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Author’s Note

As part of the research methodology process for this book, I hired Zoomerang/Market Tools, a leading provider of research subjects and technology support, to recruit a wide sample of participants for a likeability survey. These prospective subjects were asked to fill out the survey and told they might also be asked to participate in follow-up e-mails and/or telephone interviews.

We eventually selected and spoke with more than a hundred people, mostly via phone, although several dozen interviews were conducted face-to-face. Each session lasted from thirty minutes to three hours. For this book, interviewees’ names and some details about them have been changed to protect their privacy.

Stories told to me by attendees at likeability seminars I have given over the last two years in the United States, Italy, and Norway are also included in these pages. I elicited this information by providing seminar attendees with my e-mail address and a request to follow up with questions, comments, or suggestions, to which hundreds did. A number of these seminar attendees’ stories are found in the book; again, names and details have been altered in the spirit of confidentiality.




Introduction

In the spring of 2002 Don Anthony, known as the don of morning-show radio disc jockeys, asked me to give a speech at an annual boot-camp conference for deejays. The topic: “How to Get People to Like You.”

Don came up with the idea because, he explained, morning-show personalities aren’t always likeable people off the air. Their fans may love them, but their coworkers don’t. They have a tendency to burn bridges with their sales and production staffs and to fight with their station managers. Such behavior is generally written off as prima-donna star syndrome, but Don thought that for many of these deejays it had the potential to become a huge liability.

The subject interested me so much that I immediately rolled up my sleeves and dug into the assignment. What an interesting audience to address!

As for any new presentation, I planned to do as much research as possible. Don had given me a list of people I could interview, so I picked up the phone and got to work.

One of my first conversations was with a radio personality named Jimbo, with whom the subject of likeability immediately resonated. Our long talk soon shifted from his radio audience to his concern about just one person—his morning-show partner, Michael Diamond.

Michael’s real name is Mikey Wills, but when he became a shock jock he selected “Michael” as his professional on-air name because he figured no one would be afraid of a guy named Mikey. He added the “Diamond” because it sounded good, and soon enough Michael Diamond was a well-known, on-air schmuck.

He quickly became effective in his new, unlikeable role. He learned how to insult anyone on any topic. He figured out how to push people’s buttons in the meanest way possible. He was willing to say anything to keep the audience’s attention. Just as quickly, his show experienced phenomenal ratings and even managed to become syndicated in a handful of major markets.

Not everything went smoothly, however. Despite his becoming successful, no one liked Mikey anymore—except his listeners, and after two years even they seemed to be cooling off.

Meanwhile Mikey was having trouble at home. His kids were constantly fighting with him, and his wife, with whom he had entered a nonstop, no-holds-barred battle, was threatening to leave him.

In talking about his friend, Jimbo added, “Remember the television program Married . . . with Children? Well, if you can imagine it, Mikey’s like an Al Bundy gone bad.”

Nevertheless, Jimbo wanted to help Mikey, because the two had grown up together. From grammar school through high school, Jimbo recalled that Mikey had been one of the most popular people around.

“Mikey was the class clown,” Jimbo said, “but he was also the human crying towel—I’ve never met anybody more sympathetic to his friends, whether it was the guy that lost the championship track meet or the girl who got a C when she expected an A. There was something special about Mikey, and everyone knew it. A special light just seemed to shine right out of his being.”

Mikey’s popularity continued in college, where he was elected president of his fraternity. But five years into his radio career as Michael Diamond, two things had happened. He’d become very successful, and he’d become a thoroughly unpleasant person.

A few weeks later I gave my talk to a hotel conference room jam-packed with morning-show personalities. They were a formidable crowd, sitting with their arms crossed in folding chairs, daring me to distinguish myself from the typical motivational speaker. Half of them looked as though they had spent most of the previous night partying, while the other half glared irritably with the resentment of people whose AA sponsor wouldn’t let them go out.

