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Meta Note:  This book seems to follow the format:  1 research study, 1 example from 
popular / historic culture, and then conjecture about where else it can/might work in life 
(ie home life, business, charity work etc). 
 
The central purpose of this book is to provide the reader with a better understanding 
of the psychological processes underlying our efforts to influence others to shift their 
attitudes or behavior in a direction that results in positive outcomes for 
both parties. 
 
Unlike the fields of economics, finance, and public policy, which tend to require learning 
from outsiders to achieve even a minimal level of competence, people believe they 
already possess an intuitive understanding of psychological principles simply by virtue of 
living life and interacting with others.  
 
As a consequence, they're less likely to learn and to consult the psychological research 
when making decisions, setting policies, or generating solutions to problems. This 
overconfidence inevitably leads people to miss golden opportunities for psychologically 
informed social influence-or worse still, to misuse psychological principles to the 
detriment of themselves and others. 
 
1 How can inconveniencing your audience increase your persuasiveness? 
 
Szot changed three words to a standard infomercial line that caused a huge increase in the 
number of people who purchased her product. Even more remarkable, these three words 
made it clear to potential customers that the process of ordering the product might well 
prove somewhat of a hassle. 
 
Szot changed the all-too-familiar call-to-action line, "Operators are waiting, please call 
now," to, "If operators are busy, please call again." 
 
On the face of it, the change appears foolhardy. After all, the message seems to convey 
that potential customers might have to waste their time dialing and redialing the toll-free 
number until they finally reach a sales representative. Yet, that surface view 
underestimates the power of the principle of social proof: When people are uncertain 
about a course of action, they tend to look outside themselves and to other people around 
them to guide their decisions and actions.  
 
Consider the kind of mental image likely to be generated when you hear "operators are 
waiting": scores of bored phone representatives filing their nails, clipping their coupons, 
or twiddling their thumbs while they wait by their silent telephones-an image indicative 
of low demand and poor sales.  
 
Now consider how your perception of the popularity of the product would change when 
you heard the phrase "if operators are busy, please call again." Instead of those bored, 
inactive representatives, you're probably imagining operators going from phone call to 
phone call without a break. 
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In the case of the modified "if operators are busy, please call again" line, home viewers 
followed their perceptions of others' actions, even though those others were completely 
anonymous. After all, "if the phone lines are busy, then other people like me who are also 
watching this infomercial are calling, too." 
 
Being mindful of the true power of social proof can pay big dividends in your attempts to 
persuade others to take a desired course of action. Of course, the importance of how you 
communicate this information should not be underestimated. Your audience is obviously 
unlikely to respond favorably to a statement like, "Hey you: Be a sheep and join the 
herd." Instead, a more positively framed statement, such as, 'Join countless others in 
helping to save the environment," is likely to be received much more favorably. 
 
2 What shifts the bandwagon effect into another gear? 
 
In the previous chapter, we noted that hotel guests followed the behavior of the herd of 
other hotel guests. But might people be even more influenced by a herd that looks even 
more like them-the herd of hotel guests who had previously stayed in their particular 
room?  
 
Guests who learned that the majority of the prior occupants of their particular room had 
participated were even more likely to reuse their towels than guests who learned the 
norms for the hotel in general. And compared to the standard environmental appeal, that 
was a 33 percent increase in the likelihood of participation. 
 
But why? 
 
The results of this experiment suggest that the more similar the person giving the 
testimonial is to the new target audience, the more persuasive the message becomes. This 
means that in deciding which testimonials to show to a prospect, you need to take your 
ego out of the process. You should begin not with the testimonial you're most proud of, 
but with the one whose circumstances are most comparable to your audience's. 
 
3 What common mistake causes messages to self-destruct? 
 
Although communicating strong disapproval for the littering behavior might certainly 
prove motivating, conveying the fact that many people litter acts as strong social proof 
for more littering. Because people tend to follow the most popular course of action, this 
message can potentially be more harmful than helpful. 
 
We take issue with some of the messages conveyed by the lovable but psychologically 
naive U.S. Forest Service mascot, Woodsy Owl. In a long-running print ad titled "Gross 
National Product," he proclaims, "This year Americans will produce more litter and 
pollution than ever before."  
Several weeks before the 2004 presidential election, Women's Voices. Women Vote, a 
major political organization, sent out about 1 million mailings designed to increase 
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participation in the political process by single women; their message was: "4 years ago, 
22 million single women did not vote."  
 
More generally, political groups of all sorts misunderstand the impact of their 
communications by condemning the rise in voter apathy and then watch their 
communications backfire as more and more voters fail to turn up at the polls. 
 
Although these pronouncements and depictions may indeed reflect reality and are well 
intentioned, the designers of these campaigns may fail to realize that by using negative 
social proof as part of a rallying cry, they might be inadvertently focusing the audience 
on the prevalence, rather than the undesirability, of that behavior. 
 
If the circumstances allow for it, focusing the audience on all people who do engage in 
the positive behavior can be a very influential strategy. 
 
For instance, imagine you are a manager recognizing that attendance at your monthly 
meetings has gone down. Rather than calling attention to the fact that so many people are 
missing the meetings, you could not only express your disapproval for that behavior, but 
also highlight that those who don't attend the meetings are in the minority by pointing out 
the large number of people who do actually turn up. 
 
4 When persuasion might backfire, how do you avoid the magnetic middle? 
 
Although we recommended trying to reframe the message to focus on the many people 
who are behaving in a more desirable way, unfortunately, that is not always possible. 
 
In this study, three-hundred California households agreed to have their weekly energy use 
recorded. Research assistants then went to participating homes and read their energy 
meters to get a baseline measure of how much energy the households consumed per 
week.  Afterward, a little card was hung on the front door of each household giving 
feedback to the homeowners about how their energy consumption compared to the 
neighborhood average. Of course, some of the households consumed more energy than 
the average, whereas others consumed less. 
 
Over the next several weeks, those who had been consuming more energy than their 
neighbors reduced their energy consumption by 5.7 percent. Not much of a surprise there. 
More interesting, however, was the finding that those who had been consuming less 
energy than their neighbors actually increased their energy consumption by 8.6 percent. 
 
What most others are doing acts as a "magnetic middle," meaning that people who 
deviate from the average tend to be drawn to the average like metal filings to a magnet-
they change their actions to be more in line with the norm regardless of whether they 
were previously behaving in a socially desirable or a socially undesirable way. 
 
So, how do we prevent the backfire effect that occurs when people already acting in a 
socially conscious way learn that they're deviating from the (less desirable) norm?  
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It might be helpful to convey society's approval for their behavior in some way. But how? 
 
How about a simple smiley face? To test this idea, another experimental condition was 
included in the study. For these other households, the feedback on the card was 
accompanied by either a smiley face ☺ or a frowny face , depending, of course, on 
whether they were using more or less energy than the neighborhood average. The data 
revealed that the addition of the frowny face didn't make much of a difference. 
 
We were quite impressed, however, by the impact of adding the smiley face to the 
feedback given to those who used a relatively small amount of electricity: Whereas their 
no-symbol peers had shown the 8.6 percent increase in energy consumption that we 
described earlier, these "smiley-faced" households continued to consume energy at the 
same low prefeedback rate. 
 
The results of this study demonstrate not only the power of the social norm to bring 
people's behavior toward it like a powerful magnet, but also how we as persuaders can 
reduce the likelihood of our message backfiring for half of the population that receives it: 
We should convey our approval for, and appreciation of, those already acting in a socially 
desirable way. 
 
5 When does offering people more make them want less? 
 
Researchers found that the more choices that were offered, the less likely the employees 
were to enroll in the program at all: For every ten additional funds a company offered to 
its employees, the participation rate dropped almost 2 percent. To give just one specific 
comparison, they found that when only two funds were offered, the rate of participation 
was roughly 75 percent, but when fifty-nine funds were offered, the participation rate 
dropped to about 60 percent  
 
Iyengar and fellow social scientist Mark Lepper also examined whether the damaging 
effect of offering too much occurred in other domains, such as food products. They set up 
a display at an upscale supermarket in which passersby could sample a variety of jams 
that were all made by a single manufacturer. Throughout the course of the study, the 
researchers varied the number of flavors of the jam offered, so that either six or twenty-
four flavors were featured at the display at any given time.  
 
The results demonstrated a clear and astonishing difference between the two conditions: 
Only 3 percent of those who approached the extensive-choice display actually purchased 
any jam. Contrast that with the 30 percent who bought jam when they approached the 
limited-choice display 
 
It's often the case that potential customers don't know precisely what they want until 
they've surveyed what's available to them. What this means for most businesses is that by 
saturating the market with a large number of unnecessary varieties of their products, they 
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could well be inadvertently harming their sales, and as a result, they could be diminishing 
their profits.  
 
In such cases, a business might enhance a customer's motivation to purchase its goods 
and services by reviewing its product line and cutting out redundant or less-popular 
items. 
 
A worthwhile exercise would be to review the extent of your product portfolio and ask 
yourself the following question: Where we have customers who may not be clear about 
their requirements, might the number of choices we offer be causing them to seek other 
and potentially fewer alternatives elsewhere? 
 
