
 

 

 

 

 

 

 

 

 

 

 

 
The mission of TRACING Success Patterns is to provide a mutually supportive and positive learning 

environment in which every student has the opportunity to learn the psychology of persuasion and 
practice the skills necessary to become expert negotiators and mediators. 

 
Students can use the techniques that they learn and practice in TRACING Success Patterns when 

dealing with peers or teachers at school, colleagues or competitors in business, family members at 
home and just about everyone else at any time where the outcome of a situation can be positively 

influenced by applying the principles of persuasion. 

 

 

 

 

STUDENT NAME: 

 

DATE OF SEMINAR: 

 



Page 2 TRACING Success Patterns © 2010 – 2012 Altura Ventures, LLC 

Contents and Timetable
 

Learn with Someone Who Successfully Negotiated with Bill Gates 
 

TRACING Success Patterns includes interactive training sessions (i.e., games and role playing scenarios) that will be 

led by or were designed by Lee Lorenzen, CEO of Altura Ventures.   Lee is a successful entrepreneur and 

experienced dealmaker who has raised millions of dollars and negotiated deals with some of the most successful 

people in the software industry.  This includes Bill Gates who personally provided the seed round funding to Lee’s 

company SHOP.COM at the end of a one hour meeting in Bill’s office in 1997. 

9:00 am   Registration and opening activity 

9:20 am   Morning Session I 

11:00 am  Break 

11:10 am  Morning Session II 

12:30 pm   Lunch  

1:00 pm   Afternoon Session I 

2:45 pm   Break 

2:55 pm   Afternoon Session II 

5:00 pm   Seminar Ends 

 

The Seven Secret Weapons of Influence  
(Learn What They Are, Ways to Use Them and How to Defend Against Them) 

 

Humans maintain a set of shortcuts to thinking and behaving that allow us to function efficiently in a busy world. 

These automatic, stereotyped behaviors and thought processes can be invoked by certain simple triggers. Like pre-

recorded tapes, Click - the appropriate tape is activated; and Whirr - out rolls the standard sequence of behaviors.  

Leveraging this, compliance professionals (e.g., negotiators, salesmen, con men, etc.) use the following seven secret 

weapons of influence to create willingness in others to say “Yes” without thinking first: 

Page # 

1. Perceptual Contrast:    Other than that Mrs. Lincoln, how was the play?.........................................................4 

2. Reciprocation:   The Old Give and Take…and Take…………………………………………………………………...…..................7 

3. Commitment and Consistency:   Hobgoblins of the Mind...............................................................................11 

4. Social Proof:   Truths Are Us.............................................................................................................................12 

5. Liking:   The Friendly Thief................................................................................................................................14 

6. Authority:   Directed Deference.......................................................................................................................16 

7. Scarcity:   The Rule of the Few..........................................................................................................................18 
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Methods of Conflict Resolution 

A Variety of Ways of Handling Conflict, Resolving Disputes and Getting What You Want 

1. Avoidance – a consciously chosen strategy for managing a dispute by deciding to deliberately walk 
away from the conflict  

2. NEGOTIATION – direct interactions between two or more parties (or their representatives) that require 
the parties’ willingness to communicate about their dispute and hopefully compromise or bargain in a 
manner that leads to a lasting agreement.   Crucial elements in almost every negotiation include:  

a. Power – the other side seems to have more power and authority than you think you have  

b. Time – the other side doesn’t seem to be under the same time constraints / pressure you are 

c. Information – the other side seems to know more about your needs than you do about theirs 

3. MEDIATION – a negotiation between disputing parties that is facilitated by a third party (the Mediator) 
who assists the parties in moving to a durable resolution of the dispute.  A mediation typically has five 
stages: 

a. Convening – the goal of this stage is to gain all the parties’ willingness to participate in the 
mediation 

b. Opening – the goal of this stage is to establish a safe environment and a hopeful mindset in all 
the parties to the mediation 

c. Communicating – the goal of this stage is that the parties get the chance to express their issues 
and interests to one another (or at least to the mediator) and that they come to a more 
complete understanding of their own and the other parties’ issues, interests and perspectives  

d. Negotiating – the goal of this stage is to suggest creative alternatives, encourage flexibility and 
employ both back-and-forth bargaining and collaborative problem-solving techniques to 
identify the structure of an effective settlement 

e. Closing – the goal of this stage is that the parties reach an informed decision that works for 
everyone involved and formalize their agreement in some way that ensures it is a durable 
resolution of the dispute 

4. Arbitration – third party intervention by a person (usually someone mutually agreed upon or court-
appointed) who has the power to make a decision about the dispute and thereby force a resolution 

5. Litigation – state financed and administered court system with formalized rules and appealable 
decisions made by a judge or jury that will determine the government’s resolution of the dispute 

6. Self-help – unilateral action designed to affect a resolution without requiring the need to communicate 
or cooperate with the other party (e.g.,  rumor-mongering, slander, strikes, boycotts, protests, 
vandalism, theft, violence or threats of violence) 

7. Request Help – appeal to a higher authority or power who has the ability to deliver the desired results 
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Secret Weapon #1: The Principle of Perceptual Contrast 

...If two items that vary significantly along some dimension are presented to us one right after another, we perceive the second as being more 

different from the first than it actually is and therefore we will react differently to the second item than if we had perceived it by itself... 

 

Like other principles of persuasion, perceptual contrast feels like a natural law that can be used while exerting a 

minimum of personal force.  This allows us to manipulate a conversation, situation or negotiation without the 

appearance of manipulation.   

Description – When we make decisions, we tend to do it by contrasting between the decision item and 
reference items. When two things appear close to one another, we will tend to evaluate them against one 
another more than against a fixed standard. 

Research – Sherif, Taub and Hovland (1958) found that when subjects first lifted a lighter weight, they 
overestimated the weight of heavier weights they were subsequently asked to lift. 

Example – When you meet two other people, you are likely to compare each against the other on several 
dimensions to decide which you prefer. This may include physical beauty, similarity of interests and various 
personality factors.   (Cialdini 1993)  In other words, in a dark room, even a small candle flame seems bright. 

A simple physical way of illustrating perceptual contrast is to put one hand into hot water and other into cold 
water, then move them both to lukewarm water. The cold hand will feel hot and the hot hand will feel cold. 

Using it – To make something look good, first show something of inferior quality. To get someone to buy 
something expensive, first show them something even more expensive.  Always show the original full retail 
price before showing the sales price. 

Defending – When you make a decision, think about the comparison standards you are using. If it is 
something you have recently seen, consider whether the person who showed you the first thing is using it for 
the contrast effect. 

 

Perceptual Contrast can be used in negotiation and mediation to help influence, manage and even control the 

bargaining process.  This is true because of the power of an initially presented number (or bargaining position) to 

“ANCHOR” the other party’s perception (or mindset) closer to the opening offer and thereby influence what their 

initial counter offer in a negotiation is likely to be.  If you can limit the options that the other party has to choose 

from during a negotiation then you can guide the outcome to one that favors your side. 

Some more fun examples of how anchoring leverages the Principle of Perceptual Contrast include: 

 

• Sharon’s Letter to Her Mom and Dad  

• Dilbert’s Cartoon of the “Professional Bearer of Bad News” 

• The Relative Weights of Two Items  
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Examples of Perceptual Contrast 

Taken from pages 13 and 14 of the book Influence: Science and Practice by Robert B. Cialdini 
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ACTIVITY: The But / And Game 

ACTIVE LISTENING is one of the keys to any successful negotiation or mediation.  

In addition, it is critical that all the parties communicate with one another in 

a way that keeps them fully engaged in the process because once the dialog 

stops there is no way to continue negotiating or mediating. 

 

In many of our everyday conversations (especially when trying to reach a 

consensus or resolve a dispute), the parties to the dialog tend to listen only 

long enough to prepare their rebuttal.  This leads to a lack of understanding 

that can cause one or more of the parties to restate their primary points in 

hopes the other side will finally listen long enough to hear them.  If both 

sides continue to do this, they will get stuck. 