The speech went over well. For the most popular part, I addressed a disturbing trend: increasingly, radio stations were willing to fire their deejays and replace them with a syndicated satellite feed. This feed was cheaper and easier because it meant no staff to worry about.

In contrast to this depressing news, I also mentioned studies showing that the more well liked you are, the more likely you are to keep your job. I could tell from the audience reaction—some gasped, some began talking with their neighbors, some squeaked as they moved uncomfortably in their chairs—that this was the most riveting piece of information I had delivered.

After my speech, I met Jimbo in person. Standing next to him, staring at his shoes like a sinner in church, was his partner, Michael Diamond. Mikey knew what people thought of him, and why. As we talked, he glanced furtively from side to side, as if fearful that one of his colleagues would see him talking to me and yell, “Hey, Tim, don’t waste your time talking to that jerk.”

The scene reminded me of evangelist Jonathan Edwards’s landmark 1741 sermon, “Sinners in the Hands of an Angry God.” Edwards described a lake of fire that roared directly underneath us all, with only a thin and rotting layer of canvas constituting the sole bridge across that lake. That layer of canvas was God’s forbearance, and it was wearing very thin. The congregation members hearing these words were so convinced of their doom that instead of walking to the altar, they crawled cautiously on their hands and knees, their faces as ashen as Mikey’s was today.

Still staring at his shoes, Mikey asked if we could talk for a few minutes before the next event, so we sat down in a nearby lounge. There he told me that he knew Jimbo had revealed his recent personal problems, but rather than being angry about it, he was grateful. Mikey realized he was a man in crisis, and he quickly confirmed everything that Jimbo had told me.

He said he felt as if he were careening toward a Guinness world record for Most Hated Man—not something he wanted inscribed on his coffee cup.

“Your speech really got to me,” he admitted. “I’ve become unlikeable. The only people left in my life are my listeners, and there’s less of them now than ever before. My family life is on the road to becoming a family death. If I don’t fix my personality defect, I’m going to be lonely for the rest of my life. Can you help me be more likeable?”

The man was sincere; the tears dirtying his cheeks were proof positive that he wasn’t happy with himself. I promised to help.

I asked him to give me some more time to think about his issues. He sent me some information about himself, including his publicity photo, which captured him scowling at the camera, and a personal note from his brother-in-law, warning that he needed to “find the real Mikey who my sister fell in love with or disappear from view—and leave the kids behind, too.”

For a few weeks I let our conversation roll around in my head. I called him once and noticed that his voice-mail recording sounded hostile. It made me feel afraid even to leave a message.

In the meantime I sat down and reread Dale Carnegie’s How to Win Friends and Influence People. I did a few more phone interviews with radio-station managers and executives to deepen my context. And I conducted some basic research on highly likeable people and their habits.

When I finally spoke to Mikey again, I gave him four pieces of advice on being likeable.

First, I said: “Check yourself. Have you listened to the message on your answering machine? Have you looked at your own promotional picture? Are you able to step outside your body and listen to the tone of your voice when you talk to your wife, your kids, or the staff at the station? In other words, can you be more friendly to the people around you?”

Next I told him, “Try to matter to other people—be relevant.” Mikey never bothered to learn about other people’s wants and needs. “You’ve perverted John F. Kennedy’s famous words,” I explained. “You don’t care about what you can do for others, only what they can do for you.”

As a result, Mikey had basically made himself irrelevant to everyone around him. Why talk to Mikey, when you knew that nothing good would come of it? Besides, he was a terrible listener, often finishing other people’s sentences because he was in such a hurry to bring the conversation back to himself.

My third piece of advice was “Develop your empathy. If you want people to like you again, you’re going to have to take an interest in their feelings. I heard how important that was to you when you were younger. I bet you did it by being able to get under your friends’ skins and into their hearts and souls. Once, you knew what it felt like to be someone else. It’s time to go back. Do it again.”

