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your car, when a prospective buyer comes to give it a
test drive, volunteering negative information about the
car, especially information that the prospect would be
unlikely to discover on his or her own (for example, that
the light inside the trunk is alittle touchy or the fuel econ-
omy is modest) should do wonders for his or her trust in
you and your vehicle.

The strategy can also be applied at the negotiating
table. For example, if there’s a small area in which your
leverage is weak, your negotiating partner is likely to see
you as more trustworthy if you mention it up front rather
than having it be discovered later. The same goes for
direct sales: If you are selling color copiers to a business,
and your copier holds slightly less paper than your com-
petitors’, it might be helpful to mention that fact early on
in the process to earn the potential buyer’s trust. Then, it
will be easier to convince the buyer that the truly supe-
rior features of your copier really do surpass the competi-
tion in those areas.

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 wrong-
ful death suits taken care of, we’ll try harder.”
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Which faults unlock people’s vaults?

Nﬁ%rangois, Duc de La Rochefoucauld, the sev-
4

enteenth-century French writer and moralist,
foreshadowed the astonishing success of the famed Volks-

wagen Beetle advertising campaign when he wrote, “We
only confess our little faults to persuade people that we
have no big ones.” Although that campaign seemed to
handle its product’s faults deftly, attempting to use such
messages leaves us with a dilemma: Which little faults
should we choose to confess?

Research conducted by social scientist Gerd Bohner
and his colleagues suggests that for such “two-sided” per-
suasive appeals to be maximally effective, there must be
a clear connection between the negative and positive
attributes that are conveyed. In one study, Bohner cre-
ated three different versions of an advertisement for a
restaurant. One message featured only positive product
attributes of the restaurant. To take just one example, the
advertisement touted the restaurant’s cozy atmosphere.
A second message mentioned those positive features in
addition to some unrelated negative ones. For example,
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in addition to mentioning the cozy atmosphere, the adver-
tisement stated that the restaurant couldn’t offer dedi-
cated parking to its clients. The third message described
certain negative features and added some related positive
ones. In this message, for instance, the ad described the
restaurant as very small, but it also mentioned that it had
a cozy atmosphere.

So, participants who saw the third advertisement
were able to make the connection between the negative
aspects of the restaurant and the positive ones (“There’s
little space, but that's part of what makes the atmosphere
cozy”). In short, although both types of two-sided mes-
sages produced increases in the restaurant owner’s per-
ceived credibility, the evaluation of the restaurant itself
was highest in the two-sided message in which the posi-
tive and negative attributes were related.*8

These findings indicate that if you’re primarily look-
ing 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 spe-
cifically toward the object of discussion—be it a restau-
rant, a product, or even your credentials—then you’d be
well advised to ensure that any dark cloud you describe is
paired with asilver lining tailored to that particular cloud.
To take a real-life example, when U.S. president Ronald
Reagan was up for re-election in 1984, some voters were
concerned that he was too old to have an effective second
termin office. During the U.S. presidential debate against
opponent Walter Mondale, Reagan acknowledged that
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he was very old, but stated: “I want you to know that
also I will not make age an issue of this campaign. I am
not going to exploit for political purposes my opponent’s
youth and inexperience.” Although Mondale’s immedi-
ate response was to let out a laugh, he was certainly not
laughing when he was later routed in one of the biggest
landslide losses in U.S. presidential history.

This research has many business applications, as well.
For instance, let’s say that you're presenting a product
that your company has recently launched to a new cli-
ent. It has some notable features and benefits over that of
your competitors, but these features and benefits come at
acost. As aresult, it carries a price premium some 20 per-
cent more than the product that this new client company
is currently using. However, you also have information
that this initial 20 percent premium is offset by the fact
that your product lasts longer and is more cost effective
to maintain. It’s also faster and more compact, using up
significantly less space than your competitor’s.

The results of this research suggest that after you men-
tion the weakness of the price premium, you should fol-
low that statement with a benefit related to cost and not
any other attribute of your product. Therefore, a state-
ment such as, “On the face of it, our new product has a 20
percent price premium, but this is more than offset when
you consider how much longer it lasts and the lower
maintenance costs,” would be more persuasive than the
statement that “On the face of it, our new product has a
20 percent price premium, but it’s much faster and also
takes up less space.”
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In other words, be sure to follow your discussion of
a drawback with a positive aspect that’s related to, and
that neutralizes, the drawback. In other words, when fate
gives us lemons, we should try to make lemonade, not

apple juice.*
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When is it right to admit
that you were wrong?

I n February 2007, JetBlue Airways, the New York-
based, low-cost American airline, frustrated thou-
sands of passengers due to a lack of preparation and poor
decision-making in the face of severe winter weather in
the northeastern United States. Almost without excep-
tion, all other airlines that provided passenger service in
that region had canceled massive numbers of flights in
anticipation of the storm. They then returned to normal
service within a couple of days. In contrast, JetBlue gave
hope to many of its passengers that their planes would
fly—yet they remained out of service for many days. In
short, the storms never let up, so many of JetBlue’s cus-
tomers were let down.

After stranding thousands of passengers in airports
and on tarmacs in this operational nightmare, JetBlue
had a difficult public relations decision to make: who or
what to blame? Should they focus the blame on external
factors, like the extreme weather, or should they focus the
blame on internal factors relevant to the company’s oper-
ations at large? The company chose the latter, acknowl-
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edging JetBlue’s failures during the meltdown were
caused by internal rather than external problems. It takes
bravery and a sense of humility to admit one’s mistakes,
which is perhaps why it is so rare to see organizations and
the people within them take the blame for a misstep or a
misjudgment. Does the social influence research support
the decision by JetBlue to do what many companies in its
position would probably never even consider?

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 blam-
ing 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.

To test these ideas, Lee and colleagues conducted a
brief study in which participants read one of two annual
reports of a fictitious company, both of which explained
why the company had performed so poorly over the
last year. For half of the participants, the annual report
blamed internal (but potentially controllable) factors for
the poor performance:

Fictitious Company ReportA

The unexpected drop in earnings this year is primar-
ily attributable to some of the strategic decisions we
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you were wrong?

made last year. Decisions to acquire a new company
and to push out several new drugs in international
markets directly contributed to short-term decreases
in earnings. As a management team, we were not
fully prepared for the unfavorable conditions that
emerged from both the domestic and international
sectors.

For the other half of the participants, the annual report
blamed external (and uncontrollable) factors for the poor
performance:

Fictitious Company Report B

The drop in earnings this year is primarily attribut-
able to the unexpected downturn in the domestic and
international economic environment and increased
international competition. These unfavorable market
conditions directly contributed to a short-term stump
in sales and difficulties in the introduction of several
key drugs to the market. These unexpected conditions
arose from federal legislations and are completely
outside our control.

Participants in the first condition (Report A) viewed
the company more positively on a number of different
dimensions than did participants in the second condition
(Report B).

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
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annual reports of fourteen companies over a twenty-one-
year period. They discovered that when these compa-
nies 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.*

So, if taking responsibility for your mistakes and
admitting that you’re wrong is not only the right thing
to do but also right for your company, why is this behav-
ior such a rarity? Often the usual response to a costly
or embarrassing error, regardless of whether it is an
organization or an individual making the mistake, is to
attempt to blame someone or some external factors to
divert attention from the source of the problem. By tak-
ing such an approach, we create two bigger problems for
ourselves. First, as the research suggests, this strategy is
likely to be ineffective because it does nothing to prove
to skeptics that we have any control over the problem or
that we have the ability to fix the problem. Second, even
if we do manage to distract attention from our mistake
in the short term, the spotlight—or perhaps more accu-
rately, the bull’s-eye—will eventually find its way back to
us in the long term, potentially highlighting not only our
mistake but also our deceptive impulses.

This should hold true not only for companies, but
for individuals, too. If you’ve made a mistake, an error
in judgment, or a bad decision, you should admit the
mistake, immediately followed by an action plan dem-
onstrating that you can take control of the situation and
rectify it. Through these actions, you’ll ultimately put
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that you were wrong?

yourself in a position of greater influence by being per-
ceived as not only capable, but also honest.

In sum, the results of this research suggest that if you
play the blame game—pointing your finger at external
factors rather than at yourself—both you and your organi-
zation will likely end up as the losers.
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How can similarities make
a difference?

ig: n the summer of 1993, the floodwaters of the Mis-
sissippi River threatened to devastate several cities
in the Midwest, including the city of Quincy, Illinois.
In response to the imminent danger, Quincy residents
worked night and day to secure vulnerable areas with
thousands of sandbags. Things looked bleak for the
residents; supplies and food were on the decline while
fatigue, pessimism, and water levels were on the rise. The
mood among the volunteers brightened considerably,
however, when they learned that residents of a small city
in Massachusetts had donated a large amount of provi-
sions that was already en route to their location.

What was it that influenced the people of a seemingly
random city to act so generously toward a town located a
thousand miles away? And why help Quincy in particu-
lar, out of all the many cities and towns threatened by
floodwaters?

A substantial amount of psychological research has
shown that we’re most likely to relate to others with
whom we share personal characteristics, such as values,
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beliefs, age, and sex. But the reason behind this town’s
behavior lies in a subtle and seemingly irrelevant similar-
ity between the two municipalities—they have the same
name. Based simply on a shared name, the residents of
Quincy, Massachusetts, felt a bond with the people of
Quincy, Illinois, one that was strong enough to motivate
their generosity.

How can this be explained? Social psychologists have
found that we tend to feel especially positive toward sub-
tle things that we associate with ourselves, such as our
names. This tendency has manifested itself in some sur-
prisingly 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 dissimi-
lar 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). In fact, after the first
phase of the study was completed, all who had returned
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the original survey were sent another survey assessing
what role various factors might have played in their deci-
sion to return the packet. For this survey, roughly half
responded, but none of the participants indicated that
the name of the sender affected their decision to com-
plete the packet. Findings such as these show both the
power and the subtlety of similarity as a cue that people
use to decide whom to help.’!

Potential clients may thus be more receptive to a sales
pitch from a salesperson with whom they share similari-
ties 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. Of course,
we’re not advocating that people invent similar charac-
teristics or attributes with others to gain their favor. But
what we are suggesting is that if you do share genuine
similarities with someone, you should bring those simi-
larities to the surface in your discussions with that person
before making your request or presentation.
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When is your name your game?

I n one episode of the hit NBC comedy The Office,
& branch manager Michael Scott discovers that his
sycophantic underling, Dwight Schrute, has gone behind
his back to try to convince upper management to award
Michael’s job to him. To cover up his absence at work,
Dwight tells Michael that he needs to go to the dentist
to have a crown put in. When Dwight returns to the
office, Michael asks him about his experience at the den-
tist, including a question about why Dwight is munch-
ing on candy when he just supposedly had major dental
work. Unaware that Michael has learned about the coup
attemnpt, Dwight tries to bluff. He tells Michael that the
dentist gave him a new type of quick-drying bonding.
Pretending to be impressed, Michael asks him his den-
tist’s name, and after a long, awkward pause, Dwight
replies, “Crentist.”

Michael: Your dentist’'s name is Crentist?

Dwight: Yeah.

Michael: Huh . .. sounds a lot like dentist.
Dwight: Maybe that's why he became a dentist.>?
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Although Dwight’s explanation of how “Dr. Crentist”
became attracted to the profession of dentistry sounds
ridiculous~even idiotic—new research makes it clear that
claims like Dwight’s might actually have a basis in reality.
In the previous chapter, we discussed how people tend to
have more positive feelings toward—and are more likely
to comply with requests from—others who are similar to
themselves in some way, even in superficial ways like
sharing similar-sounding names. But is it possible that
our names can affect important, life-altering decisions,
such as the type of career we decide to pursue or where
we decide to live?

Research conducted by social psychologist Brett Pel-
ham and his colleagues suggests that the answer is yes.
They claim that the tendency to favor things we associ-
ate with our names does in fact have a subtle but power-
ful influence on major life decisions, such as the career
path we choose to follow. According to the researchers,
there’s a reason Susie chose a job in which she could sell
seashells by the seashore and why Peter Piper picked
a profession picking pecks of pickled peppers, not the
other way around: People are attracted to professions
with names similar to their own.

To test this idea, Pelham came up with a list of names
that sounded like the word ‘dentist, such as Dennis.
According to census data, the name Dennis was the
fortieth-most-frequent male first name in the U.S. popu-
lation at the time, with the names Jerry and Walter rank-
ing thirty-ninth and forty-first, respectively. Armed with
this information, Pelham searched the national direc-
tory of the American Dental Association, examining the
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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).
In fact, even just the first letter of a person’s name influ-
ences his or her career choice. For example, they found
that hardware store owners are around 80 percent more
likely to have names that start with the letter “H” than the
letter “R,” but roofers are about 70 percent more likely
to have names that start with the letter “R” than the letter
“H.” Of course, if you were to ask, say, a thousand roof-
ers whose names begin with “R” whether their names
played any role at all in the career they chose, it’s likely
that half of them would look at you as if you were crazy
and the other half would look at you as if you were just
stupid.”

