected randomly. The benefit of this techniques is often suitable 

for surveys as they hand the possibility to generalize the results from the sample group upon 

the whole population. Nonprobability sampling, however, is harder to generalize from and fits 

better for qualitative as the individuals are selected by the researcher (Jacobsen, 2002). 

Furthermore, stratified random sample, systematic sample and simple random sample are 

three methods of probability sampling (Bryman, 2012). While probability sampling may be 

the superior method due to its accuracy and lack of biases it is not always the preferred 

choice. In reality, access to the entire population is impossible for a majority of all surveys, 

which is a requirement for probability sampling. This does not anyhow stop a sample group 

from being very accurate in its reflection towards the population if carefully selected 

(Creswell, 2003). One type of nonprobability methods is convenience sampling. That means 

everyone within the population are urged to engage, and there are no excluding criteria for the 

researcher to select the participants. The downside of this method is that the sample group 

could end up being heavily influenced of those who was conveniently available for the 

researcher to obtain, resulting in a tendentious representation of the population.  

 

A convenience sampling was made by posting the survey online on different social media 

networks and sharing it deliberately to our social networks encouraging them to fill in a 

reshare the survey. Measuring age and sex made us ensure a sample with a degree of 

demographic variance. As this method may result in some sampling error and biases for the 

study, it was nonetheless appropriate for us to use for collecting a fairly large amount of 

responses within a short time frame, while it was also simple and inexpensive to conduct.  
 

It should be pointed out that perception and experience of salespeople can vary due to 

external factors such as socio-cultural background. A Swedish population with any 

experience of in-store salespeople encounters have been targeted for this study to sort out 

possible extreme variances in respondents cultural background. The survey language is 

Swedish. Therefore it can be presumed that the sample group consisted exclusively of 

Swedish speaking respondents. However, the study is not too concerned with clearly defining 

specific frames regarding size, experience, and demographics of the population based on two 

assumptions: 

1: The theories origins from fundamental principles of human behavior and the techniques are 

therefore meant to be applicable on all human behavior with small dependency on 

characteristics. 

2: Vast majority of people have either visited or will visit a store in the future.  

A study conducted on 19.000 people across 19 territories around the world found that only 

two percent never visits a brick and mortar store (Pwc, 2015) 

 

Below is a hypothetical calculation of an unknown population size. To gain enough accuracy 

to draw conclusions a 95% confidence level was chosen. Further, 8.0 confidence interval was 

chosen, requiring at least 150 answers. After ending up with 129 respondent, the confidence 

interval was adjusted to 8,63. 

 



18 

 

 
Figure 3. Sample size calculation (Survey System, 2017). 

 

3.7 Operationalization 

The operationalization is the process of going from concept to measurement. The purpose is 

to define what's going to be measured and how (Amo & Cousins, 2007). Here the steps for 

creation and execution of the quantitative study are declared. 

 

3.7.1 Developing research model 

In the theory section, the keystones to NLP are presented to give a thorough understanding of 

its relevance in sales communication. Concepts such as rapport are explained to have positive 

effects on relationships and trust, states that are highly valuable for a salesperson to achieve 

with the customers. Further examples of practical techniques of getting into rapport are given. 

To answer the research question, specific techniques were selected to be measured. The 

selection process of what techniques to be measured was based on two things: what was 

interesting and what was possible to measure from a customer point of view. To find out what 

was the most interesting techniques to examine, the research purpose was taken into 

consideration. There should be practical techniques for the salesperson that could be used to 

establish a positive connection with the customer quickly. To find out what was possible to 

measure in a customer point of view, there was a need to predict which techniques that could 

give a significant result regarding notice perception and the potential effect on attitude. 
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Figure 4. Research model 

 

 

This model above is an illustration of the examination. The scenarios are based on when a 

salesperson communicate with a customer in a way that could be interpreted into an NLP 

technique, one that goes under the category of either mirroring or verbal rapport building. 

Then the extent of how often those NLP techniques occur within the customer's perception is 

measured through their general attention to the specific scenarios, in other words how often 

they notice each scenario. This means the times those NLP techniques or scenarios are not 

noticed are overlooked, and no ratio or proportion of how often the scenarios are noticed in 

relation how often they actually do take place are not included in this study. The next step 

investigates how customers think their attitude towards the salesperson is affected after 

noticing components of different NLP techniques constructed and examined, in what is 

described as scenarios in face to face communications between customers and salespeople. 

 

3.7.2 Measurement scale 

Rating scales are accurate tools for measuring directions and fortitude of opinions. Yet, there 

is a risk that respondents want to help the researcher out by filling in what they feel are 

expected answers. A partial solution to this could be to remove the neutral alternative, which 

could mean “uncertain” or “neither-nor”, doing so would force the respondent to take a stand 

(Garland, 1991). This risk does however not necessarily affect the credibility of the study; 

sometimes the neutral alternative is simply the most genuine response (Kulas, Stachowski and 

Haynes, 2008). Takahashi, Ban and Asada (2016) highlights the semantic differential scale as 

an appropriate choice for appraising attitudes and perceptions. This survey uses a semantic 

differential scale with rating 1-5. The scales are ordinal, and the first goes from “very rarely” 

to “very often” notice and the second from “very negative” to “very positive” believed affect. 

For demographics, there was a two-category nominal measure for sex and a seven-category 

interval for age group including.  
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3.7.3 Development of items 

After theory selection of NLP techniques, the scenarios were constructed. Below follows a 

presentation of the items and an explanation of their origin and interpretation of theory to 

practice. The same items are used when measuring both frequency of notice and affect 

attitude. When presenting statistics, later on, the items are named by “(N)” for notice or “(A)” 

for affect/attitude, in front of their label to address which construct it regards. The techniques 

are grouped into verbal rapport building (item 1-6) and mirroring (item 7-9), but each item 

rather represents their own variable and are measured plus analyzed mainly on an individual 

level. As we do not measure a cause and effect relationship we have avoided addressing and 

referring to variables; the empirical data are descriptive and not explanatory. If the items were 

to represent a variable, the variables would be the same as the named subtypes of NLP 

techniques and not its group. An alternative way to view it could have been through the 

designation of all scenarios as items of NLP techniques. Simply put, the scenario equals the 

item, and the NLP technique equals the variable. In chapters ahead, the scenarios will 

sometimes be referred to as its originated NLP technique or sometimes by item number 

depending on whose perspective are meant to be highlighted. Below follows the items 

presented within its group and described by subtype and label as references to its origin 

theories within the literature review. 

