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Chapter 2: The Process: 
Trust + Likeability + Credibility = Infl uence

In March 2008 I (ML) was consulting with a military contractor in 
Iraq. The contractor was asking about Credibility, specifi cally how 
he could prove his Credibility to the Iraqi Army, so they would take 
his advice. I suggested that he may not be aware of the process he 
needed to follow. I explained to him that he probably had already 
demonstrated his competence, but for his work showing competence 
was putting the cart in front of the Hummer. It wasn’t his competence 
that the Iraqis questioned; it was his trustworthiness. He had not 
yet proved himself trustworthy to them. Without that trust, they 
would fi nd him and his advice suspect. Without that trust, they 
would not be able to predict with certainty that his advice would be 
appropriate to them 100 percent of the time. There would always be 
the question—would he sell them out?

In a situation like that, the bottom line is a bit more serious than 
in a retail-selling situation. Let’s say that contractor gained trust 
and then did not live up to it. In Iraq, he could get shot. What 
about in the States? There is an argument to be made that the Bush 
administration failed to live up to its promise, and that’s why the 
Democrats did so well in the 2008 election. What about in American 
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business? What if your fi rm provides fl ood insurance but cancels 
policies when claims are fi led? What if your fi rm provides credit 
to consumers and cancels the accounts of people with excellent 
credit? Don’t those situations paint a picture of businesses that have 
failed to live up to the promise of trustworthiness? Have they not 
breached the trust? Don’t they lose any Credibility?

Let’s apply that lesson to you and your business. Most of us have met 
people who are knowledgeable and competent, but we don’t care 
to do business with them. There’s just something about them that 
causes us to keep them at arm’s length. This is generally an issue of 
trust. Trust is fundamental to both Likeability and Credibility:

Trust is your ticket. Without it, you can’t get into the show.• 

Once you prove that you’re trustworthy, you’ll fi nd that • 
both Likeability and Credibility are possible.

All the Credibility in the world is for naught if you can’t • 
make yourself likeable to the people you want to infl uence. 

When you can combine trust, Likeability and Credibility, • 
you will become the most powerful force.

Likeability and Credibility represent the fulcrum where business 
teeters one way or the other. Your own business goes up or down 
based on how adroit you are at building and using your Likeability 
and Credibility. The question everyone asks is, “How can I get 
these qualities?” The answer is you don’t get them; they’re not the 
result of an event. Instead, you develop them. They are part of a 
process—a process that begins with trust.

If I trust you, I will be comfortable enough to engage with you a 
little longer and see if I like you. If I like you, then I’ll engage a bit 
longer and give you a chance to demonstrate your Credibility. If I 
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perceive you as both likeable and credible, you have doubled the 
odds that I will want to do business with you.

Figure 2-1: Likeability-Credibility Process

We can use that as a formula. Without trust, you won’t get far 
in business. Can you succeed in business if you are perceived as 
credible but not likeable or likeable but not credible? The answer 
is “Yes, but …” If you are credible but lack Likeability, can you be 
successful? Yes, but not if your business is heavily dependent on 
relationships. If you are likeable but not perceived as particularly 
credible, can you be successful? Yes, but not if your business depends 
on high levels of knowledge and expertise. 

Likeability truly is the wild card here. Many people argue that Likeability 
is not an essential ingredient for success in some professions. 
Interestingly, the legal profession is the most common example put 
forth. Let’s look deeper into this question. When I hire a lawyer to 
defend me, or a surgeon to operate on me, or a consultant to revamp 
my business processes, I simply do not have to like them, as long as 
they implement their area of expertise. 

The question is: if my lawyer were more likeable in addition to 
being credible, would that improve his or her effectiveness? It would 
if he or she had to present our case to a judge or jury or anyone 
else. It certainly infl uences whether or not I want to spend time 
around him or her. And that infl uences whether or not I am likely 
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to continue to do business with him or her and recommend him or 
her to my network of colleagues. The same goes for the surgeon, the 
consultant and any other professional. 

The point is the level of success you achieve and the sustainability 
of that success are directly tied to both Likeability and Credibility. 
Without both, you are limited in how far you can go. Put the two 
together and watch your results spike! 

This will make even more sense when we look under the hood and 
see what actually goes on in the brain when people fi rst meet you 
and make subconscious decisions about you—your trustworthiness, 
Likeability, and Credibility.
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