*This fact was highlighted at a recent conference where one of us
was speaking. Keen to point out a situation where there was no
similarity between a person’s name and career, a participant com-
mented, “I have a friend named Dennis and he’s not a dentist.”
When asked by another participant what Dennis did in fact do for
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Itturns out that the tendency to be drawn to things that
are associated with ourselves plays out in other impor-
tant areas of life, including where we decide to live. To
mention just a few of their findings, Pelham and his col-
leagues have shown that, at a disproportionate rate:

* 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 dispropor-
tionately likely to be named Louise.

* People move to cities with numbers in them that
match their own birthdate numbers. For exam-
ple, cities with the number 2 in their names, like
Two Harbors, Minnesota, have a disproportionate
number of residents who were born on February 2
(272), whereas cities that have the number 3 in their
names, like Three Forks, Montana, have a dispro-
portionate number of people who were born on
March 3 (373).

* People choose to live on streets whose names
match their own. In other words, someone named
Mr. Washington is more likely to choose to live on
Washington Street than someone named Mr. Jef-
ferson.

a living, he let out a huge sigh and said, “Actually, he’s a demoli-
tion worker.”
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« People choose to marry others who have similar-
sounding first or last names. All else being roughly
equal, if Eric, Erica, Charles, and Charlotte all meet
one another for the first time, Erica will be more
likely to become romantically involved with Eric
than with Charles, and the opposite is more likely
to occur with Charlotte.>

« When asked to trust their feelings and intuitions,
people prefer products whose first letters matched
the first letters of their own name. So, someone
named Allan might be more likely to put the candy
bar Alimond Joy toward the top of his list than
someone named Nick, who might be more likely to
put Nutrageous toward the top of his list.>

This research suggests that if you’re designing a pro-
gram, initiative, or product that’s being tailored for a spe-
cific 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. Spe-
cifically, you should name it based on the client’s name
or even just the first letter of the client’s name. For exam-
ple, if you're considering pitching a strategy to someone
named Peterson at Pepsi, calling the strategy the Pepsi
Proposal or even something like the Peterson Plan would
likely be effective. And, as long as the program is truly
customized for a particular client, the strategy should not
only be successful but also completely costless.
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Similarly, if you’re having difficulty getting your child
interested in reading books, finding one that shares some
name commonality with him or her (Harold or Harriet
could be offered Harry Potter) might just be the key to
getting him or her excited about it. Or, if little Craig or
Crystal is deathly afraid of paying a visit to the dentist,
you could always look in the Yellow Pages to see if you
can find one named Crentist . . .
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What tips should we take from
those who get them?

B Yrom business lunches with clients to bonding

experiences with our colleagues, friends, and
family, restaurants play a vital role in the success of both
our professional and personal lives. Although there’s
quite a bit to be gained by interacting with our dining
partners in such a setting, the next great tip you get from
a restaurant visit might just come from a different group
of people—a group that hopes to get great tips all day, but
is seldom asked to dish any out.

Waiters can teach us a great deal about how to be
more persuasive. To take one example, many food serv-
ers have found that they receive larger tips when they
repeat their customers’ orders back to them exactly as the
customer verbalized it. Many of us have had the experi-
ence of a waiter or waitress taking our order and then
passively saying “okay,” or worse still, not even acknowl-
edging our order. No surprise, then, that we’re left sit-
ting at the table wondering whether the cheeseburger we
ordered will arrive at our table reincarnated as a chicken
sandwich.
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Some research by Rick van Baaren tested the idea
that food servers who match their customers’ verbaliza-
tions after receiving the order will increase their tip size.
No paraphrasing, no nodding, no “okays”—just repeat-
ing 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 receiv-
ing the order, as opposed to saying “okay!” or “coming
up!”56

Why should mirroring another person elicit such a
generous response from that person? Perhaps it ties into
our natural inclination to prefer people who are similar
to us. In fact, social psychologists Tanya Chartrand and
John Bargh argue that matching the behavior of others
creates feelings of liking and strengthens bonds between
two people. In one experiment, the researchers set up
a situation in which a research assistant either mirrored
the posture and behavior of a subject—for example, if
the participant sat cross-armed and tapped her foot, the
research assistant sat cross-armed and tapped her foot—or
did not.

The researchers found that the participants who had
been mirrored liked the research assistant more and felt
that the interaction was smoother than did participants
whose behavior had not been mirrored. Similarly, food
servers who match their customers’ verbalizations prob-
ably garnered more tips because of the liking principle—
that we want to do nice things for and say “yes” to people
we like.%

Recently, researcher William Maddux and his col-
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leagues conducted a set of experiments examining these
processes in a different domain: negotiation. They sug-
gested 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 back
in your chair if the other person does) during a negotia-
tion 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 cre-
ate a win-win situation for both parties.”®

We've all had experiences when we’re in a meet-
ing with a team member or we’re negotiating with an
adversary, and we notice that our postures are mirroring
theirs. A typical response to this realization is to change
our physical positioning and posturing so that it no lon-
ger mirrors the other person’s—in other words, we act as
if there were something wrong with behavior-matching.
This research suggests the exact opposite: The mirroring
should result in better outcomes for you both, or at the
very least, the benefit to you won’t come at the expense
of the other person.

There are other applications of these findings as well.
For example, if you work in sales and customer service
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settings, you can foster greater rapport with clientele by
first repeating customers’ verbalizations back to the cus-
tomer, regardless of whether those verbalizations are in
the form of questions, complaints, or even orders (e.g,,
“So, you're saying you’d like to purchase ten units now with
the possibility of increasing that to twenty units in May”).

The insight from this research was demonstrated in
a less than desirable way when one of us was recently
asked to review a series of recorded telephone conver-
sations made to a customer service center. One rather
angry customer called and demanded to speak to a man-
ager because she was angry about a particular promise
that this company had failed to act on.

“Pm sorry you’re upset,” came the reply from the cus-
tomer service operator.

“I'm not upset, 'm angry,” replied the customer in an
increasingly loud voice.

“Yes, I can hear that you are disturbed.”

“Disturbed? Disturbed? I am not disturbed, I am
angry,” shouted the customer.

The conversation quickly spiraled into a battle of
wills with the customer becoming increasingly angry at
the customer service agent’s reluctance to acknowledge
the fact that she was angry. The simple repetition of the
customer’s own words might have led to a different out-
come.

“I'm sorry to hear that you are angry. What can we
do together to resolve the situation?” would have been
a more effective response and one that every one of us
could apply to good effect when trying to build better
rapport and stronger relationships.
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What kind of smile can make the
world smile back?

D on’t open a shop unless you like to smile,” warns

a simple but instructive Chinese proverb. We’ve
all heard about the importance of service with a smile,
but is one smile the same as the next? And could the way
you smile have a positive effect on those who see it?

Social scientist Alicia Grandey and her colleagues
asked whether all types of smiles are equally effective
when it comes to customer satisfaction. Based on pre-
vious findings demonstrating that people can often dis-
tinguish between authentic and inauthentic smiles, the
research team thought that the authenticity of customer
service workers’ smiles could have an influence on cus-
tomer satisfaction, even though the difference between
the two types of smiles is very subtle.

In one study designed to test this possibility, the
researchers had participants watch one of several videos
of a customer service interaction between an employee
at the front desk of a hotel and a guest checking in at the
hotel; participants were also asked to indicate how satis-

137



Yes!

fied they would feel with the interaction had they been
the guest. Unbeknownst to the participants, the video
was staged—the researchers hired actors to play the
employee and the guest. Although the script between
the actors remained the same, the researcher varied the
instructions given to the actress playing the employee.
In one case, she was asked to generate positive feel-
ings toward the guest and to think about how she could
make the guest feel good—the authentic condition. In
the other case, she was told she was required to smile
during the interaction—the inauthentic condition. The
researchers also varied whether the hotel employee
performed the tasks well or poorly. The first finding is
an obvious one: The observers registered greater sat-
isfaction when the hotel employee performed the tasks
well versus poorly. A second finding was that when the
tasks were performed poorly, authenticity of the smile
didn’t make much of a difference in reported satisfac-
tion. However, when the tasks were performed well,
those who viewed the “authentic smile” video said they
would be more satisfied with the customer service than
those who viewed the “inauthentic smile” video.

In a second study, one that took place in a more natu-
ral setting, the researchers surveyed random restaurant
patrons about how satisfied they were with the customer
service of the wait staff. In addition to asking about sat-
isfaction, the patrons were asked about the perceived
authenticity of the food servers’ positive attitudes toward
them. Consistent with the results of the other study,
patrons who perceived their food servers to be authentic
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in their positive displays were more satisfied with their
customer service.*

The results of this research suggest a revision of the
old adage, “Smile and the world smiles with you.” 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 com-
panies 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 cus-
tomer 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. Everyone comes out ahead. This
approach can also be fruitful in dealing with cowork-
ers and superiors. One of us has a friend who had a
very difficult relationship with her boss. They rarely
saw eye to eye, but worse still, she truly disliked him
as a person. One day, however, she decided to follow
Franklin’s advice. Even though her manager was not a
kind person in the office, he was a very devoted fam-
ily man, something she genuinely admired. After focus-
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ing on this quality, a little at a time, she started to like
him more and more. One day, she told him that she
admired how family-oriented he was, which she could
say quite honestly. To her surprise, the next day, he was
in her office, giving her a heads-up on some informa-
tion that was very useful to her—an action she’s certain
he never would have taken before.
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When is a loser a winner?

I n the year 2003, there was clearly one car line that
exceeded all U.S. sales projections to a far greater
extent than any other. Ironically, this car line had previ-
ously proven itself to be a completely ineffective profit-
maker for the manufacturer. Strange, then, that all of a
sudden and without explanation, its sales skyrocketed.
But why? It couldn’t have been driven by advertising; in
fact, because of disappointing sales, there was even less
money available for marketing. Nor was there any engi-
neering or price change to account for the unexpected
popularity. Which car line was it, and why did it become
so successful?

The car line was the Oldsmobile, and the reason for
its success was paradoxical: General Motors, its manu-
facturer, had decided it was going to discontinue the
line due to consistently poor sales. In response to the
announcement that the Oldsmobile would soon no lon-
ger 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
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learn that it is unique, available in limited quantities, or
obtainable for only a limited time.

Quite a bit of scientific research supports the power
of scarcity to influence our decision-making. We can
also see the scarcity principle operating in everyday life.
In recent years, even the “holiday spirit” has become
scarce, with parents practically fighting one another in
stores for nearly-out-of-stock gaming consoles. In Octo-
ber 2003, the notion of losing something caused many
thousands of people to stop their cars and block a major
motorway just to see the final departure of the Concorde,
a sight, it should be pointed out, that had been a familiar
one every single day for the last thirty or so years. In fact,
immediately after British Airways announced in Febru-
ary 2003 that it would be permanently grounding flights
of the Concorde, the sale of seats on the plane did the
opposite: They took off.

So what does this tell us about how to be more per-
suasive? 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 ser-
vices. Pointing out to them the features your product has
that a competitor doesn’t can be a powerful route to get-
ting them to say yes to your offering and not your compe-
tition’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.” Even family mem-
bers are more likely to respond when told that your time
and assistance are rare and dwindling. By simply and
honestly pointing out that your products, services, time,
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and help are limited, you place a greater value on them,
to the point that people appreciate them and you more.
And, in general, we say yes more to those we appreciate.

We’ve all experienced the psychological effects of the
scarcity principle in our daily lives. However, there is a
less tangible domain in which the scarcity principle oper-
ates both subtly and powerfully: the domain of informa-
tion. Studies have demonstrated that information that is
exclusive is viewed as both more valuable and more per-
suasive. For example, in a study conducted by researcher
Amram Knishinsky, wholesale beef buyers more than
doubled their orders when they were informed that a
shortage of Australian beef was likely due to weather
conditions there—an understandable response in a com-
petitive market. Yet, when those purchasers were told
that the information came from an exclusive source and
was not generally available to the rest of the public (both
pieces of scarcity information were true), they increased
their orders by a remarkable 600 percent!®

These findings offer a clear insight and applications
that will make your requests more persuasive. 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.
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What can you gain from loss?

% n April 23, 1985, the Coca-Cola Company made
# adecision that Time magazine later dubbed “the
marketing fiasco of the decade.” In response to data that
more people preferred Pepsi’s sweeter taste, they decided
to pull their traditional formula for Coke off the market

and replace it with a sweeter “New Coke.” Many of us
remember that day. In the words of one news report,
“The Coca-Cola Company failed to foresee the sheer
frustration and fury its action would create. From Bangor
to Burbank, from Detroit to Dallas, tens of thousands of
Coke lovers rose up as one to revile the taste of the new
Coke and demand their old Coke back.”%!

Perhaps the most extreme example of this combined
outrage and yearning comes from the story of a retired
Seattle investor named Gay Mullins, who became some-
thing of a national celebrity by establishing a society
called Old Cola Drinkers of America. This was a wide-
spread group of people who worked tirelessly to get the
traditional formula back on the market by using any
civil, judicial, or legislative means available to them.
For instance, he set up a hotline where angry consumers
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could vent their rage and register their feelings, which
received over sixty thousand calls. He distributed anti-
New Coke buttons and T-shirts by the thousands. And
he even tried to bring a class-action lawsuit against the
Coca-Cola Company, which was quickly dismissed by
a federal judge. What’s most astonishing about Mr. Mul-
lins’s behavior is that it didn’t matter to him that in two
separate blind taste tests, he either preferred New Coke
over the original or couldn’t tell the difference between
them.