A way out of this “dialog death spiral” is to:   

AVOID THE BUT AND FOCUS ON THE AND. 

 

To illustrate the power of this simple communication technique, please pick 

a partner and play “The But / And Game.”   

To begin playing, start a dialog about planning a trip together to your 

favorite vacation spot in the world.  Your first sentence will be: “I think we 

should plan a trip to ________.”  From that point on, each of you will state a 

single sentence in response.  In the first round of the game, all subsequent 

responses must start with the word “BUT.”  In the second round of the 

game, after your partner’s initial choice of destination, all subsequent 

responses must start with the word “AND.”  When the two rounds are 

completed, share what you’ve learned about the benefits of “avoiding the 

BUT and focusing on the AND.” 
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Secret Weapon #2: The Principle of Reciprocation 
...we feel obligated to return favors performed for us... 

The Rule of Reciprocation says that we should try to repay, in kind, what another person has provided us. Someone 

can make us feel obligated to them by doing something for us. Human societies derive significant competitive 

advantages from the reciprocity rule. Without widespread conformance to the rule, our whole economy based on 

reliable exchanges of value would not work. We are taught to obey the rule and no one wants to be viewed as a 

moocher, ingrate or welcher.  As a weapon of influence, reciprocation is so powerful that it can cause you to say yes 

to a perfect stranger just to relieve your feeling of indebtedness.  

Description – This is a very common social norm which says that if I give something to you or help you in any 

way, then you are obliged to return the favor.  This norm is so powerful, it allows the initial giver to: 

Ask for something in return, rather than having to wait for a voluntary reciprocal act. 

Ask for more than was given. You can even exchange a smile for money. 

Reciprocity also works at the level of liking. We like people who like us, and dislike those who dislike us. This 

can create a self-fulfilling prophecy. 

Research – Kunz and Woolcott sent Christmas cards to a number of people he did not know. Most sent a card 

back (and they got onto the permanent Christmas list of some). 

Example – Hari Krishnas have used this by giving passers-by a small plastic flower and then asking for a 

donation in return.  

Using it –  Give people things, whether it is your time or money and it helps if you give them something they 

truly appreciate. Do not give them too much, lest they feel oppressed by their obligation. Ask for something in 

return. 

Defending – If people give you something, say thank you (which is giving them something back in return!). 

When they ask for something in return, say no. Be polite (giving them something else). Or turn the tables, 

giving them something you don’t want, then ask them for something. Always be aware of trickery when 

people you hardly know offer you something, especially if they ask for something from you in return. 

Robert Cialdini, in Influence: Science and Practice, points out that Reciprocal Concessions are a more subtle form of 

exploiting the rule of reciprocation than by giving a gift or doing a favor. The author had the experience of being 

offered a $5.00 ticket to Boy Scout circus held on Saturday night, when this request was rejected, the Boy Scout 

said, “Well, if you don’t want any tickets, how about buying some of our chocolate bars. They’re only a dollar each.”  

Cialdini was surprised that he ending up purchasing two, even though he didn’t like chocolate bars. This is an 

example of Rejection-Then-Retreat strategy: first, make a big request that will likely be rejected, and then allow the 

rejecter to retreat to granting a smaller request. This makes use of the desire to match your concession with a 

willingness to comply. 

As a final example, a reader reports that when selling service contracts he always first offered the three-year 

expensive option ($140). When this was rejected, he retreated to a one-year plan ($35). Using a combination of 

principles (both perceptual contrast and reciprocal concessions), he always had the highest sales. 
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The Dance of Distributive Bargaining 
 

In Distributive Bargaining, which is also sometimes called competitive bargaining, the parties attempt to divide up 

a relatively FIXED pie in a manner that is a zero-sum exchange (i.e., whatever one side gains the other side must 

lose).  This bargaining process moves from one position (i.e., an offer or proposal) to another position (i.e., a counter 

offer or counter proposal) via a series of concessions or compromises. 

 

The series of offers in distributive bargaining have been described as “the negotiation dance” because they tend to 

play out in predictable steps – both in terms of the size of the concessions made (i.e., typically half the size of the 

prior concession) and the time it takes to make the concessions (typically twice as long as the prior concession time).  

This bargaining “dance” usually ends at about the midpoint between the first two REASONABLE offers. 

 

 

Example 1:  Distributive Bargaining Negotiation over a Used Car Purchase to Distribute $4,000 Worth of Value 
 

  Buyer’s Opening Offer          Seller’s Advertised Price 

Round #1:               $16,000                   $20,000 
Round #2:                            $17,000                      $19,000 

Round #3:                              $17,500                 $18,500  

Round #4:                                   $17,750                   $18,250 

Round #5:                             $17,875               $18,125 

Round #6:                                         $17,935    $18,065 

Round #7:                                                         $18,000 

Predicting the outcome of a particular distributive negotiation becomes possible after you have observed the 

OPENING MOVES of the process.  However, the dance should not be short-circuited by jumping to the midpoint too 

early in the negotiation because this might encourage the other party to then use the pre-mature midpoint offer to 

claim more value based on an inappropriately timed “split the difference” offer. 

 

 

Example 2:  Distributive Bargaining Negotiation over a Used Car Purchase to Distribute $4,000 Worth of Value 
 

  Buyer’s Opening Offer          Seller’s Advertised Price 

Round #1:               $16,000                  $20,000 
Round #2:               $18,000                   $19,500 

Round #3:                             $18,500                          $19,250  

Round #4:                                     $18,750              $19,125 

Round #5:                             $18,875               $19,063 

Round #6:                                           $18,935                   $19,032 

Round #7:                                                        $19,000 

Distributive Bargaining encourages an AGGRESSIVE STYLE which may harm a relationship because it can be beneficial 

to “trick” the other party by concealing information about what your true bottom line number is.  In addition, the 

imbalance in the crucial negotiation factors of “power, time and information” from Herb Cohen’s book You Can 

Negotiate Anything can cause one or both parties to feel harmed or abused by the negotiation process.   
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The Zone of Possible Agreement (ZOPA) 

Both the Buyer and the Seller in a negotiation have different zones in which they can make offers in the negotiation 

dance.  At the extreme is the Insult Zone where an opening offer may cause the other party to refuse to bargain 

further (i.e., walk away from the table or refuse to make a counter offer).  Next to this zone is the Credible Zone 

where the other party may still not view an opening offer as reasonable enough to counter but will not be so 

insulted by it as to end the negotiation.  The Reasonable Zone is used to describe an opening offer which is still 

outside of the other party’s Zone of Agreement but is close enough to the zone where the deal will ultimately be 

concluded that is can be used to predict the outcome of the negotiation. 

If the Buyer’s Top Line is above the Seller’s Bottom Line we have a Zone of Possible Agreement (ZOPA): 

The Buyer and Seller’s Negotiating Continuum (as the negotiation unfolds) 

Buyer’s 

Bargaining Range 

Buyer and Seller’s  

Shared Bargaining Range 

Seller’s Bargaining 

Range 

Insult 

Zone 

… 

Buyer’s 

Credible 

Zone 

Buyer’s 

Reasonable 

Zone 

Seller’s 

Bottom 

Line  

# 

Buyer and Seller’s  

Zone of Possible 

Agreement (ZOPA) 

……………………………...→ 

Buyer’s 

Top 

Line 

# 

Seller’s 

Reasonable 

Zone 

Seller’s 

Credible 

Zone 

Insult 

Zone 

…→ 

 

There will be no Zone of Possible Agreement (ZOPA) if the Buyer’s Top Line # is below the Seller’s Bottom Line #.  

However, when this occurs, it is still possible to apply additional principles of persuasion and advanced negotiating 

techniques such as Integrative Bargaining. 

