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1

Intentional Reality
You’re about to meet someone and the stakes are high.

You’re about to ask them a question that really matters.
Perhaps the answer will determine your income, your job
security, whether you’ll have the date with the cute girl next
week … or not.

But I have bad news.
They are going to say no.
You can change that right now, if you can wrap your mind

around the fact that the birthplace of influence is in your
own brain.

What the person is going to be like, and what their
response to you and your request is going to be is, in
significant part, happening right now between your ears.

In His Own Image
The Bible says that God created man in “his own image.”

It turns out that God gave man a touch of that creative
power as well.

This story about how you shape others in your own image
has a few twists and turns, and a surprise ending with a lot
of Ahas and Wows in between. You may never see yourself
or others in the same way.

The truth is that yes and no often rest squarely on the
creative power of your imagination.

Let me explain that. Go back with me to a time in the not-
so-distant past. We’re at the University of Minnesota, in



1977.1

Fifty-one men and women are paired up to have a
telephone conversation. They are told they are part of a
nonverbal communication study that looks at the process of
how people become acquainted when they do not meet in
person, and there are no nonverbal elements present.

The women in each pair fill out a brief background profile,
giving information about their schooling, education, and
other facts that we know to be totally irrelevant to how
people actually get acquainted.

The man has his photo taken and is given the information
sheet, along with a photo of a woman. The photo he
receives is one of a selection of four photos of women
whose average attractiveness is rated as 8.1 (on a scale of
1 to 10) or a photo of one of four women whose average
attractiveness is 2.56. The photo is not of the woman he
can’t see in the other room. She has no idea he has been
given a supposed picture of her.

Armed with only this information, the men record their
impressions of the women before the call.

After a 10-minute conversation the man completes
another impression sheet on the woman. She, in turn,
provides information on how comfortable she was with the
conversation, how accurate a picture of herself her partner
had formed, and how typical her partner was in terms of his
treatment of her. Finally she records her prediction of what
the man rated her personal attractiveness to be.

Later, 12 people listen to an audio, which only contains the
woman’s side of the conversation. Based only on this, they
provide an assessment of her looks and personality. Nine
other judges listen to a recording of just the man’s side of
the conversation and give their impressions of him.

None of these observer judges are given a photo or any
other information.

What were the results?



1. The men’s initial impressions, after seeing the photo
but prior to the conversation, showed that the photo
biased his overall impression of the woman. When shown
a photo of an attractive woman, the men anticipated her
to be more social, poised, humorous, and socially adept.
When shown the photo of the unattractive woman, the
men’s perceptions of her were typically as unsocial,
awkward, serious, and socially inept. In total, men
assigned 17 of 21 personality traits the researchers
predicted would be attributed to the attractive women
based on her photo.

You already might have guessed that. But here’s the really
interesting part.
2. The observer judges also assigned the same traits to
the women that the men did, solely on the basis of
listening to the woman’s side of the recorded call.
Remember, they had never seen a photo!

If a man had seen a photo of an attractive woman and
ascribed positive personality traits to her, then the judges
recorded the same perception of that woman based solely
on listening to her side of the conversation.

If a man had seen a photo of one of the unattractive
women, the judges ascribed very different personality
characteristics to that woman based on only her four
minutes of recorded conversation. And remember, there
were 51 pairs!

The researchers (Mark Snyder, Elizabeth Tanke, and Ellen
Berscheid) concluded, after a thorough statistical analysis,
that, “What had initially been reality in the minds of the
men, had become reality in the behavior of the women they
interacted with—a discernible reality by even naive observer
judges, who had access to only … recordings of the
women’s contributions to the conversations.”

And what about the men? How did the judges rate their
personality traits?



Based on only the men’s side of the conversation, the
group of judges who had not heard the women or known
about any photos had the following perceptions: if the man
was looking at the photo of an attractive woman he was
ascribed traits of higher physical attraction, more
confidence, and more animation than the men who were
looking at a photo of an unattractive woman. In addition,
those who had seen the photo of the attractive woman were
themselves seen as taking greater initiative, being more
comfortable, and enjoying themselves more. Finally, the
observers believed that the “attractive” women would see
the man as attractive, in contrast to those men who had
seen the photo of the unattractive woman.

The “attractive” target women (whether they were or were
not attractive we will never know) believed their partner
saw them more accurately, and the unattractive target
women believed their partner did not. The researchers
suggest that may be why the results were achieved.

The implications are mind-blowing.
What can you do with this information?
If you are male, what would happen if you had a picture of

an attractive woman in view as you worked on the
telephone setting appointments, consummating the
business deal, or communicating with a woman for any
reason? It would seem likely that more appointments would
be set, more deals would be sealed, and communication
would be vastly improved.

And what about women who communicate predominantly
with men? Would the same strategy be effective? It has not
been tested, but my guess is that it would.

Maybe it would even work at creating better outcomes
with the same gender.

The study clearly shows how much we are influenced by
people’s appearance.



But more importantly, doesn’t the research imply that our
biases change people’s behaviors?

