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Cialdini Chapters 1 & 2:

Influence & Reciprocity




Chspterr 1':
Wezpons ¢ Infiueice

. Reciprocation
. Consistency
. Social Proof

. LIKing

. Authority




Wzt nzices then 2:0 wieos i

MReflex Response

| FIxedaction patterns




I CheepCheep
Turkey or Polecat?

I Undulating dance

Cleaner fish or sabertoothed blenny?

A Heuristics
I Usually useful.




reregptusl Contrast Peinciple

AWater Temperature
| From ice or from warm?

AlLarge purchase leads to small
purchases




eCiprrocsiion

Every human culture ha:c

AAlvin Gouldner
American Sociological Revied960

ébecause it mostly worjl

éebut 1 s often used to
advantage.




Unbozlanecst Obligations

large favor.

APossible to refuse, but
I Internal dissonance




osettl eo for mor e t h

I Soviet weapons negotiating
I Girl Scout cookies

I Ask for a pony, get a dog.
I Ask for the sale, get a referral.
I Ask for an introduction, settle for a name.




compllance tactlcs avallable

AHighest levels of agreement
AHighest levels of performance
AHighest levels of responsibili
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Cialdini Chapter 3:

Consistency & Commitme




ovoipecat (olki)n,

A chiefly nocturnal European carnivorous mammal
(Mustela putorius) of the weasel family that ejects a
malodorous fluid to mark its territory and ward off
enemies. Also calledfitch.

1. Any of various related mammals of Asia,
especially Mustela eversmanni of central
Asia.

http://www.dictionary.com



http://www.dictionary.com/cgi-bin/dict.pl?term=A0079650
http://www.dictionary.com/cgi-bin/dict.pl?term=polecat

Chspterr 1':
Wezpons ¢ Infiueice

. Reciprocation
. Consistency
. Social Proof

. LIKing

. Authority




Chspterr 1':
Wezpons ¢ Infiueice

. Reciprocation
. Consistency
. Social Proof

. LIKing

. Authority




wxoloited Vipts

A Once a stand is taken, there is a natural
tendency to behave in ways that are
stubbornly consistent with the stamd 67

A Aware that he had written the essay withou
any strong threats or coercion, many times
a man would change his image of himself t¢
be consistent with the deed and with the




root-in-=tne Do)

AYou can use small commitments to
manipulate a person's self-image; you
can use them to turn citizens into
"public servants,: prospects into
"customers," prisoners into
"collaborators." And once you've got a
man's self-image where you want it, he




In 2 Beginning was the VWor(

A As a commitment device, a written

declaration has some great advantages. P. 76

I Reminder to ourselves of our stand. [Consistency]
I Evidence to others of who we are. [Social Proof]

A The companies have since learned a
beautifully simple trick that cuts the number of
such cancellations drastically. They merely




Salisizeiion

— IS0l VWI10 QO thrirougri a grealtl deail d
trouble or pain to attain something tend
to value it more highly than persons who
attain the same thing with a minimum of
effort.

I p. 89 [1959 Aronson & Mills]




rolloy=tgrn

Social scientists have
determined that we accept

Inner responsibility for a
behavior when we think we
have chosen to perform it in




rest of his life around him like a saddle on a bucking horse. Only
its not that simple, since Joe at the moment is feeling isolated
and scared through no fault of anyone but him. So that what I'm
counting on is the phenomenon by which most people will feel
they're not being strong-armed if they're simply allowed to
advocate (as stupidly as they please) the position opposite the
one they're really taking. This is just another way we create the

fiction that we're in control of anything.
[See Influence and ] p. 145

"Okay, but just let me ask one thing." Joe crosses his short arms
and leans against the doorjamb, feigning even more



http://www.mayogenuine.com/influence.htm
http://www.mayogenuine.com/influence.htm
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Cialdin_i Chapter 4.
Social Proof




Cusjptels 1
Wezpons ¢ Infiuecics

. Reciprocation
2. Consistency
3. Social Proof
4. Liking
5. Authority




Socis] IPront

A What do you think?

A What are you having?
AWhy i sno6t this rest

nNOne mMeans wWe uUse to
correct iIs to find out what other people
t hink | sp.ld®rrect . 0O

I One who poses as a satisfied customer or an
enthusiastic gambler to dupe bystanders into

participating in a swindle.




NEach person deci des
IS concerned, nothing is wrong.
Meanwhile, the danger may be

mounting to the point where a single
individual, uninfluenced by the seemlng
calm of others, wouldr eact . O