6 When does a bonus become an onus? 
 
Social scientist Priya Raghubir wanted to test the idea that when consumers are offered a 
bonus gift for purchasing a product (the target product), the perceived value and 
desirability of the bonus gift as a standalone product can sharply decline. She thought this 
could be the case because consumers might infer that the product's manufacturer wouldn't 
give away a valuable product for free. In fact, it might even lead them to ask, "What 
might be wrong with this thing?" 
 
To test the idea that the value of an item declines when it's offered as a gift, Raghubir had 
participants view a duty-free catalog that featured liquor as the target product and a pearl 
bracelet as the bonus gift. One group of participants was asked to evaluate the desirability 
and value of the pearl bracelet in the context of the gift, and another group was asked to 
evaluate the pearl bracelet by itself. The results confirmed the hypothesis: People were 
willing to pay around 35 percent less for the pearl bracelet when they saw it bundled with 
the target product as an add-on than when they saw it as a standalone product 
 
Raghubir suggests that one way of preventing the offer of gifts or services from 
backfiring is to inform or remind customers about the true value of the gift. 
 
To ensure that your offer is seen as the valuable proposition it actually is, the customer 
needs to be shown the true value of your offer. So, no longer should your message read, 
"Receive a free security program." Instead, it becomes, "Receive a $250 security program 
at no cost to you." 
 
7 How can a new superior product mean more sales of an inferior one? 
 
According to decision researcher Itamar Simonson, when consumers consider a particular 
set of choices for a product, they tend to favor alternatives that are "compromise 
choices"-choices that fall between what they need, at a minimum, and what they could 
possibly spend, at a maximum. When consumers must make a decision between two 
products, they often compromise by opting for the less-expensive version. However, if a 
third product were to be offered that was more expensive than the other two choices, the 
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compromise choice would shift from the economy-priced product to the moderately 
priced product (which is no longer the highest- priced product in the set of choices). 
 
You would be well advised to recognize that your company's highest-end and highest-
priced products provide two very important potential benefits for your business. The first 
is straightforward: These top of the line products meet the high-end needs of a small 
group of current and future customers. As a result, you'll see greater revenues injected 
into your business by offering them. But the second is perhaps under-recognized: The 
next-highest-priced model will more likely be considered attractively priced, as a 
compromise.  
 
A substantial number of wine bars and hotels will present their more expensive wines at 
the bottom of the wine list, though customers' eyes sometimes never even get there as 
they consider the many available options. In some establishments, the high-end 
champagnes might even be printed on a separate menu. As a result, the midrange wines 
and champagnes aren't presented as compromise choices and therefore they appear less 
attractive. Just by making a small change and offering these high-end wines and 
champagnes at the top of the menu, a restaurant should do much more business for its 
next-most-pricey alternative.  
 
Anyone who has a range of products or services to offer could make midrange products 
more popular by offering more expensive ones first. It's important to recognize that even 
if your company does employ this high-end framing approach, it could be that an 
unexpected slump in sales of the highest-end version of a product might tempt you to 
stop offering that item.  
 
However, as this research suggests, removing that item from the set of consumer choices 
without replacing it with another top-of-the-line product could produce a negative 
domino effect that would start with your next-highest-end version of your product and 
work its way down. Such a shift in your customers' compromise choice could land you in 
a compromising position of your own. 
 
8 Does fear persuade or does it paralyze? 
 
For the most part, research has demonstrated that fear arousing communications usually 
stimulate the audience to take action to reduce the threat. However, this general rule has 
one important exception: When the fearproducing message describes danger but the 
audience is not told of clear, specific, effective means of reducing the danger, they may 
deal with the fear by "blocking out" the message or denying that it applies to them. As a 
consequence, they may indeed be paralyzed into taking no action at all. 
 
The more clearly people see behavioral means for ridding themselves of fear, the less 
they will need to resort to denial 
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Advertising campaigns that inform potential customers of the real-world threats that a 
company's goods or services can alleviate should always be accompanied by clear, 
specific, effective steps they can take to reduce the danger. 
 
9 What can chess teach us about making persuasive moves? 
 
That the norm of reciprocity has real staying power and transcends likability is a useful 
insight for anyone looking to be more persuasive. It should also be welcome news to 
anyone who is asked to do a large or costly favor for another person, for which there 
appears to be no short-term gain in sight. As informed and ethical influencers, we would 
be well advised to help out others or make concessions to them first. If we seek out and 
give our help to a team member, colleague, or acquaintance, we create a social obligation 
for that person to help us or support us at a future date.  
 
10 Which office item can make your influence stick? 
 
Social scientist Randy Garner wondered whether sticky notes, might have the power to 
enhance compliance with a written request made to another person. In an intriguing 
study, he sent out surveys to people with a request to complete them. The survey was 
accompanied by either (a) a handwritten sticky note requesting completion of the survey, 
which was attached to a cover letter; (b) a similar handwritten message on the cover 
letter; or (c) the cover letter and survey alone.  
 
That little yellow square packed quite a persuasive punch: More than 75 percent of the 
people who received the survey with the sticky note request filled it out and returned it, 
whereas only 48 percent of the second group and 36 percent of the third group did so. 
 
Although finding a Post-it Note, slapping it on a cover sheet, and handwriting a message 
on it isn't exactly the most difficult of tasks, Garner suggests that people recognize the 
extra effort and personal touch that this requires, and that they feel the need to reciprocate 
this personal touch by agreeing to the request. After all, reciprocity is the social glue that 
helps bring and keep people together in cooperative relationships—and you can bet that 
it's a stronger adhesive than the kind on the back of a sticky note. 
 
(Shawn Note:  Copywriting & Sales letters NEED this sticky note touch if it’s this much 
more persuasive….) 
 
Placing a personalized sticky note on the survey did more than just simply persuade 
people to respond to the survey at higher rates: Those who filled out the survey with the 
handwritten sticky note message returned it more promptly and gave more effortful, 
detailed, and attentive answers to the questions. In fact, when the researcher made the 
note even more personal in nature by adding his initials and "Thank You!" to the 
handwritten message, the response rate shot up even higher 
 
A personalized sticky note could highlight the importance of your reports and 
communications and prevent them from becoming the proverbial needle in a haystack of 
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other reports, letters, and mailings that are also vying for attention. What's more, the 
timeliness and quality of compliance with your request are likely to be enhanced as well. 
 
11 Why should restaurants ditch their baskets of mints? 
 
Behavioral scientist David Strohmetz and colleagues conducted an experiment to 
determine what effect, if any, giving a little candy to patrons at the end of the meal would 
have on food servers' tips. In one set of trials, when presenting the bill, the food servers 
included a single piece of candy for each diner sitting at die table. Compared to occasions 
on which diners received no candy, the researchers found a modest increase in tips-not a 
huge one, just 3.3 percent.  
 
In a second set of trials, the food servers gave two candies to each diner at the table and 
tips rose by 14.1 percent compared to the no-candy condition. All of this is reasonably 
predictable, considering what we know about the norm of reciprocity-the more a person 
gives to us, the more we feel obligated to give in return. But what factors make a gift or 
favor most persuasive? It turns out that the third condition in this study provides us with 
the answer.  
 
For the third group of diners, the servers first gave one piece of candy to each person at 
the table. They then turned away from the table, signaling that they were leaving. 
However, before exiting the area completely, they turned back toward the diners at the 
table, reached into a pocket, and placed a second piece of candy on the table for each 
diner. Through this gesture, it was almost as if they were saying to the customers, "oh, for 
you nice people, here is an extra candy each." The result? A 23 percent increase in tips  
 
There are three major factors that help make a gift or favor more persuasive and as a 
result more likely to be reciprocated. The first is significance. Giving diners two candies 
compared to one had the effect of increasing tips from 3.3 percent to over 14 percent 
because two seemed significant, where one seemed pro forma. Notice that significant 
need not mean costly. 
 
But also notice the difference between the two multiple candy conditions. There was no 
difference in the amount of gift given, but there was a difference in the way the gift was 
given.  
 
This research clearly shows the value of giving gifts that are significant, unexpected, and 
personalized. Of course, if servers used this tactic on every table, not only would they be 
seen as unethical by the restaurant patrons, the tactic wouldn't work for long. As soon as 
diners noticed that the same practice was being used on everyone, the value of the gift 
would collapse-it wouldn't be seen as possessing any of these three important factors. 
 
To ensure that any gift that you give or favor that you perform is most appreciated, make 
sure to take some time to find out what gift, to the recipient, would best fit those three 
important criteria. 
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12 What's the pull of having no strings attached? 
 
Most of us intuitively believe that incentives work: Ice cream cones excel at persuading 
kids to clean their rooms, carefully timed treats can help even old dogs learn new tricks, 
and paychecks are quite good at limiting the number of times we hit the snooze button 
before getting out of bed and going to work each morning. 
 
There's little social obligation to cooperate with someone who offers you something only 
on the condition that you initiate the cooperative effort. That kind of exchange is simply 
an economic transaction. On the other hand, there's a powerful sense of obligation, 
embodied in the norm of reciprocation, to return favors already performed for you. 
 
When we're trying to solicit cooperation from other people-be they coworkers, clients, 
students, or acquaintances-we should offer help to them in a way that's unconditional and 
no-strings attached. Approaching the potentially cooperative relationship in this way 
should not only increase the likelihood that you'll secure their cooperation in the first 
place, but also ensure that the cooperation you do receive is built on a solid foundation of 
trust and mutual appreciation, rather than on a much weaker incentive system. 
 