Then I paraphrased Dale Carnegie: “ ‘You will win more friends in the next two months developing a sincere interest in two people than you will ever win in the next two years trying to get two people interested in you.’ ”

My final piece of advice was “Get real.” I told Mikey to ask his wife why she’d fallen in love with him, and to ask Jimbo why he still liked Mikey so much. I challenged him to find out what was truly likeable about his personality, and then to bask in it. “Likeability doesn’t work if you have to pretend,” I said. “Everyone is likeable. But people can tell the difference between sincerity and insincerity. Be the best Mikey you can be.”

Down deep, I told him, you will find the Mikey that everyone is searching for. Once you prove that you’re not faking friendliness, relevance, or empathy, once you prove that you can be a friend for real, you’ll be amazed at the difference it can make.

A few months later Jimbo called me with an update. Michael Diamond was acting like Mikey again. He was also working on a format change for the show, switching over from nasty shock jock to compelling current-events guy. “It’s great to have Mikey back,” Jimbo said.

He added, “This is like a coming-of-age story in reverse. It’s as if he’s regressing back to his younger days when he was a better person.”

Jimbo also said that Mikey and his wife had patched things up, and that Mikey was even getting along with his kids. They hadn’t been to the radio station in years, but Mikey was now bringing them in for visits.

Fortunately for Mikey’s career, the station’s bosses had decided to drop the syndicated satellite feed idea, so Mikey and Jimbo were staying on as morning deejays.

The last thing Jimbo told me was “Everybody who deals with Mikey on a day-to-day basis is happy as heck that he’s likeable again.”

|||

It was exactly when the phone call with Jimbo ended that I decided to write this book. I realized that likeability is truly the secret of a charmed, happy, and profitable life. And I knew that someone had to evangelize the importance of being likeable.

Yup—I’d gotten bitten by the likeability bug. That one exchange had rocked me, and I wanted to explore the subject further. Couldn’t learning how to be more likeable change our world—and that of everyone around us?

More important, someone had to deliver the news that being unlikeable is a form of social cancer. A guy like Michael Diamond would wither like an unwatered plant if he continued down his displeasing path.

Nor is it healthy for the rest of us to be around these people. One of the more stressful parts of modern life is dealing with all the unlikeable people who populate it. If they don’t kill themselves with their own unpleasantness and rudeness, they’ll drive the rest of us to drink.

Our nation is so focused on efficiency and productivity that we forget that likeability is truly our lifeline. People who are likeable, or who have what I call a high L-factor, tend to land jobs more easily, find friends more quickly, and have happier relationships.

People who are unlikeable, or who have a low L-factor, generally suffer from high job, friend, and spouse turnover.

I now believe that having a high L-factor isn’t just a way to improve your life, it’s a way to save it.

After my speech to the deejays, dozens of e-mails started pouring into my in-box—all told, more than thirty radio personalities contacted me with anecdotes about the impact of likeability. They told me stories about themselves, their on-air partners, their families, and their friends. They talked about job opportunities squandered, marriages dissolved, relationships lost. Just like Mikey, all of them wanted to know: What was this thing called likeability—and how could they get it?

I began to see that for many, the question “What is your L-factor?” prompted the response “Frightfully low.” And as I talked more about likeability and asked, “How is your life going?” those with a low L-factor would reply, “My life is fraught with disappointment and frustration.”

Surprisingly, once I’d decided to read every book on the subject, I found that there weren’t many. Yes, there were a few books on how to make two people like you in sixty seconds, or how to make sixty people like you in two seconds. But I couldn’t find one that explained what likeability looks like in the world and how it operates.

I wanted to create a construct that could teach someone how to establish and maintain long-term likeability. To do that, I started ingesting all the information I could find on the topic. My nights and weekends became Internet surfing sessions on the L-factor.

Almost immediately I found huge collections of research on the subject in two fields: advertising and politics. The former showed that highly likeable advertising was most effective in selling products of all varieties. The latter, consisting of thousands of studies dissecting dozens of elections, found likeability to be one of the major factors in deciding the winners.