 

Verbal rapport-building 

Constructed and adapted based on (Table 1), Gremler and Gwinner (2000, 2008), Friedman 

(2011) and Nickels et al., (1983): 

1. A seller remembers you and your conversations from previous visits.  

Uncommonly attentive behaviour - Personal recognition 

2. A seller does something more than expected to help you. 

Uncommonly attentive behaviour - Atypical action 

3. A seller recommends a competitor whose product better meets your requirements. 

Courteous behaviour - Unexpected honesty 

4. A seller notices and points out a personal interest that you have in common. 

Common grounding behaviour - Identifying mutual interest 

5. A seller and you have a nice conversation about anything other than the product you are 

interested in buying. 

Connecting behaviour - Pleasant conversation 

6. A seller asks relevant questions to find a product according to your needs. 

Information sharing behaviour - Asking questions 

Mirroring 

Constructed and adapted based on Yemm (2006), Gremler and Gwinner (2008), Clabby and 

O'Connor (2004), Marian and Socaciu (2012): 

7. A seller and you have a matching body position. E.g. both stand/sit with legs or arms 

crossed. 

Physical Mirroring - Body language 

8. A seller speaks at the same pace and tone as you. 

Verbal Mirroring - Voice matching 

9. A seller expresses words that you just used.  

Verbal Mirroring - Word matching 

Eyes (Deleted) 

Constructed and adapted based on Parkes (2011): 

10. A seller is studying your eye movements as if looking for clues on what you are thinking. 

 Accessing internal dialogue - Looking for eye cues 
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3.7.4 Pilot study 

Before designing and publishing the final questionnaire, the items were evaluated in terms of 

clarity and relevance. A pilot study was conducted, and ten selected people agreed to fill in 

the survey and contribute with feedback. An initial section for two basic demographic 

variables was added above the items. The first was sex, “male” or “female” and the second 

was age-group, “17 or younger”, “18-24 years”, “25-34 years”, “35-44 years”, “45-54 years”, 

“55-64 years” and “65 or older”. To spread the angles, all age groups were represented, equal 

distribution of gender and four people currently worked in stores as salespeople. The benefits 

of using a pilot study can be likened to rehearsing by discovering and eliminate possible 

weaknesses (Kothari, 2004). The feedback indicated the questions and statements were easily 

understood and seemed relevant. There was an exception for item 10, which was slightly 

surmised being hard to measure in a credible sense. It was concluded that it was a biased 

perspective asking customers about their awareness and interpretation of foreigner's way of 

looking you in the eyes. Item 10 was therefore excluded for the final questionnaire.  

 

3.7.5 Designing final questionnaire 

The title of the online survey reads: “Customer's perception of specific scenarios in sales 

communication.”. This hints what the survey is about without giving out too much 

information. By avoiding the use of “NLP techniques” and instead simply refer to them as 

“scenarios” throughout the study, a number of biases can be dodged. For example, the risk of 

people answering more negatively, not wanting to admit to being easily manipulated as they 

read the word “techniques” in a sales context. People could also have good or not so good 

knowledge in the concept of Neuro-Linguistic Programming, affecting their responses. 

Another reason for not using “NLP techniques” in the survey is because not all the scenarios 

necessarily have to be associated with NLP or any “technique” at all. Some, or even most of 

the scenarios can be regarded from one or both customer and seller's perspective as acts in 

common sense like genuine kindness or work competence. This meaning, the scenarios 

corresponding to their variables in the study can occur without anyone that's involved in the 

constructed scenario knows anything about NLP. However, the salespeople's actions 

described in the scenarios can all be taught as NLP techniques. Further, a description under 

the survey title reads: “This questionnaire intends to investigate how often customers pay 

attention and are affected by specific scenarios related to in-store salespeople's ways of 

communicating.”. 

 

The first section consists of the demographics: age groups and gender. Section two sets its 

aims to investigate the first research question: “How commonly are NLP techniques noticed 

by customers?”. The section begins with the question: “How often do you notice the 

following scenarios”,  this applies to all the nine scenarios. The description reads: “Reply 

based on previous experiences with in-store salespeople, how often you actually observe or 

notice the following scenario. Keep in mind that these scenarios can pass you subconsciously 

and try NOT to estimate how often you think it happens or happened to you.”. Section three 

addresses the second research question: “What NLP techniques do customers believe to 

negatively or positively affect their attitude towards a salesperson?”. Starting with the 

question: “How does this affect your attitude towards the seller?” and the description: 

“Exclude other influencing factors and respond to how you think your attitude is affected if 

you notice to the following scenario. Use the middle option if you do not know.” This 

highlights the importance of the middle options that can mean either “it does not/wouldn't 

affect me” or, “I don't know how it does/would affect me”. As it is opinions and guessings 

that are measured, the result of the study does NOT regard nor disregard the techniques as 
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effective. The purpose is simply to find incitement to or not to begin experimenting with NLP 

in sales communication, this meaning a negative tendency would lift the questions “why?” 

and a positive tendency would hopefully inspire new adapted and more profound research. 

The complete survey can be found in the appendix (see Appendix D). 

 

3.8 Credibility 

No matter how you choose to collect information, it is important to review it critically. 

This means deciding how reliable and relevant as well as how valid and credible the 

information is (Bell, 2014). Reliability and validity are if possible, continuously discussed 

within every procedure throughout the study. The same applies to general method criticism. 

Below, the terms are described together with a few out of many examples of how they are 

implicated.  

 

3.8.1 Reliability  

Reliability demands the possibility to gain the same study results as was gathered from one 

sample group to another from the same target population if the same method and measures 

are repeated (Bryman, 2012). A fundamental part of obtaining a reliable result is to diminish 

biases. The time which the questionnaire is published and opened to the sample group could 

have an impact on the result due to their momentarily mental state, e.g., to name one variable 

impacting the answers (Bryman, Bell & Nilsson 2005). To avoid the majority of respondents 

from answering in a stressful manner or people even simply ignoring it, due to the presence at 

for example a work environment, the questionnaire was sent out on a Sunday at 15.00. To 

avoid biases in terms of too homogeneous respondents, different forums was used to publish 

the questionnaire such as Facebook, LinkedIn as well as to friends, colleagues, and family 

who also was asked to share it with their network.  

 

3.8.2 Validity  

Validity, i.e. how valid and relevant the information is, refers to whether the survey measures 

what it is intended to measure and if what we measure is relevant and generalizable. In order 

to better analyze the validity, it is divided into external and internal validity (Jacobsen, 2002). 

