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    Book Abstract


    MAIN IDEA


    When it comes to your ability to persuade others, it’s often the little things that count. Sometimes just a small and subtle change can have a huge impact on your success in being more persuasive. This an area where a scientific approach is much better than winging it. To be specific, there are 50 persuasion strategies which have been scientifically proven to work. Many of these strategies are disarmingly simple and easy to implement but they have all been validated and rigorously proven to work in the real world. If you understand and then properly employ these strategies, you will become more persuasive in your work, in your personal life and everywhere else.


    Most people automatically assume persuasion is more art than science. This is incorrect. Persuasion has been studied academically for more than half a century. It has been well established there are, in fact, six universal principles of social influence:


    
      	Reciprocation – we feel obligated to respond in kind when others do us a good turn.


      	Authority – we typically tend to look to experts to show us the best way to do things.


      	Consistency – we generally like to act in rational ways which are consistent with our prior commitments and personal values.


      	Scarcity – the less available anything is or looks like becoming, the more we want it.


      	Likeability – the more we like a person, the greater the pressure we feel to say yes to them.


      	Social proof – we like to look to what others do or have done as a guide for how we should behave.

    


    Despite all this research, most people are perfectly comfortable relying on their gut instincts and therefore overlook the large body of research which has been carried out on persuasion. The reasons why this is so are varied and may include:


    
      	A perception that people learn persuasion intuitively by virtue of living their lives and interacting with others and therefore there is no need to acquire learning from others who are skilled in this area.


      	Many people are more comfortable relying on their own introspection when it comes to analyzing their motivations for doing things and assume everyone else thinks the same way.


      	It’s easy to assume persuasion is more “touchy-feely” or subjective than the more established academic disciplines like economics, finance or public policy.

    


    All of these reasons tend to generate an overconfidence which ultimately means people miss out on opportunities to make simple changes which increase the results of their initiatives and actions. This is a shame and a wasted opportunity. Instead of blithely ignoring the possibility that persuasion follows set principles, it makes sense to learn what has been proven to work and what does not. After all, who doesn’t want to enhance the fruits of their efforts just by making a few easy changes in the way things are done?


    “Persuasion has often been referred to as an art, but in a sense, this is a misclassification. Although talented artists can certainly be taught skills to harness their natural abilities, the truly remarkable artist seems to possess a certain level of talent and creativity that no instructor is capable of instilling in another person. Fortunately, that isn’t the case with persuasion. Even people who consider themselves persuasion lightweights – people who feel they couldn’t convince a child to play with toys – can learn to become persuasion heavyweights by understanding the psychology of persuasion and by using the specific persuasion strategies that have been scientifically proven to be effective.”


    – Noah Goldstein, Steve Martin & Robert Cialdini
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    Important Note About This Ebook


    This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.


    Summary of Yes! (Noah Goldstein, Steve Martin and Robert Cialdini)


    1. Inconvenience can actually improve persuasiveness


    When the results of two infomercials were compared, it was found one small wording change caused a huge increase in the number of sales generated. The magic words were to change “Our operators are waiting, please call now” to “If operators are busy, please call again’.


    On the surface, the second invitation may seem more inconvenient but it suggests so many people are buying the operators are rushed off their feet. The alternative is bored operators are sitting around waiting for some sucker to fall for an ad and call up. If you try and introduce some kind of social proof into your materials, you will always be more persuasive.


    “Consider the kind of mental image likely to be generated when you hear ‘operators are waiting’: scores of bored phone representatives twiddling their thumbs while they wait by their silent telephones – an image indicative of low demand and poor sales. Now consider how your perception of the popularity of the product would change when you heard the phrase ‘if operators are busy, please call again’. Instead of those bored, inactive representatives, you’re probably imagining operators going from phone call to phone call without a break. When people are uncertain about a course of action, they tend to look outside themselves and to other people around them to guide their decisions and actions.”


    – Noah Goldstein, Steve Martin & Robert Cialdini


    2. Look for testimonials people will identify with


    Everyone knows testimonials can be powerful ways to influence others. It turns out, however, not all testimonials are created equal. Those with the most persuasion power come from a peer group the recipient identifies strongly with.


    When using a testimonial, take your ego out of the equation. Don’t choose the one you like most. Choose the testimonial from the person whose circumstances are most comparable with your audience and go with that. People will relate and will find that far more powerful than a generic testimonial from Joe Average.


    3. Provide lots of positive role models, not negative


    It’s common, especially with public service announcements, to take the ethical high road and try to preach to people to encourage them to do the right thing. That rarely works. A much more influential approach is to focus on the people who do engage in the desired behavior and what they get out of doing the right thing. If you choose your positive role models astutely, this can be highly influential.


    Focus on the people who are doing the right thing and make it desirable and enticing to join their ranks.