13 Do favors behave like bread or like wine? 
 
Are favors like bread in that they become stale over time? Or are they more like wine, 
getting better and increasing in value with age? According to researcher Francis Flynn, 
the answer to this question depends on whether you are the favor-doer or favor-receiver. 
 
Flynn asserts that immediately after one person performs a favor for another, the recipient 
of the favor places more value on the favor than does the favor-doer. However, as time 
passes, the value of the favor decreases in the recipient's eyes, whereas for the favor-doer, 
it actually increases. 
 
If you've done a favor for a colleague or an acquaintance, that favor will likely have the 
most impact on that person's desire to reciprocate within a short period of time following 
the favor. However, if you're the recipient of a favor, you need to be aware of the 
tendency of people in your position to downplay that favor as time goes by. If you fail to 
recognize the full value of the favor weeks, months, or even years after it has occurred-
which Flynn's research shows is a natural inclination-this may ultimately damage your 
relationship with the favor-doer. 
 
14 How can one small step help your influence take a giant leap? 
 
A marketing research department is more likely to get people to answer a large number of 
survey questions by first asking them if they'd be willing to answer a brief survey. 
 
In the case of influencing ourselves, rather than setting a large and seemingly 
insurmountable goal to improve, for example, our fitness levels, we would be well 
advised to set a task for ourselves that is small enough that we would have no excuse for 
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not completing it at least once for example, taking a short walk around die block. As a 
result, we should find ourselves gradually increasing our degree of commitment to meet 
the larger fitness goals. 
 
15 How can you become a Jedi master of persuasion? 
 
Alice Tybout and Richard Yalch showed how the labeling technique could be used to 
increase the likelihood that people would vote on Election Day. They interviewed a large 
number of potential voters and randomly told half of them that, based on their responses, 
they could be characterized as "above-average citizens likely to vote and participate in 
political events." The other half of the interviewees were informed that they could be 
characterized as about average in terms of these interests, beliefs, and behaviors. Those 
respondents given the label of good citizen, with a high likelihood of voting, not only 
came to see themselves as better citizens than those labeled as average, but they also were 
15 percent more likely to vote in an election held one week later 
 
When teachers tell children that they seem like the kind of students who care about 
having good handwriting, the kids spent more of their free time practicing their 
handwriting—even when they thought no one was around to watch. 
 
When the chief flight attendant tells a plane's passengers at the end of the flight, "We 
know you have many airlines to choose from, so we thank you for choosing ours," he or 
she is using a derivative of the labeling technique, reminding you implicitly that if there 
are so many choices out there, you must have chosen this airline for a reason. Told that 
they have confidence in that airline, passengers come to believe it. Similarly, you can use 
the technique to remind clients that their decision to deal with your organization shows 
their confidence in your company and in you, and that you appreciate and will continue to 
justify that confidence. 
 
16 How can a simple question drastically increase support for you and your ideas? 
 
What simple strategy could have been used to draw supporters from either side to the 
polls? The answer involves merely asking potential voters to predict whether they will 
vote on Election Day and to provide a reason for their prediction. When social scientist 
Anthony Greenwald and his colleagues tried this technique on potential voters on the eve 
of one such Election Day, those who were asked to make a prediction yielded a turnout 
rate that was twenty-five percentage points higher than the rate for those who weren't 
asked (86.7 percent compared to 61.5 percent). 
 
There are two important psychological steps involved in the success of this technique. 
First, when people are asked to predict whether they'll engage in a socially desirable 
behavior in the future, they feel compelled to say yes because that's the socially desirable 
thing to say. 
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Second, after most (if not all) of these people have publicly stated that they'll perform the 
socially desirable behavior, they'll be motivated to behave consistently with the 
commitment they just made. 
 
Consequently, an easy way for candidates to get more of their supporters to the polls is to 
have volunteers call these self-proclaimed supporters, ask them if they'll vote in the next 
election, and wait for the "yes." If the caller then adds, "We'll mark you down as a 'yes' 
and I'll let the others know as well," the commitment has three components that 
potentially cement that potential voter's commitment: The commitment becomes 
voluntary, active, and publicly declared to others. 
 
17 What is the active ingredient in lasting commitments? 
 
The researchers set up the study so that the students were given one of two different sets 
of instructions. Those who received die active instructions were told that if they wanted 
to volunteer, they should fill out a form stating that they were willing to participate. In 
contrast, those who received the passive instructions were told that if they wanted to 
volunteer, they should leave blank the form stating that they were not willing to 
participate. The researchers found that the percentage of people who agreed to volunteer 
didn't differ as a function of whether the instructions invited active or passive responding.  
 
Yet there was quite an astonishing difference in the percentage of people who actually 
showed up to participate in the project several days later. Of those who agreed to 
participate passively, only 17 percent actually appeared as promised. What about those 
who agreed to participate through active means? Of those, 49 percent kept their promises. 
In all, the clear majority of those who appeared as scheduled (74 percent) were those who 
had actively agreed to volunteer for the program 
 
These data show that to maximize commitments to the initiatives you undertake jointly 
with clients and business associates, you should arrange for all parties involved to take an 
active role filling out any relevant business agreements. 
 
18 How can you fight consistency with consistency? 
 
This finding has important implications for how we try to influence older people. For 
example, suppose you work for a company that's attempting to market a range of new 
products to a more mature audience. Our research suggests that this particular 
demographic is going to be more resistant to change than others. In such a case, you'd be 
well advised to focus your messages on how purchasing and using the product is 
consistent with the audience's pre-existing values, beliefs, and practices. The same lesson 
can be applied in other domains, such as convincing an older member of a work team to 
switch to a new system, or even getting one's elderly parent to take his or her medication. 
 
But do people really give up their previous behavior that easily—simply by being told 
that the new suggested behavior is consistent with their pre-existing practices, beliefs, 
and values? What about the original decisions they made to behave the way they do? 
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Such a situation requires us to do something else in addition to pointing out how our 
proposal aligns with what they have previously declared to be important to them. To 
ensure our message is optimally persuasive, we need not only to free them from their 
previous commitment, but also to avoid framing their previous decision as a mistake. 
 
Perhaps the most productive method is to praise their previous decision as correct "at the 
time that they made it." Pointing out that the previous choices they made were the right 
ones "given the evidence and information they had at the time" can help free them from 
such a commitment and allow them to focus on your proposal without the need for loss of 
face or inconsistency.  
 
19 What persuasion tip can you borrow from Benjamin Franklin? 
 
When Franklin was in the Pennsylvania legislature, he was deeply bothered by the 
staunch political opposition and hostility of another legislator. Franklin himself best 
explains how he successfully won his respect and even his friendship: 
 
“I did not, however, aim at gaining his favor by paying any servile respect to him, but, 
after some time, took this other method. Having heard that he had in his library a certain 
very scarce and curious book, I wrote a note to him, expressing my desire of perusing that 
book, and requesting he would do me the favor of lending it to me for a few days. He sent 
it immediately, and I return'd it in about a week with another note, expressing strongly 
my sense of the favor. When we next met in the House, he spoke to me (which he had 
never done before), and with great civility; and he ever after manifested a readiness to 
serve me on all occasions, so that we became great friends, and our friendship continued 
to his death. This is another instance of the truth of an old maxim I had learned, which 
says, "He that has once done you a kindness will be more ready to do you another, than 
he whom you yourself have obliged.” 
 
In one study, participants won some money from the experimenter in a contest. 
Afterward, one group of participants was approached by the experimenter, who asked 
them if they'd be willing to give back the money because he was using his own money 
and had little left. (Almost all agreed.) Another group of participants was not approached 
with any request. All of the participants were then anonymously surveyed about how 
much they liked the experimenter. 
 
Was Franklin's strategy, as illogical as it sounds, supported? Indeed it was. Jecker and 
Landy found that those who were asked to do the favor for the experimenter rated the 
experimenter more favorably than did those who were not asked to give back the money 
 
Why? We know from other studies that people are strongly motivated to change their 
attitudes in ways that are consistent with their behavior. When Franklin's opponent found 
himself doing a favor for someone he didn't like, he probably had to say to himself, "Why 
am I going out of my way to help out this person I don't even like ? Perhaps Franklin's 
not so bad after all. Come to think of it, he does have some redeeming qualities…” 



Robert Cialdini – YES! 50 persuasion strategies 13 of 33 

 
Now, in the case of some objectionable people, asking for a favor might seem to be a 
rather brave thing to do. But consider the following: If you currently have nothing to 
show from your communications (or noncommunications) with this person, the worst 
thing that will happen is that you'll end up with the same nothing. Try it. You truly have 
nothing to lose. 
 
20 When can asking for a little go a long way? 
 
Throughout this book, we've attempted to provide evidence to support our claims that we 
can successfully and ethically move people to say yes. But in certain situations and 
environments, it's also important to understand why people say no to reasonable requests, 
such as a request to donate to a legitimate charity. 
 
We thought that when asked to make a donation, even those who would genuinely like to 
support the charity in some way say no because they can't afford to donate very much and 
they assume the small amount they can afford won't do much to help the cause. Based on 
this reasoning, we thought that one way to urge people in this situation to donate would 
be to inform them that even an extremely small sum would be helpful to the cause, 
essentially legitimizing such contributions. 
 