That’s exactly what it implies.
The notion that a belief that has been held for one minute

about the attractiveness of the woman you are speaking
with, and the impact on how you are both perceived by
people listening in, is remarkable.

The lessons here are many:
Attractive people are ascribed positive personality and
social traits that unattractive people are not.
One person’s reality is communicated vocally in such a
way that a belief held for one minute can transform
another person into who they are perceived to be by the
person they are in conversation with.
Believing you are interacting with someone attractive
changes you: your self-perception, your behavior, your
attitudes. And the opposite is true as well.
Your certainties about someone will impact them.

Now let’s look at the “Prophecy Effect.”
Does what you think really shape others?
Every day you might typically run into 100 people. Each of

those people sees you in some distinct way. So, do they all
shape your behavior? And if so, wouldn’t that create you
and me in the image of how society as a whole sees us?

The Powerful Influence of Prophecy
Two psychologists visit a 15-week military boot camp for
experienced soldiers in Israel.2 They want to know what a
commanding officer’s beliefs and expectations will do to
those he trains.

One hundred and five soldiers are assigned one of three
labels by the psychologists visiting Boot Camp. The
psychologists meet with the base commander and the four



commanders doing the training. The base commander is the
only person let in on the secret.

The psychologists explain that they have developed a
complex method to predict the Command Potential of the
105 trainees. They show the four instructors their results
and ask them to record this prediction of Command
Potential in the files of the 105 recruits. The predictions
include one of three words:

High
Regular
Unknown

Over the course of 15 weeks of advanced training, the
long-time soldiers are to be evaluated by their own
instructors, as well as external assessors, based on their
theoretical knowledge of combat tactics, topography,
standard operating procedures, and practical skills of
navigation and firing a weapon. Their Combat Potential has
been randomly assigned.

One week into training, the commanders rank the
Command Potential (CP) of the trainees.

After one week, the influence of the CP the commanders
received from the psychologists on the 1–9 ratings they
recorded is already significant:

6.83 average scores are given to those randomly
assigned with High CP.
5.31 average scores are given to those randomly
assigned with Unknown CP.
4.32 average scores are given to those randomly
assigned with Regular CP.

Because of the dramatic results, the psychologists take
several precautions with the base commander to ensure all
trainees are treated well and that their future career will not
be negatively impacted as a result of the study.

At the end of the 15 weeks, the soldiers are assessed by
independent military trainers. The scores for trainee



performance are as follows:
79.98 average scores are given to those randomly
assigned with High CP.
72.43 average scores are given to those randomly
assigned with Unknown CP.
65.18 average scores are given to those randomly
assigned with Regular CP.

Stunning and dramatic differences, right?
The researchers’ (Dov Eden and Abraham Shani ) findings

were mind-boggling.
It was evident that a commander’s beliefs would change

and shape the performance of even experienced men, with
an average of 11 years each in the military. More
remarkably, once debriefed, the experienced instructors on
base didn’t believe the results and didn’t believe the fact
that the men had been randomly assigned CP by the
psychologists.

The power of real expectation is to be taken seriously.
These two studies highlight the fact that no one was doing

“affirmations,” like “I think I can,” or trying to manipulate
behavior. These people were convinced about the truths
they were dealing with.

Statistical analysis showed that 73 percent of the variance
in the results on performance came down to Instructor
Expectancy.

If you move that expectancy into a classroom, then the
difference between a child getting a “B” and “D” could
mostly be generated from the teacher.

Thinking positively, or negatively, about someone isn’t
going to cut it in the real world. In fact, it could easily have
the opposite effect. However, one piece of compelling
evidence that causes us to have certainty about another,
something as simple as an errant photo or a word
transcribed from a psychologist’s notes to a military file



folder, can change someone’s perceived personality, their
performance, and ultimately where they end up in life.

One word. One photo.
I can almost hear you saying, “Okay, that is amazing, but

how do I make that happen in my life with the girl, with the
client, with the kids, with the spouse, with the neighbor?”

Let me share with you what I refer to in my work as The
Expectant Mind.

The Expectant Mind allows you to change your Self and
Others.

Everyone has an Expectant Mind. Our beliefs, attitudes,
values, non-conscious attention, nonconscious goal pursuit
are all frozen in concrete.

Fundamental beliefs (in every sense of the word) about
self and beliefs about others are not only sticky. They are
solid.

A tiny percentage of people have the current skill set to
shift their current Expectant Mind and deliberately craft it
into a Mind that can change themselves and others in a
unique and powerful way.

How many people have the capacity to shift to the
Expectant Mind that causes them to have what they want?

Most.
How many people know how to do it?
Just a few.
How many will do it if you give them the formula?
You tell me.

What the Expectant Mind Is Not
You didn’t convince yourself of something.
You can’t recite affirmations and come to believe
something that you are not certain of.
It isn’t stating something to yourself or to a group that
you aren’t absolutely certain of, and believing change
will magically happen.



The Expectant Mind is absolutely convinced of the truth of
some belief, notion, or idea to the point where it is simply
not questioned. There is no reason for the conscious mind to
doubt the fact and bring the notion to awareness.

