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Transcript

Robert Cialdini
How to Influence Others
We can begin by talking about the book Influence, which resulted from my two-and-a-half-year program of research into the training programs of all of the different influence professions to see what they do to get us to say yes.  I was surprised by one thing that I encountered in all of these programs.  There were only six universal principles.  Now, there were hundreds, maybe thousands of individual tactics, but only six universal principles of influence that seemed to capture the great majority of what all of these individuals were doing.  
Reciprocity, the desire of all of us to give back to someone who has given to us.  So if an individual gives us something, a free sample, for example, we feel obligated to at least listen to what they have to say at the supermarket, for example.  That little lady with the cubes of cheese and meat.  After you’ve eaten one of those it’s very hard to just give her back the toothpick.  You feel like you’re obligated to buy.  Reciprocity is one.  Another is scarcity, the desire to have those things you can have less of.  So things that are scarce, rare, dwindling in availability.  So one of the things that many organizations will do is to inform us how rare, how uncommon, their features are.  Another principle is commitment and consistency, the desire to be consistent with what we’ve already said or done.  To be congruent with our internal values and what we’ve said that we’re going to do.  So, for example, one study showed that if you call people on the phone, registered voters, and ask them if they will vote in the upcoming election, they, of course, say yes, and they now vote significantly more often than if they didn’t receive that phone call getting them to commit to that sort of thing.  
Another principle is consensus or what we call social proof, the idea that people want to follow the lead of similar others, people just like them.  We’ve done a study, for example, in hotels.  I don’t know how much you travel, but when I do, in 70% of the hotels where I stay there’s a little laminated card asking me to reuse my towels and linen.  We put different kinds of card in rooms to see what we could say on the card that would most increase the likelihood that people would say yes.  What hotels typically say is “Do this for the environment, do this for future generations, or cooperate with us toward this common cause.”  We added a different sign based on the principle of consensus, that people want to do what everybody else is doing.  It said, “The majority of guests who stay at our hotel do recycle their towels at least once.”  That was absolutely true, and it increased compliance by 28%.  
Let’s say, for example, that we use the principle of authority.  We can move people in our direction by claiming to be an expert on some topic that we’re talking about, and if they believe us, it’s very human for them to want to take the shortcut route and follow what a legitimately constituted expert says.  
We did a study with hospital physical therapists.  We just asked them to put on the wall of the physical therapy lab all of their credentials, all of their diplomas, all of their awards, and compliance with their exercise regimens went up 30% immediately.

One of the principles of influence we talk about is liking.  People prefer to say yes to those they know and like, and one of the factors that causes us to like somebody else is how similar we feel to that person.  So the individual who on a YouTube video comes across as every-person, as just like the audience to whom he or she is speaking, will get that liking, will get the rapport, will get the focus of attention, and will make the information more likely to be considered.  The same thing goes with the authority principle that we’ve talked about: the extent to which you can appear more authoritative, more credible, more knowledgeable.  And you can do that, for example, by doing something as simple as speaking slightly more rapidly than normal.  We assign greater credibility and knowledge and confidence to people who speak slightly more rapidly than normal.
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