To test this hypothesis, our research assistants went door-to-door to request donations for 
the American Cancer Society. After introducing themselves, these research assistants 
asked the residents, "Would you be willing to help by giving a donation?" For half of the 
residents, the request ended there. For the other half, the research assistant added, "Even 
a penny will help." When we analyzed the results, we found that this diminutive disk of 
copper and zinc was worth its weight in persuasive gold. Consistent with our hypothesis, 
people in the "even-a-penny-will-help" condition were almost twice as likely as those in 
the other condition to donate to the cause (50 percent vs. 28.6 percent) 
 
Is there a possibility that adopting an "even-a-penny-will-help" strategy could backfire? 
Although the number of people who donated almost doubled when people were told that 
even a penny would help, might their donations have been smaller than those in the other 
condition?  
 
We looked at the size in donation amounts and were happy to find that there was no 
difference in the average donation per contributor. What this means is that the "even-a-
pennywill- help" request should come out ahead of a standard request not only in the 
number of people who donate, but in the overall amount collected from your efforts. 
 
21 Start low or start high? Which will make people buy? 
 
Because of the inherent similarities between an online auction's bidding processes and a 
business's competitive bidding process, observing how sellers most effectively sell their 
stuff on websites like eBay can teach us quite a bit about how to most effectively manage 
a company's competitive bidding. 
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Behavioral scientist Gillian Ku and her colleagues knew that when the initial price for an 
item is high, as a potential buyer, you're likely to think it's worth more than if the initial 
price were lower. Yet, they wondered whether the increase in perceived value that comes 
along with a high starting price would actually lead to a higher final sale price. Instead, 
based on their research, they suggest that lower starting prices can actually lead to a 
higher final sale price, for three reasons. 
 
First, because the starting prices for auctions act as somewhat of a barrier to entry, lower 
starting prices are better for encouraging participation by as many people as possible in 
the bidding process for an item. 
 
Second, the increase in traffic-reflected in the total number of bids as well as the number 
of different bidders—afforded by these lower initial prices acts as social proof for new 
potential bidders. 
 
Third, bidders for items with low starting prices, especially those who get in early, are 
likely to spend more time and effort updating their bids. In an effort to justify the time 
and energy they've already spent on the bidding process, these bidders are more likely to 
stay committed to winning the auction by continuing to bid and raising their bids even 
higher. 
 
These research findings suggest that if you are in the business of offering goods or 
services through any kind of competitive bidding process, starting the bidding at a fairly 
low price can be a way of enhancing the final sale price. However, there is one very 
important caveat to consider: The researchers found that the social proof component was 
a critical factor in the enhanced effectiveness of the lower starting price. So, when the 
traffic for a particular item was constrained (for example, due to a misspelling of the 
product name, which limits the number of prospective bidders who are likely to find the 
item through a typical eBay search), the lower starting price was less effective. This 
means that a lower starting price is likely to be most effective when there's a possibility 
that many bidders will join the bidding fray for your product but is likely to be least 
effective when the bidding is limited to only two potential parties. 
 
22 How can we show off what we know without being labeled a show-off? 
 
Even when you have the credentials to present yourself as a knowledgeable authority on a 
topic, there's a formidable dilemma to overcome: In trying to convey your expertise to 
others, and in attempting to persuade them toward your point of view, you might come 
across as boastful and conceited. As a result, they may like you less, and possibly even be 
less inclined to follow your advice. 
 
One option is to get someone else to speak on your behalf. 
 
But won't people completely discount the words of the representative, who is being paid 
to sing your praises ? Not if they commit one of the most common errors that people 
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make, which social psychologists call the fundamental attribution error: When observing 
another person's behavior, we tend not to give sufficient weight to the role situational 
factors (e.g., money) play in shaping that person's behavior. 
 
In one of those studies, participants were asked to imagine themselves in the role of 
senior editor for a book publisher. In this role, they had the specific job of dealing with an 
experienced and successful author. They were asked to read excerpts from a negotiation 
for a sizable book advance. One group read excerpts touting the author's 
accomplishments spoken by the author's agent, whereas a second group read identical 
comments made by the author himself. The data verified our hypothesis: Participants 
rated the author more favorably on nearly every dimension-especially likability-when the 
author's agent sang his praises as compared to when the author tooted his own horn. 
 
This research confirms that having a skilled third party who will set up your initial 
presentation can be a very productive and worthwhile strategy for conveying your 
expertise in an area. In fact, where possible, that third party should also negotiate contract 
conditions and remuneration on your behalf. We'd also recommend that when giving a 
presentation to people who don't know you very well, you should arrange for someone 
else to introduce you to your audience. 
 
One of the most efficient ways of doing this is to ensure mat you have prepared a short 
biography of yourself. This biography needn't be lengthy, but it should at the very least 
contain some information about your background, experience, training, or education that 
makes it clear that you are qualified to speak on a certain topic. You could also include 
several examples of successes that you've had on the topic on which you'll be speaking. 
 
The receptionist now tells inquiring customers not only which of her colleagues they 
should speak to, but also her colleagues' expertise. As a result, customers who want 
further information about rentals are now told, "Oh, rentals, you need to speak to Judy, 
who has over fifteen years' experience renting properties in this neighborhood. Let me 
put you through now." 
 
There are four notable features of this change. First, everything the receptionist tells her 
customers about her coworkers' experience is true. Judy does have fifteen years' 
experience, Sheldon is one of the most successful real estate salespeople. But for Sheldon 
or Judy to tell the customers themselves would be seen as boastful and self-promoting, 
and as a result, not nearly as persuasive. 
 
Second, it doesn't seem to matter that the introduction comes from someone who is 
clearly connected to Judy and Sheldon, who will both benefit from such an introduction. 
 
The third notable feature is how effective it is. Judy, Sheldon, and their colleagues report 
a significant rise in the number of appointments they are generating compared to when 
they hadn't been introduced. 
 
And finally, it is important to note that the intervention was costless to implement. 
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But what if it's impractical to have someone else sing your praises? Is there another subtle 
way of demonstrating that you are competent without saying so? Indeed there is. 
 
Display your diplomas, certificates, and awards to those you want to persuade. You've 
earned those credentials, and, in turn, they'll help you earn your audience's trust. 
 
23 What's the hidden danger of being the brightest person in the room? 
 
Watson went on to explain that the most intelligent person working on the project in 
those days was Rosalind Franklin, a British scientist who was working in Paris at the 
time. Rosalind was so intelligent that she rarely sought advice. And if you're the brightest 
person in the room, then you're in trouble. 
 
Patrick Laughlin and his colleagues have shown that the approaches and outcomes of 
groups who cooperate in seeking a solution are not just better than the average member 
working alone, but are even better than the group's best problem solver working alone.  
(Looku p Laughlin and his work for reference in my own material) 
 
First, lone decision-makers can't match the diversity of knowledge and perspectives of a 
multiperson unit that includes them. The input from others can stimulate thinking 
processes that wouldn't have been developed when working alone. 
 
Second, the solution seeker who goes it alone loses another significant advantage-the 
power of parallel processing. Whereas a cooperating unit can distribute many subtasks of 
a problem to its members, a lone operator must perform each task sequentially. 
 
Our recommendation is not to employ a vote-counting strategy in order to come to a 
resolution; in fact the recommendation is not for making joint decisions at all. The final 
choice is always for the leader to make. But it's the process of seeking input that leaders 
should engage in more collectively. 
 
But is there not a risk of bruised egos and lost motivation if a team member's idea is 
ultimately rejected? As long as a leader assures the team that each view-while perhaps 
not the deciding factor-will be considered in the process, this shouldn't occur. 
 
24 Who is the better persuader? Devil's advocate or true dissenter? 
 
Sometimes the goal should not be to persuade, but to allow ourselves to be persuaded by 
others if we're leaning in the wrong direction. But how do we most effectively seek out 
dissenting opinions? As leaders, can we simply ask a member of our team to play devil's 
advocate? 
 
When it seems that everyone on a team initially agrees on an issue-be it a revamped 
business plan, a new marketing strategy, or some other important topic-it can often be 
fruitful to encourage and to seek out alternative points of view. This becomes even more 
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important considering the potentially devastating effects of groupthink and group 
polarization, in which the majority opinion in a group becomes more extreme the more it 
is discussed. 
 
The results of a study conducted by social psychologist Charlan Nemeth and colleagues 
suggest that, in comparison to an authentic dissenter, a person asked to play the role of 
devil's advocate will be much less effective at promoting creative problem-solving among 
group members. The researchers argue that majority members are more likely to perceive 
the true dissenter's arguments and positions as principled and, therefore, as valid. The 
position favored by the devil's advocate, on the other hand, seems like disagreement 
simply for the sake of disagreement. 
 
Indeed, there's some evidence that experience with a devil's advocate has the potential to 
strengthen, rather than weaken, majority members' confidence in their original position, 
presumably because they believe that they have considered—and subsequently 
dismissedall possible alternatives 
 
Considering the findings of this research, perhaps the best policy for leaders is to create 
and sustain a work environment in which coworkers and subordinates not only feel 
welcome but are also encouraged to openly disagree with the majority viewpoint. 
 