Internal validity reflects what was initially intended by the researchers. External validity 

demands the ability to gain same study results as was gathered from the sample group if the 

same method is applied to a more immense population (Bryman, 2012). Wärneryd (1990) 

describes a connection between validity and researchers interference on respondents claiming, 

minimal interference should be aimed for as excessive interference could have a negative 

impact on the overall validity. This survey was posted online for the respondents to fill out 

the questionnaire anonymously and without interruption. The feedback from the pilot study 

was also crucial for containing validity in the form of appropriate survey items and design for 

our research questions. 

 

3.8.3 Method criticism   

The secondary data consist of a couple of sources that cannot be considered as new and fresh 

research. Something that the reader of this research paper may react on. However, the older 

sources are carefully reviewed and still considered highly relevant as their theories 

convincingly have demonstrated usefulness in practice while some assertions yet await being 

proven or unproven. The items in the survey are supposed to represent different NLP 

techniques for the sake of the research context. That does not mean the scenarios are regarded 

as NLP techniques in the eye of the customer. Something they of course also can be right 
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about, as some techniques may also act as common good will or can be recognized from other 

theories, not unlikely to have influenced or been influenced by NLP. The risk of negative 

answers in the attitude section due to the scenarios which the items pictures, being regarded 

or identified as manipulative methods cannot be avoided to raise concern about. Nonetheless, 

if the items are recognized as NLP techniques or if the respondent even has heard of Neuro-

Linguistic Programming, it is the actual scenarios described in the questionnaire that is the 

primary focus. The survey never claims to investigate and deliver more objective 

explanations for NLP or any manipulative sales technique. It strictly describes its purpose of 

researching commonality and affected attitude of specific scenarios related to salespeople 

way of communicating to customers. As only a couple out of a plethora of NLP techniques is 

measured in this survey, the result cannot reflect the overall relevance of  NLP in face-to-face 

sales communication. However, the result can show some valuable indicators as the items 

were carefully crafted out of a thorough theory selection process when it came to adapting 

techniques, able to have a positive impact on the customer while being presented in the form 

of comprehensible scenarios in a questionnaire.  

  

One for this chapter, last mentionable weakness of the survey is that it includes questions that 

possibly can be considered retrospective. Retrospective questions refer to facts or attitudes 

that relate to periods of time that are often far beyond the actual measurements. As you tend 

to overestimate things that have happened recently, this type of questions can cause instability 

and measurement problems. However, when measuring the extent of specific scenarios in 

daily life over time, this retrospective questions gives the most accurate overview (Pearson & 

Ross, 1992). 
 

3.9 Data analysis 

The survey data was retrieved from the questionnaire conducted in Google Forms, and 

exported to Excel and SPSS to create tables, diagrams and perform statistical testing. The aim 

was to present the results in a clear, consistent and objective way while keeping it 

comprehensible. After revising the results, the data and information that was most relevant 

for discussing the research questions were summarized and presented in the empirical data 

section, while additional figures from the data analysis can be found in the appendix. Körner 

and Wahlgren (2012) points out the importance of calculating mean and standard deviation in 

a quantitative study and that tables and diagrams can be an appropriate way of presenting 

those among other tendencies. All data were analyzed in SPSS with descriptive statistics 

showing frequencies including mean and standard deviation but also supplementary figures 

such as mode which describes the most opted for answer. Statistical testing and interpretation 

are mandatory when somewhat trying to generalize upon a population (Körner & Wahlgren, 

2012). 

 

3.9.1 Compared analysis 

To a slight degree, some observations and analytical comparisons are made between the two 

groups: verbal rapport-building and mirroring based on descriptive statistics. Predominant 

focus lays on measuring and analysing the items thus the techniques individually. Clarifying 

if the items would define a variable, the variables would rather be the subtype like 

“uncommonly attentive behaviour” than its group which in this case would be verbal rapport-

building. Olsson and Sörensen (2007) concludes that for quantitative data, it can be suitable 

for both univariate and bivariate processing. Bivariate is to process variables in pairs, and 

univariate is to process variables individually or separately (Olsson & Sörensen, 2007). 
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In-between research questions analysis does in this study not constitute a profound foundation 

to conjure findings and generalizations on.  

 

3.9.2 Factor analysis  

As earlier stated, the NLP techniques measured have been divided into two major groups, 

mirroring and verbal rapport building. Within the two groups, different subtypes can be addressed 

and considered defining variables. However, the variables or scenarios of the two groups have in 

previous studies not indicated a common factor or component when it comes to attention and 

affecting attitude. The verbal rapport-building techniques are believed to be easier to perceive 

than the mirroring techniques that can or maybe even is supposed to be more subtle or subliminal 

(Ready & Burton, 2010). 
 

A principal factor analysis (PCA) was conducted in SPSS to find out if there were an incitements 

to suspect further that the subliminal level of NLP techniques could be crucial factors for how 

customers believed different NLP techniques would affect their attitude towards salespeople. 

Using a PCA should always require a case of variables or items measuring the same construct, 

(Neil, 2008) The purpose of the factor analysis was solely not to remove items or reduce 

variables, the aim was more to inspire future more thorough studies, possible experiments of the 

subliminal level factor. Moreover, the principal factor analysis could support the reasons for 

dividing NLP techniques into verbal -building and mirroring based on subliminal level as a factor.  

 

Following up on previous discussions about descriptive vs. exploratory design and deductive vs. 

abductive approach. The subliminal level was hypothesized to have an impact on the result of our 

research questions after the literature was reviewed and the frames for primary data collection 

was set. This analysis is not necessary to descriptively answer the research questions under 

prevailed circumstances, but as the purpose are more exploratory in its vision, the belief was that 

a factor analysis could enlighten new questions to prioritize in future studies. 

 

After the PCA, Cronbach’s Alpha was tested for internal reliability on the two components. 

Cronbach’s Alpha gives an indication of how closely related items in a group is when 

measuring the same construct. A value of 0,7 or higher indicates good internal reliability 

George & Mallery (2003). 
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4. Empirical data 

In this chapter, the primary data collected through an online survey will be presented. The results are presented 

in three different sections, where section 1 focus on demography, section 2 on notice and section 3 on attitude.  

 

4.1 Demography 

In the first section of the survey, the participants were asked to enter their gender and age. In 

total 129 people took part of our survey. As shown in Chart 1 we can see that there was a 

slight majority of female participants (52,7%) against male (47,3%). Chart 2 shows us that the 

ages were relatively evenly spread with an exception for two more abundant age spans. The 

two largest groups of participants were 18-24 years (38%) and 25-34 years (17,8%). Together 

those two groups stood for a total of 55.8% of the participants. 