Note that the thing Mr. Mullins liked more was less
valuable to him than the thing he felt he was /losing.
We’ll come back to this idea in a moment. In the mean-
time, however, it’s worth noting that even after giving
in to customer demands and bringing the original Coke
back to the shelves, company officials were stung and
somewhat perplexed by what had hit them. As Donald
Keough, then president of the Coca-Cola Company, said
about consumers’ diehard loyalty to the original Coke,
“It’s a wonderful American mystery, a lovely American
enigma. And you can’t measure it any more than you can
measure love, pride, or patriotism.”

We disagree. First off, it’s no mystery, not if you
understand the psychology of the scarcity principle, and
particularly how it relates to people’s sensitivity to losing
something they already have. This is especially the case
for a product that’s as wrapped up in a person’s history
and traditions as Coca-Cola has always been throughout
the world.

Second, this natural inclination on the part of Coca-
Coladrinkersis not only something that canbe measured,
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but something that we think the Coca-Cola Company
had measured—in its own market research, no less. It was
sitting right there in front of them before they made their
infamous decision to change, but they hadn’t combined
their own data with an understanding of social influence
factors.

The people of the Coca-Cola Company are no penny-
pinchers when it comes to market research; they’ve been
willing to spend hundreds of thousands of dollars—and
more—to ensure that they’ve analyzed the market cor-
rectly for new products. In their decision to switch to the
new Coke, they were no different. From 1981 to 1984,
they very carefully tested the new and old formulas in
taste tests involving nearly two hundred thousand people
in twenty-five cities. 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 before-
hand. 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 scar-
city 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
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and nonblind preferences and said to themselves, “Oh,
good, this means that when people know that they’re get-
ting 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.

Even more powerfully than simply making a prod-
uct unavailable, removing the original Coke from the
shelves meant that, in the process, lifetime Coke drink-
ers were actually losing something they used to have
regularly. The tendency to be more sensitive to possible
losses than to possible gains is one of the best-supported
findings in social science. Psychological researchers
Daniel Kahneman and Amos Tversky were the first to
test and document the notion of “loss aversion”—the idea
that people are more motivated to avoid losses than they
are to acquire gains. Loss aversion can explain quite a bit
of human behavior, including behavior in areas such as
finance, decision-making, negotiation, and persuasion.®?

For example, one consequence of loss aversion is that
it often motivates inexperienced investors to prema-
turely sell stocks that have gained in value because they
simply don’t want to lose what they’ve already gained.
Similarly, the desire to avoid any potential for a loss also
motivates these investors to hold on to stocks that have
lost value since the date of purchase. Because selling the
stock at that point would be to formally and irrevocably
take a loss on the investment, many of these investors are
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reluctant to do so, a decision that often precedes further
stock price decline.%

Loss aversion is also important from a marketing
standpoint. Generally speaking, marketers and advertis-
ers 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 opportu-
nity 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 prod-
uct 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.

Similarly, if you’re hoping to persuade your col-
leagues to work with you on a particular project, it’s
important to point out not just what they stand to gain
in terms of opportunities and experience but also that
they stand to lose out on those very same factors. In fact,
research has shown that potential losses figure far more
heavily in managers’ decision-making than the same
things presented as gains. For example, let’s say you have
an idea that, if adopted, can potentially produce savings
of up to one hundred thousand dollars a year for your

148



What can you gain from loss?

department. Instead of presenting that idea as a saving,
you're likely to be more persuasive if you frame the ini-
tiative in terms of losing the same amount if it fails to get
adopted.®

It’s also crucial to remember that you can be unduly
influenced by this same strategy. For example, some devi-
ous negotiators—or even car salespeople—will wait until
just before a final agreement appears to be within reach
to throw in an unpalatable, take-it-or-leave-it demand,
knowing full well that their counterparts are going to be
disinclined to walk away; after all, walking away would
mean a lot of lost time and effort and opportunity (also
known as “sunk costs”). If you believe a salesperson with
whom you’re negotiating is manipulating your loss aver-
sion in this way, you should walk away. It’s the salesper-
son who should feel the loss.
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Which single word will strengthen
your persuasion attempts?

| 2 ased on L. Frank Baum’s famous children’s sto-
» rybook, the 1939 film The Wizard of Oz remains
today a traditional family favorite. Many of us are famil-
iar with the plight of Dorothy and her friends the Scare-
crow, the Tin Man, and the Lion as they make their
perilous journey along the Yellow Brick Road. Clearly,
the Wizard of Oz had succeeded in persuading them that
he was both benevolent and powerful. After all, along
the way, the four travelers say that they were off to see
him “because because because because because of the
wonderful things he does.” What can their song tell us
about how we can successfully persuade others to follow
the paths we lay down for them?

Let’s think about waiting in line. Whether you'’re at a
bank, supermarket, or amusement park, waiting in line
is probably not your idea of fun. Considering the almost
universal motivation to get through the line as quickly as
possible, under what circumstances would you be will-
ing to let another person cut in front of you in the line?
A central theme of this book is that small changes in the
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way that requests are made can often lead to some star-
tlingly big results. But is it possible that just a single word
from a requester could drastically increase the likelihood
that you’d say, “Yes, go ahead”?

Yes—and the single word is because. Behavioral scientist
Ellen Langer and her colleagues decided to put the per-
suasive power of this word to the test. In one study, Langer
arranged for a stranger to approach someone waiting in
line to use a photocopier and simply ask, “Excuse me, I
have five pages. May I use the Xerox machine?” Faced
with this direct request to cut ahead in the line, 60 percent
of the people were willing to agree to allow the stranger
to go ahead of them. However, when the stranger made
the request with a reason (“May I use the Xerox machine,
because I'm in a rush?”), almost everyone (94 percent)
complied. This kind of boost may not seem very surpris-
ing. After all, providing a solid reason for the request jus-
tifies asking to jump ahead.

Here’s where the study gets really interesting: Langer
tested one more version of the request. This time, the
stranger also used the word because but followed it with a
completely meaningless reason. Specifically, the stranger
said, “May I use the Xerox machine, because I have to
make copies?” Because you have to make copies> Who
doesn’t? You’re certainly not going to use it to sharpen
your pencils, are you? Despite the hollowness of the “rea-
son” the stranger provided, it generated nearly the same
elevated levels of compliance as when the reason was
wholly legitimate (93 percent).%®

The Xerox study demonstrates the unique motiva-
tional influence of the word because. The word gets its
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persuasive power from the continually reinforced associ-
ation over the course of our lives between becauseand the
good rationales that typically follow it (e.g., “ . . . because
” <

... because 'm
... because we have the best sports

it would help me get that promotion,
running out of time,”
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 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’ compli-
ance 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,
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people really do take the strength of the requester’s rea-
soning 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.

This strategy is also likely to pay dividends at home.
Rather than demanding that your children “come to the
table for dinner now,” “do their homework,” or “go to
bed immediately,” a more effective strategy would be to
provide a reason why you are asking them to take that
action—and not just “becausel said so!”

It's important to note that the word becauseworks both
ways. You should not only say because to others, but also
get others to say because to you. For instance, suppose
that you work for an information technology services
firm. Your long-term customers may have gotten used
to working with your company over the years, and with
each passing year, the actual reasons for sticking with
your company may have become less salient, or even
worse, may have been entirely forgotten. Consequently,
your business can be left vulnerable to competitors.
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 rea-

153



Yes!

sons 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 busi-
ness 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 com-
panions, they’ll end up singing your praises, t00.%
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When might asking for all the
reasons be a mistake?

\‘% irst, do no harm.” Although the Hippocratic
& Oath applies first and foremost to medical prac-
titioners’ obligations to their patients, it surely holds for

advertisers’ obligations toward the products they are try-
ing to sell. At the very least, they shouldn’t Aur¢sales of the
goods and services they’re trying to sell. But how might a
well-intentioned copywriter actually drive potential con-
sumers of a given product away from that product and
toward a competitor?

In the last chapter, we discussed how having people
generate reasons that they’re in favor of a certain posi-
tion 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 actu-
ally backfire.

Imagine you’re in the market for a new premium
automobile, and you’ve narrowed your choices down to
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either a BMW or a Mercedes. You open a magazine and
see an ad for BMW that says the following:

BMW or Mercedes? There are many reasons to choose
a BMW. Can you name 10?

In one study conducted by Michaela Winke and her
colleagues, a group of business students saw an ad just
like this among several other advertisements. A differ-
ent group of business students at the same university saw
a slightly different ad—one that stated, “BMW or Mer-
cedes? There are many reasons to choose a BMW. Can
you name one?” (emphasis added).

Afterward, the participants were asked for their opin-
ions about BMW and Mercedes, including their inter-
est in one day purchasing a vehicle from either of those
brands. The results were clear: The advertising copy that
asked readers to name ten reasons to choose a BMW led
to Jower evaluations of the BMW and higher evaluations
of the Mercedes than the copy that asked the readers to
name just one reason to choose a BMW.

What’s responsible for this backfire effect? The
researchers explain that participants in this study based
their judgments of BMW on how easy they found it to
come up with reasons in support of BMW. When they
were asked to name only one reason, participants had a
relatively easy time coming up with a single advantage.
However, when they were asked to name ten, the task
was hard. They might have identified a few such reasons
rather easily, but they found the process of coming up
with so many reasons to be difficult. So, rather than using
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the number of reasons they generated as the best indica-
tor for their evaluations of the brands, the participants
instead based their judgments on the ease or difficulty of
the process of generating reasons. More generally, psy-
chologists refer to the ease or difficulty of experiencing
something as the “fluency” of that experience, a concept
we’ll be coming back to.%

The data from this research indicate that before ask-
ing your audience to generate many reasons in support
of your position, i’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 com-
petitive 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 consum-
ers’ decisions. With lead researcher Petia Petrova, one
of us conducted a series of studies showing that encour-
aging 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 s0.%®

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. For instance, you may want to persuade
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a consumer group to purchase a brand-new product mar-
keted by your company. If this product has complicated
technical features with which the group has little to no
experience and that have not yet been fully explained,
it may be difficult for your prospects to imagine them-
selves actually using the product, which will make them
less likely to select it.

Another arena where these findings are clearly impor-
tant is in advertising production. Art directors are often
given free rein to generate images that are eye-catching
or memorable, but in the process, they may create pic-
tures that are abstract, giving little consideration to how
their images affect the target audience’s ability to visual-
ize themselves using the featured product. This research
shows that concrete images are likely to be more effec-
tive than abstract ones. In addition, the decision-making
process in these types of cases can be facilitated through
greater collaboration with the copywriters, prior testing
of the ads, and focus groups that are specifically geared
toward understanding how easy or difficult it is for a rel-
evant audience to imagine themselves in the requested
situations.
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How can the simplicity of a name
make it appear more valuable?

When he was once asked the complex ques-
tion of what the stock market would do next,
J. P. Morgan reportedly gave a simple response: “It will
fluctuate.” But how can the power of simplicity—partic-
ularly in the naming of your product, your project, or
even your company—help you boost your influence and
exceed your own earnings expectations?

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 pro-
nounce, leading to higher stock prices.

To first test this hypothesis in a controlled study, they
generated names of fictitious stocks that were either
very easy to pronounce or very difficult to pronounce.
They told study participants that these were real com-
panies and asked them to estimate the future perfor-
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mance of each of the stocks. The results were clear: Not
only did participants predict that the easily pronounce-
able stocks (e.g., Slingerman, Vander, Tanley) would
outperform the others (e.g., Sagxter, Frurio, Xagibdan),
they also predicted the latter would go down, while the
former would rise.

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 rela-
tionship 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 fluently named companies on the
list versus the ten least fluently named companies on the
list, the investment in the first group would have outper-
formed 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.®

So, are we recommending that you go right out
and trade in your shares of Mxyzptlk Holding Corp.
for Yahoo! stock, fire your financial advisor, or have a
garage sale to rid yourself of your stock-picking monkeys
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and dartboards? Not quite. However, we are advising
you not to underestimate the power of simplicity, even
in the name you give your company, product, or initia-
tive. 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 itis to
read and pronounce, the more likely consumers, poten-
tial stockholders, and other decision-makers will be to
view it positively.

In a similar vein, researchers have found that the per-
suasiveness of a handwritten message is influenced by
the quality of the handwriting: The worse the handwrit-
ing, the less persuasive the message will be. Readers mis-
takenly 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. At least
on the surface of things, there appears to be an easy and
accessible solution for those of us who are calligraphi-
cally challenged: Can’t we just type out our persuasive
messages? Yes, but even that advice comes with a caveat:
Research has demonstrated that your arguments are
likely to be deemed far more persuasive if they are in an
easy-to-read font.