Unfortunately, there are all too many counterexamples of this orientation, where higher-
ranked and moreexperienced leaders create an atmosphere in which subordinates are 
afraid to question the leaders' decisions. Even in situations in which the subordinates are 
correct, it's too often the case that employees are reluctant to disagree with their 
managers, nurses are hesitant to question their supervising doctors, and first officers defer 
to their aircraft's captains. For leaders to create a better environment, the first step is to 
have a little humility. In other words, just remember to check your ego at the boardroom, 
hospital, or cockpit door. 
 
25 When can the right way be the wrong way? 
 
Behavioral researcher Wendy Joung and her colleagues were interested in examining 
whether certain types of training programs would be more effective than others at 
minimizing errors in judgment on the job. Specifically, they wanted to know whether 
focusing the trainee on past errors that others have made would provide better training 
than focusing the trainee on how others had made good decisions in the past. 
 
They chose firefighters. In the study, a training and development session that included 
several case studies was presented to the firefighters. The nature of the case studies 
differed between two groups of participants. One group learned from case studies that 
described real-life situations in which other firefighters made poor decisions that led to 
negative consequences. The other group learned from case studies in which firefighters 
avoided negative consequences through good decision-making. Joung and her colleagues 
found that firefighters who underwent the error-based training showed improved 
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judgment and were able to think more adaptively than those who underwent the error-free 
training. 
 
A sizable portion of the training should be devoted to how others have made errors in the 
past and how those errors could have been (and can be) avoided. Specifically, case 
studies, videos, illustrations, and personal testimonials of mistakes should be followed by 
a discussion of what actions would have been appropriate to take in these and similar 
situations. 
 
Of course, specific individuals don't have to be singled out by management for their 
previous poor decision- making; these error-based experiences can be completely 
anonymous. However, you might find that some of the more experienced and respected 
employees are more than happy to donate their error-laden "war stories" to the company's 
training archive. 
 
26 What's the best way to turn a weakness into a strength? 
 
Participants looking to buy books in a simulated online environment reported being more 
likely to shop from a moderately priced bookseller when that bookseller also provided its 
competitors' (sometimes lower) prices.  
 
Arguing against your self-interest, which can include mentioning a drawback of your 
arguments, proposals, or products, creates the perception that you and your organization 
are honest and trustworthy. This puts you in a position to be more persuasive when 
promoting your genuine strengths. 
 
Social psychologist Kip Williams and colleagues found that when jurors heard a lawyer 
mention a weakness in his own case before the opposing attorney mentioned it, jurors 
evaluated him as more trustworthy and were more favorable to his overall case in their 
verdicts because of that perceived honesty. The same held true for an expert witness 
testifying for the prosecution in a civil trial: When the prosecution's witness volunteered 
the weakness in his testimony and then explained why the weakness wasn't especially 
important, verdicts were more likely to be in favor of the plaintiff (65 percent) than when 
the defense attorney was the one to first bring up the issue (43 percent).  
 
Note, however, that you're going to be able to use this strategy effectively only if your 
weaknesses are genuinely minor ones. This is why we rarely see ad campaigns with 
mottos like, "Ranked last in its class by J. D. Power and Associates, but once we get these 
wrongful death suits taken care of, we'll try harder." 
 
27 Which faults unlock people's vaults? 
 
Research conducted by social scientist Gerd Bohner and his colleagues suggests that for 
such "two-sided" persuasive appeals to be maximally effective, there must be a clear 
connection between the negative and positive attributes that are conveyed. 
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If you're primarily looking to increase your trustworthiness in the eyes of others, the 
particular types of weaknesses you convey in your two-sided messages are less likely to 
matter. However, if you're also looking to enhance their positive feelings specifically 
toward the object of discussion-be it a restaurant, a product, or even your credentials-then 
you'd be well advised to ensure that any dark cloud you describe is paired with a silver 
lining tailored to that particular cloud. (No Lie “Make the skeletons dance” model) 
 
28 When is it right to admit that you were wrong? 
 
Social scientist Fiona Lee and her colleagues suggest that organizations that attribute 
failures to internal causes will come out ahead not only in public perception, but also in 
terms of the profit line. They argue that blaming internal, potentially controllable failures 
makes the organization appear to have greater control over its own resources and future. 
They also suggest that the public response to an organization's internal focus to explain 
failures might be to assume that the organization has a plan to modify the internal 
features of the organization that may have led to the problems in the first place. 
 
But the researchers didn't stop there—they wanted to test their hypothesis in a natural 
setting. To do this, they collected hundreds of these types of statements from the annual 
reports of fourteen companies over a twenty-oneyear period. They discovered that when 
these companies explained failures in their annual reports, those that pointed to internal 
and controllable factors had higher stock prices one year later than those that pointed to 
external and uncontrollable factors. 
 
29 How can similarities make a difference? 
 
Social psychologists have found that we tend to feel especially positive toward subtle 
things that we associate with ourselves, such as our names. This tendency has manifested 
itself in some surprisingly powerful ways. Evidence suggests, for example, that people 
are more likely to comply with a stranger's request when the two share the same birthday. 
 
In one set of studies, researcher Randy Garner sent surveys by mail to perfect strangers. 
Accompanying the survey was a request to complete and return it made by a person 
whose name was either similar or dissimilar to the name of the survey recipient. For 
example, in the similar-name condition, a person whose name was Robert Greer might 
get the survey from someone named Bob Gregar or a woman named Cynthia Johnston 
might get the survey from someone named Cindy Johanson. The names used in the not-
similar condition were one of five names of the real research assistants involved in the 
study. Those who received the survey from someone with a similar-sounding name were 
nearly twice as likely to fill out and return the packet than were those who received the 
surveys from names that were not similar (56 percent compared to 30 percent). 
 
Potential clients may thus be more receptive to a sales pitch from a salesperson with 
whom they share similarities in any number of domains, including names, beliefs, 
hometowns, and alma maters. Pointing out similarities can also be the first step to 
resolving potentially ugly conflicts with coworkers and even neighbors. 
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30 When is your name your game? 
 
According to census data, the name Dennis was the fortieth-most-frequent male first 
name in the U.S. population at the time, with the names Jerry and Walter ranking thirty-
ninth and forty-first, respectively. Armed with this information, Pelham searched the 
national directory of the American Dental Association, examining the number of dentists 
with one of those three first names. If people's names have no effect whatsoever on what 
career path they follow, you'd expect there to be roughly equal numbers of people with 
these three names going into the field of dentistry. 
 
But that's not what Pelham and his colleagues found. The nationwide search revealed that 
257 dentists were named Walter, 270 were named Jerry, and 482 were named Dennis. 
That means that dentists are about 43 percent more likely to be named Dennis than you'd 
expect if name similarity had absolutely no effect on career choice. Similarly, people 
whose names begin with "Geo" (e.g., George, Geoffrey) are disproportionately likely to 
do research in the geosciences (e.g., geology).  
 
People move to states that are similar to their own names. For example, people who move 
to Florida are disproportionately likely to be named Florence, and people who move to 
Louisiana are disproportionately likely to be named Louise. 
 
This research suggests that if you're designing a program, initiative, or product that's 
being tailored for a specific client, you can harness the power of people's natural 
tendency to be attracted to things that remind them of themselves in the name, title, or 
label that you give it. Specifically, you should name it based on the client's name or even 
just the first letter of the client's name.  
 
31 What tips should we take from those who get them? 
 
Waiters can teach us a great deal about how to be more persuasive. To take one example, 
many food servers have found that they receive larger tips when they repeat their 
customers' orders back to them exactly as the customer verbalized it. 
 
Some research by Rick van Baaren tested the idea that food servers who match their 
customers' verbalizations after receiving the order will increase their tip size. No 
paraphrasing, no nodding, no "okays"-just repeating back word for word the customer's 
order. In one study, they found that the food servers at one restaurant increased their tip 
size by nearly 70 percent simply by matching their customers' verbalizations after 
receiving the order, as opposed to saying "okay!" or "coming up!" 
 
Researcher William Maddux and his colleagues conducted a set of experiments 
examining these processes in a different domain: negotiation. They suggested that 
behavior mirroring during negotiations could produce better outcomes not only for the 
person matching the other's behavior, but for both parties. For example, in one 
experiment, MBA students were either instructed to subtly mirror their partner (e.g., lean 
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back in your chair if the other person does) during a negotiation or were not asked to 
mirror that person. When one party was instructed to mirror the other, the two parties 
reached a deal 67 percent of the time. When they weren't told to mirror the other? Only a 
paltry 12.5 percent. Based on some additional data from the experiment, the researchers 
concluded that behavior-mirroring led to increased trust, and that increased trust typically 
led one negotiator to feel comfortable disclosing details that were ultimately necessary to 
break a stalemate and create a win-win situation for both parties. 
 
32 What kind of smile can make the world smile back? 
 
If you fake your smile, those you deal with may very well frown back. But how can we 
have, and encourage others to have, more authentically positive experiences? 
 
One possibility for managers of service-oriented companies might be to provide 
emotional skills training to service workers to help them better regulate and elevate their 
moods. After all, unhappy employees, when forced to smile for their customers, may 
engage in lower-quality interactions, which will ultimately lead to reduced customer 
satisfaction. But that kind of emotional training often requires a great deal of time, effort, 
and cost. 
 
