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Introduction
For many ages, humans have been coaxing one another. People can date back persuasion to the Golden Age of Greece. Interactions between people in a society of professional platforms in an attempt to convince the involved parties is what compliance entails. The compliance gaining is important in a situation where one party tries to persuade another into changing certain behaviors. The compliance gaining episodes are evident in many instances of human interaction and communication. In an organization, a low-level manager may be forced to ask the top management for directions regarding the workforce and which employees are supposed to report to him/her. However, the party seeking to gain compliance hints or gives full information about what the other party should do even though the message may not state the reason behind the request. Additionally, the source of the message may not uncover the benefits of a change of behavior or the ways of performing the change.
Research on persuasion has progressed in new directions in the recent decades which accords it a new and important trend. Most research papers base analysis on the interpersonal influences. Moreover, research on compliance-gaining has also gazed on the things that everyday influence seekers look for while they exercise persuasion as well as the methods they use to settle on a strategy that they deem right to use. This paper uses various literature to outline the aims and goals of compliance gaining, the strategies that people select while they seek compliance, the strategies, principles and related variables in compliance gaining, and the channels used for persuasion. 


Literature Review
The research on compliance-gaining was started by Miller R. and his friends in 1977 (Shaw, Dolan, Yurgalite, Walton, & Underwood, 2017). Miller and his colleagues claimed that people tend to seek ways of influencing others for the purpose of controlling people in their environment. Shaw et al., (2017) argue that in certain circumstances, people may not be aware of the people that surround them and, in this case, they are forced to use cultural and sociological knowledge to influence them. In other words, cultural norms and group stereotype aid in gaining information about the target individuals (Dolinski, 2015). Dolinski (2015) complemented this research by saying that the culture can aid in understanding non-interpersonal relationships. Moreover, Dolinski claims that known people (interpersonal relationships) can also apply psychological knowledge to pinpoint the attributes that are unique in their target audience- which make them vary with other people. People choices can be used in investigating the ways in which compliance-gaining methods can be grouped (Miller, Boster, Roloff, & Seibold, 1977). According to Miller et al. (1977), a party may not be able to understand another party that they wish to change their behavior. For this matter, the interested person is forced to look for ways in which the target party relates to a certain individual or a group of people in society. However, there are specific strategies that need to be followed that can be used to investigate both the interpersonal and non-interpersonal relationships between a person who wishes to influence and the person they wish to influence (Scharlatt & Smith, 2014). 
Scharlatt and Smith (2014), conducted a pivotal research whose purpose was to identify the different strategies that individuals use while they seek to gain compliance. Based on previous literature finding on influence and power, Scharlatt and Smith composed a list of sixteen strategies that they gave to their participants. Based on various assumed circumstances, the participants were asked to choose which of the 16 strategies they were likely to use. The reports from the participants showed that there were five basic strategies for gaining compliance. They include activation of personal commitment, activation of detached commitment, expertise, punishing activity, and rewarding activity. Detached/ impersonal activation method is meant to appeal to person’s co-opted commitments by reminding them of the impact of their failure to comply on their feelings. On the other hand, personal activation commitment strategy is meant to appeal to an individual's obligation to comply by informing them about the importance of returning a favor.
Nevertheless, an explosion of research on this matter followed where some researchers tried to improve the previous studies and methodology. Others, however, expanded the list of strategies that people use to gain compliance. For instance, the researchers Wiseman and Schenck-Hamlin (1981) instead of presenting the participants with pre-written strategies to choose from, they asked them to give the strategies that they would use in the different persuasive situations that they put them in. This is in contrast to the previous methodology and theory used by Scharlatt and Smith (2014). Additionally, through an extensive review on sexual behavior, consumer research, marketing, education, psychology, interpersonal communication, and linguistics, Kellermann and Shea (2008) came up with more than 60 different strategies used to seek compliance.
All the same, some researchers attempted to pinpoint the scenarios that call for the selection of certain compliance-gaining techniques. There was a need to find dimensional situations that can force people to select particular strategies. A research by Cody, Woelfel, and Jordan (1983) was done for the purpose of pinpointing the scenario scopes that may impact the selection of strategies of seeking compliance. In their study, Cody et al. (1983) concluded that the selection of strategies was dependent on the apprehension on the situation, the relation consequences- the degree to which the person persuading another experience, the benefits the strategy will have on others and self- short or long term, the results or warrant of advantages, the resistance of the persuading party, intimacy and dominance. For instance, most people according to Dolinski (2015), would prefer to go for less polite and positive techniques when they are sure that the appeal is defensible, expect a fight-back, less intimate, dominant and many more. 