Even just while watching television, I saw the effects of likeability in play. I was particularly impressed with a recent documentary that showed how John F. Kennedy’s likeability (and his opponent Richard Nixon’s unlikeability) influenced their famous 1960 presidential debate. And on the popular television talent competition American Idol, I witnessed likeability elevate an overweight twenty-four-year-old contestant named Ruben Studdard from talented unknown to beloved winner.

In the meantime I was also haunting Stanford University’s library system, rummaging through its stacks and databases, locating academic studies that demonstrated both the effects of likeability and proven techniques and disciplines to achieve it. I soon came to realize that university psychology departments around the world have been quietly studying the science of likeability for decades, and over the next six months I filled several filing cabinets with studies both strange and sane, from an article in Australia’s Journal of Psychology on the impact of beards on perceived likeability to a University of Toronto study on the relationship of court settlements to the plaintiff’s personality.

All in all, it became clear that unlikeable characteristics are a primary reason for failure, whereas improvements in likeability offer excellent explanations for breakthrough successes. I’d never seen any statement of crisis so firmly supported by clinical research, yet so hidden from ordinary view.

Everyone I met, from lawyers and executives to techies and teachers, had seen and felt these truths, but none could articulate them. So I became an immediate receptacle for their horror stories about the unlikeable people who were driving them crazy as well as the likeable folks who seemed never to lose, whatever the odds.

My curiosity about likeability became an obsession, and my obsession led me to accumulate thousands of pages on the topic. Eventually a pattern emerged, something profound yet simple. I found similarities in everything I read, a virtual consensus on the path to unlikeability—and the path to recovery.

Because I was obsessed, I soon made likeability the preferred topic for my speeches. Across the country and the world I went, armed with my research and hypotheses. And everywhere I traveled, there was more to learn. One audience member at a talk I gave pointed out that his likeable wife always got better service than he did, whether at a restaurant or in the doctor’s office. That observation lead me to excellent research on the subject.

Another time a seminar attendee discussed his grandfather, who’d lived a long and resilient life due in part to a large circle of friends. Soon I’d added the relationship of likeability to health to my research agenda.

Still another attendee shared how his boss had confided that his attractive personality had given this man an edge when it came to surviving company-wide layoffs. Until then I’d only seen the L-factor as a way to land a job rather than a way to keep one.

Ultimately I realized that all of us are somewhat likeable, but if we’re able to make ourselves more so, if we’re able to raise our L-factor by even just one or two points, life will feel better—in any or all of the ways already mentioned, and in others I haven’t yet discovered.

If you raise your L-factor, you will harness one of life’s most powerful forces. You will see it everywhere you go, and you will wonder why you never thought about it before. You will discover that nothing feels better, and is better for everyone around you, than achieving the highest L-factor possible.




Part One

THE 

L-FACTOR

         



1

LIKEABILITY

If you’re like most people, you’re neither at the top nor the bottom of the likeability scale. If you were at the top, you’d know it, because your many friends would constantly tell you what a charmed life you lead—and you’d have to agree. You can imagine what this life might look like: You’d still have your share of bad news and bad luck, but it would seem as if all of life’s close calls fell firmly in your favor.

But what would life look like if you were at the low end of the likeability scale? Probably something like this:

You wake up, roll out of bed, shower, dress, and leave for your job. On the way you have an eight thirty appointment with your internist, Dr. Smith. Dr. Smith is, as always, overbooked and harried. You sit in her waiting room for what seems like an eternity, yet you know that only one patient was scheduled before you. You’re angry because Dr. Smith always seems to give other people a great deal of time, and in fact, when the patient emerges, you see that he and the doctor enjoy a solid rapport—they’re chatting amiably, exchanging restaurant recommendations, and Dr. Smith is promising to call him later that day.

You, on the other hand, snapped at Dr. Smith during your last visit because you were so angry that it took so long to see her. Now you do it again, and after a brief and unpleasant appointment, you’re out of the office with a quick diagnosis and an absentminded promise to call you sometime in the future. (1)

You drive off to work. Already upset, you’re dreading the day’s first appointment, which is with your assistant. Your company’s direct competitor, the Widget Corporation, has been on a hiring binge. Both your assistant and your coworker’s have been offered jobs with better salaries at Widget’s headquarters. Yesterday you found out that your coworker’s assistant has decided to stay, because the two of them are truly bonded—the assistant loves her boss and knows he’ll try as hard as possible to match Widget’s offer.

