3







The Franklin Effect Life Application
Student’s Name
Tutor’s Name
Course
Date


The Franklin Effect Life Application
In my daily life, I would apply the Ben Franklin Effect in business by focusing on building a rapport with a client. According to (Aronson et al., 2015), human beings tend to be theorists in a general context. Thus, while dealing with a client, I would benefit from winning him or her if I ask them questions about my business. For instance, a client would be excited to explain what feature of a product or service they think works best for our customers. Additionally, they would like to discuss theoretical matters such as where the market stands, current trends, and where the business is headed. Asking these questions would not only make them excited about our products, but they would also cultivate loyalty. After some time, the client would always find time to discuss business or ideas.
[bookmark: _GoBack]Moreover, since business thrives by building partners, the Ben Franklin Effect would help make long-lasting business friends who are willing to come to my aid when the business is not doing too well. I would apply this effect in instances such as asking for loans and other debt-related favors from suppliers and other businesses. If I approach these businessmen personally, their cognitive state shifts, allowing them to feel pride (Aronson et al., 2015). They realize that they possess something I don’t. This superiority would work to enhance a loyal, long-lasting relationship, especially if I repay the debts as agreed. The suppliers feel that I am a trustworthy businessman while they maintain a sense of control. Thus, even in instances where my business is down, it would not be difficult to get them to assist me. This approach would be similar to the study in which a professor was liked more by the students from whom he asked for a loan than the ones he did not. Asking for favors highly enhances likability.		
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