 

4.2 Notice frequency of NLP techniques 

The second section of the survey aimed to see how often the participant noticed the presented 

scenarios. In total nine items were presented, and all were based on different types of NLP 

techniques. Items 1-6 used verbal rapport building techniques and items 7-9 were based on 

mirroring techniques around body language, voice and words. At the beginning of section 2, 

the participant was presented with an exhortation to answer how often they notice followed 

scenarios. Each item was answered with a semantic differential scale type for frequency, (1) 

Very rarely - (5) Very often. An overview that lists each item and displays the type of 

technique it originated from can be seen in Table 2. For full output from SPSS on descriptive 

statistics including frequencies see (Appendix A). 

 
 

 

 

 

 

 

 

 

 

 

Chart 1. Gender Chart 2. Gender Chart 1. Age 
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Table 2. Presentation of items in context to section 2 

 
4.2.1 Section two - Verbal rapport-building 

The participants were faced with six scenarios related to verbal rapport-building in section 

two. These scenarios were based theories working through verbal communication. Items 1-6  

were based on theories around personal recognition, atypical action, unexpected honesty, 

identifying mutual interest, pleasant conversation and asking questions.  

 

When reading the result, the data indicate that the participants had a neutral to very rarely 

frequency of notice for item 1-6 (N). Out of the six items, five of them had means below 3,0, 

and only item 6 (N) “A seller asks relevant questions to find a product according to your 

needs” had a mean over 3,0 and thus indicated a slightly more common notice. The lowest 

frequency of notice can be seen in item 1 (N) “A seller remembers you and your 

conversations from previous visits” with a mean of 2,48 and a standard deviation of 1,16. 

When studying the standard deviations, there is a similar trend shown for each of the items. 

The exception was once again item 6 (N) that had the lowest standard deviation. The standard 

deviations of the items varied between 0,93 and 1,19. The answers can more clearly can be 

seen in Chart 3 where spread and percentage are presented for each item. 

 
 

Table 3. Section 2, mean and standard deviation for items 1-6 (N) 
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Chart 3. Section 2, spread of item 1-6 (N), (1) Very Rarely - (5) Very Often 

 

4.2.2  Section two - Mirroring 

Items 7-9 (N) in section two aim to examine how often customers notice scenarios of 

mirroring techniques. In contrary to the verbal rapport-building techniques the idea is to see if 

the customers notice techniques that build rapport through mirroring body language, voice, 

and words. Compared to items 1-6 (N), item 7-9 (N) indicate lower frequencies of notice from 

the participants of the survey. The lowest level of notice can be seen in item 7 (N) “A seller 

and you have a matching body position. E.g. both stand/sit with legs or arms crossed”. The 

result for item 7 (N) shows a mean of 2,61 and a standard deviation of 1,08. Item 7 derives 

from mirroring body language techniques. The most noticed scenario is item 8 (N) “A seller 

speaks at the same pace and tone as you.” but with a mean of 2,67 the frequency of notice 

should still be considered neutral to low. Average mean in frequencies of notice from 

scenarios presented in items 7-9 (N) signifies customers are rarely exposed to, or just 

struggles to notice mirroring techniques. The standard deviation of all three items was also 

very similar. When looking at the data for each item, there is a trend that the participants of 

the survey do not witness any significant difference in frequency of notice between the 

mirroring techniques. The mean and standard deviation are nearly the same among item 7-9 

(N).  

 
 

Table 4. Section 2, mean and standard deviation for items 7-9 (N) 
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Chart 4. Section 2, spread of item 7-9 (N), (1) Very Rarely - (5) Very Often 

 

4.3 Believed effect on attitude of NLP techniques 

The third section of the survey contained the same nine items, i.e., scenarios, as in section 

two. The different approach to this section is that to examine the second research question. 

Instead of how commonly these scenarios are noticed, the focus is here on attitude, and how it 

is believed to be affected towards the salesperson. All of the nine items respond to 1-5 

semantic differential scale types, (1) Very Negative and (5) Very Positive. Table 5 displays 

reference for items and constructs. For full output from SPSS on descriptive statistics 

including frequencies see (Appendix A). 
 

Table 5. Table 5. Presentation of items in context to section 3 

 
 

4.3.1 Section three – Verbal rapport-building  

Item 1-6 (A) in section three once again collect data around NLP theories based on verbal 

rapport-building. The result indicates that customers do show a tendency of positive believed 

effect on attitude towards the salesperson after percieving given a scenario from item 1-6. 

Items 1-6 (A) had various means between 3,26 and 4,15 and standard deviations between 0,99 

and 1,15. The most positively believed influence can be seen in item 6 (A) “A seller asks 

relevant questions to find a product according to your needs.” with a mean of 4,15 and a 

standard deviation of 1,00. Affirming that information sharing behaviour was the most 
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believed to be appreciated, technique measured. The item that had the lowest mean of the 

verbal rapport-building techniques regarding attitude was item 4 (A) “A seller notices and 

points out a personal interest that you have in common” with a mean of 3,25 and a standard 

deviation of 1,10. The result is still neutral to positive and does not necessarily demonstrate an 

ineffective method of rapport-building. The data presented in Chart 5 show a positive trend in 

4 out of 6 (A) items. The items with least believed positive affect on attitude were item 4 and 

item 5 “A seller and you have a nice conversation about anything other than the product you 

are interested in buying”. They scored 11% respectively 15% as very positive answers 

compared to item 6 where 48% of the answers were very positive. 

 
 

Table 6. Section 3, mean and standard deviation for items 1-6 (A) 

 

 
Chart 5. Section 3, spread of item 1-6 (A), (1) Very Negative - (5) Very Positive 

 

 

4.3.2 Section three - Mirroring 

The result of items 7-9 (A) in the mirroring part of section three indicate a neutral effect on 

attitude from presented scenarios compared to items 1-6 (A) in section three which indicated a 

general positive believed effect on attitude towards the salesperson. The means of items 7-9 

(A) ranges between 2,84 and 3,07 and are therefore considered neutral responses which in this 

section also could mean “I don’t know”. 
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The item that had the most positive believed effect on attitude out of the mirroring techniques 

was item 8 “ A seller speaks at the same pace and tone as you.” that scored a mean of 3,07 

and a standard deviation of 0,94. The least positive attitude out of items 7-9 (A) was item 9 

(A) “A seller expresses words that you just used“ that showed the lowest mean of  2,84 and a 

standard deviation of 1,06. When looking at the data spread among each mirroring scenarios, 

then there is an apparent trend in participants preference for alternative (3) Neutral / Don’t 

know, which was chosen by 58%, 47% and 45% of all respondents for item 7-9 (A). 
 