    4. Reward appropriate behavior openly and generously


    If you want to persuade people to do the right thing, add some sort of public display which acknowledges the right kind of behavior. Even adding a simple smiley face to their bill when their account is in order, for example, will encourage people to keep doing the right thing.


    This kind of positive feedback can be proven scientifically to be more effective than complaining about bad behavior. Find something good to focus on and build on that.


    5. To maximize interest, limit your customer choices


    To generate the greatest amount of interest in what you have to offer as a business, you should try limiting rather than expanding the number of options you offer. Too much choice causes confusion, and some customers will end up doing nothing because they fear they will inadvertently choose something they won’t like.


    To enhance your persuasiveness, offer less choices, Reduce the number of product options you offer. Not only will customers like your simplified product lineup better but you’ll save money as well because you’ll need less inventory storage space, simplified point-of-sale marketing materials and less overall spending on raw materials.


    6. Always quantify the value of any bonus products


    If you bundle “free” products or services with what you sell, customers always interpret that to mean the add-on products have little or no real value. After all, they rightly or wrongly assume, if this is being given away as a free gift, then there must be something wrong with it.


    To avoid this trap, make sure you always specify what the true value of your add-on bonus is. Instead of saying “Receive a free security monitoring service when you buy this alarm”, you should structure your offer like this: “Buy this alarm today and we’ll include a $250 twelve-month security program at no cost to you whatsoever”. By valuing what you’re adding in this way, you’re being much more influential.


    7. Adding a top-of-the-line product can be advantageous


    If you offer customers a range of products and services, it may be advantageous to introduce a real top-of-the-line product that is very expensive. This has two potential benefits:


    
      	You will have a great product which will meet the high-end needs of a small group of consumers who are not price sensitive and who are prepared to pay for superior products and services.


      	On the other hand, however, a potentially greater benefit is by having a high-end offering, your next-highest-priced version will come to be considered as attractively priced.

    


    The majority of consumers will tend to choose whatever product is in the midrange of your product range. By introducing a new and higher top-end product, you can make what was previously your premium product appear to be a much more reasonable value proposition.


    “When consumers consider a particular set of choices for a product, they tend to favor alternatives that are ‘compromise choices’ – choices that fall between what they need, at a minimum, and what they could possibly spend, at a maximum. When consumers must make a decision between two products, they often compromise by opting for the less-expensive version. However, if a third product were to be offered that was more expensive than the other two choices, the compromise choice would shift from the economy-priced product to the moderately-priced product (which is no longer the highest-priced product in the set of choices).”


    – Noah Goldstein, Steve Martin & Robert Cialdini


    8. You can’t scare people to buy – provide a solid plan


    If you tell people about real-world threats they face, all you might end up doing is sending them into denial where they sit pat and hope for the best. To motivate people to buy, inform them of a threat and then link that with the clear and specific steps they can take to address that danger.


    If you provide a viable plan of action – which includes your product or service as an integral part – to address some clear and imminent danger they will buy. Keep on scaring people and they will go into denial and end up doing nothing.


    9. Never forget the power of reciprocity


    Studies have shown almost everyone feels social pressure to respond favorably in kind when someone has done something nice for you. To increase your influence with other people on your team, for example, find practical ways to help them out in some worthwhile way. They will keenly feel the need to reciprocate in the future.


    Similarly, if you’re dealing with a customer service representative from another company, tell them you’re so impressed by their level of service you’re going to write a positive letter or e-mail to their supervisor right at the beginning of your call. Get their supervisor’s contact details and then move to the more complex issues at hand. You’ll find they will more than eager to help. Of course, you then have to be ethical and follow through on your promise.


    10. Put personalized sticky notes on all your paperwork


    People generally respond well to extra effort and personal touches. This is the principle of reciprocity in action. If you’re sending out questionnaires you want people to respond to, add a Post-it Note with a simple handwritten request. Surveys have shown just this simple act alone will generally more than triple your response rate. And you’ll often find people will provide more detailed and attentive answers as well.


    “Broadly speaking, this research provides a valuable insight into human behavior: An ounce of personalized extra effort is worth a pound of persuasion. The more personalized you make a request, the more likely you’ll be to get someone to agree to that request.”


    – Noah Goldstein, Steve Martin & Robert Cialdini


    11. Great gifts are significant, unexpected and personalized


    Look for ways to give gifts to potential customers as early as possible. This enhances your persuasiveness because people will naturally feel like they need to reciprocate and do business with you. Great gifts fill three key criteria:


    
      	They are significant – something the recipient will appreciate and value highly.


      	They are completely unexpected – an added surprise or embellishment.


      	They are personalized – you don’t get the feeling it’s a sales gimmick or a cunning trick but instead you feel like you are being treated ethically and fairly.

    


    The research shows gifts work exceptionally well in a commercial setting as long as they meet these criteria.


    12. Why no-strings-attached has tremendous pull


    The best way to persuade someone to cooperate with you is to make them an offer which is unconditional and no-strings-attached. On that basis, you can form a cooperative relationship which is built on a foundation of trust and mutual appreciation for what each party brings to the table rather than on an incentive system.