A second, more general approach is to try to follow the wisdom of Benjamin Franklin: 
"Search others for their virtues." Many of us spend too much time finding faults in the 
people we deal with in our everyday lives. If, instead, we try to search their character for 
what we like about them, we'll like them more; and, as a result, they'll like us more. 
 
33 When is a loser a winner? 
 
In response to the announcement that the Oldsmobile would soon no longer be available, 
sales jumped like never before. Why? The answer lies in the scarcity principle: People 
show a greater desire for an object or opportunity when they learn that it is unique, 
available in limited quantities, or obtainable for only a limited time. 
 
If you run a business, you would be well advised to provide information to your 
customers about what is genuinely rare and unique about your products and services. 
Pointing out to them the features your product has that a competitor doesn't can be a 
powerful route to getting them to say yes to your offering and not your competition's. 
 
Similarly, colleagues at work might be persuaded to help you out on a project or initiative 
if they are told of its uniqueness: "It's not often we get the chance to be involved in an 
initiative such as this." 
 
If you pass along information that is uniquely known by you, but fail to point out the 
exclusivity of the information, you could be losing an excellent opportunity to use an 
effective and ethical influence technique. 
 
34 What can you gain from loss? 
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What they found in their taste tests was a clear preference, 55 percent to 45 percent, for 
the new Coke over the old. Although most of these tests were blind, some of them were 
not conducted with unmarked samples. In those tests, the participants were told which 
was the old Coke and which was the new Coke beforehand. Under those conditions, the 
preference for the new Coke increased by an additional 6 percent.  
 
How does that fit with the fact that people expressed a clear preference for the old Coke 
when the company finally introduced the new Coke? Consider the role scarcity played in 
each step of the timeline: During the taste tests, it was the new Coke that was unavailable 
to people for purchase, so, when they knew which sample was which, they showed an 
especially strong preference for what they couldn't otherwise have. 
 
The company must have looked at the 6 percent difference between blind and nonblind 
preferences and said to themselves, "Oh, good, this means that when people know that 
they 're getting something new, their desire for it will shoot up." But, in fact, what that 6 
percent increase really meant was that when people know what it is they can't have, their 
desire for it will shoot up. Later, when the company replaced the traditional recipe with 
the new one, now it was the old Coke that people couldn't have, and it became the 
favorite. 
 
Loss aversion is also important from a marketing standpoint. Generally speaking, 
marketers and advertisers are often focused on getting the message out about the benefits 
of their product to potential customers. In attempting to do so, they often frame their 
message in terms of what the prospective clients have to gain from the product. In such 
cases, however, they may well be wasting an opportunity to present their message in an 
entirely more persuasive way by focusing on what the audience stands to lose in the 
situation. This suggests that rather than using language such as, "Take this opportunity to 
try our new product line at a 20 percent discount," one might be more successful using 
language such as, "Don't miss out on this opportunity to try our new product line at a 20 
percent discount." In the latter example, you would be pointing out to the audience that 
because the deal is scarce in some way (e.g., limited time), they're in danger of genuinely 
losing the opportunity to purchase the products with the current discount. 
 
35 Which single word will strengthen your persuasion attempts? 
 
The Xerox study demonstrates the unique motivational influence of the word because. 
The word gets its persuasive power from the continually reinforced association over the 
course of our lives between because and the good rationales that typically follow it (e.g., 
" . . . because it would help me get that promotion," " . . . because I'm running out of 
time," " . . . because we have the best sports team money can buy"). 
 
Of course, like most things, the power of because has its limits. In the Xerox study, 
compliance was equally high no matter how poor the rationale was that followed 
because. But in those cases, the request was small-the requester only asked to make five 
copies. To see what would happen with a larger favor, Langer introduced another set of 



Robert Cialdini – YES! 50 persuasion strategies 23 of 33 

experimental conditions. The requester told a group of participants that she needed to 
make twenty copies. Besides the longer wait time, anyone who has ever used a copy 
machine knows the likelihood that the machine will jam seems to rise exponentially with 
each added page. In other words, participants' compliance with this larger request might 
have a substantially greater impact on them than compliance with a less involving 
request. 
 
This time, when the stranger simply made her request without providing a reason or using 
the word because, only 24 percent complied. And for those who gave a bad reason (". . . 
because I need to make copies"), there was no increase in compliance at all. However, 
when the larger request was made with a good reason (" . . . because I'm in a hurry"), the 
response rate doubled. Taken together, the results of this study suggest that when the 
stakes are low, people are more likely to take mental shortcuts. On the other hand, when 
the stakes are high, people really do take the strength of the requester's reasoning into 
consideration when deciding how to respond to the request. 
 
These findings serve as a reminder to always be sure to accompany your requests with a 
strong rationale, even when you think the reasons might be fairly clear. For example, 
when booking a meeting with a customer or when asking a coworker to cooperate on a 
new project, be sure to state the reasoning behind your request. That may sound obvious, 
but too often we mistakenly assume that other people understand the reasons behind our 
requests. 
 
It's important to note that the word because works both ways. You should not only say 
because to others, but also get others to say because to you. 
 
One effective way to strengthen your business ties and your clients' confidence in your 
company is to have the decision-makers at your client's firm generate a few reasons they 
use your business. This could be accomplished through formal or informal feedback 
surveys, in which the clients are asked to describe why they like doing business with your 
company. Research by Gregory Maio and colleagues suggests that this procedure will 
strengthen your clients' commitment to your firm by reminding the clients that the 
continued business relationship is rational rather than simply habitual. In other words, get 
people to say because to you, and like Dorothy and her travel companions, they'll end up 
singing your praises, too. 
 
36 When might asking for all the reasons be a mistake? 
 
In the last chapter, we discussed how having people generate reasons that they're in favor 
of a certain position can be a highly effective strategy for strengthening their beliefs in 
that position. If we apply this thinking to advertisements, it seems wise to encourage 
consumers to think of as many reasons as possible to choose our goods and services. 
However, recent research suggests that under certain circumstances, this strategy can 
actually backfire. 
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The data from this research indicate that before asking your audience to generate many 
reasons in support of your position, it's important to consider just how easily they'll be 
able to do so. If the task seems like a relatively difficult one, ask them instead to generate 
only a small number of reasons. The findings also suggest a rather ironic strategy: You 
can potentially give yourself a competitive edge by asking your audience to generate 
many reasons in favor of your rival's offerings. The more difficult it is for the audience to 
come up with a large number of rationales, the better your goods, services, or initiatives 
will look in comparison.  
 
Other research has shown that the ease or difficulty of merely imaginingusing a product 
will also affect consumers' decisions. With lead researcher Petia Petrova, one of us 
conducted a series of studies showing that encouraging customers to imagine themselves 
experiencing the delights of a restaurant or holiday destination only increases the desire 
to visit if it's easy to imagine doing so 
  
Along these lines, one aspect you might want to consider is the extent to which your 
product, or more generally, your request for the behavior you'd like your audience to 
undertake, involves actions that are novel or foreign to them. 
 
37 How can the simplicity of a name make it appear more valuable? 
 
According to social scientists Adam Alter and Daniel Oppenheimer, people tend to have 
a greater affection for words and names that are easy to pronounce (that is, those that 
have a high degree of fluency) than those that are hard to pronounce. They argued that 
people would feel more positively toward company names and stock symbols that are 
relatively easy to read and to pronounce, leading to higher stock prices. 
 
To find out if this effect happened in the real world, Alter and Oppenheimer randomly 
picked eighty-nine companies whose shares were traded on the New York Stock 
Exchange and had their initial public offering between 1990 and 2004. They then looked 
at the relationship between the fluency of a stock name and its performance one day, one 
week, six months, and one year after the initial public offering for that stock.  
 
The researchers found that if a person invested a thousand dollars in the ten most fluendy 
named companies on the list versus the ten least fluently named companies on the list, the 
investment in the first group would have outperformed its counterpart for each of the 
designated time periods, including a $333 difference just one year after the initial public 
offering. What's more, in a separate study, the authors separated over 750 companies 
listed on the New York Stock Exchange or the American Stock Exchange by whether 
their stock ticker symbol was pronounceable (e.g., KAR) or unpronounceable (e.g., 
RDO). They found similar results. 
 
Often, people are so focused on seemingly more influential aspects of their projects that 
they overlook the first piece of information that will be communicated to its audience-its 
name. All else being equal, the easier it is to read and pronounce, the more likely 
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consumers, potential stockholders, and other decision-makers will be to view it 
positively. 
 
In a similar vein, researchers have found that the persuasiveness of a handwritten 
message is influenced by the quality of the handwriting: The worse the handwriting, the 
less persuasive the message will be. Readers mistakenly interpret the sense of difficulty 
they feel when they read a message with bad handwriting as a sense of difficulty 
believing the content of the message. 
 
Additional research by Oppenheimer has shown that using overly complex language can 
produce the exact opposite of the intended effect: Because the audience has difficulty 
interpr eting the language, the message is deemed less convincing and the author is 
perceived tobe less intelligent 
 
38 How can rhyme make your influence climb? 
 
From advertising to public service announcements, rhyming slogans are everywhere. Out 
of all the potential marketing strategies to choose from, why do so many organizations 
convey their message with rhymes? Part of it is that rhyming messages are more 
memorable and easily repeated to others, which should come as no surprise. But could it 
also be that rhyming statements are actually seen as more accurate and truthful? 
 