  

Table 7. Section 3, mean and standard deviation for items 7-9 (A) 

 

 
Chart 6. Section 3, spread of item 7-9 (A), (1) Very Negative - (5) Very Positive 
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5. Analysis 

This chapter includes an analysis of the empirical data with tests provided by SPSS. Further, it discusses and 

compares the result from the primary data to previous research gathered from secondary data. 

 

5.1 Result analysis 

The first section of chapter five includes a result analysis of the measured NLP techniques as 

groups and on independent levels. It discusses if and how well the research questions How 

commonly are NLP techniques noticed by customers? and What NLP techniques do customers 

believe to negatively or positively affect their attitude towards a salesperson? are answered in 

the survey and proposes further possible explanations to the responses. 
 

5.1.1 Analysis of NLP verbal rapport-building techniques 

The overall result of the verbal rapport-building data indicates that the level of notice and 

attitude are higher, compared to the items created based on mirroring techniques. 

When combining the average means for all of the items 1-6 that researched verbal techniques, 

the average score of notice is 2,83 compared to 2,64 that is the average mean of the mirroring 

items. The result of the verbal items should be seen as neutral with a slight inclination towards 

a rare instead of common/often level of notice. The result shows that item 6, asking relevant 

questions is the most noticed verbal rapport building technique with the highest mean and 

lowest standard deviation of the verbal part of section 2. The fact that this technique was the 

most noticed item may be because asking what a person want or need, could be a natural way 

for a salesperson to start a conversation.  But the purpose of item 6 was to see how often a 

salesperson asked relevant questions and that is more tricky. The word “relevant” can be seen 

differently between two people, thus affecting the result of the item. If item 6 were eliminated 

due to its causality, the average mean for verbal rapport-building would be 2,72 which is more 

closely similar to the mirroring average mean of 2,64. The item with the lowest mean of 

notice was item 1 that was based on personal recognition theories. The item only scored a 

mean of 2,48 with a standard deviation of 1,16. This result was not that surprising; a long-

term relationship needs to be established before memories of interactions with an individual 

customer is possible. Moreover, salespeople meet several customers every day so the 

frequency of visits of the customer will matter how well the salesperson remembers them. 

This item works on the premises that customer enters the same store several times because a 

salesperson cannot remember a customer if it is the first time they meet. Therefore the result 

goes along with our expectations for this item. 

 

The result indicates that a good salesperson should assist the customer in finding the product 

that they really need. Not only focus on the amount of money that they bring into the 

company, and since the best salespeople create loyalty and earn the trust of the customer 

(Kotler & Armstrong, 2012), a useful method would be to master the skill of spoken 

language. Being able to ask the right questions is the technique that according to the 

participants of the survey, showed the most positive attitude. However, the right question is a 

difficult thing to define, because based on the idea that every person is unique, then the right 

question most likely varies between individuals. To find the right question for the situation, 

clean language could be an effective strategy. Asking customers questions without a bias 

inherent would make it easier for the customer to find the really want, instead of ideas that 

were planted by the salesperson (Ready & Burton, 2010). The answers, from a clean language 

question, should be analysed and hopefully, give clues of what representation system that 

specific customer prefers. 48% of the participants stated that it is very positive when a 
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salesperson ask relevant questions to find a product according to your need, and 27% did find 

that positive. With a combined result of 75%, a clear positive trend can be seen when 

analysing the data of item 6, which is also the technique with the most positive believed affect 

on attitude, according to the participants of the survey. The result also shows that doing 

something out of the ordinary to satisfy the need of the customer is a clever idea. This 

technique had the second most popular result of data with 70% of the answer declaring a 

positive or positive attitude towards a salesperson that goes the extra mile for a customer. 

That goes along with the theories of Yemm (2006) that argued for that a salesperson should 

work for a long-term relationship with the customer. Doing something extra for the customer 

will make them grateful and hopefully trust and like you more. There are however actions that 

salespeople probably should stay away from. If a customer enters a store and is in need of a 

product that does not exist in the store, then the salesperson would be better of better 

recommending a competitor that fulfill the need of the customer, instead of selling an item 

that only partly fulfills their need. Only 25% of the responses, stated that this was noticed 

often or very often in their interactions with salespeople. 65% of the participants are positive 

or very positive about a situation like this, and only 13 % believed this would affect their 

attitude towards the seller negative or very negative. If in-store salespeople implement those 

techniques, then they would be better of trying to establish trust and a better relationship with 

their customers. The result goes along with the theories Bandler et al., (1982) presented, about 

helping a customer find a product more suitable, based on the need of the customer. The result 

indicates that it could be a good idea to use this technique because the store would potentially 

make 65% of the customer in the long run happy and only risk 13% negative affect on 

attitude. However, this technique work under the premises that long-term relationships with 

the customers are one of the company's main objectives. Example of a innefective situation of 

this method would be a food truck that moves around and mainly only have new customers. 

Then this technique would be bad for business because of the customers base exists of new 

customers every day. 

 

The item with the lowest level of positive affect, was item 4. With a mean of 3,26 the items 

are still neutral to positive but not as high as might expected because one of the fundamental 

understandings of the theories around rapport is that we like people that are similar to us and 

we tend to trust the people we like more (Wake, 2011). The data also showed that the mean of 

notice was low, with a mean of 2,58. The low result may be because the interactions between 

customers and salespeople in stores are short and talking about other subjects then the product 

might be down prioritized because of the low timespan of interaction. 