The findings of all this research also have more gen-
eral implications for how people choose to communicate
with one another. Take, for example, the fact that com-
municators frequently try to convey their erudition via
their grandiloquent, magniloquent, sesquipedalian ver-
bosity; in other words, they try to look smart by using
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unnecessarily long words or overly technical jargon.’
Consider, for instance, the following communication
sent out by a manager to his team as reported in the New
York Postin October 2006:

We're leveraging our assets and establishing strate-
gic alliances to create a robust knowledge center—
one with a customer-ruled business structure using
market-leading technologies to maximize our human
systems.”®

Huh? This apparently means, “We’re consultants.”
Additional research by Oppenheimer has shown that
using overly complex language like this can produce the
exact opposite of the intended effect: Because the audi-
ence has difficulty interpreting the language, the message
is deemed less convincing and the author is perceived to
be less intelligent. 7!

Regrettably, these kinds of messages are all too fre-
quent in everyday life, ranging from business commu-
nications to health care advice to the language used in
students’ papers. For example, a poll taken at Stanford
University found that 86.4 percent of the students sur-
veyed admitted they had used complicated language in
their academic essays to try to make themselves sound
smarter. More disturbing, however, is the finding from
a U.K.-based consulting services firm that 56 percent of
employees thought that their managers and supervisors
didn’t communicate clearly with them and often used

*Something we would never do, of course.
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incomprehensible language that confused the messages,
making them generally less persuasive. If you make sure
your message is clear and simple, the people who receive
it might not throw a ticker tape parade in your honor, but
at the very least, they won’t sell your information short.
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How can rhyme make your
influence climb?

j{ s Gillette really the best a man can get? Are loose lips
responsible for sinking ships? Is it true that the best
part of waking up is Folgers in your cup? When it comes
to seat belts, will I really get a ticket if I don’t click it? And
finally, compared to its competitors, is Bounty truly the
quilted, thicker, quicker, picker-upper?

From advertising to public service announcements,
rhyming slogans are everywhere. Out of all the poten-
tial 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 sur-
prise. But could it also be that rhyming statements are
actually seen as more accurate and truthful?

Noting the pervasiveness of rhyming proverbs such
as “Birds of a feather flock together,” social scientists
Matthew McGlone and Jessica Tofighbakhsh set out to
investigate whether statements that rhyme are thought
to be more accurate than those that don’t. As part of
their study, they took a number of rhyming sayings pre-
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viously unknown to the study participants and created
parallel but nonrhyming versions of them. For example,
they took the relatively obscure saying, “Caution and
measure will win you treasure,” and modified it to say,
“Caution and measure will win you riches.” As another
example, they took the saying, “What sobriety conceals,
alcohol reveals,” and changed it to, “What sobriety con-
ceals, alcohol unmasks.”

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 evalu-
ations, at least partly, on the perceived fluency of the
incoming information, the rhyming statements are actu-
ally judged as more accurate.”

These findings have many applications in everyday
life. For one, the results of this research suggest that when
marketers and business operators think about what slo-
gans, mottos, trademarks, and jingles to employ, they
should consider that using rhymes may increase not only
the likability of the message, but also its perceived truth-
fulness. Perhaps this is why, when asked what a company
could say about its product when there was nothing new
to say about it, a seasoned advertising executive replied,

165



Yes!

“Well, if you have nothing to say about your product,
then I suppose you can always sing about it.”

Second, parents can use rhyme to their advantage
when faced with a common and frustrating influence
challenge—getting their kids to go to bed. After quality
time reading nursery rhymes with them, perhaps having
them join in a few verses of “It’s off to bed for sleepy-
head” will prove persuasive.

Finally, the power of rhyme can even be applied in
a legal setting. In fact, the authors of this research point
out one infamous rhyme that seems so weighty that it just
may have tipped the scales of justice. During O. J. Simp-
son’s murder trial, Johnnie Cochran, Simpson’s defense
attorney, told the jury, “If the gloves don’t fit, you must
acquit!” Considering the subtle influence of rhyme, the
study’s authors may be right to question how the ver-
dict might have been affected if Cochran had instead
implored, “If the gloves don’t fit, you must find him not

guilty!”
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What can batting practice tell us
about persuasion?

8 heworldof sports can be a useful training ground
for those of us who wish to become more persua-
sive. 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 ball-
players, 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 com-
parison 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 actu-
ally changed about the ten-pound weight—except your
perception of it. This psychological process is not limited
to weight; it holds for almost any type of judgment you
could make. In every case the perceptual process is the
same: Prior experience colors perception.

Social psychologists Zakary Tormala and Richard
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Petty recently applied these principles to show how con-
trast effects can influence the persuasion process. Specifi-
cally, they looked at how the amount of information people
think they have about something can be influenced by
the amount of information they learn about something
else. These researchers asked people to read a persua-
sive message for a fictitious department store (the “target
message”) called Brown’s, but only after reading a per-
suasive 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 mes-
sage 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 rela-
tively little about Smith’s, and vice versa. This is the per-
ceptual 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
alot of persuasive information about a car (the Mini Coo-
per). 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.”
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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 discuss-
ing another product.

What's interesting to note is that perceptual contrast
offers us a very efficient means of persuasion. Often we
don’t have the luxury of changing our products, services,
or offerings—it would be far too costly and time-consum-
ing. But using perceptual contrast, we can change how
others think about our initiatives, goods, services, and
requests. To give just one real-world example, a home
improvement company was able to increase the sales of
one of its top-of-the-range backyard hot tubs by over 500
percent simply by (a) telling prospective customers, hon-
estly, that many buyers of the top-of-the-range model
reported that having it was like adding an extra room
to the house and then (b) asking them to consider how
much it would cost to build another room onto the side of
their house. After all, a fifteen-thousand-dollar spa seems
much less expensive when compared with construction
that would cost at least twice as much.
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How can you get a head start
in the quest for loyalty?

/ hether it's free cups of coffee, money-off
vouchers, discounted flights, or coupons

toward your next hotel stay, many companies look to
increase customer loyalty by offering incentive programs
such as frequent flyer plans and clubcard point programs.
The results of some recent research offer insights into
how you can increase interest in what you have to offer
and strengthen the loyalty of your customers.

Consumer researchers Joseph Nunes and Xavier
Dreze thought that customers involved in an incentive
program would show more loyalty to the company by
reaching payoff milestones more quickly if given a head
start by the company—even without decreasing the
amount of purchases needed to reach the reward.

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
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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.

Afterward, every time a customer came back for
another wash, an employee affixed a stamp to the card
and recorded the date. After several months, when the
researchers ended the program and looked at the data,
their hypotheses had been confirmed: 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, reframing the pro-
gram 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 to complet-
ing a goal, the more effort they exert to achieve that goal.
The data revealed that the amount of time between vis-
its decreased by about half a day on average with every
additional car wash that was purchased.”

Besides the application of these findings to loyalty
programs of all sorts, the results of this study indicate that
when soliciting another person for help on anything, you
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should try to point out how that person has already taken
steps toward the completion of that task. For example,
if you need help on a project that’s similar to one that a
colleague has worked on in the past, you can emphasize
that, in essence, she is well on her way to finishing the
assignment. And if you’ve already done a fair amount of
work on the project, you can underscore that the task is
already almost 30 percent completed. In this way, your
colleague is more likely to view the project as one that’s
already underway but incomplete rather than as one that
she has to start from scratch.

For another example, suppose you are a sales man-
ager. Your sales team has a target of a certain number of
sales, but the team isn’t doing too well in the early stages.
You learn that a large sale to be processed centrally is
already in the offing. Rather than keeping the informa-
tion about this sale to yourself, thinking that you might
use it to fall back on if your team doesn’t hit the target,
you should consider publicizing this sale. In this way,
you’d present a progressive effect toward the goal, pro-
moting even more sales.

Educators and parents can also benefit from such a
strategy. Imagine that your child is being particularly
stubborn about doing his homework and you feel com-
pelled to try incentives. If you decide to give him one
full Saturday at the zoo for every six weekends in which
he does his homework, you might find that he would be
especially motivated to comply if you started him off
with “credit” for one weekend before your little program
officially begins.
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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. If you use this strategy, like
cars at a car wash, your influence will sparkle.
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What can a box of crayons teach us
about persuasion?

¥ one are the days when the names of colors were

A simple. Anyone who opens a new box of cray-
ons will quickly notice that the old common names (e.g.,
green, yellow, brown) have been replaced by names
such as Tropical Rain Forest, Laser Lemon, and Fuzzy
Wuzzy Brown. How can a color name like Cornflower
or Razzmatazz help you keep your company’s chips blue
and your business out of the red?

Researchers Elizabeth Miller and Barbara Kahn
noticed this aspect of crayons and countless other prod-
ucts, and sought to better understand how these kinds
of differences in product names influence consumer
preferences. As part of their research they distinguished
between four categories of color and flavor names:

1. Common, which are typical and unspecific (e.g.,
biue);

2. Common descriptive, which are typical and spe-
cific (e.g., sky blue);
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3. Unexpected descriptive, which are atypical and
specific (e.g., Kermit green); and

4. Ambiguous, which are atypical and unspecific
(e.g., millennium orange).

The researchers thought that unexpected descriptive
(3) and ambiguous (4) color and flavor names should
elicit more positive feelings toward a given product than
the other two types (1 and 2) of color and flavor names.
However, they believed that these two types of names
are effective for different reasons. Unexpected descrip-
tive 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 products—
particularly the positive ones. Although solving this little
puzzle may not qualify consumers to join Mensa, it may
createan “aha!” momentthat 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 the name. Using a variety of names for jelly bean fla-
vors and for sweater colors, Miller and Kahn confirmed
that products with unexpected descriptive and ambigu-
ous names were in fact regarded as more desirable than
were those of the other two category types.”

What are the implications for a business looking to
develop names or descriptions of its products and ser-
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vices? One answer would be that businesses should not
shy away from using less-than-straightforward names for
certain aspects of its products.” Names that fall into the
unexpected descriptive category or the ambiguous cat-
egory create a sense of mystery and intrigue that leads
potential customers to consider the positive aspects of
your goods and services. In fact, this approach doesn’t
just have to work for products and services. Let’s say,
for example, that you’re looking to gain resources from
colleagues at work to support a new project or training
initiative. By using what might be considered an unex-
pected title or name for the project, or even adopting an
ambiguous one, you might well foster a sense of fascina-
tion with and attraction to it.

We can also put the lessons of this research into prac-
tice at home. For instance, when our kids are considering
whether to go out for dinner with their friends or eat at
home, jazzing up the label we give tonight’s supper (e.g.,
“chicken surprise” instead of plain old “chicken”) may
very well convince them to stay at home with us for the
night. Of course, when we’d rather have a quiet night at
home, responding with “broccoli and cod liver oil stew”
instead is always an option. . .

*Note that these less-than-straightforward names should still be
easily readable and pronounceable, as we discussed in a previous
chapter.
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How can you package your message
to ensure it keeps going, and going,
and going?

Tho am I? Pm pink. I'm a toy rabbit. I have
¥ adrum. And I’'m powered by a brand-name
battery that outlasts the competition. Who am I?

Depending on where you live, I'm either the Ener-
gizer Bunny or the Duracell Bunny. Confused yet?
You’re not alone.

The very first pink, battery-powered bunny with a
penchant for persistent percussion on television was
actually the Duracell Bunny. To be more accurate, it
wasn’t a single bunny, but rather a whole species of toy
rabbits—the Duracell Bunnies—whose power was said
to be longer-lasting than that of any other brand of bat-
tery. In one commercial, for instance, a number of drum-
beating toy rabbits, each powered by a different brand of
battery, slowly come to a standstill, leaving only one—the
one powered by Duracell—still literally full of energy.

Opver fifteen years ago, however, Duracell failed to
renew its trademark in the United States, which allowed
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its competitor, Energizer, to swoop in and trademark
its own pink, alkaline-powered drumming bunny in an
effort to mock the Duracell campaign and claim its prod-
ucts’ superiority. This is why, these days, North Ameri-
can television viewers are accustomed to seeing their
bunnies running on Energizer, whereas it’s Duracell for
those in the rest of the world.

Inthe Energizertelevision commercials, viewers think
they are watching an advertisement for another product
(Sitagain Hemorrhoid Ointment, for example), which
is interrupted by the Energizer Bunny walking through
the frame to the narration of, “ . . . still going, and going,
and going, and going . . . nothing outlasts the Energizer.”
Despite the early public and critical acclaim that these
commercials received for the Energizer Bunny’s off-the-
wall and into-other-commercial antics, there was just one
problem: Many people, even those who loved the com-
mercials, couldn’t remember which company’s batteries
were being advertised. In fact, one survey showed that,
even out of viewers who chose the bunny ads as their
favorite commercials of the year, an astonishing 40 per-
cent were certain that the ads were for Duracell. This was
the case even though there are plenty of features that
distinguished the Energizer Bunny from its coppertop
counterpart, including bigger ears, sunglasses, a larger
drum, fur that’s a brighter shade of pink, and flip-flops.