 

 
 

 

NEXT: VIC’S VIDEO AND AL’S APPLIANCE ACTIVITY 
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Why Integrative Bargaining is Better Than Distributive Bargaining 

In Integrative Bargaining, which is also called cooperative or collaborative bargaining, the parties go beyond the 

zero-sum exchange but rather seek ways in which both sides can achieve their goals at little or no cost to the other 

party.  The goal is not to divide up a fixed-size pie where what one party receives must be taken from the other 

party but to instead EXPAND the pie (or add other pies to the mix) and then divide up this larger set of assets in a 

way that creates a benefit for both parties. The key to effective Integrative Bargaining is to focus on the interests of 

the parties (which are often open-ended and not a source of conflict) versus the issues and positions (which are 

often fairly fixed and constrained). 

The Iceberg View of Integrative Bargaining 

You can think of a person as having an iceberg’s worth of issues, positions and interests in any particular negotiation 

or dispute.  The issue that is the focus of most distributive bargaining sessions is the price that will be paid by the 

buyer and which the seller will receive.  In addition, a buyer and seller will ultimately form individual positions 

about this particular issue during the dance of negotiation.  Like an iceberg, the issue and the buyer’s and seller’s 

positions are above the surface of the water (or above the line).  Below the surface, both the buyer and seller have 

a whole host of interests that are influencing the outcome of the negotiation.   

The Two Icebergs of Issues, Positions and Interests that are Present in any Negotiation  

 Buyer’s Issue:  

Price to Pay 

for a Car 

   Seller’s Issue:  

Price to Sell 

my Car for 

 

 Buyer’s 

Position: 

I’ll pay up to  

$10,000 

   Seller’s 

Position: 

I’ll need at 

least $12,000 

 

Below the Line are the Buyer’s Interests  Below the Line are the Seller’s Interests 

I don’t like 

walking or riding 

a bike  

I need the car 

Monday thru 

Friday for driving 

5 miles to work 

I love the color 

blue and 

especially like 

blue convertibles 

 I only need 

$5,000 now to 

buy some shares 

I think will 

double in price 

It is better for me 

tax-wise to get 

$7,000 later 

I don’t like 

negotiating with 

women 

I don’t know 

how to drive a 

stick-shift 

I can’t park 

larger SUV’s 

I love the feeling 

of freedom when 

I drive with the 

top down 

 I have two more 

cars besides this 

one that I want 

to sell 

I don’t like to 

show weakness 

in a negotiation 

This car has a 

mildew problem 

from when I left 

the top down 

I’m short on cash 

now but my dad 

will lend me 

money 

In 3 months, I 

will get a signing 

bonus from my 

new job 

I want to appear 

grown up and 

not dependant 

on my dad 

 I love the smell 

of a new car and 

don’t like cars 

over 2 years old 

I need to buy a 

bigger and safer 

car to hold my 

wife and kids 

My spouse wants 

to put $7,000 in 

our kids’ college 

fund next year 

… … …  … … … 

 

→The key to this technique? KEEP ASKING QUESTIONS 
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Secret Weapon #3: The Principle of Consistency and Commitment 

...we want to act consistently with our commitments and values... 
 

Here is an overview on the Principle of Consistency and Commitment from Robert Cialdini, in Influence: Science and 

Practice: 

Description – I like to keep consistent what I think, say and do, and will change to ensure this is so. 

The same in thought, word and deed – Once we make a choice, we encounter internal and external pressure 

to stay consistent with our commitment.  If I say I’m a nice person, then I will act nice to keep reality lined up 

with my self-perception.  This desire to be consistent with commitments that we have already made can have 

strange effects. For example, people increase their estimation of a horse's chance of winning after they have 

placed a bet on it and hung juries are much more likely to happen when there was an initial public ballot.  

Social pressure – When words and actions disagree, people will assume that a person's intentions are more 

closely aligned with what they do rather than what they say. An effect of this is that when I act inconsistently 

with my declarations, other people will see me as being untrustworthy, and hence will at best not believe me 

in future, and at worst will reject me as unworthy of their attention. 

Self-image – We judge ourselves in the same way that we judge others. In fact our judgment is harsher, as we 

intimately know our intent, beliefs and value behind our thoughts and actions. When the map and the 

territory differ, we thus need to change something so they line up again. 

Rationalization – When our actions differ from our beliefs or values, we need to explain this to ourselves. As 

we do not really want to change our beliefs or values, our first move is to seek external reasons for the 

difference.   For example, if we have hurt someone, rather than accept ourselves as being unkind, we will 

rationalize our behavior. Thus the enemies are de-humanized and we tell ourselves that our victims were 

asking for the punishments we meted out to them or some authority made us do it against our wills.  

Inner change – Change is difficult to force from the outside and is why coercion and many persuasion 

techniques either fail immediately or fail to make permanent changes to the target person. If you want them 

to really change, then you must let them do it 'all by themselves.'   For example, bait-and-switch techniques 

work because the inner change (“I’m now a buyer ready to buy something”) survives even after the original 

product/price combination is no longer available. 

Feeling it – The effect of inconsistency is to create feelings of tension. This then provides the motivating force 

that propels people into action and the greater the inconsistency, the greater the tension and the greater the 

motivation. Other words that describe feelings associated with inconsistency include: confusion, uncertainty, 

dissonance, denial and irritation. On the other hand, consistency feels calm, smooth, right, valid and even. 

So What – The first step in brainwashing is getting people to speak and act outside of their existing belief 

boundaries. This then encourages them to change their beliefs to be consistent with their actions. Small initial 

steps can lead to big changes. Charities who get you to sign petitions know that petitions seldom have a 

significant effect. The real effect is on you, as you now will have to strengthen your belief in the charity's cause 

in order to support your putting your name (a significant symbol of your identity) on the line. 

To defend yourself against this weapon of influence, use the feeling of tension in the pit of your stomach or heart 

of hearts as a sign that an earlier commitment is being used to manipulate you into a foolish consistency and then 

replay the request and point out the absurdity of following through.  For example, “Yes, I came in to buy X for $10 

but now you are trying to sell me Y for $20. So, although I was a buyer before, I’m not now. Have a nice day.” 
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Secret Weapon #4: The Principle of Social Proof 

...we look to what others do to guide our behavior... 
 

Here is an overview on the Principle of Social Proof from Robert Cialdini, in Influence: Science and Practice: 

Principle – If I am uncertain I will take a cue from others.  If other people are doing something, it must be ok 

for me to do it too. If other people are refraining from doing something, then it is probably not a good idea for 

me to do it. 

How it works – We are social and tribal beings, and what others think about us is remarkably important. In 

our need for a sense of identity we seek to belong and therefore easily conform to what others are doing. 

Uncertainty – This effect is particularly significant when we are uncertain what to do, for example when we 

find ourselves in unfamiliar situations. This also leads to the Bystander Effect where nobody will help a person 

in distress, mostly because nobody else is acting. 

Social permission – The reverse effect happens too. When others are doing something that we know is wrong, 

we are more likely to assume that it is ok to do it too. This explains something of how peaceful crowds can 

turn into unlawful mobs. It also explains the innate and eerie power of peer pressure. 

Social taboos – The action of taboos work this way too. If I do something in an unfamiliar situation such as in a 

different culture, then notice that others are looking in a disapproving way, I will quickly refrain and maybe 

apologize. 

So what – In unfamiliar social situations you can learn a lot of the unwritten rules by watching what others do 

and do not do. If you want to persuade them, you need to understand the basic social permission system. 

When people are frozen in a tricky situation, you can gain hero status by acting first. If you fall over in the 

street, do not just yell 'help' -- point at a person and give them specific instructions.  

How Mark Zuckerberg Used Social Proof to Turn Facebook into a $100 Billion Company 

One of the best examples of how the principle of social proof can be used to make billions of dollars is Facebook. 

Just about every aspect of Facebook has been designed to leverage the power of an individual’s friends to guide the 

user into behaviors that help Facebook to increase their number of users and the amount of time spent on the site.  