 

5.1.2 Analysis of NLP mirroring techniques 

The lowest level of notice and likewise attitude could be found in all the scenarios related to 

body language, tone of voice and words. In other words the mirroring techniques. This did not 

come surprisingly though, based on the fact that these methods of communication are 

supposed to “work their magic” subconsciously. Mirroring is not just techniques for 

deliberately affecting another person, it is also a subconscious effect of being in rapport with 

someone. These scenarios may, therefore, be hard to detect if one is not familiar with the 

phenomena of mirroring (Phipps, 2012). The result showed a mode of 3 indeed on item 7-9 

for both frequency of notice and believed affect. It could be argued that people misinterpreted 

the neither/nor option for meaning “I don´t know” on the very rarely - very often scale, which 

would be illogical reasoning. What you notice means what you are aware of and what you are 

aware of equals what you do know, therefore not knowing would not be possible and 

disqualified as an answer. However, like in the believed affect scale that goes from very 

negative to very positive, where the neutral or neither/nor option was accepted and even 
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encouraged as a “I don´t know” response, the discussion of “neutral” vs. “don´t know” was 

not of any great interest when looking at the purpose of the study. The mean would possibly 

have been a little lower and the standard deviation higher in the frequency of notice, if we in 

some way would have been able to exclude or prevent the “don´t know” motivated responses 

for option 3 on the scale. But the purpose remains, only 21% on item 7, 18% on item 8 and 

23% on item 9) admitted they did notice those scenarios “often” or “very often”, while a 

minority believed those mirroring type scenarios would somewhat affect their attitude towards 

the salesperson negatively. An untested explanation to why the word matching type scenario 

(item 9) had a higher score on believed negative affect (31 % “negative” or “very negative”) 

than the body language and voice matching type scenarios (23% item 7 and 22% item 8), can 

possibly be hidden in the formulation of the statement.  “A seller expresses words that you 

just used.” may in some ears sound like a manipulative attempt to convince that their product 

has what the customer is looking for or just irritating as if someone is frankly copying you. If 

the result would show a higher positive score for a more positive or not as intriguing 

statement like “A seller expresses words that are familiar to you/you normally use/matches 

your description.”, remains as an unproven reflection. 

 

Comparing the average mean of verbal rapport building scoring 3,74, and mirroring scoring 

2,96, on the section measuring believed affect, indicates there is a clear difference in what 

people think they know about how different types of NLP techniques affect their attitude 

towards salespeople when perceived. This result is supported by the fact that most people do 

not notice mirroring techniques because most of our communication through body language, 

tone of voice and mirroring of words works in the subconscious of our minds. Ready and 

Burton (2010) divided importance of communication between words 7 %, the tone of voice 38 

%, facial expressions, body posture and gestures 55 % while claiming words are easier for us 

to understand and react to, than other methods of communication. This proposes that 

mirroring techniques are more subliminal but possibly more effective than verbal rapport-

building. 

 

5.2 Factor analysis  

Item 1-9 (A) was tested for factorability on different criterias (see Appendix B). All 9 items 

correlated at over minimum .3 with at least one other item. The recommended value of 

Kaiser-Meyer-Olkin is usually .6, where the  sampling adequacy scored .803 and Bartlett’s 

test of sphericity claimed significance. A factor analysis was concluded to be appropriate after 

every item seemed to share any commonalities in variance with some other items, all scoring 

above minimum .3.  

 

To determine and compute composite score a principal component analysis was run. For 

factor structure, oblimin rotation proved to be suitable. The first factor explained 46% and the 

second factor 19% of variance when looking at initial eigenvalues. The rest of the components 

had all eigenvalues under 1 which could be interpreted most comfortable from the scree plot 

(see Appendix B). The two-factor solution was kept on to because of its eigenvalues over 1, 

the difficulties of assessing more factors from conducted measurements and their differences 

based on previous literature review. No item was deleted as that was not the purpose of the 

factor analysis. Below the Pattern Matrix illustrates a clear separation between the factors 

with suppressed coefficients under a value of,3. 
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Table 8. Pattern Matrix PCA 

 

 

Verbal rapport- 

building 

(Perceptible) 

Mirroring 

(Subliminal) 

(A) Atypical action ,906   

(A) Unexpected honesty ,866   

(A) Asking questions ,793   

(A) Personal recognition ,770   

(A) Identifying mutual 

interest 

,580   

(A) Pleasant 

conversation 

,559   

(A) Word matching   ,883 

(A) Body language   ,877 

(A) Voice matching   ,788 

 

As seen in Appendix C the Cronbach’s α of 0,827 and 0,86 further indicates the groups were 

internally consistent and the low/high subliminal level may define the dominant underlying 

factors.  It can be interpreted in the Item-Total Statistics table (see Appendix C) that 

elimination of no item would generate a radical increase in alpha. Composite scores were 

created and presented in the table below labeled as their earlier discussed group names. The 

means, standard deviation, and Cronbach's α are presented in a summarized table below. Once 

again we can establish a trend of verbal rapport-building technique which was more 

perceptible, having a higher mean and therefore more positive believed affect on attitude 

towards salespeople. Meanwhile mirroring techniques which were more subliminal having a 

more neutral/unknown believed affect. 
 

Table 9. Composite scores summary 

  No. Of 

items 

Mean Std. Deviation Cronbach’s α 

Verbal rapport -

building 

6 3,74 ,83 ,827 

Mirroring 3 2,96 ,81 ,86 

 

5.3 Connecting notice with believed affect on attitude? 

What comparisons and conclusions that can be made between our research question How 

commonly are NLP techniques noticed by customers? and What NLP techniques do 

customers believe to negatively or positively affect their attitude towards a salesperson? are 

limited based on this survey alone. The purpose of including both was to enlighten the 

importance of different perspectives on customers perception of NLP techniques.  Adding a 

behaviour variable to the survey for customers interaction frequency with in-store 

salespeople, would not solve the question of how often the techniques are being used or how 

often the scenarios pass the customers perception unnoticed. 
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6. Conclusions 

This chapter presents the answers to the research question by compiling what was concluded from the analyzed 

data. 

 

Backed up by previous studies, the empirical data from this quantitative study indicates that 

some NLP techniques work the unconscious part of the brain and some are more perceptible 

in sales communication. Between customers and in-store salespeople, NLP techniques are not 

frequently perceived and noticed by customers but have an unknown to positive believed 

effect on attitude towards salespeople according to customers. The conclusions are drawn 

from a survey directed to the customers perspective where NLP techniques have been 

disguised as exemplified relatable scenarios.This paper suggests there are incitements for 

adapting Neuro-Linguistic Programming into sales communication but more research are 

required to prove or disprove its effect and current distribution. 

 
1. How commonly are NLP techniques noticed by customers? 

 

● A salesperson asking relevant questions was most commonly noticed. 

● A salesperson showing personal recognition was least commonly noticed. 

● Except for asking relevant questions, every NLP technique measured were noticed 

more rarely than often, but generally with no greater margins. 