Confusion between the two companies’ bunnies cer-
tainly played a role in this problem. But, as it turns out,
even many people who’d never seen the Duracell com-
mercials misremembered which brand sponsored these
newer commercials, thinking it was Duracell. In fact,
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shortly after the ads became popular, it was Duracell’s
market share that grew, while Energizer’s shrunk a bit.”

What action should Energizer have taken to prevent
such a problem from occurring in the first place, and what
lessons can we learn from it? The psychological research
is clear: 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 consum-
ers’ 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 suc-
cess.

What’s the implication for marketing in general?
Increasingly, companies try to brand themselves via
extensive media campaigns that emphasize the key ele-
ment of their brand (e.g., durability or quality or econ-
omy) through a story character that epitomizes that
element. They assume that viewers will connect their
products with the branded element while exposed to
the ads, which is a reasonable assumption provided that
the ads are properly constructed. They also assume that
viewers will recall the connection when ready to buy—
and that’s a naive assumption. Consumers’ memories,
subjected to hundreds of thousands of these associations
in the course of modern life, aren’t up to the task—at least
not without the assistance of point-of-purchase cues that
revive the desired connection. It’s for this reason that
any major advertising campaign needs to integrate the
essential images, characters, or slogans of the ads into the
in-store product displays and product packaging the con-
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sumer sees when making a purchase choice. Although
changing the display and packaging to match the central
features of the media campaign may be more expensive
in the short term, it’s essential.””

This strategy isn’t limited to marketing products; it
can also be used to market information and ideas. Con-
sider, for example, the massive challenge you’d face if
you were part of a health organization devoted to reduc-
ing alcohol abuse on university campuses. Even if you
were capable of creating an advertising campaign that
motivates students to drink less, how would you ensure
that the message stays on their minds when it’s most nec-
essary?

To take an example, one type of persuasion cam-
paign that’s become increasingly popular with uni-
versity health administrators who are trying to battle
student alcohol abuse has been dubbed “social norms
marketing.” Researchers have found that students typi-
cally overestimate the number of drinks that their peers
consume, and as we know from our discussions of social
proof, people are motivated to behave in line with per-
ceived social norms. The goal of social norms marketing
campaigns is to reduce the frequency of college student
alcohol abuse by correcting students’ misperceptions.
For example, a social norms marketing poster might
indicate that a survey found that “65 percent of students
at our university have three or fewer drinks when they
party.” The thinking is that providing the poster’s read-
ers with more accurate figures for the amount that their
peers drink will reduce the amount that they’ll want to
drink when they party.
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Although these programs certainly show signs of
promise, the current evidence for their success is mixed.
Even though such posters may be somewhat persuasive
when students actually read them, perhaps one of the rea-
sons that these campaigns are not more effective is thatby
the time the students get to situations in which drinking
occurs, they either forget about or aren’t focused on that
information. For instance, posters, signs, and other forms
of media conveying anti-alcohol messages in normative
campaigns are commonly (and understandably, from a
practical point of view) placed in libraries, classrooms,
student unions, health centers, and common areas of
residence halls rather than the settings in which drink-
ing is most likely to occur. Unfortunately, the disconnect
between where students see the information and where
they are when they drink means that the distant voice of
the message is likely to be drowned out by the here-and-
now sounds of clanking bottles and drunken laughter
prevalent in bars, clubs, parties, and residence halls.”

The memory aid research indicates that students’ like-
lihood of focusing on the social norms information in the
appropriate settings could be strengthened by placing
the campaign’s logo on objects native to those settings
(e.g., coasters, entrance bracelets, hand stamps). Alter-
natively, the campus could give away items that have the
campaign’s logo imprinted on it, such as Frisbees. Stu-
dents in that case would be likely to take them back to
their dorm rooms or fraternity houses where they would
be more likely to see the memory aid. Ironically, this
strategy might even be more effective once the students
get some alcohol in them, as some research shows that
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simple persuasive messages tend to be more successful
when people are drinking.” In a similar approach, some
communities have tried to fight drunk driving by getting
participating bar owners to putinto patrons’ drinks some-
thing called “light cubes,” which are LED lights enclosed
in plastic in the shape of ice cubes. Emitting flashes of
red and blue light, these memory aids typically have the
effect of making the drink look like flashing blue and red
police car lights, serving as a persuasive extension of the
long arm of the law.

All in all, using memory aids will assure that your
message doesn’t fade at the finish, but keeps going and
going and going . ..
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What object can persuade people
to reflect on their values?

irror, mirror, on the wall, what’s one of the

most persuasive objects of them all? Actually,
mirror, you are.

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.

Take, for example, a study conducted on Halloween
by social scientist Arthur Beaman and his colleagues.
Rather than conducting their study in a university labo-
ratory or on the street, Beaman temporarily converted
eighteen local houses into makeshift research facili-
ties. When trick-or-treaters rang the doorbell of one of
the houses involved in the study, a research assistant
greeted them, asked them their names, and then pointed
to a large bowl of candy sitting on a nearby table. After
telling the children that they could each take one of the
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candies, she mentioned that she had some work to do
and quickly exited the room. That part of the experi-
ment was the treat. And here’s the trick: What the chil-
dren didn’t know, besides the fact that they were in a
cleverly devised experiment, was that someone was
secretly watching them through a hidden peephole.
That person was another research assistant who had the
job of recording whether each child behaved honestly
by taking only one piece of candy.

When the results were in, the data revealed that over
a third of the kids took more candy than they should
have—33.7 percent, to be exact. But, as we’ve already
hinted, the researchers wanted to see if they could use
a mirror to reduce the rate of candy theft. In these cases,
the research assistant angled a large mirror by the candy
bowl in such a way that the trick-or-treaters had to look
at themselves in the mirror when they took the candy.
The theft rate when the mirror was present? Only 8.9
percent.®

In a similar vein, one of us conducted a study examin-
ing how focusing people on themselves and their own
image makes them act more consistently with their
values. Led by behavioral scientist Carl Kallgren, we
first assessed participants’ feelings about littering at the
beginning of an academic semester. Later in the semes-
ter, when participants arrived at the laboratory, half were
exposed to a closed-circuit television featuring their own
image (so that it was almost like seeing themselves in a
mirror), while the other half watched a closed-circuit
television featuring geometric shapes. They were told
that they would be completing a task that required their
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heart rate to be monitored, which involved placing some
gel on their hand. Once the subjects believed they were
done with the study, a research assistant handed them
a paper towel to wipe off the gel and asked them to exit
through the stairwell located on that floor. We were look-
ing to see whether each participant dropped the paper
towel in the stairwell on his or her way toward the exit.

What we found is that when they hadn’t viewed an
image of themselves before they had the opportunity to
litter, about 46 percent of the participants littered. But
when they had, only about 24 percent littered. If there’s
one thing this study does, it helps answer the question,
“How can people who litter look at themselves in the
mirror every day?” The answer appears to be that they
don’t.®!

In everyday life, we can use mirrors to persuade oth-
ers in the most subtle manner to behave in more socially
desirable ways. Besides telling us how to arrange our
Halloween treats, this research indicates that carefully
placed mirrors can encourage kids to act more kindly
toward one another. Also, a manager who has experi-
enced 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 alter-
native to video surveillance, which is not only costly, but
sends a signal to the employees that they’re not trusted—a
prospect that can actually lead to greater employee theft
down the line, not less.??

If adding mirrors to a specific location isn’t practical,
there are two other possibilities that produce mirror-
like effects. First, social psychologist Ed Diener and his
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colleagues have found that asking people their names
can have a similar effect. This means that asking kids
and employees alike to wear name tags should lay the
groundwork for more desirable behavior.3? Second,
recent research by scientist Melissa Bateson and col-
leagues 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 cof-
fee or tea consumption. In other words, if they drink cof-
fee or tea, they’re supposed to drop a certain amount of
money into a jar 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.34

As these findings demonstrate, it can’t hurt to have
another pair of eyes looking over the situation, regard-
less of whether they’re yours or someone else’s.
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Does being sad make your
negotiations bad?

I n one episode of the hugely successful television
series Sex and the City, the main character, Car-
rie Bradshaw, is walking down a New York City street
with close friend Samantha Jones, who is telling Car-
rie why she’s felt so sad recently. Samantha is walking
with a noticeable limp. At one point in the conversation,
Samantha exclaims, “Ow!” In response, Carrie enquires,
“Honey, if it hurts so much, why are we going shop-
ping?” Samantha retorts, “I have a broken toe, not a bro-
ken spirit.”®

Each year, millions of us who feel down try to allevi-
ate our sorrow through shopping. A recent study con-
ducted by social psychologist Jennifer Lerner and her
colleagues investigated how emotions such as sadness
can deeply affect people’s buying—and selling—behavior,
providing us with some interesting insights about the
prevalence of this phenomenon.

The researchers hypothesized that the experience of
sadness activates the motivation in people to alter their
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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 dif-
ferent 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.

In an experiment designed to test these ideas, the
researchers induced either sadness or no emotion in
their participants by having them view one of two dif-
ferent film clips. Those assigned to the sadness-inducing
condition watched a movie clip from the film The Champ,
which featured the death of a boy’s mentor; following
that, they were asked to write a brief paragraph about
how they’d feel if they’d been in the situation portrayed
in the clip. Those assigned to the no-emotion condition
watched an emotionally neutral film clip featuring fish
and then wrote about their day-to-day activities. After-
ward, all participants were told that they were about to
take part in a second, unrelated study. Some of the par-
ticipants were given a set of highlighters and asked to set
a price at which to sell them, whereas the other half were
asked to set a price at which they would buy the very
same item.

The results supported Lerner’s assertions. Sad buy-
ers were willing to purchase the item for around 30 per-
cent morethan were emotionally neutral buyers. And sad
sellers were willing to part with the item for around 33
percent lessthan were their emotionally neutral counter-
parts. What’s more, the researchers found that the carry-
over of the emotion from the movie into their economic
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decisions occurred completely outside of the subjects’
awareness—they had no idea they had been so deeply
affected by these residual feelings of sadness.*

It’s not just the negative emotions that can affect our
decision-making tendencies. Behavioral scientists Chris-
topher Hsee and Yuval Rottenstreich have asserted that
people’s judgment and decision-making abilities can be
impaired by any emotionally charged issue, regardless
of the positivity or negativity of the feelings it produces.
They argue that emotions lead people to become less
sensitive to differences in the magnitude of numbers; in
other words, people are more likely to pay attention to
the simple presence or absence of an event as opposed to
the specific numbers that characterize the event. What
this means is that people are more likely to pay attention
to the simple presence or absence of an emotion-laden
offer as opposed to the specific numbers that character-
ize the offer.

To test this idea, the researchers asked participants to
spend a brief period of time thinking about some issues
either emotionally or nonemotionally. Shortly after-
ward, these research subjects were told to imagine that
someone they knew was selling a set of Madonna CDs.
Half of them were told that there were a total of five CDs
in the bundle, whereas the other half of the participants
were told that there were a total of ten CDs in the bundle.
Participants were then asked to report the maximum
amount they’d be willing to pay for the bundle of CDs.

The researchers found that those who had earlier
spent time thinking in an unemotional manner were will-
ing to pay more for the set of ten CDs than for the set of
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five CDs, a decision-making outcome that’s quite ratio-
nal. More interestingly, however, those who had earlier
practiced thinking in an emotional manner were insen-
sitive to the magnitude difference in number of CDs,
reporting that they would pay roughly the same amounts
for the set of ten CDs as they would for the set of five
CDs.#

The results of this study suggest that emotional expe-
riences can have a detrimental impact on decision-mak-
ing, perhaps allowing you to be persuaded by an offer
when you shouldn’t be. Suppose that you are negotiating
with a supplier for raw materials, and there is a ten-thou-
sand-dollar gap between the amount of money you are
offering and the quantity of the raw materials the sup-
plier is willing to provide to you for that amount. Recog-
nizing this disparity, but not willing to provide any more
of those raw materials for the amount of money you're
offering, the supplier might offer to throw in fifty units
of a brand-new product that you might be excited about
due to its novelty. Whereas it may be the case that a hun-
dred units, not fifty, are roughly valued at ten thousand
dollars, this research teaches us that offers laden with
emotion such as this one could potentially lead the buyer
to overestimate the value of the fifty units, and thus make
a poor and unprofitable decision.

The same is true when buying a car, a process that’s
invariably a roller coaster of emotions. After you've
picked out your new beauty, it may be the case that
what you're willing to buy it for and what the salesper-
son is willing to sell it for is off by five hundred dollars.
Knowing full well how much you want the car and how
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emotional you are in the moment, salespeople will try to
throw in an additional item, such as a set of mud flaps,
whose value is realistically nowhere near five hundred
dollars.

How can we prevent these factors from influenc-
ing us? The findings from this study indicate that doing
something as simple as focusing on numbers and calcu-
lations before the negotiation should help restore your
ability to differentiate between the magnitudes of num-
bers. It might even behoove you to come prepared with
a pricing sheet and a calculator in hand, and always keep
them in front of you on the table.