Participants then read some of these sayings and rated each one for the extent to which it 
accurately reflects the way the world really works. The researchers found that even 
though all the participants in the study strongly held the belief that rhyming was in no 
way an indicator of accuracy, they nonetheless perceived the statements that rhymed as 
more accurate than those that didn't. 
 
The researchers explained that rhyming phrases are characterized by greater processing 
fluency: They're mentally processed more easily than nonrhyming phrases. Because 
people tend to base accuracy evaluations, at least partly, on the perceived fluency of the 
incoming information, the rhyming statements are actually judged as more accurate 
 
39 What can batting practice tell us about persuasion? 
 
At a baseball game it's relatively common to see players place a weighted ring around 
their bat before they take their warm-up swings. According to the ballplayers, repeatedly 
swinging a heavier bat makes the unweighted bat feel lighter in comparison. The primary 
principle underlying this effect is known as perceptual contrast. Simply put, the 
characteristics of objects are not perceived in a vacuum, but rather in comparison to 
others. If you are asked to pick up a ten-pound weight in a gymnasium, it will appear 
lighter if you had first picked up a twenty-pound weight and heavier if you had first 
picked up a five-pound weight. Nothing has actually changed about the ten-pound 
weight-except your perception of it. 
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Researchers asked people to read a persuasive message for a fictitious department store 
(the "target message") called Brown's, but only after reading a persuasive message for a 
different fictitious department store ("the prior message") called Smith's. The target 
message was the same for all participants of the experiment-it described three 
departments of Brown's. The prior message varied, with less (one department) or greater 
(six departments) information about Smith's.  
 
When the prior message contained a great deal of information, the target message was 
seen as less persuasive and produced less favorable attitudes toward the department store, 
whereas the opposite occurred when the prior message contained very little information. 
It seems that the participants felt more knowledgeable about Brown's after learning 
relatively little about Smith's, and vice versa. This is the perceptual contrast effect in 
action. 
 
To extend their findings, the researchers conducted another study that was similar in most 
respects to the first one. However, before receiving persuasive information about another 
department store, they received a little or a lot of persuasive information about a car (the 
Mini Cooper). The results were consistent with the earlier study, suggesting that the prior 
information doesn't even need to be all that relevant to affect the persuasive impact of a 
subsequent message. 
 
This idea can be applied to sales. Imagine that you work for a company selling a line of 
products, and you're confident that one particular product would provide the best fit for 
your prospective client. You should be sure to discuss the merits of that better-fitting 
product at length after you've spent a much shorter period of time discussing another 
product. 
 
40 How can you get a head start in the quest for loyalty? 
 
In one study, loyalty cards were handed out to three hundred customers of a local car 
wash. The customers were told that every time they had their car washed, their loyalty 
card would be stamped. However, there were two types of cards. One type of card 
required eight stamps to receive a free car wash, with no stamps attached to the card. The 
other stated that ten stamps were needed to receive the free wash, but two stamps were 
already affixed to the card. This meant that both cards required eight washes to receive 
the reward, but the second group seemed well on its way to completing the card with 20 
percent of the stamps needed for the free wash. 
 
Whereas only 19 percent of customers in the eight-stamp group made enough visits to 
claim their free car wash, 34 percent of the ten-stamp, head-start group did. What's more, 
the head-start group took less time to complete their eighth purchase, taking an average 
of 2.9 fewer days between visits to the car wash. 
 
According to Nunes and Dreze, refraining the program as one that's been started but not 
completed rather than as one that has not yet begun meant that people felt more 
motivated to complete it. They also pointed to research showing that the closer people get 
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to completing a goal, the more effort they exert to achieve that goal. The data revealed 
that the amount of time between visits decreased by about half a day on average with 
every additional car wash that was purchased. 
 
The message is clear: People will be more likely to stick with programs and tasks if you 
can first offer them some evidence of how they've already made progress toward 
completing them. 
 
41 What can a box of crayons teach us about persuasion? 
 
Unexpected descriptive names, such as Kermit green, are effective because they act as a 
sort of puzzle to be solved, which typically leads people to consider more aspects of the 
productsparticularly the positive ones. Although solving this little puzzle may not qualify 
consumers to join Mensa, it may create an "aha!" moment that could lead them to 
associate positive emotions with the product. Ambiguous names, such as millennium 
orange, prompt consumers to try to discover, in the absence of any meaningful 
information, what the makers of the product were trying to convey with that name. This 
also leads consumers to think about the positive aspects the company is trying to 
highlight with me name. 
 
Businesses should not shy away from using less-than-straightforward names for certain 
aspects of its products. (Note that these less-than-straightforward names should still be 
easily readable and pronounceable, as we discussed in a previous chapter.) 
 
42 How can you package your message to ensure it keeps going, and going, and 
going? 
 
Placing a memory aid on store displays and the actual packaging of their product—for 
example, an image of the Energizer Bunny with the text "Keeps going and going and 
going.. ."-would do much to correct consumers' faulty memories as well as product 
choices that they made based on those incorrect memories. And that's exactly what the 
company eventually did, with great success. (People often confused energizer w/ duracel 
bunny, so having the slogan AND the bunny made it easier to “fix” that mistake in their 
heads) 
 
43 What object can persuade people to reflect on their values? 
 
No one doubts that the primary purpose of a mirror is to allow us to see what we look like 
on the outside, but mirrors also act as windows into what we look like-and perhaps more 
important, what we want to look like—on the inside. As a result, looking at ourselves in a 
mirror causes us to reflect on our behavior and act in more socially desirable ways. 
 
this research indicates that carefully placed mirrors can encourage kids to act more kindly 
toward one another. Also, a manager who has experienced employee theft-in the 
organization's stockroom, for example-might find that mirrors do wonders to reduce 
stealing. In this case, mirrors act as a good alternative to video surveillance, which is not 
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only costly, but sends a signal to die employees that they're not trusted-a prospect that 
can actually lead to greater employee theft down the line, not less. 
 
Recent research by scientist Melissa Bateson and colleagues suggests that placing a 
simple picture of eyes on the wall also has the effect of getting others to act in more 
socially conscious ways. For instance, in one study, the researchers added a picture to a 
communal area where various staff members are supposed to pay for their coffee or tea 
consumption. In other words, if they drink coffee or tea, they're supposed to drop a 
certain amount of money into ajar to pay for it. But the pictures changed each week: One 
week, the picture was flowers, the next week it was eyes, then a different set of flowers, 
then a new set of eyes, and so forth. The results showed that coffee and tea drinkers paid 
over 2.5 times more for their drink when the sign was accompanied by a picture of a pair 
of eyes than when it was accompanied by a picture of flowers. As these findings 
demonstrate, it can't hurt to have another pair of eyes looking over the situation, 
regardless of whether they're yours or someone else's. 
 
44 Does being sad make your negotiations bad? 
 
The researchers hypothesized that the experience of sadness activates the motivation in 
people to alter their circumstances, which might help them change their mood and get 
them out of their funk. They also thought that this motivation would affect buyers and 
sellers in different ways: Sad buyers would be willing to pay a higher price for a given 
item than neutral buyers, whereas sad sellers would part with the same item for a lower 
price than neutral sellers. 
 
Sad buyers were willing to purchase the item for around 30 percent more than were 
emotionally neutral buyers. And sad sellers were willing to part with the item for around 
33 percent less than were their emotionally neutral counterparts. What's more, the 
researchers found that the carryover of the emotion from the movie into their economic 
decisions occurred completely outside of the subjects' awareness—they had no idea they 
had been so deeply affected by these residual feelings of sadness 
 
45 What can make people believe everything they read? 
 
In a series of studies, Gilbert has found evidence supporting the hypothesis that upon 
hearing someone make a statement, the listener immediately accepts it as true, regardless 
of whether it's actually true. It is only with mental effort that, a fraction of a second later, 
the listener recognizes a statement to be false, subsequently rejecting it. 
 
According to Gilbert's findings, the consequence of this diminished energy is that the 
process of comprehending a message gets cut off before the rejection stage ever has a 
chance to take place, making people more likely to believe others' weak arguments or 
downright falsehoods. For example, a manager soliciting bids for a big distribution 
contract would be less inclined to question a statement made by a potential distributor 
such as, "Our distribution systems are top-rated globally," when operating on little sleep. 
Instead, he or she is likely to take this statement at face value 
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It's not only sleep deprivation or fatigue that can lead us to become more easily 
persuaded. Studies also demonstrate that distraction has a similar effect on our 
susceptibility to influence, even if that distraction is only momentary. 
 
Research conducted by Barbara Davis and Eric Knowles found that homeowners were 
twice as likely to purchase Christmas cards from a door-to-door salesperson when the 
salesperson distracted them by unexpectedly announcing the price in pennies— rather 
than dollars, which is clearly more typical-before stating, "It's a bargain!" Their studies 
also show that it wasn't simply a matter of stating the price in pennies that increased the 
sales rate: The rate of compliance with the request to purchase a pack of cards was higher 
than a standard appeal only when the price was followed by the persuasive statement, 
"It's a bargain!" The findings reveal that it's during this instant of momentary distraction 
that the salesperson can stealthily insert a persuasive assertion under the radar. 
 