How often a customer's notice NLP techniques should depend on what type of techniques that 

are being used. Some techniques should be easier to notice than others. This could not be 

proven from this collected data. The frequency of notice was relatively even spread among the 

techniques included in this survey. This had most likely to do with the preclusive format for 

determining the proportion of what's going unnoticed when exclusively magnifying the 

customer's perspective. The theory is still that it should be a significant difference in 

frequency of notice of different types of NLP techniques in reality solely based on their 

function. This study suggests that customers do not often but neither very rarely perceive and 

notice scenarios of NLP techniques when communicating with in-store salespeople according 

to themselves. 

 

2. What NLP techniques do customers believe to negatively or positively affect their attitude 

towards a salesperson? 

 

● A salesperson asking relevant questions was among the techniques the one who was 

believed to affect attitude most positively.  

● A salesperson expressing words the customer just used was among the techniques the 

one who was believed to affect attitude least positively. 

● There was a clear ascendancy of believed positive affect over believed negative affect 

from the verbal rapport-building techniques. 

● Most customers were either insecure or did not believe the mirroring techniques would 

affect their attitude towards salespeople at all. 

What NLP techniques customers believed to negatively or positively affect their attitude 

towards a salesperson is suspected to have a fundamental dependency on the perceptible or 

subliminal factors. No technique, verbal rapport-building or mirroring and regardless 

proposed level of perceivability or subliminal factor would in theory generally NOT 

negatively influence customers attitude towards salespeople, according to customers. If you 

are a salesperson adapting these techniques, you may encounter a few adverse reactions 

according to our study. But then again it all comes down to the circumstances and how 
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genuine, and smoothly you apply those techniques in your way of communicating. Previous 

theories proposed mirroring techniques to be more subliminal than verbal rapport-building. If 

previous assumptions regarded subliminal techniques more manipulative and therefore 

entailing higher risks of negative outcomes (Yemm, 2006). Then this was not a significant 

case for the mirroring techniques. Thus, based on data collected, a proposed estimate of 70% 

customers would, in theory, be open for a positive reaction towards salespeople when exposed 

to NLP mirroring technique. Meanwhile, NLP theories hint the chances for the same positive 

effects to be much higher if the techniques are appropriately executed. Reconnecting to the 

founder's own words: “... we’re not particularly interested in what’s “true”. The function of 

[NLP] modeling is to arrive at descriptions which are useful” (Bandler & Grinder 1979, p.8). 

 

The general tendencies are inserted in the revised research model below, to sum up and 

illustrate the achieved short answers to the research questions.  

 

 
Figure 5. Revised research model 
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This paper is seemingly the first to conduct a quantitative study that measured how NLP 

techniques would affect the attitude towards the salesperson, from the customer's point of 

view. Earlier studies explain how NLP theories would work in practice, but many lack 

research that proves their effectiveness on customers. This research tested a variety of these 

theories and analysed the contributions of the result from given research context, by looking 

at the value gained from insights on how they affect customers. The result will give 

inspiration for future studies and also add credibility to old theories, which now have more 

corresponding data to investigate within how they truly affect customers. The findings further 

provide salespeople with more profound insights on the importance of psychology when 

interacting with customers. This paper will hopefully inspire anyone that is interested in 

psychology based methods of communication, and more practically how to improve their 

performance in sales by adapting new techniques. The result should not be seen as a guide of 

how to become the best salesperson. Instead it should be seen as an addition and inspiration to 

effective communication strategies within the field of sales. 

 

This paper researched notice and attitude, based on customers past experiences or predictions. 

It focused on mirroring and verbal rapport-building techniques in face-to-face sales. There is 

some information that would direct complement the primary data collected in this study such 

as: How often customers actually are exposed to techniques, how good they are at noticing the 

techniques, communication skills of the salesperson and customers trust of salespeople in 

general. Suggestions for further studies within the field of NLP in sales are presented below:  

 

1. Research NLP techniques from the salesperson's point of view. What techniques do 

they use, what techniques are the most successful? 

2. Create a qualitative study and set up an experiment where a salesperson uses 

techniques on a customer followed by interviewing the customer, how they 

experienced the meeting and if they noticed any techniques.  

3. A qualitative study that aims to research how often salespeople use techniques, how 

they respond to certain questions and if they use mirroring for example. 

4. Several theories within NLP focus on different communication approaches whose 

effectiveness on customers would be attractive to research. Hypnosis is a good 

example. 
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Appendix A: Descriptive statistics SPSS  

 

Frequency of Notice 

  

(N) 

Personal 
recognition 

(N) 

Atypical 
action 

(N) 

Unexpecte
d honesty 

(N) 

Identifying 

mutual 
interest 

(N) Pleasant 

conversatio
n 

(N) Asking 
questions 

(N) Body 
language 

(N) Voice 
matching 

(N) Word 
matching 

N Valid 129 129 129 129 129 129 129 129 129 

Missing 0 0 0 0 0 0 0 0 0 
Mean 2,48 2,89 2,86 2,58 2,81 3,36 2,61 2,67 2,64 

Std. Error of 

Mean 

,102 ,089 ,093 ,101 ,105 ,081 ,095 ,093 ,097 

Median 2,00 3,00 3,00 3,00 3,00 3,00 3,00 3,00 3,00 

Mode 2 2 3 3 2 4 3 3 3 

Std. Deviation 1,160 1,010 1,051 1,150 1,191 ,925 1,078 1,056 1,104 
Variance 1,345 1,019 1,105 1,323 1,418 ,856 1,161 1,115 1,218 

Minimum 1 1 1 1 1 1 1 1 1 

Maximum 5 5 5 5 5 5 5 5 5 

 

 

Believed Affect 

  

(A) 

Personal 

recognition 

(A) 

Atypical 

action 

(A) 

Unexpected 

honesty 

(A) 

Identifying 

mutual 

interest 

(A) Pleasant 

conversatio

n 

(A) Asking 

questions 

(A) Body 

language 

(A) Voice 

matching 

(A) Word 

matching 

N Valid 129 129 129 129 129 129 129 129 129 

Missing 0 0 0 0 0 0 0 0 0 

Mean 3,79 3,94 3,87 3,26 3,43 4,15 2,96 3,07 2,84 

Std. Error of 

Mean 

,099 ,100 ,101 ,097 ,087 ,088 ,073 ,082 ,093 

Median 4,00 4,00 4,00 3,00 4,00 4,00 3,00 3,00 3,00 

Mode 4 5 5 3 4 5 3 3 3 

Std. Deviation 1,130 1,137 1,148 1,101 ,990 1,001 ,824 ,937 1,057 

Variance 1,276 1,293 1,318 1,211 ,981 1,002 ,678 ,878 1,116 

Minimum 1 1 1 1 1 1 1 1 1 

Maximum 5 5 5 5 5 5 5 5 5 
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Appendix B: Factor analysis SPSS 
  