    Trust and respect is always a good foundation for moving forward. It’s also more permanent. If your relationship is solely incentive-based, the moment the incentive is earned the cooperativeness may dissolve. That can cause all kinds of problems in the future if you’re not careful.


    13. Allow for the impact of the passage of time


    Whenever you do a favor for someone, appreciate the perceived value of that favor will fade over time. The best time to get them to reciprocate is immediately afterwards, while everything is still fresh in their mind. If you wait weeks or months, you’ll be unlikely to negotiate a reasonable favor in return.


    This is an area where decisive action pays dividends. Be aware people will naturally discount the value of your favor or gift over time without even being aware they are doing that. Strike while the iron is hot, so to speak, or be prepared for a dilution effect to come into play.


    14. Look for small steps that lead to giant leaps


    People are always more willing to do larger transactions with you if they have already agreed to a small transaction. To enhance your influence, therefore, try and get consumers to agree to an inconsequential “foot-in-the-door” transaction first. Offer a small trial transaction which has limited cost and potential impact as a way for them to get to know you and then move to larger and more substantial business dealings after that.


    Incidentally, this same principle works well if you’re trying to influence yourself as well. If you set a goal to get fit, for example, don’t try and run a marathon the first day you start training. Instead, set a goal to walk around your block. Then set a new goal to run around the block, before moving to longer distances. Start small and then work to increase your level of commitment is the best way forward. Take small steps before you even contemplate attempting giant leaps.


    15. Become a master of persuasion


    An effective persuasion technique is to label a person and then make a request which is consistent with that label. This is what airlines do when they announce at the end of a flight: “Thank you


    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    
      	Encourages more participation, leading to higher prices.


      	Increases traffic and thereby encourages more bidding.


      	Allows early bidders to progressively update their bids.

    


    

    

    

    
      	Try to get someone else to speak on your behalf – in the same way a seminar presenter has someone else introduce them and talk about their accomplishments.


      	Educate your own support staff – so they can assist with this. For example, when they handle new inquiries and put people through to you, your support staff could say: “I’m going to put you through to Bill, our head of sales. Bill has been working as an executive editor for more than thirty years, including stints with Time magazine and Fortune. He is very well connected in the business press and will be happy to help you. I’ll put you through to him now.”


      	Display your diplomas and awards in a prominent location – and let them do the subtle sales job for you. Let people discover for themselves the kudos you have earned.

    


    

    

    

    
      	Stimulate your own thinking.


      	Expose you to a wider diversity of knowledge and perspectives.


      	Allow you to achieve more because you’re not having to think of everything yourself.


      	Make all of the team members feel engaged in coming to a decision they will have to execute.

    


    

    

    

    

    

    

    

    

    
      	They can look at how others have made good decisions in the past and the principles involved.


      	They can focus on the errors others have made in the past and the best ways to avoid repeating those errors.

    


    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    
      	People are most likely to move to a state that sounds similar to their own name. More Floyds live in Florida than elsewhere.


      	People chose to live on streets that match their names. Mr. Washington is more likely to live on Washington Street than on Jefferson Street.


      	All else being equal, people tend to marry others with similar sounding names. Charlottes tend to end up marrying Charles rather than Stanley.

    


    

    

    

    

    

    

    

    
      	Perhaps provide emotional skills training so people naturally learn to elevate their moods themselves.


      	Follow the advice of Benjamin Franklin: “Search others for their virtues”. Train people to look for what they like about the people they serve rather than what they don’t like. This starts off a positive feedback loop because the more you like someone, the more they will end up liking you in return. At the end analysis, everyone comes out ahead. Admittedly, for some customers, a great deal of searching will be required but at least if your people are making an effort, the levels of authenticity can be elevated.

    


    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    

    
      	If staff taking supplies from your stockroom is a problem, you may find the amount of supplies which go missing will be reduced if you install mirrors in the stockroom. Staff will see themselves doing something they’re not proud of and have second thoughts.


      	Even asking people to wear name-tags can have a similar effect. It can lay the foundation for more desirable behavior.


      	Placing simple pictures of people on the walls can also have the effect of getting everyone to act in ways which are more socially desirable. It seems these pictures act as a reminder others may be watching so act responsibly.

        

        
      

    


    

    

    
      	Focus on the numbers and keep your wits about you.


      	Hold off negotiating until negative emotions subside and you feel like you’re emotionally neutral.


      	Offer to postpone negotiations for a time if you sense the other party has just had a negative emotional experience. They will appreciate your consideration and this will enhance your influence with them in the future.

    


    

    

    
      	Always be well rested when you negotiate anything substantial.


      	Avoid distractions. Don’t try and multitask while you’re figuring out whether what you’re reading is true or not. Focus on the task at hand so you don’t get taken for a ride you later come to regret.
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