Correspondingly, strategy preference is affected by the traits of the people that seek to use the compliance-gaining techniques. Traits like culture, gender, self-monitoring, dogmatism, argumentativeness, verbal aggressiveness, and Machiavellianism tend to impact the subjugation and selection of strategies  (Gass & Seiter, 2015). However, regardless of the research to the topic, it has flaws. Review of the research on the repression of strategies by persuaders was further studied by Smith and Wilson (2009). The duo claimed that research on the matter has been disparaged in both methodological and conceptual basis. In particular, previous researchers have relied on the theoretical checklist of compliance-gaining strategies in addition to them being atheoretical. For this matter, researchers fail to offer an exhaustive list of strategies to the participants and the compiled reports may be affected by social desirability (Girandola & Guéguen, 2014). Additionally, Girandola and Gueguen claim that participants in the previous studies may have been cued into selecting strategies that they may otherwise not choose. The participants’ reports regarding the strategies they were most likely to select did not reflect on the ones that they were observed using (Pascual, Carpenter, Guéguen, & Girandola, 2016). 
Goals of Persuasion and Message Production
 Different people have varied goals and reasons behind compliance-gaining. In their literature, Kellermann, and Shea (2008) singled-out goals and objectives that are meaningful to a broad number of people who seek to gain compliance. The goals include to end an annoying behavior, to get a date, fulfill a commitment, goals to change opinions or relationships, to provide a favor, get advice, share time or information, and provide guidance. However, in a recent study by Pascual et al., (2016) the effect of the goals on selecting a compliance strategy has been identified. Kellermann and Shea (2008), have used certain theories like politeness theory to the making of communications. According to the politeness theory, people need not be imposed upon but approved. This is so because the objectives can be different in the level to which the face needs are threatened. For this matter, the shape of the compliance-gaining habit depends heavily on how people are approved. For instance, a scenario where one asks another for a favor may threaten face than where the same person is asked to do some task just for obligation purposes.  
Likewise, in their study regarding the new development in procedures of gaining compliance, Girandola, and Gueguen (2014), claimed that there are secondary goals that impact the selection of compliance-gaining techniques apart from the primary goals that are widely known. The secondary goals include affect management goals- having the range of arousal in a range that is manageable, personal resource goals- for multiplying individual plunders, relational resource goals- entail management of relationships, conversation management- entail behaving aptly and developing impressions that are favorable in the society, and identity goals- entail upholding of self-moral standards (Dillard, Weber, & Vail, 2007). These secondary goals act as constraints during the production of a message. For example, one might feel that using a threat to seek compliance is not good for their image and refrain from using it even though they had planned to use it. 
The Principles Underlying Requests Compliance
Gazing back at the previous sections, we see that researchers in the past have been trying to develop typologies from self-reports or theories. A different approach that can be used to study the reactions of people when requested to comply is to observe their habits on a one-on-one interaction. After a keen observation, the strategies are categorized with respect to principles fundamental to compliance. Based on the observation of recruiters, advertisers, fundraisers, salespeople and the methods they use in their daily life activities Robert and Goldstein (2004), came up with the principle behind influence. 
First, the scarcity principle argues that limited opportunities and objects are given high value. An example can be of shoppers, who are prone to buy goods that are in short supply. The second principle is consistency which states that people are bound to behave consistently with the ideas that they are used to. For this matter, a person that has spent a lot of time coming up with an idea is not likely to let it go. The third principle is the principle of reciprocity that proposes that a person has an obligation to repay those who have done well to them. In short, people feel obligated to people who have accorded them favors. Lastly, we have the principle of social proof. This principle proposes that the habits of a certain group of individuals can be used to come up with the best cause of action. For this matter, people will tend to buy a product that is a best-seller or popular (Cialdini & Goldstein, 2004). 
Channels for Persuasion
There are different channels that can be used to pass persuading messages that are set to seek compliance. One of these channels is language, which according to Craig, Blankenship, and Lewis (2015), language is said to be the most persuasive and frequently used channel of communication. The language aspect that has been extensively studied is intensity. Dillard, Weber, and Veil (2007) in their literature review claim that the attitudes that a user of a language holds towards a certain topic are depicted by the intensity of the language that person uses. Consequently, there are theories that give reasons as to why certain conditions are necessary to use intense language. 
Furthermore, the studies by Pascual et al, (2016) claim that different variations in word choices have varied reactions. To illustrate this claim, Pascual and his colleagues persuaded confederate participants to take on a survey.  To persuade them, they used the phrase "you are free to accept or refuse" (Pascual, Carpenter, Guéguen, & Girandola, 2016). The results of the simple variations led to a 90% increase in the level of compliance. However, language does not only depend on variations and intensity for its role in ensuring compliance. A group of scholars investigated the use of powerless and powerful language in compliance-gaining styles. A powerless language is characterized by hesitation, hedges, disclaimers, and hesitations whereas a powerful language style is assertive and forceful (Scharlatt & Smith, 2014). A powerful language style is said to signify a high social rank. Powerless language style has phrases like kind of, sort of, isn’t it? I know this request is dumb but… and many more other phrases. 