In another study conducted by the same research team, people walking around an outdoor 
bake sale were more likely to purchase a cupcake when the vendors referred to them as 
"halfcakes" rather than "cupcakes" but only when this was followed by the declaration, 
"They're delicious!" 
 
If you do happen to find yourself particularly distracted or sleepdeprived, however, try to 
stay away from programs such as infomercials, which often make dubious claims. If you 
don't, you may end up convinced that you really do need an exercise bike that also pops 
popcorn while you pedal. 
 
Instead, try to make important decisions that rely on judgments of the truthfulness of 
others' claims when you feel most awake-for some people, it'll be in the morning, and for 
others, it'll be later in the day. 
 
Second, if you're charged with a task-let's say, for instance, that it's choosing a new 
supplier—it's important that you recognize that you're more likely to believe what you 
read on a prospective supplier's website or formal bid if you're also being distracted, for 
example, by talking on the phone. Instead, you're likely to make more accurate 
evaluations of others' statements and will be generally more resistant to deceptive 
persuasion tactics if you minimize your distractions. 
 
46 Are trimeth labs boosting your influence? 
 
To test coffee's persuasive prowess, scientist Pearl Martin and her colleagues first asked 
all of their participants to drink a product resembling orange juice. Like a mischievous 
teen adding the contents of his flask to the punch bowl at the high-school dance, the 
researchers spiked the orange drink before serving it to half of their research subjects. But 
rather than turning the drink into a screwdriver, the researchers instead spiked it with 
caffeine-approximately the amount that you might find in two cups of espresso. 
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Shortly after drinking the juice, all the participants read a series of messages containing 
very good arguments advocating a certain position on a controversial issue. Those who 
had consumed the caffeinated beverages before reading these arguments were 35 percent 
more favorably disposed toward that position than were those who drank the 
unadulterated drink. 
 
In a second study, the researchers also tested the effect of caffeine when participants read 
messages containing weak arguments. The results showed that caffeine has little 
persuasive power under these circumstances  
 
Given a choice, then, you should make your presentations when people are most alert-
shortly after they've had their morning coffee fix, and never right after lunch. Even if you 
can't choose the time of day, having coffee or caffeinated tea on hand should make your 
audience more receptive to your message. But be aware that it usually takes about forty 
minutes for the full effect of caffeine to kick in, so in a ninety-minute presentation, you 
may want to stop at the midway point to summarize your best arguments for whatever 
you've been pitching. 
 
Of course, as the research suggests, this strategy is likely to be effective only if your 
arguments are genuine, thoughtful, and well reasoned. If they aren't, caffeine is likely to 
have no effect or, worse still, there's a possibility that a caffeinated audience will be more 
resistant to your poorly reasoned arguments than a noncaffeinated audience. 
 
(Side note:  When arguments are shitty, use the “tired” principle from previous chapter.  
When they’re great, use the caffiene) 
 
47 How can technology impede persuasive progress? 
 
Research conducted by behavioral scientist Justin Kruger and colleagues shows that 
miscommunications are much more likely to occur through email than face-to-face or 
over the phone. They argued that voice inflection and physical gestures—two nonverbal 
cues that are absent in email communications-typically act as important indicators of the 
true meaning of the communication when the content of the message is in any way 
ambiguous. 
 
This fact alone is enough to make email communications problematic. But what Kruger 
and his colleagues argue makes it an even more dangerous problem is that the senders of 
these messages are almost completely unaware that their messages may be 
misunderstood. Because the senders have full psychological access to their own 
intentions when they create their messages, they often assume that the message recipient 
does as well.  
 
Indeed, the researchers found that senders overestimated the degree to which receivers 
understood the tone of the message (e.g., serious or sarcastic; angry or sad). Remarkably, 
the pattern of data looks exactly the same regardless of whether participant pairs are close 
friends or two people who had never interacted before. The fact that written 
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communication can't be fully deciphered even by people who are close to one another 
suggests that even though you may think that your friends can read you like a book, that's 
only the case if they're getting you in audiobook format or the made-for-TV version 
 
Kruger and his colleagues suggest that simply having senders pause for a moment to 
reflect on how their email might be perceived differently than intended can drastically 
reduce this problem. 
 
What about e-influence? For example, how is a process like negotiation affected by 
whether it takes place online or face-to-face? Gone are the days when negotiations were 
conducted exclusively in person. Today, negotiations are being conducted online with 
increasing frequency, with the stakes ranging from the terms of a multibillion-dollar 
contract to the pizza toppings for next month's office party. 
 
Realizing that the lack of rapport created through e-negotiation could lead to poorer 
outcomes for all parties, researcher Don Moore and his colleagues thought they might 
have a pretty simple fix to this potentially not-so-simple problem: What if, before the 
negotiation, the negotiators engaged in some form of mutual self-disclosure? In other 
words, they could get to know a little bit about one another's background in addition to e-
schmoozing for a few minutes on topics unrelated to the negotiation before the 
negotiation takes place.  
 
To test this idea, the researchers paired up students enrolled at two elite U.S. business 
schools and had them negotiate a deal via email. Whereas half were simply given the 
instructions to negotiate, the other half were provided with a photograph of the 
negotiating partner, some brief biographical information about the partner (e.g., 
undergraduate alma mater, interests), and instructions to spend some time before the 
negotiation getting to know one another through email. 
 
When the participants were given no additional information, 29 percent of the pairs came 
to an impasse, failing to agree on a deal. However, only 6 percent of the more 
"personalized" pairs came to an impasse. Using another measure of negotiation success, 
the researchers also found that when the pairs involved in the experiment were able to 
come to a mutually agreeable negotiated solution, the joint outcome of the negotiated 
settlementthe sum of what each participant walked away with-was 18 percent higher in 
the personalized groups as compared to the depersonalized groups. 
 
The bottom line is this: It's okay to use a computer to persuade. Just don't act like one 
when you do. 
 
48 How do you get to yes in any language? 
 
Although the fundamental principles of social influence and many of the strategies we 
discuss throughout this book are powerful persuaders in all cultures, recent research 
suggests that there are some subtle differences in how to tailor your tactics and your 
messages based on the cultural background of the person you're trying to persuade. 
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Social influence researchers have focused much of their attention on how one particular 
dimension, known as individualism-collectivism, affects the persuasion process. 
 
Han and Shavitt created two versions of advertisements for a variety of products-one 
version was more individualistic-oriented and the other was more collectivistic-oriented. 
 
The results revealed that South Korean participants were more persuaded by the 
collectivistic than the individualistic ad, and the reverse was true for U.S. participants. 
And, consistent with the earlier study, this effect was especially powerful with products 
that people tend to share with others 
 
49 How can you avoid driving your cross-cultural influence into the rough? 
 
In that experiment, students who were native to the United States (generally more 
individualistic) and students who were Asian international students (generally more 
collectivistic) received an email that asked them to complete an online survey. A month 
after receiving the first request, each participant received a second email requesting their 
participation in another online survey related to the first project, which they were told 
would take about double the amount of time to complete as the original survey. 
 
When we looked at the compliance rates for the first request, we found that U.S. students 
were actually slightly less likely to comply with the initial request than were their Asian 
counterparts. Yet, of the participants who did comply with the initial request, the U.S. 
participants were actually more likely to comply with the second request (around 22 
percent) than the Asian participants (around 10 percent). Put another way, we found that 
compliance with the initial request had a far greater influence on subsequent compliance 
among U.S. participants than among Asian participants. 
 
Because people from individualistic cultures tend to give greater weight to their own 
personal experiences, consistency with one's previous experiences is often a more potent 
motivator of people from countries in North America or Western Europe. And because 
people from collectivistic cultures tend to give greater weight to the experiences of close 
others, the behavior of close others is often a more powerful motivator of people from 
countries in Asia, Eastern Europe, South America, and Africa. 
 
When asking an American, Canadian, or Briton for a favor, you are likely to be more 
successful if you point out that it fits with what that person has done before. But when 
asking a favor of people from more collectivistic countries, the research suggests that you 
will be more successful if you point out that it fits with what that person's peer group has 
done before. 
 
As these studies demonstrated, in many collectivistic countries, personal consistency with 
one's prior actions is outweighed by the principle of social proof-the tendency to decide 
what's right to do in a situation based on what one's group has previously done. 
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50 When does letting the call go to voicemail cause a hang-up in your influence? 
 
People from collectivistic and individualistic cultures tend to differ in the relative weight 
they give to two central functions of communication. In short, one function of 
communication is informational: When we communicate, we convey information to 
others. A second, less obvious function of communication is relational: When we 
communicate, we help build and maintain relationships with others. Although both 
functions are clearly important to people in all cultures, social psychologists Yuri 
Miyamoto and Norbert Schwarz argued that individualistic cultures place a greater 
emphasis on the informational function of communication, whereas collectivistic cultures 
place a greater emphasis on the relational function. 
 
When leaving messages for others, it can be tempting, especially to people from 
individualistic cultures, to focus entirely on efficiently and succinctly conveying a piece 
of information while ignoring one's relationship with the message receiver. These results 
suggest that, when dealing with people from collectivistic cultures, it is particularly 
important to attend to aspects of the relationship that the two of you share. 
 
 