You’re hoping your assistant will make the same decision because he is industrious and effective and you don’t have time to train someone new. Unfortunately, he tells you that he is taking the Widget offer after all. You wonder if the fact that you humiliated him in front of his peers last week has anything to do with it, but you doubt it—he deserved to be dressed down. You sigh and comment about how hard it is to find a loyal secretary. For the umpteenth (and last) time, he reminds you that he is not a secretary. “Whatever,” you mutter. (2)

Your mood increasingly foul, you now march off to your late-morning meeting. Here you find that your client has given you low marks in your annual account performance review. You can’t believe it—you think he’s scum, and the idea that he thinks the same of you is shocking. The world is so unfair. And it seems more unfair when your boss tells you that there isn’t enough money in her budget for the raise you were expecting. (3)

The rest of the day is unpleasant. Ever since you happened to mention to that horrible assistant in legal that she could lose a few pounds, she seems to have had it in for you, and you can’t get your contracts back from her office in a timely fashion. Whatever happened to professionalism? you wonder. (4)

But you really crash when your insurance agent calls to let you know that the settlement from your recent car accident will be less than you’d hoped. The hearing was as contentious as you’d expected, but now you wonder whether you lost points with the judge by suggesting she return to law school for a refresher course. Why is it that so few people can take constructive criticism? (5)

When you arrive home that night, you change and go off to your son’s Little League game. You had been expecting to win the election for his team’s coach, but a new boy’s father got the nod instead. How unfair, you think. No one has been asking for the job more loudly, or pointing out the faults of the other fathers more succinctly, than you. Even so, this new guy, who barely seems to know anything about baseball (as you have often mentioned), is very popular. You hate guys like that. (6)

That night you get home a little late. You decide to grab a beer from the refrigerator before going to bed, and there you see a note from your wife. On it she has written that she’s so unhappy in the marriage that before she goes through with her divorce threats, she wants you both to see a marriage counselor. She’s already set up a meeting. (7)

Finally, you climb into bed and think back on your miserable day. What is it about other people that makes them so difficult? Wouldn’t life be so much better without them?

Now, let’s review your day through the prism of studies revealing why it went the way it did.

1. Doctors give more time to patients they like and less to those they don’t. According to a 1984 University of California study: “A physician attribution survey was administered to 93 physicians. [They] also viewed videotapes demonstrating patients with three combinations of likeability and competence. There were significant differences in treatment, depending on the characteristics of the patient: The likeable and competent . . . patients would be encouraged significantly more often to telephone and to return more frequently for follow-up than would the unlikeable competent or likeable incompetent [patients]. The staff would educate the likeable patients significantly more often than they would the unlikeable patients.”

2. In his book Primal Leadership, author Daniel Goleman studied the management habits and business operations of several hundred major companies and found that a positively charged work environment produces superior profits via reduced turnover and increased customer satisfaction.

3. A Columbia University study by Melinda Tamkins shows that success in the workplace is guaranteed not by what or whom you know but by your popularity. In her study, Tamkins found that “popular workers were seen as trustworthy, motivated, serious, decisive and hardworking and were recommended for fast-track promotion and generous pay increases. Their less-liked colleagues were perceived as arrogant, conniving and manipulative. Pay rises and promotions were ruled out regardless of their academic background or professional qualifications.”

4. A 2000 study by Yale University and the Center for Socialization and Development–Berlin concluded that “people, unlike animals, gain success not by being aggressive but by being nice. The research found that the most successful leaders, from CEOs to PTA presidents, all treated their subordinates with respect and made genuine attempts to be liked. Their approach garnered support and led to greater success.”

