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Chapter 1:

Weapons of Influence

1. Reciprocation 

2. Consistency

3. Social Proof

4. Liking

5. Authority

6. Scarcity

7. But not: Material Self-Interest
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What makes them all work:

ÅReflex Response

ïFixed-action patterns

ÅPerceptual Contrast
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Fixed-action Patterns

ÅTrigger Feature

ïCheep-Cheep

Turkey or Polecat?

ïUndulating dance

Cleaner fish or saber-toothed blenny?

ÅHeuristics

ïUsually useful.

ïWe need shortcuts.

ÅMay I  é  because é
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Perceptual Contrast Principle

ÅWater Temperature

ïFrom ice or from warm?

ÅLarge purchase leads to small 
purchases

ïStereo for a car

ï$195 shirt for $1800 suit
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Reciprocation

ÅGive as you have gotten

Every human culture has this ruleé

ÅAlvin Gouldner

American Sociological Review1960

ébecause it mostly works,

ébut is often used to manipulate and gain 

advantage.

ÅGift of Coke

ÅKrishnaôs flowers

ÅFree samples: Amway BUG
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Unbalanced Obligations

ÅSmall gift resulting in

large favor.

ÅPossible to refuse, but

ïInternal dissonance

ïShame and social exclusion
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No Gift at All

ÅAsk for more than is likely,

òsettleò for more than was intendedé

ïSoviet weapons negotiating

ïGirl Scout cookies

ïAsk for a pony, get a dog.

ïAsk for the sale, get a referral.

ïAsk for an introduction, settle for a name.

Åébut, donôt aim toohigh.
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Rejection-then-Retreat

One of the most pervasively influential 

compliance tactics available.

ÅHighest levels of agreement

ÅHighest levels of performance

ÅHighest levels of responsibility

ÅHighest levels of satisfaction
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pole·cat (p l k t ) 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 called fitch.

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

1. See skunk (n., sense 1a). 

[Middle English polcat: possibly Old French poll, poule, 
fowl, hen ; see pullet + cat, cat; see cat.]
http://www.dictionary.com

http://www.dictionary.com/cgi-bin/dict.pl?term=A0079650
http://www.dictionary.com/cgi-bin/dict.pl?term=polecat
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Chapter 1:

Weapons of Influence

1. Reciprocation 

2. Consistency

3. Social Proof

4. Liking

5. Authority

6. Scarcity

7. But not: Material Self-Interest
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Chapter 1:

Weapons of Influence

1. Reciprocation 

2. Consistency

3. Social Proof

4. Liking

5. Authority

6. Scarcity

7. But not: Material Self-Interest
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Exploited Virtue

ÅOnce a stand is taken, there is a natural 
tendency to behave in ways that are 
stubbornly consistent with the stand. P. 67

ÅAware that he had written the essay without 
any strong threats or coercion, many times 
a man would change his image of himself to 
be consistent with the deed and with the 
new "collaborator" label, often resulting in 
even more extensive acts of collaboration. 
P.71
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Foot-in-the Door

ÅYou 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 
should comply naturally with a whole 
range of your requests that are 
consistent with this view of himself. P.74
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In the Beginning was the Word

ÅAs a commitment device, a written 

declaration has some great advantages. P. 76

ïReminder to ourselves of our stand. [Consistency]

ïEvidence to others of who we are. [Social Proof]

ÅThe companies have since learned a 

beautifully simple trick that cuts the number of 

such cancellations drastically. They merely 

have the customer, rather than the salesman, 

fill out the sales agreement. P. 79
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Satisfaction

Persons who go through a great deal of 

trouble or pain to attain something tend 

to value it more highly than persons who 

attain the same thing with a minimum of 

effort.

ïp. 89 [1959 Aronson & Mills] 

Active ïPublic ïEffortful
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Follow-thru

Social scientists have 
determined that we accept 
inner responsibility for a 
behavior when we think we 
have chosen to perform it in 
the absence of strong 
outside pressures.
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Selling It
My job, therefore, is to keep him on the rails--to supply sanction pro 

tempore, until I get him into a buy-sell agreement and cinch the 
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 public & effortful and inner responsibility.] p. 145

"Okay, but just let me ask one thing." Joe crosses his short arms 
and leans against the doorjamb, feigning even more 
casualness. (Now that he's off the hook, he has the luxury of 
getting back on it of his own free and misunderstood will.) 

Richard Ford Independence Day

http://www.mayogenuine.com/influence.htm
http://www.mayogenuine.com/influence.htm
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Chapter 1:

Weapons of Influence

1. Reciprocation 

2. Consistency

3. Social Proof

4. Liking

5. Authority

6. Scarcity

7. But not: Material Self-Interest
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Social Proof

ÅWhat do you think?

ÅWhat are you having?

ÅWhy isnôt this restaurant full at noon time?

ñOne means we use to determine what is 
correct is to find out what other people 
think is correct.òp. 116

ÅLaugh tracks and other shills.
ïOne who poses as a satisfied customer or an 

enthusiastic gambler to dupe bystanders into 
participating in a swindle.
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Pluralistic Ignorance

ñEach person decides that since nobody 
is concerned, nothing is wrong. 
Meanwhile, the danger may be 
mounting to the point where a single 
individual, uninfluenced by the seeming 
calm of others, wouldreact.ò

ñWe all prefer to appear poised and 
unflustered
among others.ò

p. 133, quoting Latane and Darley