More generally, though, it’s extremely important
to recognize what emotional state or mood you are in
before you make an important decision, begin a crucial
negotiation, or even respond to an unfriendly or aggres-
sive email. For example, suppose you have the task of
negotiating the financial terms of your contract with a
vendor. If you've just gone through an emotional experi-
ence, even though you might think your decision-making
ability would be unaffected, you should consider holding
off on the negotiation process. This short delay will allow
time for those emotions to subside, allowing you to make
more rational choices.

Even if you’re not experiencing a particularly acute
emotional feeling, it would generally be good practice
in any high-value decision-making situation to allow a
period of time to pass, to compose yourself. Often, peo-
ple schedule meetings back to back as a matter of con-
venience. However, by giving yourself a short break
between meetings, you’'ll reduce the likelihood that the
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feelings generated by an emotionally charged meeting
don’t spill over into the next—especially if the second
meeting is one in which you’ll need to make budget or
purchasing decisions.

The same is true with decisions that you might make
athome. You might be considering the purchase of some
new furniture, a new appliance, some form of home
improvement, or even the purchase of a new home. Or
you might be setting prices of items you’re planning to
sell online. In those situations, it’s always wise to take a
step back, examine how you feel, and put off that activity
until you're feeling emotionally neutral.

Finally, those of us looking to influence others’ deci-
sions should also be aware of the role that mood plays.
Of course, it would be both unwise and wrong to attempt
to persuade someone who has just been saddened by a
piece of information—or even worse, to bring up some
topic that will put the other person in a gloomy mood
(e.g., “Hey, I heard the bad news about your dog—on an
unrelated note, here’s the price I can offer for our deal”).
Such decisions will often lead to regret and do little to
build long-term relationships with others. In fact, by offer-
ing to postpone negotiations with someone who has just
had a negative emotional experience, you’ll strengthen
your relationship by making yourself seem noble, car-
ing, and wise, which are three priceless characteristics of
anyone who wishes to be more influentijal.
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What can make people believe
everything they read?

former Chinese political prisoner once described
_his experiences as a target of brainwashing:

You are annihilated, exhausted, you can’t control
yourself, or remember what you said two minutes
before. You feel that all is lost. From that moment the
judge is the real master of you. You accept anything
he says. [emphasis added]®®

To what technique was the former political prisoner refer-
ring, and what can this tell us about the factors that allow
others to persuade us?

Although the former prisoner was likely the victim
of numerous and varied thought-reform tactics, one of
the main strategies he was referring to was sleep depriva-
tion. It should come as no surprise that we tend to func-
tion better as a whole when we have had a good night’s
sleep. As we all know from experience, when we’re well
rested, we’re more focused, we feel more alert, and we
communicate more eloquently. But work done by social
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psychologist Daniel Gilbert offers an insight that’s less
obvious but completely consistent with the experiences
of the political prisoner: We may be more susceptible to
others’ deceptive influence tactics when we are tired. In
aseries of studies, Gilbert has found evidence supporting
the hypothesis that upon hearing someone make a state-
ment, the listener immediately accepts it as true, regard-
less of whether it’s actually true. It is only with mental
effort that, a fraction of a second later, the listener recog-
nizes a statement to be false, subsequently rejecting it.

When the stakes are high, people usually have
enough cognitive resources and motivation to mentally
reject statements that sound false. But when people are
tired, they’re more likely to be in a heightened state of
gullibility because of the diminished cognitive energy
and motivation associated with exhaustion. 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.®

If’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
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momentary. For example, research conducted by Bar-
bara 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 distrac-
tion 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!”

What do these studies say about how to avoid suc-
cumbing to the factors that make us more easily per-
suaded? Our first recommendation would be to get more
sleep. Of course, we’d all like to get more shut-eye, and
we understand that’s easier said than done. If you do
happen to find yourself particularly distracted or sleep-
deprived, 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.
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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 yourecognize that you’re more likely to believe what
youread 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 min-
imize your distractions. You might, for instance, have a
personal “decision space” at work or home that’s free of
distractions and background noise so that you can focus
on the task at hand. More practically speaking, to pre-
vent being first duped (by a double-dealing persuader)
and then dumped (by your dissatisfied organization), it’s
a good idea to reduce multitasking when the stakes for
these decisions and interactions with others are high.
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Are trimeth labs boosting
your influence?

~ edwetting, dry mouth, and even restless legs.
1D These days, there’s seemingly a drug for every-
thing under the sun. You might be surprised to learn,
however, that there’s a drug called 1, 3, 7trimethylxan-
thin that could make you more persuadable if you take
it and make you more persuasive if you give it to oth-
ers. Perhaps even more shocking is the fact that this drug
is now widely available through “trimeth labs” that are
popping up in neighborhoods everywhere.

The drug, known in the chemistry community as
1, 3, 7trimethylxanthin, is more commonly known as
caffeine, and these “trimeth labs” are more commonly
known as coffee shops. Starbucks Corp. alone has over
nine thousand locations across thirty-eight countries,
although we doubt chairman Howard Schultz ever
dreamed that the beverages he’d make available on
every street corner and in every shopping mall could be
a potential tool of influence and persuasion. We all know
that caffeine can make us feel more alert, but can it make
us more persuasive?
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To test coffee’s persuasive prowess, scientist Pearl
Martin and her colleagues first asked all of their partici-
pants 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 research-
ers 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.

Shortly after drinking the juice, all the participants
read a series of messages containing very good argu-
ments advocating a certain position on a controversial
issue. Those who had consumed the caffeinated bever-
ages before reading these arguments were 35 percent
more favorably disposed toward that position than were
those who drank the unadulterated drink.

Does this mean that you could walk down to the near-
est coffee shop on your lunch break and sell the Brook-
lyn Bridge to any one of the patrons there? Hardly. In a
second study, the researchers also tested the effect of caf-
feine 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 presen-
tations 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 usu-
ally takes about forty minutes for the full effect of caffeine
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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 audi-
ence. If that’s the case, and you still plan to serve refresh-
ments, we suppose there’s always decaf . ..
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How can technology impede
persuasive progress?

ust like any other communications company,

# 7 U.S. Cellular, a large wireless carrier based in the
Midwest, relies almost entirely on technology as the
backbone of its business. That’s why a policy that the
company enacted several years ago seems so ironic, if
not completely insane: Over five thousand employees
were told that they were no longer allowed to communi-
cate with one another via email on Fridays.

How could that be possible? In an age in which we’re
all so dependent on electronic transmissions to com-
municate quickly, effectively, and accurately with our
coworkers, banning email is almost like prohibiting the
use of calculators in favor of fingers and toes. Why would
U.S. Cellular executive vice president Jay Ellison make
such a decree? Was it perhaps a nefarious plan concocted
by upper management to force their employees to run
up personal cell phone bills, thereby increasing profits
for the company in the short term?

It turns out that after getting bombarded with more
emails every day than he could open, Ellison started to
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feel that the endless stream of impersonal, electronic com-
munications might actually be hurting teamwork and
overall productivity, not improving it. According to an
ABCNews.comreport, Ellison’s memo told employees to
“get out to meet your teams face-to-face. Pick up the phone
and give someone a call . . . I look forward to not hearing
from any of you, but stop by as often as you like.”

The news report went on to describe some of the dra-
matic consequences of the policy change. For example,
two coworkers who previously had an email-only rela-
tionship were forced to talk to each other by phone. In the
course of doing so, they were surprised to learn that they
were not in fact across the country from each other, but
rather across the hall! This discovery led to face-to-face
interactions, which further strengthened their relation-
ship.

The employees werealso sure toreceive another bene-
fit from the policy shift: increased clarity and understand-
ing of their communications with one another. Research
conducted by behavioral scientist Justin Kruger and col-
leagues 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 physi-
cal gestures—two nonverbal cues that are absent in email
communications—typically act as important indicators of
the true meaning of the communication when the con-
tent of the message is in any way ambiguous. This fact
alone is enough to make email communications prob-
lematic. But what Kruger and his colleagues argue makes
itan even more dangerous problem is that the senders of
these messages are almost completely unaware that their
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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 research-
ers found that senders overestimated the degree to which
receivers understood the tone of the message (e.g., seri-
ous or sarcastic; angry or sad). Remarkably, the pattern
of data looks exactly the same regardless of whether par-
ticipant pairs are close friends or two people who had
never interacted before. The fact that written communi-
cation 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.”

So what’s a communicator to do about this potential
deficiency? Perhaps you could simply use “emoticons,”
those funny little faces that are intended to convey emo-
tion pictorially (e.g., “:-(°). However, as evidenced by
this graphically challenged example, emoticons can also
blend into the rest of the message or be unclear in other
ways, resulting in additional confusion. How about elim-
inating emails entirely, choosing to communicate only
through phone or face-to-face interactions? Maybe that
might work once a week, as at U.S. Cellular, but we don’t
always have the time or ability to engage in such interac-
tions. According to the findings of an additional study,
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 drasti-
cally reduce this problem.
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Although it no doubt took some time to get accus-
tomed to, the consensus at U.S. Cellular today is that the
no email Fridays policy has been a resounding success
and serves as an important reminder about the role that
personal interactions with others plays in strengthening
our relationships with them. But the case of U.S. Cellular
dealt primarily with the consequences of electronic inter-
actions for general workplace relationships and commu-
nication. 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 con-
ducted 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.

Although the internet has often been referred to as the
information superhighway, might the lack of personal
contact between negotiating parties have the potential to
act more like a roadblock than a route to successful out-
comes? Research conducted by social scientist Michael
Morris and colleagues made this argument. In one exper-
iment, MBA students negotiated with one another either
face-to-face or via email. When all was said and done,
those who negotiated through email exchanged far less
of the kind of personal information that typically helps
people establish better rapport.’*

Realizing that the lack of rapport created through
e-negotiation could lead to poorer outcomes for all par-
ties, researcher Don Moore and his colleagues thought
they might have a pretty simple fix to this potentially
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not-so-simple problem: What if, before the negotia-
tion, 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 negoti-
ate 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., under-
graduate 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 infor-
mation, 29 percent of the pairs came to an impasse, fail-
ing 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 settlement—
the sum of what each participant walked away with—was
18 percent higher in the personalized groups as compared
to the depersonalized groups.”® So, by taking the time to
disclose something personal about yourself and to learn
something personal about your online counterpart, you’ll
likely be able to increase the size of the pie for you both to
share. The bottom line is this: It’s okay to use a computer
to persuade. Just don’t act like one when you do.
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How do you get to yes in
any language?

l ? ai. Hao. Da. Ja. Si. Oui. People from around the

globe say yes in very different ways, but does
that mean that the persuasion strategies we use to get
them to say it should also differ depending on the mes-
sage recipient’s cultural background? Or is a one-size-fits-
all approach likely to be equally effective regardless of a
person’s country of origin? Although the fundamental
principles of social influence and many of the strategies
we discuss throughout this book are powerful persuad-
ers 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. In essence, these differ-
ences result from the variation in the cultural norms and
traditions of diverse societies, which leads the people of
these different societies to place greater weight on some
aspects of a persuasive message than on others. This
means that successful organizations looking to transfer
their practices, policies, and organizational structures
from one cultural setting to another need to pay careful
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attention to how social influence differs in the two cul-
tures—or risk turning what may be a well-oiled machine
in one society into a gunk-filled clunker in the next.

Social influence researchers have focused much of
their attention on how one particular dimension, known
as individualism-collectivism, affects the persuasion pro-
cess. In brief, individualism is an orientation that assigns
highest priority to the preferences and rights of the indi-
vidual. Collectivism, on the other hand, is an orientation
that assigns highest priority to the preferences and rights
of the group. Although it’s an oversimplification, one
might say that in individualistic cultures, it’s more about
me, whereas in collectivistic cultures, it’s more about we.
People in countries like the United States, the United
Kingdom, and others in Western Europe tend to be more
individualistic. In contrast, many other countries around
the globe, including those that are now burgeoning areas
for international business partnerships—those in Asia,
South America, Africa, and Eastern Europe—are more
collectivistic.

Researchers Sang-Pil Han and Sharon Shavitt set out
to examine the implications of these different cultural
orientations on persuasion in a marketing context. Their
prediction was that in collectivistic cultures, advertise-
ments that focus consumers on the product’s benefits to
one’s group members (e.g., friends, family, or coworkers)
would be more persuasive than advertisements that focus
consumers solely on the product’s benefits for the con-
sumer him- or herself. They also thought that this would
be especially likely for products that are typically shared
with others, such as air conditioners or toothpaste.
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Han and Shavitt first looked for evidence to support
their ideas. They picked two magazines in the United
States and two magazines in South Korea, making sure
that they matched the magazines in the two countries
on overall popularity and genre. They then randomly
selected advertisements from those magazines and had
trained native and bilingual speakers evaluate the ads for
the extent to which the ads focused on the benefit of the
product to the reader him- or herself or on the benefit of
the product to the reader’s group. The researchers found
that U.S. ads were indeed more likely than South Korean
ads to highlight how the product’s benefits were con-
ferred on the individual rather than on the group, espe-
cially for products that are shared with others. Whereas
the U.S. advertisements tended to appeal to the reader’s
individuality (e.g., “The art of being unique”), motiva-
tion for self-improvement (e.g., “You, only better”), and
personal goals (e.g., “With this new look I'm ready for
my new role”), the South Korean advertisements tended
to appeal to the reader’s sense of responsibility to the
group (e.g., “A more exhilarating way to provide for your
family”), motivation to enhance the group (e.g., “The
dream of prosperity for all of us”), and consideration of
the group’s opinions (e.g., “Our family agrees with the
selection of home-furnishings”).