This process is best seen in the use of photos and the way in which the photo posting, tagging and commenting 

process pulls a user deeper into the system. Each person who is tagged in a photo posted by their friend is naturally 

curious as to what the photo shows and is encouraged to comment on the photo’s contents. When this person 

comments on the photo, their comment is shown to all of their friends via the newsfeed. The person’s friends who 

notice the comments in the newsfeed learn that the social norm within Facebook is to post photos, tag your friends 

in the photo and then comment on the photos. When they act on these demonstrations of appropriate behavior 

within Facebook they are creating a new viral flow which will pull in even more people. 

Historically, people have been concerned about their privacy online. However, Facebook has helped to change how 

much people share what had formerly been fairly private information (e.g., photos from a party, one’s relationship 

status, religious views, political leanings, etc.).  This cultural shift has come about because the first people on 

Facebook (and the ones that had the most friends and received the most page views) demonstrated openness and 

this set the standard of behavior for those who came later.    

[see following page for example of “social network proof”] 
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Not now, but I 

promise to  

add photos 

tomorrow… 

81,280,777 

people are 

already here! 

Some more 

patiently 

waiting 

folks: 

You fit their exact 

search criteria… 

However, they 

didn’t contact you 

because you have 

no photo. 

Your profile has been 

removed from search 

results because you still 

have no photo! This 

means that right now, 

all these people nearby 

can’t find you and send 

you a message. 

You promised us 

yesterday that you 

would upload a 

photo today. Please 

don’t make us beg. 

3 people on Badoo 

are waiting to chat 

with you!   

Check it Out! 
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Secret Weapon #5: The Principle of Liking 
...the more we like people, the more we want to say yes to them... 

Here is an overview on the Principle of Liking from Robert Cialdini, in Influence: Science and Practice: 

Principle – We prefer to say yes to people we know and like 

How it works – Trust is the basic unit of social glue that enables us to interact without fear.  We trust our 

friends and the people we bond with because of their similarity to us, physical attractiveness, compliments 

given to us, cooperation when we’ve faced group challenges and association with something we are already 

conditioned to like.  Smiling and speaking confidentially helps you bond with another person and builds trust. 

If I trust you, I will accept what you say as true and expose my vulnerabilities to you. 

Bonding – As social animals, we build friendships with other people. And a part of friendship is helping one 

another without having to negotiate an exchange at every turn, partly because we know that over time, the 

exchange and social capital will balance itself out. Bonding also happens with parents and siblings - 'Blood is 

thicker than water' is a common saying. It can also happen with family substitutes including employers, gangs 

and other organizations and institutions that we join. 

Friendship – One of the effects of becoming friends is a very human process of feeling an emotional 

connection with the other person, such that our identities are connected together. In such a situation, with 

connected identities, if I do something for myself, I am also doing it for the other person, and vice versa. 

Similarity – When we are trying to decide whether to trust someone, we often do not have time to find out 

how trustworthy they actually are, so we take a short-cut by assuming that someone who is either similar to 

us or who is similar to someone we would trust. We seek similarity in beliefs, values, attitudes, ways of 

thinking, understanding and deciding. We also look for short-cuts in physical appearance, dress, words and 

actions. 

No harm – I will trust and work with people who do not harm me. You can be passive or active in your 

approach to harm.  Passive no-harm is when you do not actively or deliberately act to harm me. However, you 

might still stand by and let others harm me, so active no-harm is where you act positively to protect me from 

harm. Of course, I will trust a active protector even more than a passive 'no harm' friend. 

Truth and Reliability – I do not know everything and may lean on your expertise. If you always tell me the 

truth then I know that I can rely on what you say and not have to do any further checking up. If you always do 

what you say you are going to do, it makes your behavior very predictable, which means I can feel even safer 

around you. Truth and reliability also extend to the whole notion of 'integrity', where a person is true to their 

values and follows through on their promises. 

To increase the amount someone you wish to influence will like and trust you: 

• Make friends with them by building emotional bonds and finding things in common. Thus when you ask them 
to do something for you, they will feel as if they are doing it for themselves. 

• Show that you are similar to the other person or similar to the sort of person they would trust.  

• Do no harm to them and actively seek to protect them, demonstrating that you care about them personally. 

• Manage expectations and always keeping your promises. 

• Always tell the truth and actively maintain your reputation for integrity. 
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Secret Weapon #6: The Principle of Authority 

...we look to experts to show us the way... 

Here is an overview on the Principle of Authority from Robert Cialdini, in Influence: Science and Practice: 

Principle – We look to experts to show us the way. If you use your authority, others will obey. The double bind 

of authority is that not only are we compelled to obey it, but we are not even permitted to challenge it. This 

makes it a very powerful persuasion principle. 

 

Example – If a policeman came up to you in the street and told you to move out of the street as there was a 

parade starting, would you go? What if the policeman said you fitted the description of someone who was 

wanted for burglary, and that you should go with them to clear this up, would you go?  In fact most people 

would obey unquestioningly, which is a well-known fact used by confidence tricksters. We see the uniform 

and never dream to question the possibility that the policeman may not, in fact, be a policeman.  

 

Hierarchies of control – The process of deferring to authority is something that is learned as we are socialized 

in the world. Without authority and appropriate deference to it, we would have anarchy. So, society imposes a 

certain hierarchy of control to help us efficiently manage our life. 

 

Basic conditioning – From a very young age, we are trained to obey. First our parents (and by default all 

adults), then teachers, policemen, managers and so on. Eventually it defaults to anyone who seems to be our 

superior. 

 

We thus divide the world into those who are superior to us (and who are thus to be obeyed) and those who 

are inferior (and who should obey us). We then make the critical error of equating superiority with authority.  

 

Control and trust – The basic pact between parents and children, policemen and citizens, managers and 

employees is one of trust and control. We all have a need for a sense of control, which can be gained in two 

ways: We can either control things ourselves or we can trust someone else to provide the control for us. One 

implicit message of authority is thus 'Don't worry--everything is under control'. 

 

The reciprocal agreement – There is a tacit reciprocal agreement in situations of ceded authority that 

happens in two ways. In a coercive sense, a suppressed threat to use force leads us to give control. In the 

nurturing sense, we promise the rewards of love. Either way, obedience is gained through a promise of future 

action. 

 

Indicators of authority – How do we know when someone else is in a position of authority? Other than known 

people like parents and managers, here are some deliberate cues set up to remind us of who is in charge. 

 

Uniforms – Uniforms are very overt symbols of authority. They show membership of and allegiance to specific 

groups. Mostly, we associate uniforms with police and military forces. We also stretch the authority-

acceptance to water inspectors, security guards, postmen and more. What the uniform covertly says is, 'I 

belong to a big and well-organized group. If you don't do as I say, I have a right to tell you what to do. Obey or 

face the consequences.’ 

 

Wealth – We assume that if someone is wealthy, then they are successful, and if they are more successful 

than us, then they must somehow be superior to us. We hurry to help and obey those who seem richer than 

us, perhaps also in the hope that some of their wealth will fall our way. 



Page 16 TRACING Success Patterns © 2010 – 2012 Altura Ventures, LLC 

 

Power – Symbols of power are used to attract people (join my gang and I'll protect you) or bully people (join 

my gang or I'll hurt you). Symbols can include weapons, wealth and the trappings of a recognized position. 

Leaders and senior members of organizations all use symbols to remind other people of their positional 

power, from stripes on a sergeant's arm to the size of an executive office. 

 

Physical attributes – A taller, stronger person could hurt us, and our evolutionary programming tells us to 

generally play it safe. We will thus tend to yield to such people, even though our social rules protect us from 

physical harm in most situations. It is a fact that more top jobs in companies are taken by taller people. Taller 

men and taller women are seen by most of us as being more authoritative. There is also a reciprocal effect: we 

will perceive people in authority to be taller than they really are. Thus we talk about someone who is 'Walking 

tall'. 

 

Attitude – If you act like you're in charge, many people will not challenge you. You will be protected by the 

double bind whereby they feel unable to challenge you, just in case you are in charge. 