Correlation Matrix 
  (A) 

Personal 

recogniti

on 

(A) 

Atypical 

action 

(A) 

Unexpect

ed 

honesty 

(A) 

Identifyin

g mutual 

interest 

(A) 

Pleasant 

conversat

ion 

(A) 

Asking 

questions 

(A) Body 

language 

(A) 

Voice 

matching 

(A) Word 

matching 

Correla

tion 

(A) Personal 

recognition 

1,000 0,689 0,623 0,478 0,381 0,497 0,394 0,353 0,234 

(A) Atypical 

action 

0,689 1,000 0,682 0,450 0,433 0,557 0,139 0,246 0,141 

(A) 

Unexpected 

honesty 

0,623 0,682 1,000 0,392 0,380 0,547 0,118 0,263 0,157 

(A) Identifying 

mutual interest 

0,478 0,450 0,392 1,000 0,534 0,482 0,330 0,277 0,412 

(A) Pleasant 

conversation 

0,381 0,433 0,380 0,534 1,000 0,456 0,337 0,195 0,355 

(A) Asking 

questions 

0,497 0,557 0,547 0,482 0,456 1,000 0,140 0,289 0,170 

(A) Body 

language 

0,394 0,139 0,118 0,330 0,337 0,140 1,000 0,611 0,613 

(A) Voice 

matching 

0,353 0,246 0,263 0,277 0,195 0,289 0,611 1,000 0,619 

(A) Word 

matching 

0,234 0,141 0,157 0,412 0,355 0,170 0,613 0,619 1,000 

           

 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

,803 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 539,659 

df 36 

Sig. ,000 
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Communalities 

  Initial Extraction 

(A) Personal recognition 1,000 ,664 

(A) Atypical action 1,000 ,755 

(A) Unexpected honesty 1,000 ,690 

(A) Identifying mutual interest 1,000 ,524 

(A) Pleasant conversation 1,000 ,452 

(A) Asking questions 1,000 ,606 

(A) Body language 1,000 ,755 

(A) Voice matching 1,000 ,666 

(A) Word matching 1,000 ,763 

Extraction Method: Principal Component Analysis. 

 

 

 

 

 

 

Total Variance Explained 

Component 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Rotation 

Sums of 

Squared 

Loadingsa 

Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% Total 

1 4,139 45,994 45,994 4,139 45,994 45,994 3,789 

2 1,735 19,274 65,268 1,735 19,274 65,268 2,817 

3 ,855 9,502 74,770         

4 ,562 6,246 81,016         

5 ,474 5,262 86,278         

6 ,440 4,888 91,166         

7 ,309 3,433 94,599         

8 ,271 3,007 97,607         

9 ,215 2,393 100,000         
Extraction Method: Principal Component Analysis. 

a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 
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Component Matrixa 

  

Component 

1 2 

(A) Personal recognition ,788 -,210 

(A) Atypical action ,745 -,447 

(A) Identifying mutual 

interest 

,724 -,014 

(A) Unexpected honesty ,711 -,429 

(A) Asking questions ,700 -,339 

(A) Pleasant 

conversation 

,671 -,043 

(A) Voice matching ,598 ,556 

(A) Word matching ,564 ,667 

(A) Body language ,564 ,660 

Extraction Method: Principal Component 

Analysis. 

a. 2 components extracted. 
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Pattern Matrixa 

  

Component 

  1    2 

(A) Atypical action ,906 -,137 

(A) Unexpected honesty ,866 -,132 

(A) Asking questions ,793 -,049 

(A) Personal recognition ,770 ,113 

(A) Identifying mutual 

interest 

,580 ,280 

(A) Pleasant conversation ,559 ,229 

(A) Word matching -,031 ,883 

(A) Body language -,026 ,877 

(A) Voice matching ,075 ,788 

Extraction Method: Principal Component 

Analysis. 

 Rotation Method: Oblimin with Kaiser 

Normalization. 

a. Rotation converged in 4 iterations. 
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Structure Matrix 

  

Component 

1 2 

(A) Atypical action ,860 ,168 

(A) Unexpected honesty ,821 ,159 

(A) Personal recognition ,808 ,372 

(A) Asking questions ,777 ,218 

(A) Identifying mutual 

interest 

,674 ,475 

(A) Pleasant 

conversation 

,636 ,418 

(A) Word matching ,267 ,873 

(A) Body language ,269 ,868 

(A) Voice matching ,340 ,813 

Extraction Method: Principal Component 

Analysis. 

 Rotation Method: Oblimin with Kaiser 

Normalization. 

 

 

Component Correlation Matrix  

Component 1 2  

1 1,000 ,337  

2 ,337 1,000  

Extraction Method: Principal 

Component Analysis.  

 Rotation Method: Oblimin with 

Kaiser Normalization. 
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Appendix C: Cronbach's Alpha SPSS 

 

Reliability Statistics:  

Verbal rapport-building 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items N of Items 

,860 ,860 6 

  

  

Summary Item Statistics 

  Mean 

Minimu

m 

Maximu

m Range 

Maximum / 

Minimum 

Varianc

e 

N of 

Items 

Item 

Means 

3,739 3,264 4,147 ,884 1,271 ,110 6 

  

  

Item-Total Statistics 

  

Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

(A) Personal 

recognition 

18,64 17,200 ,699 ,547 ,828 

(A) Atypical action 18,50 16,814 ,742 ,608 ,820 

(A) Unexpected 

honesty 

18,57 17,201 ,683 ,537 ,831 

(A) Identifying 

mutual interest 

19,17 18,283 ,588 ,402 ,849 

(A) Pleasant 

conversation 

19,01 19,289 ,547 ,355 ,855 

(A) Asking questions 18,29 18,409 ,654 ,434 ,837 

  

   



51 

 

 

Reliability Statistics: Mirroring 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items N of Items 

,821 ,827 3 

  

  

Summary Item Statistics 

  Mean 

Minimu

m 

Maximu

m Range 

Maximum / 

Minimum 

Varianc

e 

N of 

Items 

Item 

Means 

2,959 2,845 3,070 ,225 1,079 ,013 3 

  

  

Item-Total 

Statistics 

  

Scale 

Mean if 

Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

(A) Body 

language 

5,91 3,219 ,680 ,462 ,761 

(A) Voice 

matching 

5,81 2,861 ,684 ,469 ,745 

(A) Word 

matching 

6,03 2,499 ,686 ,471 ,755 
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Appendix D: Survey 
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