After confirming that the persuasive messages
embedded in these advertisements targeted different
consumer motivations based on the cultural orienta-
tion of the society, the researchers wanted to answer a
more psychologically important question: Are collec-
tivistic- and individualistic-oriented messages actually
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more persuasive in their respective cultures? After all,
as we discussed in the Introduction, that marketers think
certain types of messages will be most effective doesn’t
simply make it so.

To answer this question, 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. For example, the indi-
vidualistic version of an ad for a brand of chewing gum
stated, “Treatyourselfto a breath-freshening experience.”
Notice that this message is focused on the breath-fresh-
ening benefits solely to the consumer. But as we all know
from experience, the state of a person’s breath isn’t solely
a personal issue; it can affect those around that person as
well. Understandably, then, the more collectivistic ver-
sion of this ad stated, “Share the breath-freshening expe-
rience.” Of course, the ads were written in English for
the U.S. participants and in Korean for the South Korean
participants. The results revealed that South Korean par-
ticipants 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.%

These findings should also give pause to any mar-
keter considering blanketing various countries with a
one-strategy-fits-all marketing campaign. Instead, such
campaigns should be tailored to fit the particular cultural
orientation of the societies in which they take place. The
breath of an entire nation may depend on it.
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How can you avoid driving your
cross-cultural influence
into the rough?

S everal years ago, legendary U.S. golfer Jack

Nicklaus suffered a nearly unbearable tragedy,
witnessing the heartbreaking death of his young grand-
son. Several days later, Nicklaus made it clear in an inter-
view that his chances of playing in one of golf’s most
prestigious events, the Masters, were “between slim and
none.” Yet, to the surprise of many, he also announced
that he would play in two other golf outings in the near
future. What powerful factor could convince a grieving
man to participate in these events after being stricken by
such tragedy?

It turns out that Nicklaus had made prior promises to
play in each event before his grandson passed away. As
the golfer put it, “You make commitments, and you've
got to do them.”%” As we discussed earlier, the motiva-
tion to be consistent with one’s commitments can be
quite powerful in influencing a person’s actions. But does
it motivate with the same force equally across cultures?
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All else being equal, would someone from a different cul-
tural background feel just as bound by his or her previous
actions and commitments at a time of family tragedy?

To help get a better understanding of the answer to
this question, let’s consider an experiment that one of
us conducted with lead researcher Petia Petrova. In that
experiment, students who were native to the United
States (generally more individualistic) and students who
were Asian international students (generally more collec-
tivistic) 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. par-
ticipants were actually more likely to comply with the
second request (around 22 percent) than the Asian par-
ticipants (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. partici-
pants than among Asian participants.’®

Why did this occur? Perhaps some additional research
that one of us conducted might shed more light on this
perplexing question. Along with several colleagues, we
conducted a study in which we found that when we asked
American students to participate without pay in a mar-
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keting survey, they were more influenced by their own
history of agreement to such requests—in other words, to
their prior commitments—than by their peers” history of
agreement. But in Poland, a more collectivistic-oriented
country, just the opposite occurred. In Poland, what a
student’s peer group had previously done was a more
powerful motivator of current compliance than what the
student him- or herself had previously done.*

These findings are primarily due to cultural differ-
ences in individualism and collectivism. 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 pow-
erful motivator of people from countries in Asia, Eastern
Europe, South America, and Africa. What this means is
that 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 per-
son’s peer group has done before.

To take a specific example, suppose you worked for a
company that has been doing business successfully with
a firm in Eastern Europe for two years. During that time,
you have often had to ask your European partners for the
favor of providing updated marketing information. Your
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main contact there, Slawek, and his coworkers have usu-
ally gone out of their way to help you. Suppose further
that you need updated information once more and that
in a phone conversation you make your request as fol-
lows: “Slawek, you have been so helpful in the past that
Pm hoping you can provide us with updated information
again.” In so doing, you will have made a mistake. The
results of these studies suggest that you would have better
success if you had said, “Slawek, you and your cowork-
ers have been so helpful in the past that ’'m hoping that
you can provide us with updated information again.” It’s
an easy mistake for a North American, British, or West-
ern European person to make because those individu-
als assume that everyone prefers to operate according to
the principle of personal consistency—the tendency to
decide what’s right to do in a situation based on what
one has previously done there. But, as these studies dem-
onstrated, in many collectivistic countries, personal con-
sistency 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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When does letting the call go to
voicemail cause a hang-up
in your influence?

} f you're like us, it happens to you all the time. You
should probably take the call, but for one reason or
another, you don’t. You might be eating lunch. Perhaps
you're busy surfing the web for the latest sports scores.
Or maybe you just like the way the cell phone feels when
it vibrates in your pocket. Regardless of the reason, the
negative impact is usually minimal: The caller typically
leaves a message, which you can return at a time that’s
more convenient. But why might this common routine
have more dire consequences if the caller is from a col-
lectivistic rather than an individualistic culture?

People from collectivistic and individualistic cultures
tend to differ in the relative weight they give to two cen-
tral functions of communication. In short, one function
of communication is informational: When we commu-
nicate, we convey information to others. A second, less
obvious function of communication is relational: When
we communicate, we help build and maintain relation-
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ships with others. Although both functions are clearly
important to people in all cultures, social psycholo-
gists Yuri Miyamoto and Norbert Schwarz argued that
individualistic cultures place a greater emphasis on the
informational function of communication, whereas col-
lectivistic cultures place a greater emphasis on the rela-
tional function.

Although this cultural difference has implications for a
variety of communication-related issues, Miyamoto and
Schwarz examined one aspect of communication that
permeates our daily lives both at home and in the work-
place-leaving phone messages for others. The research-
ers suspected that because people from Japan tend to be
collectivistic and therefore more focused on forming and
maintaining relationships with others, Japanese people
would have a harder time making a somewhat complex
request on an answering machine. They reasoned that if
Japanese people care more about how their communi-
cations affect their relationship with message recipients
than American people, conveying a message in which
they receive no feedback about how the message is being
received should cause them to experience more mental
fatigue. To test this, Miyamoto and Schwarz had Ameri-
can and Japanese participants leave a somewhat detailed
request for help on an answering machine using their
native languages. Whereas American participants cut
right to the heart of the information, Japanese partici-
pants took longer to leave their messages, seeming to be
more concerned about how their message would affect
their relationship with the recipient.

The researchers also surveyed Japanese and Ameri-
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can participants about their experiences with answering
machines. Whereas Americans reported hanging up
whenreaching an answering machine abouthalf the time,
Japanese people reported hanging up an astounding 85
percent of the time. And, consistent with the researchers’
explanation for the results of the previous study, when
asked what they disliked most aboutanswering machines,
the Japanese respondents were more likely to cite rela-
tional reasons (e.g., “It is hard to sound personal on the
answering machine”) than were Americans, whereas the
cultural pattern was reversed for informational reasons
(e.g., “People sometimes don’t check it”).1%

What do these findings say about influencing others
within and outside the workplace? As we discussed in
previous chapters, relationships are a key component to
the persuasion process—but this is especially true with
people from countries with collectivistic orientations.
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 rela-
tionship that the two of you share.!”

The same should apply for conversations as well. In
fact, based on some prior research showing how Japa-
nese listeners tend to provide more feedback (e.g., “I
see,” “Yes”) than their American counterparts during
conversations, Miyamoto and Schwarz suggest that
when a Japanese person talks to an American, it’s almost
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as if that person is talking to an answering machine. This
idea fits with an additional survey finding that Japanese
participants were more likely to say that they disliked
answering machines because “it is hard to speak because
there are no responses.” These findings also suggest that
we should be especially vigilant about providing such
feedback with people from collectivistic cultures, letting
them know that we’re attending to the relationship that
we share with them as well as to the information they’re
trying to convey.!%?

The results also serve as a warning that “letting the
call go to voicemail” can be a potentially treacherous
decision, especially when the caller is from a collectivis-
tic culture. If you think that the worst that can happen is
that you get yourself into a simple game of “phone tag,”
you might soon find that a simple sound—click—informs
you that it’s now become a single-player game.
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‘hroughout this book, we’ve described many
social influence strategies that we’ve referred to
as tools for your persuasion toolbox. And that’s exactly
how they should be used—as constructive tools that help
build authentic relationships with others, highlight the
genuine strengths of one’s message, initiative, or product,
and ultimately create outcomes that are in the best inter-
est of all parties. However, when these tools are instead
used unethically as weapons of influence—for example,
by dishonestly or artificially importing the principles of

social influence into situations in which they don’t natu-
rally exist—any short-term gains will almost invariably be
followed by long-term losses. In other words, although
the dishonest use of persuasion strategies may occa-
sionally work in the short run—perhaps someone could
be persuaded with a bad set of arguments or could be
tricked into buying a defective product—the long-term
consequences to one’s reputation are dire when this dis-
honesty eventually is discovered.

It’s not simply the dishonest use of persuasion tools
that people would be wise to avoid; there are also inher-
ent dangers in trying to exploit the applications of some
of the tools that we’ve described. For example, in the
spring of 2000, the United Kingdom found itself in the
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midst of a serious crisis. Businesses up and down the
country were crying out in desperation; schools were
deserted; shops were struggling to find customers; and
public services were at risk of a meltdown. The reason
for the crisis? There was no fuel. Actually, that last state-
ment is only partially true. There was plenty of fuel; it
was just that stations had no supplies due to the blockad-
ing of a number of oil refineries by protesters who were
upset with how much they had to pay at the pump.

The impact of the shortage quickly took effect. In
every city, town, and village, tens of thousands of motor-
ists quickly formed lines outside fuel stations to fill up
with much-needed supplies. As the shortage began to
take a deeper effect, the behavior of the motorists also
changed. Local and national newspapers, radio stations,
and TV channels ran stories describing how car owners
would join one queue to fill their tanks with fuel only to
drive a few miles down the road and join another one to
top off their tanks again. Other drivers slept overnight
in their cars outside fuel stations, hoping they might be
the lucky recipients of one of the rare shipments of fuel
that did get through the blockades. This is the power of
scarcity in action.

Atthe height of the crisis, there was a gas station owner
who had reportedly received a supply of much-needed
fuel. In fact, he was the only owner for many miles around
with supplies of fuel, and the news quickly spread. Rec-
ognizing the unique position in which he found himself,
and seeing the lengthy line forming outside his business,
none of us would be surprised to learn that this enterpris-
ing businessman took advantage of his fortunate situa-
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tion by adding a premium to the price of his fuel. But
instead of adding a small amount, he increased his prices
tenfold, which amounted to the equivalent of over forty
dollars per gallon!

Did the disgruntled but still fuel-hungry motorists
refuse en masse to pay such extortionate prices? Hardly.
Although they were angry, they still lined up in droves
to get whatever fuel they could from the station. In just
a matter of hours, the last drop of fuel had been drained
from the station’s tank, and the owner made a profit in
one single day that would have normally taken him two
weeks to attain.

But what happened to his business two weeks later,
after the crisis had ended? In a word, it was disastrous. By
exploiting the scarcity of the fuel and forcing desperate
drivers to pay ridiculously inflated prices, he profited in
the short term but completely lost out in the long run.
People simply boycotted his business. Some went fur-
ther, making it their goal to inform their friends, neigh-
bors, and coworkers about the owner’s actions. His
business lost nearly every customer it had, and within
a very short time, his damaged reputation forced him to
close. This is completely consistent with an abundance
of research showing that those who behave in an untrust-
worthy matter can do little to regain the public’s trust.1%3

If the owner had considered the set of powerful
social influence tools available to him in his persuasion
toolbox, certainly there were better choices available—
choices that could have led to far greater profits in the
long term. For one, he could have ensured that his fuel
supplies went primarily to his local or regular customers,
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making a point of informing them that the reason he was
doing so was that he valued their loyalty. Or, he could
have put up a sign saying that he refused to gouge needy
motorists in a time of crisis; acting against his own (short-
term) self-interest in this way certainly would have made
him appear more likable, generous, and trustworthy in
the motorists’ eyes, a move that surely would have paid
big dividends in the future. Even if he had done nothing
but keep the prices reasonable, customers would have
likely been more than happy to buy some extras from
the shop just because they felt grateful that he didn’t take
advantage of them under those trying circumstances.