 

Reactance – Being told to do something by someone in authority strips a person of control. This creates a 

reaction that seeks to gain back control, which can create a stubborn fight-back against authority. Teenagers 

famously do this in their struggle towards independence. Others will do it also, particularly if they consider the 

use of authority to be unfair. This reaction can also have a longer-term effect, particularly if the person feels 

unable to assert themselves in the short term, with the aggrieved person perhaps taking revenge in subtle 

(and even self-destructive) ways. 

 

So what? – Borrow the symbols of authority that already exist. Dress smartly. Drive an executive car. Talk like 

you are in charge. You can also leverage vested authority, for example pointing out how those in authority 

have given you their blessing.  The reverse of this is to gain time by pointing out that you do not have 

authority to decide now and need to consult your superiors or other the members of your team. A double 

reverse is to build up the sense of authority of the other person so they have no excuse not to decide here and 

now. 

Milgram Obedience Study 

 

The classic research effort in the area of authority was the Milgram Obedience Study.  Volunteers playing the part of 

teachers were directed by a researcher wearing a lab coat and holding a clipboard to administer shocks to another, 

supposed volunteer, playing the part of the student. For each wrong answer, the student received an ever-

increasing shock (no actual shock was given, the student was in on the experiment and faked sounds of increasing 

pain). Despite the impassioned protests, as long as the authority said, “the test must go on,” the teacher would 

continue to shock the student. Even when the student begged to stop and claimed that the next shock might kill 

him, almost 100% of teachers (most with lots of discomfort) continued to administer shocks. 

 
Milgram proved that obedience to authority is so strong that most human beings can be made to act like sadists and 

murderers as long as the proper perceived authorities are in place and accepted. Like many of the other principles of 

influence, what is normally a good idea (obeying parents, teachers, policemen, or your commanding officer) can, in 

some cases, lead to abuse and an incredibly wrong outcome. 
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Secret Weapon #7: The Principle of Scarcity 
...the less available the resource, the more we want it... 

Here is an overview on the Principle of Scarcity from Robert Cialdini, in Influence: Science and Practice: 
 

Principle – the less available the resource, the more we want it  

How does it work? – If something is difficult to get, then getting it demonstrates to ourselves and others that 

we are in control of our environment. Threatening to take something away is showing the other person that 

you are in control. The creation of scarcity is thus driven by the competitive urge to maintain control.  

Controlling supply and demand – If you can control supply, then you have a significant lever on demand. The 

De Beers Company buys huge quantities of diamonds on the world market, simply to keep them scarce so that 

their high price is maintained. 

Scarcity must mean it is valuable – If something is not scarce, then it is not desired or valued that much. 

Praise from a teacher who seldom praises is valued more than praise from a teacher who is liberal with praise. 

Scarcity is non-linear process. As something becomes more or less scarce, the desire for it does not change in 

a proportionate way. If everything is scarce, then scarcity itself lacks its value and people become too used to 

it. Studies of retail sales have shown that if more than about 30% of goods have 'sale' sticker on them, the 

effectiveness of this method decreases. 

Retail sales – “While stocks last', 'This week only', 'Last one!'. Scarcity is a principle known by all retailers who 

milk it right down to the last drop. If something is rare, it seems we find it somehow more desirable. A 

shortage of anything sends people scurrying to the shops to stock up (often fueling the shortage and keeping 

the spiral going). 

Banned substances – Scarcity is the lack of something. When we realize that we do not have something, we 

desire it. Banning it only makes things worse. Just telling someone that they should not do something makes it 

more desirable. When 'Lady Chatterley's Lover' was first published it got banned. Many black-market copies 

were sold and it made the author, D. H. Lawrence, famous. People flock to see a heavily censored film. Music 

which is banned on radio stations shoots up the charts. 

Competitive pressures – Competition uses the scarcity principle, as only one person or team can win. This also 

highlights the social nature of scarcity: we judge ourselves against others. When they have things we do not, 

we become jealous. 

Parent-child games – Parents often try to control children in their rationing of attention and affection. 

Children soon pick up on this and play the game in reverse. The natural rebelliousness of teenagers comes out 

in scarcity games when parents who restrict what their children are allowed to do may actually cause them to 

rebel. 'Don't you dare take those drugs' may actually be the wrong thing to say, particularly if the child has a 

contrarian preference. This game continues in other forms as we grow to adulthood, and telling people not do 

to things perpetuates the 'banned substances' game. 

So what? – You can ration pretty much anything, including goods, time, attention, friendliness, agreement and 

so on. Create envy, showing how people have what you are selling. Indicate how the supply is running short as 

everyone else getting one. 
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The Whitney House ACTIVITY 

ABC Insurance 

Mr. Gerald Whitney is an elderly man and the longtime owner of a charming, well maintained house. His 

home sits on a residential lot near a commercially developed intersection, but is well protected from the 

development by a tall stand of trees. The area in which the house is located has undergone significant 

commercial development in recent years. While many residents have given in to such development and 

profited by selling their properties, Mr. Whitney has managed to maintain the secluded, rural character of 

his property during the sixty years he has owned it. 

You are an employee of ABC Insurance Co. charged with purchasing a parcel of land for the company’s first 

suburban office. Several months ago you identified the land on which the Whitney house sits as the 

perfect place for building a multi-story office building of which your company would be the key tenant. 

Normally you would work through real estate professionals retained by the company, but the two agents 

you have engaged simply have not delivered.  

You have just learned that Mr. Whitney terminated his most recent listing agreement with a real estate 

agent, and that the property is no longer listed with anyone. Mr. Whitney has put the house on the market 

several times but has taken it off each time a sale looked possible. His ambivalence likely results from a 

number of factors, but you are absolutely certain that his emotions are playing a large part.  

You have decided to contact Mr. Whitney directly and see if you can move a sale along. Presently, the 

property is not zoned for commercial purposes, but in checking with the local jurisdiction, you have 

learned that it can easily be re-zoned. Mr. Whitney has agreed to meet with you – being sure to 

communicate to you that he has recently received several offers for the house but has decided against 

moving from the house for the time being.  

Prior to meeting with Mr. Whitney, determine the questions that you will ask him with the goal of learning 

not only his primary issues (e.g. price, timing of payment) but also the interests that have prevented a sale 

from occurring using the traditional distributive bargaining approach. 

 

ISSUES:         INTERESTS: 
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The Two Icebergs of Issues, Positions and Interests that are Present in any Negotiation  

 Buyer’s Issue:  

Price to Pay 

for a Car 

   Seller’s Issue:  

Price to Sell 

my Car for 

 

 Buyer’s 

Position: 

I’ll pay up to  

$10,000 

   Seller’s 

Position: 

I’ll need at 

least $12,000 

 

Below the Line are the Buyer’s Interests  Below the Line are the Seller’s Interests 

I don’t like 

walking or riding 

a bike  

I need the car 

Monday thru 

Friday for driving 

5 miles to work 

I love the color 

blue and 

especially like 

blue convertibles 

 I only need 

$5,000 now to 

buy some shares 

I think will double 

in price 

It is better for me 

tax-wise to get 

$7,000 later 

I don’t like 

negotiating with 

women 

I don’t know how 

to drive a stick-

shift 

I can’t park larger 

SUV’s 

I love the feeling 

of freedom when 

I drive with the 

top down 

 I have two more 

cars besides this 

one that I want 

to sell 

I don’t like to 

show weakness 

in a negotiation 

This car has a 

mildew problem 

from when I left 

the top down 

I’m short on cash 

now but my dad 

will lend me 

money 

In 3 months, I will 

get a signing 

bonus from my 

new job 

I want to appear 

grown up and not 

dependant on my 

dad 

 I love the smell of 

a new car and 

don’t like cars 

over 2 years old 

I need to buy a 

bigger and safer 

car to hold my 

wife and kids 

My wife wants to 

put $7,000 in our 

kids’ college fund 

next year 

… … …  … … … 

 