Examples:
You look and say, “That’s the sun.” And it is.
You look and say, “That’s where I work.” And you do.
You say, “That’s my car.” It is.

In each case, you could be hallucinating. You could be
wrong and think it’s your car but actually it’s someone
else’s car.

How is the certainty of reality significant in the studies we
just looked at?

The Expectant Mind knew that he was looking at a photo
of the woman he was talking to on the phone, even though
it was simply a photo of a woman at the University. The
Expectant Mind of the military instructor “knew” that certain
trainees were going to have high Command Potential.

They had no reason to question the facts, even though
they weren’t facts at all. They were simply pieces of
information that were not critically analyzed by the
individual. They became more than beliefs. They became
“the sun,” “my car.”
The Expectant Mind is beyond certain. It’s not

arrogant. That would mean The Mind is correct or
right about something. The Expectant Mind is not
right. It is not wrong. It simply has accepted inputs
as facts and leaves the facts and moves on.

There is no wondering.
There is no investigation.
That’s pretty profound stuff.…
The question is, how do you generate an Expectant Mind

so that you make more sales, get more yeses, and achieve
change in others, a mind where you have absolute fact



expectations (the sun will rise in the morning) without
having the trait of arrogance and other instant turn-offs?

Step back and ponder this.
People have evolved to use each other as mirrors. You ask

someone how you look because without a mirror you don’t
know. You tend to mirror other people’s behavior because of
mirror neurons in your brain, so long as there are no internal
triggers not to mirror another’s behavior. The mirroring
effect is an absolutely crucial element in changing yourself
and others because their brain literally sees and hears
your certainty.

Their brain replicates those inputs without any conscious
processing at all, and it becomes certain that you know
what you’re talking about. Without having any kind of
psychic or paranormal powers, your nonverbal or inner truth
is authentically readable to the other on a very deep
biological level.

The women in the study didn’t think about how they
behaved on the phone. The men didn’t try to change
either their behavior or that of the women. The men
changed who the women “were” because of how they
communicated with them, and how those inputs were
received and processed.

The soldiers in the study didn’t end up shooting better,
navigating better or showing evidence of greater command
potential because they “thought about it.” The trainers
didn’t “try” to get the soldiers to behave in some
new way. The trainers had no idea how their
communication was affecting each person. It simply did
because the commanders were primed. They were
convinced, to the point of not thinking about it, that certain
soldiers had higher Command Potential than others.

Now Expectancy grows clearer.
How do you cause the girl to admire you?



How do you cause the soldier to achieve to his peak
potential?

How do you cause the employee to perform?
How do you cause the prospect to say yes?
How do you cause people to change their behavior?
You’ve learned it has nothing to do with bogus

affirmations. There is no connection here with “positive
thinking.”

So, how do you create an Expectant Mind that will enable
certainty to be replicated in the mind of another when you
communicate with them?

Certain about themselves.
Certain about you.
Here’s the thing: Would you agree that most people are

intimidated by actually thinking something through?
They want a script to get the girl.
They want a script to give the telemarketer.
They want a script to sell a product online.
They want words given to them such that when they say

them, they will magically change someone. That works at
Hogwarts. It doesn’t work in real life. The funniest thing in
the world is watching people sell something and say,
“Here’s the script, just do this and you’ll get this result.”
People want to believe that if they copy something

that worked for someone else it will work for them,
too.

Then the individual will spend $2,000 on a turnkey wealth-
building or success system and find out that it doesn’t work.
They are surprised, shocked, depressed. Why? They truly
believed that it was in the “exact words,” the exact
marketing script, hypnosis script, sales script … they are all
the same. Ultimately they don’t work beyond slightly more
than chance. Scripts work in a play where actors practice
and rehearse how they interact with others and the story



and the audience. In situations where all actors are not
rehearsing an agreed script, the script essentially will fail.

Save your money.
The exact words have very little to do with getting

someone to say yes. There are exceptions. I’ve written
about such exceptions, but an Expectant Mind is the sun
coming up in the morning, compared to lighting a match in
a dark corner.

The men in the study didn’t intentionally say anything to
change the behavior of the women. It was their certainty
(and errant belief) in her image that created the effect. That
photo first triggered behaviors in the man, which changed
his attitudes, his behavior, then her self-concept, her
behavior, and finally the beliefs of independent people
listening to audiotapes weeks later.

The Expectant Mind.
The layers are starting to peel away.
You are starting to see what doesn’t work.
You can’t wish for it.
You can’t pray for it.
You can’t hope for it.
You can’t generate it from willpower.
You can’t force it to happen.
You can’t say words to yourself and make something up.
What you need to do is to optimize your mind to the

point where you have an Expectant Mind that is
deliberately different from what it is today.

The best predictor of over 90 percent of people’s life
situations in five years’ time is to look at what they are
doing today. Most of them won’t change themselves, they
won’t evolve, and they can’t change others. They want
exact words and they don’t want to understand how and
what is happening in a conversation, in a picture, in a video.


