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Alan Axelrod is a consultant to museums and cultural associations and the author of many business “help” books.  He is most widely known for his BusinessWeek bestseller entitled Patton on Leadership: Strategic Lessons for Corporate Warfare.  General George Patton is considered a successful American leader in Europe during World War II.
This book examines the art of rhetoric: the classical method of persuasion developed some 2,500 years ago by the Greeks and perfected by the Romans and later thinkers.  Its thesis is that the principals of rhetoric are correct and provide a path to persuasion as surely today as they did centuries ago.  
“The purpose of this work,” the author tells his reader, “,,, is … to offer modern people … the benefit of a set of tools … and at long last, put them back to work … so that you can get your way every day”(p.9).   Whether or not you can use these tools so successfully that you do “get your way everyday,” I leave to your experience.  What I can assure you, is that the author has created a book of interest and value to all negotiators.

Effective negotiators, at their core, must be persuaders.   Similar to classical scholars, the modern negotiator must be an expert in assembling and presenting compelling arguments, handling opposing views and managing goals and expectations.  This is a book about effectively preparing for and managing that task. 
This is a book on an enormous subject and so it has areas that will send readers to additional works for assistance.  I think, for example, of the author’s presentation of syllogistic logic as one of those topics that is far from well-developed.  On the other hand, the author has presented a host of examples to illustrate in detail many of the other concepts with which he deals.  

For the negotiator who is planning a negotiation, the classical model is a workable framework.  As the author explains, the persuasive argument begins with a thesis, moves on to selecting the mode of appeal to be used (reason, emotion, ethics or some combination of the three), and then builds on a five part presentation to accomplish its persuasion of others.

Readers might wish to check their own planning structure against the classical model as an alternative to assure themselves of the best design.  You will find the classical model clearly outlined early in the book by the author as follows:
  Part 1: exordium: the introduction    
  Part 2. narratio: statement of the facts tailored to the specific audience
  Part 3. confirmati or probatio: proof .  Why your listener should agree with your 
                                                   position, building from the weakest reason to the
                                                   strongest reason/ or simplest to most complex, etc. 

  Part 4. refutation: the refutation of counter-arguments 
  Part 5. peroration: finish, which includes a summary and a call to action

Beyond basic information on the classical method of persuasion, the author has made the entire second half of his book illustrative of using persuasion with various persons one might encounter in a normal business day.  For example, there is a section on dealing with vendors which engages the reader in a variety of persuasive “practices” that might be found in such a relationship.  Let’s explore a few of these to further illuminate the reach of the book.
There is a section on collaborative words that you may use to expand options and present an image to the vendor of your two parties as a team.  There is advice on price negotiation, constructive complaining to the vendor and even on what the author calls “bumps in the road” such as how to persuade the vendor that you remain an important and reliable client when you are forced to make a late or partial payment on the vendor’s bill.

In addition to recommendations for persuasive action regarding your vendor relations, you will find chapters of advice on persuading your staff, your colleagues, your customers and even your investors and lenders.  There is even a chapter with persuasive ideas on how to make a case with your present or future boss.
This is a book for all negotiators who are looking to advance their skills.  

Recommended.
John D. Baker Ph.D.

Editor
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