Concept Review 

 

The 7 Primary Ways of Handling Conflict, Resolving Disputes and/or Getting What You Want 

Avoidance Negotiation Mediation Arbitration Litigation Self-help 
Request 

Help 
unilateral action(s) 

designed to end 
your involvement 
in the dispute by 

walking away 

a conversation 
with the goal of 

resolving an issue 
via bargaining 

and/or 
compromise 

a guided dialog in 
5 stages: 

Convening, 
Opening, 

Communicating, 
Negotiating and 

Closing 

a third party 
judgment 

rendered by a 
mutually agreed 

upon neutral party 

a state-financed 
court system that 

determines the 
government’s 

resolution of the 
dispute 

unilateral 
action(s), which 
are sometimes 

illegal, designed 
to force the other 

party to submit 

appeal to a higher 
authority or 

power who has 
the ability to 
deliver the 

desired results 

  

The 7 Secret Weapons of Influence – You Should Learn How to Use Them and Defend Against Them 

Perceptual 
Contrast   

Reciprocation 
Commitment 

& 
Consistency 

Social Proof Liking Authority Scarcity 

we notice and 
decide by the 

difference 
between two 

things, not 
absolute measures 

we feel obligated to 
return favors 

performed for us in 
whatever way we 

are asked to 

we want to act 
consistently with 
our commitments 

and values 

we look to what 
others do to 

guide our 
behavior 

the more we like 
people, the more 
we want to say 

yes to them 

we look to experts 
to show us the 

way 

the less available 
the resource, the 
more we want it 

 

The Buyer and Seller’s Negotiating Range of Positions during the Dance of Distributive Bargaining  

Buyer’s 

Bargaining Range 

Buyer and Seller’s  

Shared Bargaining Range 

Seller’s Bargaining 

Range 

Insult 

Zone 

… 

Buyer’s 

Credible 

Zone 

Buyer’s 

Reasonable 

Zone 

Seller’s 

Bottom 

Line  

# 

Buyer and Seller’s  

Zone of Possible 

Agreement (ZOPA) 

……………………………...→ 

Buyer’s 

Top 

Line 

# 

Seller’s 

Reasonable 

Zone 

Seller’s 

Credible 

Zone 

Insult 

Zone 

…→ 
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 What We’ve Learned So Far 

 

1. You Can Choose How to Get What You Want – negotiation is a very effective and inexpensive method 

2. Behaviors Based on Shortcuts Can Either Benefit or Harm Us – navigating life is faster when we can react 

without thinking but these “click, whirr” shortcuts can also be exploited to gain our unwitting compliance 

3. Awareness of Principles of Persuasion is Key – our negotiating ability improves if we learn how to persuade 

others using these weapons of influence and to recognize the principles when they are being used against us 

4.  Avoid the BUT and Focus on the AND – active listening and empathy are improved by saying AND vs. BUT 

5. The Principle of Perceptual Contrast says that the Order in which Options are Presented Matters – use this to 

shape the conversation towards an outcome that you find desirable by anchoring the other side to your number 

6. Distributive Bargaining is a Predictable Zero-Sum Game of Claiming Value – the person who starts the 

Negotiation Dance with a credible offer can shift the Zone of Possible Agreement (ZOPA) in their favor 

7. WATNA, BATNA, LATNA – it helps to know both the other party’s and your own Worst, Best and Likeliest 

Alternatives To a Negotiated Agreement because this knowledge can help close the remaining gap in a deal 

8. The Principle of Reciprocation says that we should try to repay, in kind, what another person has provided us. 

As a weapon of influence, reciprocation is so powerful that it can cause you to say yes to a perfect stranger just 

to relieve your feeling of indebtedness or obligation to someone who has done something for us. 

9. In Integrative Bargaining the parties go beyond the zero-sum exchange by seeking ways in which both sides 

can achieve their goals at little or no cost to the other party.  The goal is to expand the pie by focusing on the 

“below the line” interests of the parties (which are often open-ended and not a source of conflict) versus the 

“above the line” issues and positions (which are often fairly fixed and constrained). 

10. The Principle of Consistency and Commitment says that we want to act in a manner that we view as 

consistent with what we think, say and do, and we will change to ensure this is so.  As a weapon of influence, 

this principle can be manipulated to build on a small step that we might be persuaded to take in favor of 

something and turn it into a much more significant series of actions that are supported by our need to stay 

consistent with our former commitments. 

11. The Principle of Social Proof says that we look to what others do to guide our behavior.  As a weapon of 

influence, social proof has been used to help Facebook build a social network of members that started with 3 

roommates in 2004 and have half a billion users connected with one another by 2010.  In addition to Facebook’s 

$100 billion value, Social Proof is used countless times by other companies to market their products and by 

individuals in negotiations to help convince reluctant parties to do a deal that is based on others who have done 

a similar deal before.  

12. The Principle of Liking says that we prefer to say yes to people that we know and like.  As a weapon of 

influence, liking is the social glue that allows us to act without fear.  We trust our friends and the people we 

bond with because they are similar to us, are physically attractive, compliment us, smile, speak confidently and 

cooperate with us in some way (especially protecting us from harm or appearing to do so).   

13. The Principle of Authority says that we look to experts to show us the way.  As a weapon of influence, 

authority can be communicated by various indicators such as, uniforms, wealth, power, physical attributes (e.g., 

height), style of dress and attitude.  The double bind of authority is that not only are we compelled to obey it, 

but we often feel as if we are not permitted to challenge it. 
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14. The Principle of Scarcity says that things and opportunities seem more valuable to us when their availability is 

limited. This weapon of influence is effective because scarcity usually corresponds with value. The scarcity 

principle works because it usually leads to the right answer.  Also people hate to lose freedoms they have. If you 

start out having the freedom to buy something, if that freedom starts to disappear, you will react strongly to 

regain it.  

15. The Milgram Obedience Study is the classic research example of the power of authority to compel behavior at 

odds with a person’s own belief system.  With nothing more in terms of indicators of authority than a 

professional-looking person in a lab coat, a clipboard and a statement firmly made that “the test must go on,” 

normal people were willing to administer what they thought were dangerous levels of shocks to subjects who 

gave the “wrong” answers to questions.  Milgram demonstrated that obedience to authority is so strong that 

most human beings can be made to act like sadists and murderers as long as the proper perceived authorities 

are in place and accepted.  
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The Mediator’s Roles 
Here is an overview from Mediation:  The Art of Facilitating Settlement, An Interactive Training Program on the roles 
that the mediator performs and some Do’s and Don’ts. These same roles can be applied when there is no mediator 
present and the person with whom you’re negotiating needs guidance during a negotiation. 
 
Functions the Mediator Performs: 

• Convener – getting the parties to the table is the first step in any negotiation. This convening process involves 

establishing ground rules and terms of the mediation including the level of formality, time constraints, 

financial arrangements and logistics. 

• Keeper of the agenda – moving the parties through the stages of the negotiation by staying on track, keeping 

the communication going and keeping the door open to avoid an impasse. 

• Power Balancer – acting as a referee to prevent the stronger or better negotiator from overpowering the 

weaker or less skilled party.  This can be done privately during caucus or by advising the party to seek 

additional external help on certain aspects of their case.  

• Reality Tester – providing an independent perspective or sounding board for each of the parties and if a party 

is being unrealistic providing them with a face-saving way to become more reasonable. 

• Alternative Generator – developing options for one or both parties that the mediator’s neutral position or 

natural creativity allows him or her to see better than the parties involved in the dispute.  

• Scapegoat / Lightning Rod – being the person that raises the issue that neither party wished to see raised but 

which is critical to an enduring agreement and being willing to take the blame for suggesting an unpopular 

move or reality in the negotiation. 

• Resource Expander – taking a broader view of the dispute and suggesting when there might be other 

resources or options that might be brought into the negotiation to help deal with a sticking point in the 

process. 