5. In 1977 author Dulin Kelly wrote in the court preparation trade publication Voir Dire: “One item that keeps reappearing in cases tried or settled, is the likeability factor. If your client is a likeable person, this characteristic will in all likelihood affect the outcome of your case in two ways: First, the jury will want to award compensation to your client, because the jurors like him or her. This may overcome a case of close liability. Second, there is no question that if the jury likes your client the amount of compensation is likely to be higher.”

6. In You’ve Got to Be Believed to Be Heard, author Bert Decker points out that George Gallup has conducted a personality factor poll prior to every presidential election since 1960. Only one of three factors—issues, party affiliation, and likeability—has been a consistent prognosticator of the final election result: likeability.

7. In 1992 Dr. Phillip Noll of the University of Toronto surveyed a representative sample of fifty married and divorced couples and concluded that one of the primary elements of marital success is likeability. Easygoing, likeable people have one-half the divorce rate of the general population. When both parties are congenial, the risk of divorce is reduced by an additional 50 percent.

Likeability is more than important, it’s more than practical, it’s more than appealing. Likeability may well be the deciding factor in every competition you’ll ever enter.

People believe what they like. People surround themselves with friends they like. People want to envelop themselves in others’ likeability.

Every person alive has an L-factor, which is the indicator of how likeable you are. Every one of us is either likeable or unlikeable.

For simplicity’s sake, I have created a likeability scale ranging from one to ten: on this scale, one represents very unlikeable, while ten represents very likeable. The average rating is a five. At the lowest end of the scale, a one denotes the most unlikeable person imaginable. Hitler, Darth Vader, and Jack the Ripper come to mind. On the other hand, at the highest end of the scale, a ten represents the most likeable people in the world; Abraham Lincoln and Peter Pan are probably tens.

In general, if your L-factor is three or below, you need vast improvement. Four to six is average, while seven and above is good. Few people actually attain a ten.

Keep in mind that most people’s L-factors are not constant; they vary dramatically at different points in their lives. Harry Truman was not universally admired during his tenure as president, but after much reassessment he is now seen as an immensely skilled leader, resulting in an L-factor that has soared from a mid-level four to a high nine; Ebenezer Scrooge from Dickens’s A Christmas Carol went from a one to a ten after just one night of ghostly visitations.

Still, your L-factor permeates all aspects of your life. A low L-factor makes itself apparent when doors slam in your face, when you can’t find a partner, when your doctor rushes you out of her office. A high L-factor shows up when you have more than one job offer, when your kids want to spend more time with you, when the court awards you that extra bit of money.

Likeability itself is a difficult term to define. Dictionary definitions can be as vague as “easy to like,” “attractive,” or “appealing.” But after researching the worlds of psychology, physiology, and personality, I define it thus: Likeability is an ability to create positive attitudes in other people through the delivery of emotional and physical benefits.

Someone who is likeable can give you a sense of joy, happiness, relaxation, or rejuvenation. He or she can bring you relief from depression, anxiety, or boredom.

By being likeable, by generating positive feelings in others, you gain as well. The quality of your life and the strength of your relationships are the product of a choice—but not necessarily your choice.

After all, if everything were a matter of choice, you’d select the best job, the best mate, and the best life in the world.

Your life is really determined by other people’s choices. Do you want the job? It’s up to the woman doing the hiring. Do you want to watch football all day on Sunday and stay happily married? It’s up to your spouse or partner. Do you want the jury to find you guilty or innocent? It’s their choice.

The more likeable you are, the more likely you are to be on the receiving end of a positive choice from which you can profit.

We’ll talk more later about how choice works, but in the meantime, remember that the best choice you can make right now is to boost your L-factor and become more likeable. Not that you’re not likeable now, but all of us can become even more likeable if we apply ourselves to the task.

A young man named Mohan came to my company, Yahoo!, in 1999, just before the entire Internet industry took a hit. Since his arrival, many layoffs have occurred, as well as a number of reorganizations and downsizings. Yet Mohan, with no seniority, has managed to stay employed throughout it all, even though he’s held four different jobs.