The theory of most interest in this review is the Language Expectancy Theory by Burgoon, Denning, and Roberts (2002). According to this theory, different people have distinctive expectations regarding the required language in varied communication scenarios. The said contexts are inclusive of compliance-gaining. In this regard, if a person who intends to persuade violates the prospects the expectancy violation is perceived either negatively or positively. In this case, when the violations are perceived negatively, the chances of compliance are minimal. Conversely, if perceived positively, there are high chances that compliance will occur (Burgoon, Denning, & Roberts, 2002). However, there are numerous studies that have been conducted for the purpose of increasing selection conduct. 
[bookmark: _GoBack]Often said, is the fact that actions tend to speak louder than mere words. Andersen (2009) claims that nonverbal cues have a great impact when it comes to persuasion. Andersen goes ahead and claims that actions are effective when they communicate friendliness, closeness, involvement, and warmth. Gass and Seiter (2015) back this claim by saying that nonverbal habits like pleasant tones of voice, smiling, open body positions, appropriate touching, and eye contact are linked with increased compliance. This is based on research on both field and laboratory settings. Additionally, following the claim by Gass and Seiter (2015), regarding the fact that appearances are also linked to compliance, a good-looking persuader will gain a positive compliance. However, there are researchers that provide a more complicated scenario concerning the said link between compliance and appearances. As seen earlier, Burgoon, Denning, and Roberts claim that violation of expectations can lead to different reactions. For instance, if a person that is expected to maintain some certain distance, or the amounts of eye contact, or touch violate these expectations, the person being persuaded can act differently according to the appearance of the persuader. An attractive person would most likely receive a positive compliance compared to a less attractive person (Scharlatt & Smith, 2014). 
Conclusion
Previous studies regarding compliance gaining have remained to be rich in pragmatic and theoretical advancements as well as extensiveness in scope. The future research on the matter is tasked with changing of methodologies of observing participants. The focus should be on the habits of people in a real-life setting. It has been noted that the strategies that participants select in the reports tend to vary from the actual behaviors that they are observed doing. In this regard, for the purpose of understanding the reaction of people concerning compliance, there should be intensive research on real interactions. 
References

Andersen, P. A. (2009). Nonverbal immediacy in interpersonal communication. . In Multichannel integrations of nonverbal behavior (pp. 1-36.).
Burgoon, M., Denning, V. P., & Roberts, L. (2002). Language expectancy theory. In The persuasion handbook: Developments in theory and practice (pp. 117-136.).
Cialdini, R. B., & Goldstein, N. J. (2004). Social influence. In Compliance and conformity (pp. 591-621).
Cody, M. J., Woelfel, M. L., & Jordan, W. J. (1983). Dimensions of compliance‐gaining situations. In Human Communication Research (pp. 99-113.).
Craig, T., Blankenship, K. L., & Lewis, A., (2015). Leveraging Processing to Understand Linguistic Cues In The Exercise of Power in Communication. In Power and Persuasion. (pp. 199-220). London: Palgrave Macmillan.
Dillard, J. P., Weber, K. M., & Vail, R. G. (2007). The relationship between the perceived and actual effectiveness of persuasive messages: A meta‐analysis with implications for formative campaign research. In the Journal of Communication (pp. 613-631).
Dolinski, D. ( 2015). Techniques of Social Influence: The psychology of gaining compliance. Routledge. 
Gass, R. H., & Seiter, J. S. (2015). Persuasion: Social influence and compliance gaining. Routledge. 
Girandola, F., & Guéguen, N. (2014). New developments on compliance-gaining procedures. Revue europeenne de psychologie appliquee.
Kellermann, K., & Shea, B. C. (2008). Threats, suggestions, hints, and promises: Gaining compliance efficiently and politely. In Communication Quarterly (pp. 45-165).
Marwell, G., & Schmitt, D. R. (1967). Dimensions of compliance-gaining behavior. In: An empirical analysis. Sociometry (pp. 350-364).
Miller, G., Boster, F., Roloff, M., & Seibold, D. (1977). Compliance‐gaining message strategies: A typology and some findings concerning the effects of situational differences. In Communications Monographs (pp. 37-51).
Pascual, A., Carpenter, C. J., Guéguen, N., & Girandola, F. (2016). A meta-analysis of the effectiveness of the low-ball compliance-gaining procedure. Revue Européenne de Psychologie Appliquée/European Review of Applied Psychology, 66(5), 261-267.
Scharlatt, H., & Smith, R. (2014). Influence: Gaining commitment, getting results. In.Center for Creative Leadership. 
Shaw, A. Z., Dolan, E. A., Yurgalite, L., Walton, J. A., & Underwood, K. (2017). Using regulatory fit theory to examine how the communication context of compliance-gaining interactions influences compliance. In Social Influence (pp. 80-89).
Smith, S. W., & Wilson, S. R. (2009). New directions in interpersonal communication research. Sage Publications.
Wiseman, R. L., & Schenck‐Hamlin, W. (1981). A multidimensional scaling validation of an inductively‐derived set of compliance‐gaining strategies. In Communication Monograph (pp. 251-270.).



 