• Gainer of Closure – noticing when an option has been floated that has the potential to bring the parties 

together (especially when the parties might have missed this opportunity to settle because they are in the 

heat of the battle). 

• Secretary – tracking offers, counter-offers and tentative agreements (including handling all of the details 

involved so that the parties can stay focused on the bigger picture of the negotiating process). 

• Agreement Implementer – supervising the implementation of the agreement (if the parties so desire) after 

the deal is signed or when the agreement has a phased implementation. 

 

Mediator Do’s 

• Develop an opening statement 

• Listen to understand – deeply and actively 

• Use open-ended and clarifying questions 

• Be a role model of good behavior 

• Allow the parties to make all of their arguments 

• Express empathy 

• Evaluate the case only in caucus 

• Focus on solutions by encouraging creativity 

• Be patient to give time for parties to adapt 

• Observe negotiation styles 

• Keep the momentum going and never give up 

Mediator Don’ts 

• Act as if you are a judge 

• Allow parties to be cross-examined 

• Suggest anyone is ill-prepared 

• Interrupt except to maintain control or clarify 

• Over-promise to one party confidentially 

• Bolster either side’s case 

• Evaluate a case in joint session or too early 

• Allow final offers 

• Undermine the mediation process  

• Abuse the mediator’s power 

• Settle for an agreement in principle 
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A Mediator’s Guide to Dealing with Uncooperative Parties 

Here are some tips from Mediation:  The Art of Facilitating Settlement, An Interactive Training Program on how to 

deal with uncooperative parties. The same techniques can be applied when there is no mediator present and you 

are confronted with a person who isn’t behaving reasonably during a negotiation. 

Categories of Uncooperative Actions 

• Challenging the mediator by questioning their 

credentials or accusing them of bias 

• Undermining the process by refusing to talk or 

refusing to share information 

• Attacking the opposing party by pushing hot 

buttons, questioning credibility or making 

inflammatory or degrading comments  

• Violating the bounds of good faith bargaining by 

lying or misrepresentation or using a session for 

purposes other than seeking a settlement 

 

Ways for the Mediator to Respond 

• Invoke the dispute resolution process and the 

mediator’s control 

o Continue good faith process 

o Draw upon process stages and dynamics 

o Explain mediator’s role as one who influences 

the process 

• Recall the parties to the ground rules 

o Bring up the defined ground rules 

o Focus parties on them 

o Confirm understanding of them 

o Negotiate regarding use of them 

• Confront the unproductive behavior 

o Identify unproductive behavior 

o Label unproductive behavior 

o Question use of unproductive behavior 

o Discuss the impact of unproductive behavior 

o Negotiate on an alternative behavior 

• Refuse to be intimidated 

o Ascertain if the attempted intimidation is an 

tactic to divert the focus of mediation 

o Evaluate any justification for criticism 

o Confront and counsel 

o Return to the substance 

• Acquiesce to the behavior 

o Realize advantage of honest and unexpected 

agreement with criticism 

o Be flexible, using calm and peaceful words; 

role model the conduct you wish to see 

o Let them own the conduct by not resisting 

• Finesse the move 

o Recognize the attack 

o Avoid direct response to it 

o Maneuver around it to diminish its power or 

deflect it or postpone dealing with it 

• Utilize outside resources 

o Bring to bear information or expertise other 

than the mediator’s to influence perceptions 

o Use in either a reactive or preemptive way 

• Present parties with choices 

o Continuing conflict or resolution 

o Productive or unproductive sessions 

o Useful or wasteful time investment 

o Mediator continuing or leaving 

• Employ multiple responses 

o Recognize value in sequential responses 

o Recognize value in combined responses 

o For example, “I want to understand 

everything I can so I can do a better job of 

helping you.  So, please help me understand 

how [name the unwanted behavior] is getting 

us closer to the goal.”  

• Consider the format, agenda and timing of the 

dispute resolution process 

o Impose time limits if bad faith bargaining 

o Use creative caucusing 

• Terminate the dispute resolution process (either 

temporarily or permanently) 
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Negotiation Quotes 
Proverbs 4:7 - Wisdom is the principal thing; therefore get wisdom: and with all thy getting get understanding. 
 

Jimmy Carter - A fundamentalist can't bring himself or herself to negotiate with people who disagree with them 
because the negotiating process itself is an indication of implied equality.  

 
Karl Albrecht - Start out with an ideal and end up with a deal. 

 

Joseph Joubert - Never cut what you can untie. 

 

Henry Boyle - The most important trip you may take in life is meeting people half way. 

 

Robert Estabrook - He who has learned to disagree without being disagreeable has discovered the most valuable 
secret of a diplomat. 

John F. Kennedy - We cannot negotiate with those who say, "What's mine is mine and what's yours is negotiable." 

Bill Watterson - I'm learning skills I will use for the rest of my life by doing homework...procrastinating and 
negotiating. 
 

Joss Whedon - Every day's a negotiation and sometimes it's done with guns. 

 

Nelson Mandela - One of the things I learned when I was negotiating was that until I changed myself, I could not 
change others. 

 

Mediation Quotes 
 
Matthew 5:9 -  Blessed are the peacemakers: for they shall be called the children of God. 
 

Matthew 5:25 says - Settle matters quickly with your adversary who is taking you to court. Do it while you are still 
with him on the way, or he may hand you over to the judge, and the judge may hand you over to the officer, and 
you may be thrown into prison. 

 

Ludwig Van Beethoven - Music is the mediator between the spiritual and the sensual life. 
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Influence - The Psychology of Persuasion 
 

by Robert B. Cialdini, Ph.D. 
 

Summary by Lee Lorenzen, January 18, 1998 
 
Introduction:  
 This book provides a study of compliance. It reports on the factors, which influence one person to say yes to another? 

The author indicates that, in addition to the obvious one of material self-interest, there are six fundamental 
psychological principles which compliance professionals (e.g., salesmen, con men, software company CEOs, etc.) use to 
create a willingness in others to say yes without thinking first. 

   
Chap 1: The Weapons of Influence - Humans maintain a set of shortcuts to thinking and behaving that allow us to function 

efficiently in a busy world. These automatic, stereotyped behaviors and thought processes can be invoked by certain 
simple triggers. Like a tape player, Click - the appropriate tape is activated; and Whirr - out rolls the standard sequence 
of behaviors.  

  
 For instance, an experiment was done to show that people will give up their place in line 34% more often when the 

request contained the word “because” along with a simple reason like “I’m in a rush.”  Surprisingly, compliance was 
essentially the same when what followed the word “because” was not a justification but simply a restatement of the 
request. It was the word “because” that triggered the automatic behavior not the actual reason stated. In the second 
case, the shortcut of not listening after hearing the trigger word “because” has led to an automatic unthinking 
compliance that is not really justified.  

 
 This Click, Whirr nearly mechanical process is the foundation for the weapons of influence that can give exploitive 

power to those who would subtly tap into the power of our natural tendencies. Like jujitsu (a martial art which 
redirects the opponents often superior strength and momentum in a way that leads to victory), compliance 
professionals use our own mindsets and experiences to work against us. For example, the contrast principle of human 
perception states that how we perceive the difference between two things presented one after another is affected by 
the order in which we experience them (e.g., a heavy object will feel heavier if we lift it immediately after lifting a light 
object). The contrast principle can be used as a weapon of influence in many sales and advertising situations.  Studies 
show that salesmen who present the expensive item first will do better than those who work in the opposite order. 
Advertisers can make us dissatisfied with our own appearance by contrasting artificially enhanced pictures of beautiful 
models with what we see in the mirror everyday.  

 
 The weapons of influence can be manipulated by compliance professionals to subtly force you to improperly evaluate 

a purchasing decision. Crafty real estate agents may show you two over-priced dumps first, so when you see the 
somewhat-over-priced-but-adequate house you’ll view it as a great deal. Crafty car salesmen first get you sold on and 
committed to the basic $30,000 car before mentioning certain options. Purchased independently, a $750 CD player 
would probably seem expensive. However, after spending $30,000 for a car, another $750 for a CD player doesn’t 
sound so bad.  