Why?

Because Mohan is so well liked. When push came to shove—and many people were indeed pushed or shoved out—boss after boss stood up for Mohan, trying to find him a new place in the organization. Three powerful managers who usually don’t decide on low-level hirings became personally involved. Mohan wasn’t necessarily brighter or more competent than the others who were let go. He is indeed good at what he does, but he is so personally appealing that his presence makes the workplace more pleasant.

As the above illustrates, the L-factor’s importance in our professional life appears when choices are made about who is going to get hired or fired, or who gets the raise. We are constantly making choices at work, and when things are close, we go with the person with the highest L-factor.

If you’re the boss, the L-factor becomes relevant when you must decide who’s going to get that special project that will mean spending extra time together. You want to surround yourself with talented people, but when two people are equally talented, you’ll pick the one you like better.

If you’re an employee, the L-factor comes into play when your boss asks for more than is normally required, and you go that extra mile because you want him or her to succeed because you like him or her so much.

Job candidates are more successful if they’re likeable. They’re more likely to get second interviews, and more likely to get short-listed for jobs. They are also more likely to keep their jobs, both in bad times and good.

A few years ago the market research company Booth Research released the findings from a study organized by the outplacement firm Challenger, Gray & Christmas involving thousands of people who had recently been discharged or downsized. The study concluded that the decision regarding who stays and who goes in a downsizing boils down to the L-factor: how well people are liked by their supervisor. Company president James Challenger sums it up: “People who are not liked by someone in authority are always the first to go when business conditions become unfavorable. It’s not just enough to do a good job. You have to find ways to increase your likeability factors in the eyes of your employer.”

It’s one thing for a guy like Mohan to keep his job during tough times. But what about reaching your potential in your career? Likeability can play a huge role in that aspect of your professional life as well. According to the 2000 Yale University study mentioned earlier, “most successful leaders, from CEOs to PTA presidents, all treated their subordinates with respect and made genuine attempts to be liked. Their approach garnered support and led to greater success.”

|||

Likeability is equally important in your personal life, where it can be the glue that holds a relationship together through thick and thin. No matter what you’re dealing with, a likeable personality can help, or even solve, problems.

My good friend Sarah, for example, has faced several considerable challenges. She has suffered from a chronically bad back and also struggled with alcoholism for several years. She and her husband, George, have faced many financial difficulties, and once they even lost their home. A salesperson, Sarah must travel constantly for her job, often spending weeks at a time away from her family.

Yet Sarah’s marriage is relatively happy and her friends and family, including her two rebellious teenage daughters, all adore her. Why? Because Sarah is so likeable. George worked hard to help her through whatever problems arose, from alcoholism to bankruptcy. Similarly, her friends and family rooted for her whenever she slumped, and they were always around to provide much-needed support, both emotional and financial. Cheering rather than jeering, they liked Sarah enough to see past her momentary problems and knew that with a little help she could recover from whatever life threw at her. And so far she has.

You’ll recall that research shows that likeable people have stronger marriages. But it’s not just Sarah’s marriage that helps her—all her relationships do. A study of 174 women conducted by Sheryl Aronson, a relationship therapist and a codirector of the Institute for Relationship Assessment and Development in southern California, found that women who described themselves as friendly and likeable received a number of benefits. “Such women were more likely than others to be in love [and] to have had more love relationships. . . . These women and their positive self-concept gave them a greater capacity for love and romance. Their relationships are not only more sexually intimate, but seem to be more intimate on emotional levels, as well.”

Whether you are involved romantically, socially, or as a friend, you need likeability to be successful in your relationship. Psychotherapist and author Terry Real observes that “unlikeability exhibits the absence of sensitivity and care. People attempting to sustain close relationships while behaving in unlikeable ways are like people hoping to have an automobile last over 100,000 miles without replacing the oil in the engine.”

Sarah’s personality has many appealing features, but not the least of them is her likeability, which drives what seems to be her eternal happiness.
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