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INFLUENCE

There are basic ways we are influenced in our 
decision making. Robert Cialdini in his book 
"Influence" discusses 6 methods of influence.

The Law of Reciprocity
We feel compelled to reciprocate a 
favor bestowed on us. Why do 
certain organizations send us free 
return address labels? They get 
higher donations. The company, 
Amway, conducted a study in select 
regions where they gave a bag of 
free products to customers to use in 
a 72-hour period. The order rates in 
those regions were substantially 
higher than those regions where no 
bag was given.

Commitment and Consistency
Once we adopt a certain self-image 
we find reasons to reinforce it. If we 
perceive ourselves as environmental-
ly conscious, we go out of our way to 
show and reinforce that. During the 
Korean War, the Chinese that held 
American prisoners of war were very 
successful in having soldiers publicly 
denounce the United States. It 
started with small commitments like 
acknowledging that democracy was 
not perfect. Once a soldier made that 
point, they were resolute in being 
consistent with that point and were 
vulnerable to more and more 
negative statements about the US.

Social Proof 
We are influenced by others. Think of 
a bartender who puts a few bucks in 
the tip jar before the beginning of his 
shift. Or the nightclub that artificially 
restricts the number of people to 
come in order to create a long line 
outside. Or even the fake laugh track 
in a sitcom. We know the laugh track 
is fake and yet TV producers continue 
to use it in comedies. Why? Because 
research shows we rate the shows as 
better and more humorous.

Likability
We buy from people we like. Think of 
the success of Tupperware parties 
where guests buy from friends. 
Interesting note regarding 
Tupperware is it is one of the few 
vendors of Target that actually 
terminated the relationship when 
sales through Target were increasing. 
Tupperware did not want to 
cannibalize its more lucrative channel 
of house parties.

Authority 
We are influenced by what the 
experts say. How many times have 
we seen the Crest toothpaste 

commercial—4 to 5 Dentists choose 
Crest. In a disturbing experiment 
random people from the public were 
convinced to provide damaging 
shocks to another human being just 
because somebody in a white lab coat 
ordered them to do so. Many of us 
are too young to remember a very 
successful commercial in the 70s for 
Sanca decaffeinated coffee. The 
spokesperson for the commercials 
was an actor who played a famous 
doctor on TV Marcus Welby M.D. 
Sanca sales took off, because Marcus 
Welby was telling you that 
decaffeinated coffee was better for 
your health.

Scarcity 
We covet what is in short supply. We 
are peppered with collateral around 
"limited time offer" or "only 10 left.” 
It is my belief that the appeal of the 
Cuban cigar was its inherent scarcity 
and perhaps less on its actual quality. 
It will be interesting to see how 
coveted Cuban cigars will be in the 
future. 
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