In a way, though, the gas station owner’s actions are
somewhat understandable. In the same way that many
of the people we wish to influence are often forced to
make decisions quickly by the fast-paced world around
them, the same is true for us as the persuaders. Often
the first influence strategy that comes to mind will not
be the most ethical-or the wisest, as was demonstrated
by the outcome of the owner’s actions. But by taking the
extra effort to consider all of the available options—and
by now, you should have a toolbox full of them—you can
move people toward your perspective, product, or ini-
tiative in a way that’s genuine, honest, and long-lasting.
And at the same time, as ethical persuaders, we can take
comfort in knowing that those who do choose to wield
social influence as a destructive weapon, rather than a
constructive tool, will inevitably end up pointing that
weapon at themselves and shooting themselves in the
foot.
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Appendix:
Feedback from Those Who've
Used These Methods

]» n this book, we’ve attempted to discuss a number of
. insights into how the influence process works from
a scientific perspective. We have been vigilant in provid-
ing only the influence strategies that have been shown,
through rigorously controlled studies and research, to be
effective. We deliberately haven’t based our recommen-
dations on our own hunches or anecdotes. Instead, we’ve
relied entirely on the significant body of research from
the study of social influence and persuasion. Accord-
ingly, you can be confident that your own attempts to
influence and persuade others no longer need be based
solely on your own intuition and experience. You now
also have science on your side.

We're frequently contacted by people who report to
us their experiences in using the science of persuasion,
often in response to reading one of our books, attend-
ing one of our seminars or conference keynote talks, or
receiving our free monthly online /nside Influence Report.
These people come from many different types of work
settings. Some work for multinational corporations,
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others in government or education, others are self-
employed, and yet others are people who simply want
to satisfy their curiosity regarding what science tells us
about how to be persuasive. All of them have one thing
in common: They shared with us a story about how
they ethically employed one or more of these scientific
insights in a way that has helped them to become more
persuasive. We’ve included below a selection of readers’
reports that relate to methods introduced in this book,
arranged by chapter topic.

2. What shifts the bandwagon effect
into another gear?

Tim Batchelor, Training Manager, Surrey

While in the role of head of training at a major pharma-
ceutical company, I had the responsibility of launching
a new presentation skills program to our four hundred
U.K. sales staff. While we knew that the program was
very innovative, we also knew that not everyone would
think the same as us about the initiative. A lot of the staff
had been in the organization for some years and proba-
bly thought they had seen it all before. Based on the idea
that people follow the lead of lots of others like them, in
the first couple of workshops we asked people to write
down one thing they genuinely liked about the work-
shop. We took that good feedback and printed it on large
posters, which we displayed on the walls at future events.
In fact, before we started any training we asked delegates
to review the posters and see what their colleagues were
saying about the program. I was a little skeptical at first
about whether such a simple thing would work, but the
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impact was incredible. By the end of the program rollout
we had collected more than two hundred emails from
people who had attended (an unprecedented number).
What was interesting was that this catalog of testimoni-
als also helped me to influence senior managers to sup-
port future projects I was leading. After all, it wasn’t just
me telling them how great the training department was.
I now had the written testimonials of two hundred staff
saying so as well.

Authors’ note: What’s especially wise about Tim’s use
of social proof is that, by simply asking the first group of
program participants to write down their testimonials, he
was able to use the same testimonials both to convince
others of the value of the program and to make the testi-
fiers’ already positive feelings toward the program even
stronger.

5. When does offering people more
make them want less?

John Fisher, Preston, United Kingdom

My wife had her own business making and selling chil-
dren’s clothes. When she first started up, she had only
a few styles and fabric patterns to offer her customers.
As her business started to grow and she attracted new
customers, she decided to expand the range she offered.
We consistently found that the more choices people had,
the less they bought. While, like most people, we would
consider more choices to be a good thing, my wife found
that having lots of options for her customers often meant
they did less business with her.
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Authors’ note: With all the choices that parents have
to make—what to feed their children, where and when
to enroll them in school, how to encourage them and
discipline them, to name a few—it’s perhaps no surprise
that having an abundance of choices for their children’s
clothes might just be overwhelming. John’s report pro-
vides an important lesson: Downsize the number of
options we offer to others when they must face a profu-
sion of choices in other areas of their lives.

13. Do favors behave like bread or like wine?

Dan Norris, Director of Training, Holt Development Services,
San Antonio, Texas

Giveaways are a hallmark of the sports franchise world.
Be it bobble heads, T-shirts, or free seats, many teams use
them to lure fans to games. The owner of our company
owns several sports teams, including a minor-league
hockey club. After a period of low ticket sales, we had to
report to our season ticket holders that we had to cutback
our promotional giveaways. We scheduled several focus
groups, and the first group reacted very negatively to the
news. They viewed the giveaways almost as an expecta-
tion rather than a gift. We inadvertently had them focus
on the possibility that the very things they had come to
expect would be cut back. The meetings quickly spiraled
downward, and many friends went home angry.

Afterward, we met to discuss a different strategy, and
thought about how we could be more effective by apply-
ing the principle of reciprocity. At our next focus group
meeting, we started off by asking the fans to name the
different giveaways we’d offered over the years. They
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began to call out answers like jerseys, extra tickets, and
autographed hockey sticks. We followed up their answers
by saying, “We are happy we have been able to provide
those gifts to you in the past, and would like to continue
to do so in the future. However, our ticket sales are falling
and that will make that difficult. What can we do together
to help bring in more fans to the games?” The reaction
couldn’t have been more different from that of the first
group. The fans began collaborating on how they could
get more of their friends and family members to attend
the games, and some even remarked, “It’s the least we
can do after all of the great things you’ve done for us.”

Authors’ note: This story demonstrates another way in
which recipients of gifts and favors become less grateful
over time: If they receive gifts often enough, they begin
to see them as a right rather than as a generous gesture.
The solution Dan’s group generated for getting the fans
to reclassify the promotional items as gifts and to remind
themselves of all that the hockey club had done for them
in the past was both ethical and effective.

14. How can one small step help your influence
take a giant leap?

Nick Pope, Director of Sales Force Training (Europe,
Middle East, Africa), Bausch and Lomb
One way we develop relationships with customers is to
invite them to educational presentations and meetings.
These days, our customers are bombarded with requests
to attend meetings and study days that are sponsored
by different companies. It’s no wonder that sometimes
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many of those who initially say they will attend an event
do notactually turn up. This can have a significantimpact
on our business. Using the principle of commitment and
consistency, before we invite any customers to an impor-
tant meeting, we ask them (a) to register their interest in
a particular subject and then (b) to create a few questions
that they would like answered on the topic.

When they receive their invite we make it clear that
some of these questions will be answered by our guest
speaker and expert on the topic. The expectation that
their question (which they have already committed to ask-
ing) could be asked in an open forum has seen participant
levels dramatically increase since using this principle.

Authors’ note: Although the principle of commitment
and consistency seems simple, we often must ask our-
selves the question, “Committed to what?” Or “Consis-
tent with whas?” Here, Nick and his team give themselves
ahead start in this effort by focusing on the questions that
each of the potential attendees already finds personally
most interesting.

16. How can a simple question drastically increase
support for you and your ideas?

Kathy Fragnoli, The Resolution Group, Dallas and San Diego

I am an attorney who left the practice of law thirteen
years ago to become a full-time mediator. My job is to
meet with parties who are involved in litigation and help
them settle their disputes. Most are represented by law-
yers. A typical mediation starts with all of the parties in
one room. Each is asked to provide a statement of their
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case. After opening statements, I escort each side to their
respective rooms, and I go back and forth between them
in an effort to persuade each litigant that the position he or
she took early in the morning needs to shift for the case to
settle. I often provide private input on the strengths and
weaknesses of each case to facilitate movement. Before 1
read about the psychology of persuasion, I would allow
the parties to state their monetary demands in the open-
ing session for the other party to hear. Once I understood
the principle of consistency, however, I began request-
ing that each side hold off on their monetary demands
or offers until I met with them privately. My settlement
rate increased dramatically when I realized that the pub-
lic commitment to a number was hindering the effort to
compromise. I quickly realized that the more people in
the room who heard the opening demands, the harder it
was to move them away from their positions!

Authors’ note: Kathy’s report very aptly shows the
negative side of public commitments. Because such com-
mitments lead people to defend their original stands, we
should avoid beginning a meeting by asking individuals
to state their positions regarding the best way to handle
the issue at hand. Instead, all of the available options
should be discussed at the start of a meeting; then, after
everyone has had an opportunity to consider all the evi-
dence, people will have an opportunity to publicly sup-
port a particular course of action. That will increase the
chances that any conflicts throughout the meeting will
involve attempts to find the optimal solution rather than
attempts to save face.
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22. How can we show off what we know without
being labeled a show-off?

Dil Sidhu, Acting Assistant Chief Executive,
London Borough of Lambeth

When I moved to this office, the borough had major
problems with operations, leadership, and managing
change and was undergoing a major recovery program.
By using the principle of authority (which maintains that
people rely on those with superior knowledge or wis-
dom for guidance on how to respond), I found useful
ways of ensuring that the government monitoring and
advisory panel was accepting of the type and speed of
change being achieved. I ensured that the credentials of
the people brought in to work on the turnaround were
well publicized along with the names of other organiza-
tions where they had been instrumental in improving
performance. A small thing, but it elicited a huge attitude
change from the advisory panel and allowed us the free-
dom to get on with the job of recovery.

Authors’ note: Note how little cost there was to the
changes that Dil made. All the information about the
people being brought in was already there for dissemina-
tion; it was just a matter of communicating it to the audi-
ence before any influence was attempted.
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33. When is a loser a winner?

Brian F. Ahearn, State Auto Insurance Companies,
Columbus, Ohio

One of my responsibilities is to help recruit new inde-
pendent agencies to represent our company. In our effort
to do this, we sent marketing materials to prospective
agencies so they could learn more about us. While we
hope most agents read our communications, seldom did
we receive any direct replies. After learning about the
principle of scarcity we realized we were missing out on
an opportunity that had been right in front of us all along!
We don’t do business in every state, and each year we set
a modest goal for appointing new agents in our operat-
ing areas. We never thought to incorporate those facts, or
our current progress, into the communications we were
sending. Understanding how scarcity can move people
to action, we began to include something like this near
the end of our communications: “Each year we have a
goal of selecting just a few new agencies to partner with
us. For 2006 that number was set at only forty-two agen-
cies across our twenty-eight operating states, and so far
we’ve appointed more than thirty-five. It’s our sincere
hope that your agency will be one of those remaining
agencies we appoint before year end.” The difference
was noticeable immediately! Within days we began to
receive inquiries. No extra cost, no new marketing cam-
paigns, no product or system changes needed. The only
change was adding three more sentences that contain
true statements.
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Authors’ note: Brian’s report is a perfect example of the
benefits of thinking about what his organization had to
offer that was genuinely scarce, and honestly describing it.

34. What can you gain from loss?
Christy Farnbauch, Hilliard City Schools, Hilliard, Ohio

I had the opportunity to put some of the principles to
the test during a school bond campaign. I work for the
ninth-largest school district in Ohio and we tried, unsuc-
cessfully, three times to pass a bond levy that would
provide funding for a third high school and fourteenth
elementary school. During the last campaign (February
through May 2006), I suggested that we try some new
tactics based on the science of persuasion. We chose a
campaign theme worded in the negative: “Our Kids
Can’t Wait.” In the past, campaign themes had always
been positive (for example, “Unite for Kids,” “Building
Tomorrow Today”). We were trying to communicate a
sense of limited time to do the right thing and to touch
on loss aversion. The implication was that our kids (and
the community) would lose if we didn’t act now. We
developed three clear messages, based on community
research, and clearly articulated those messages over
and over (a proven political strategy). We also built a
social network of more than ten thousand voters by using
a Get Out the Vote strategy called “Mine + 9.” Through
a phone survey, the most likely supportive voters were
identified, and one thousand volunteers were asked to
choose nine names of friends or colleagues to call and
follow up with over a three-week period before the elec-
tion.

230



Feedback from Those Who've
Used These Methods

The volunteers were well informed. The potential
voters were asked to make a commitment to voting on
the school issue and were simultaneously held account-
able by a friend or colleague. They received reminders
about the election right up until the polls closed on Elec-
tion Day. We also created campaign postcards and other
communications that were tailored to specific areas
throughout the district. Again, a first.

While I can’t scientifically prove that any of these
strategies helped us win the election, we did pass the
issue with a wide margin. I believe that these tactics were
invaluable to our success, and we will use them again for
future campaigns.

Authors’ note: Christy and her team’s use of commit-
ment/consistency along with the loss language is but one
example of how combining different influence strategies
can have an additive effect on success.

We would be delighted to hear from readers of this
book who would like to submit an example of their own
use of ethical influence for possible inclusion either in
future editions of this book or in new books. Please send
them to the relevant contact below or submit them via
our websites. Additionally, for more information about
Influence At Work, our books, conference talks, train-
ing, and consultancy services, please contact the relevant
addresses on the following page.
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In the United States, Canada,  In the United Kingdom

and Rest of the World and Europe

Influence AtWork Influence At Work (UK)

The Broadmor Place Dixies Barn D, High Street
2248 South Forest Avenue Ashwell

Tempe, AZ 85252 Hertfordshire SG7 5NT
United States of America United Kingdom

+1(0) 480967 6070 +44 (0) 870787 4747
info@influenceatwork.com info@influenceatwork.co.uk
www.influenceatwork.com www.influenceatwork.co.uk

You can sign up and receive our free monthly Inside
Influence Report by visiting www.influenceatwork.com or
www.influenceatwork.co.uk
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Epilogue
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