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are more motivated to move away from some risk or potential loss that could impact their 
survival versus moving toward something that looks like spectacular gain. We’re just wired that 
way.  It happens like that in sales cycles as well.   
 
Indecision and the inability to choose to do something new or different is your biggest enemy. 
It’s difficult to get somebody to change. In order to get people to make a decision to move in a 
different direction, you have to help them see their current situation as unsafe.  Before they’re 
ready to choose a new safe, they have to believe where they currently are is unsafe. That’s the 
thing about the status quo.  They believe they are safe when they’re there.  So, you have to 
start creating opportunities as a salesperson and start converting opportunities by convincing 
someone they need to change and they need to do it now before you can really start convincing 
them that you are that best choice.  You need to get prospects to answer “yes” to three 
questions---Why change? Why you? Why now? Candidates are in the same place.  They have 
to convince constituents that the candidate they think they want to choose is not the person they 
should choose and then move them to make 
a decision to choose differently.  
 
B2B Marketing:  Which candidates are the 
best salespersons and marketers? 
 
Riesterer: Normally, political candidates can 
shape and frame almost an entire presence 
through advertising and other media types of 
appearances that are much more controlled 
and contrived.  The current use of political debate forums has really exposed all of the 
candidates for who they really, what they represent and how well they represent it.  We’ve seen 
a lot of candidates fall by the wayside that could probably have produced some excellent 
speeches, some excellent media opportunities and some great advertising but poor 
performance in these debates really changed the game. What you’re seeing today is that those 
with the deeper intellect, grasp of the issues and ability to be articulate in spontaneous as well 
as controlled moments have risen to the top. 
 
B2B Marketing:  What specific techniques being used by today’s presidential candidates can 
salespeople and marketers adopt in their work? 
 
Riesterer: The fact is that the human brain and voters actually need negative advertising in 
order to help frame their decision.  They have to know what they need to move away from 
before they figure out what they want to move toward.  We all say, `I only want positive ads; I 
don’t want negative ads.’  That’s because the part of our brain that’s communicating that is 
where language resides and the part of our brain where decisions take place has no language.  
So we do really respond to the negative ads that help us decide what not to do and what to 
move away from before we decide what to move toward.  
 
This same exact scenario occurs in sales situations.   You have to be provocative. You have to 
say something that startles the status quo.  An object that is at rest tends to remain at rest until 
you put another force against it.   Usually, you have to loosen up the status quo by pointing out 
where the rain clouds reside.  You tell them where the floorboards they’re standing on are 
beginning to leak and squeak not because they made a bad decision but because of new 
trends, issues, risks, or missed opportunities since the last time they made that decision.  You 
need to shed light on what has changed, explain the potential impact of not moving in a new 

We all say, `I only want positive ads; I don’t 
want negative ads.’ But the fact is that the 

human brain and voters actually need 
negative advertising in order to help frame 

their decision.  They have to know what 
they need to move away from before they 
figure out what they want to move toward.” 
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