 
 One reason for studying the contrast principle, and the other Click, Whirr manipulation techniques is to first recognize 

them and second learn how to gracefully stop the tape from playing so that we can make a rational decision.   
 
Chap 2: Reciprocation - The rule of reciprocation says that we should try to repay, in kind, what another person has provided 

us. Someone can make us feel obligated to them by doing something for us. Human societies derive significant 
competitive advantages from the reciprocity rule. Without widespread conformance to the rule, our whole economy 
based on reliable exchanges of value would not work. We are taught to obey the rule and no one wants to be viewed 
as a moocher, ingrate or welcher.  

 
 As a weapon of influence, reciprocation is so powerful that it can cause you to say yes to a perfect stranger just to 

relieve your feeling of indebtedness. Hare Krishna in the airport give unsuspecting travelers a free flower as a gift from 
their group. Under no circumstances will they accept it back. Then the person is asked for a donation.  Click, Whirr. 
After a nice young lady has given me a gift, the least I can do is give her a buck or two.  This benefactor-before-beggar 
strategy has been wildly successful.  Recently, people have developed a defense. They don’t allow themselves to 
receive the gift by avoiding the encounter with recognizable Hare Krishna. The donation seekers now dress more 
normally and sometimes carry a travel bag to thwart this defense mechanism. If the trigger can be activated (i.e., the 
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gift given), the rest is automatic because the normal benefits of the rule of reciprocation are too strong for us to want 
to violate it. 

 
 Other examples of the rule of reciprocation are as follows: 
 
 1. Lawmakers will vote for bills to return favors to other congressmen. 
 
 2. Gifts and favors are also normally illegal for elected officials and businessmen. 
 
 3. Free samples as a marketing technique work primarily because they are a gift and secondarily because you 

can experience the product. 
 
 4. Amway uses a device called a BUG (a collection of Amway products in a tray or bag that can be freely sampled 

by the customer for several days at no cost or obligation). When the Amway rep goes to collect the BUG, 
despite the disclaimers, the customers who’ve freely sampled feel obligated to buy something and often do. 

.  
 5.  Uninvited favors or gifts, like direct mail pieces with free greeting cards or address labels included, use the 

rule of reciprocation to make us feel obligated to give a donation. 
 
 In many cases, the rule can trigger unfair exchanges. One has to be very careful when the same person chooses both 

the nature of the indebting first favor, as well as the nature of the debt-canceling return favor. Men offering to buy 
women drinks in a bar are often positioning themselves for such a disproportionate return favor. 

 
 Reciprocal concessions are a more subtle form of exploiting the rule of reciprocation than by giving a gift or doing a 

favor. The author had the experience of being offered a $5.00 ticket to Boy Scout circus held on Saturday night, when 
this request was rejected, the Boy Scout said, “Well, if you don’t want any tickets, how about buying some of our 
chocolate bars. They’re only a dollar each.”  The author was surprised that he ending up purchasing two, even though 
he didn’t like chocolate bars. This is an example of Rejection-Then-Retreat strategy (firstly, make a big request that will 
likely be rejected, and then secondly, allow the rejecter to retreat to granting a smaller request counting on the 
person’s desire to match your concession with a willingness to comply). 

 
 Examples of the Rejection-Then-Retreat compliance technique include G. Gordon Liddy’s Watergate break-in plan, 

which was accepted after several even wilder and more hair-brained schemes had been rejected. Approving the break-
in was an attempt to “throw a bone” to Liddy after turning him down earlier. Part of the reason the technique works is 
that the Contrast principle is also at work (i.e., the larger request comes before the smaller request). The other 
wonderful feature of this technique is that if, by chance, no rejection occurs and the first request is granted, then an 
even larger request will have been received. 

 
 Surprisingly, further studies show that the Rejection-Then-Retreat approach also causes the victim to volunteer to 

perform additional requests. The reason for this is that the victim has a greater feeling of responsibility for, and 
satisfaction with, the arrangement because he or she had caused the concession from the initial exchange to be made 
(i.e., almost as if it was their idea). The act of “forcing” the concession by rejecting the first request actually brings a 
feeling of satisfaction that encourages the unknowing victim to want to agree to further arrangements. 

 
 How to Say No 
 
 It is difficult to avoid being exploited by the reciprocation rule because we can’t avoid feeling badly about rejecting 

someone’s offer because sometimes it is a genuinely honest offer.  The benefactor who turns into a profiteer is the 
only one who deserves to be treated badly. The trick is to notice the exploitation and then just graciously accept the 
favor with no feeling of obligation. A favor rightly follows a favor, not a piece of sales strategy. 

 
 As a final example, a reader reports that when selling service contracts he always first offered the three-year expensive 

option ($140). When this was rejected, he retreated to a one-year plan ($35). Exploiting the contrast principle, as well 
as the reciprocation rule, he always had the highest sales. Note: An exercise left to the reader is to evaluate the Altura 
price list and sales approach in relation to this example. 

 
Chap 3: Commitment and Consistency - A study shows that immediately after placing a bet at a racetrack, people are much 

more confident of their chances of winning.  The reason for this is our nearly obsessive desire to be (and to appear) 
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consistent with what we have already done. Once having made a choice, we encounter both internal and external 
pressure to behave consistently with that commitment. 

 
 Society places a high importance on consistency. The person whose beliefs, words, and deeds don’t match may be 

seen as indecisive, confused, two-faced, hypocritical or even mentally ill. Often, blind consistency offers a shortcut 
through life. As Sir Joshua Reynolds said, “There is no expedient to which a man will not resort to avoid the real labor 
of thinking.”  Likewise, consistency and mindless automatic responding can be a safe hiding place from disturbing 
things we would rather not realize. 

 
 The trigger to starting the Click; Whirr response of the consistency tape is to get a commitment. During the Korean 

War, US prisoners were subjected to a lenient policy that used a “start small and build” approach, to extract a large 
amount of collaboration with the enemy. At first, prisoners were encouraged to admit that not everything was perfect 
in the USA. Next, they were asked to write down some examples of things that weren’t perfect. After that, they would 
be asked to have a recording made of themselves reading what they had written. Once a prisoner had gone this far, his 
personal view of himself as a sympathizer with some of the “good parts” of communism would cause him to forget 
about escaping and even to rat on his fellow prisoners. 

 
 The Chinese prison officials realized that not only do we judge others by their actions, we judge ourselves by our own 

actions. If they could get prisoners to write pro-communist statements, even when copied from a book, they would 
begin to change a person’s view of himself. Written evidence was hard to deny. Other prisoners could be influenced by 
the written statement and even though they knew the circumstances surrounding the statement, they would begin to 
believe that the writer actually believed what he wrote. 

 
 Salesmen use the commitment and consistency weapon of influence when they start with a small sale to pave the way 

for a large one. This approach is often referred to as the “foot in the door” technique. Sometimes the best technique is 
to get people to write down and sign an order form indicating a desire to buy. Having the customer fill out the order 
form is even more effective in keeping people from backing out of the order. 

 
 The more effort that goes into a commitment the greater its ability to influence the attitudes of the person who made 

it. Initiation rites in primitive tribes, fraternities, and military units exploit this phenomenon to create a high degree of 
loyalty. To be effective, the hazing aspects of initiation must serve no other socially redeeming purpose besides 
obtaining entry into the group. This forces people to personalize their acceptance of the rituals as something they 
willingly chose to do. Although threatening can produce short-term compliance, compliance ends when the chance of 
being punished goes away. Long-term compliance occurs when the person is free from the threat and instead chooses 
for his or her own reasons to do the right thing. 

 
 Compliance professionals love inner change because it is not specific to the original situation and it is lasting.  Inner 

change grows its own legs. The classic bait-and-switch technique uses this approach to create an inner change (I’m 
now a buyer) that survives even though the original product/price combination is no longer available. Crafty car 
salesmen use a lowball technique to get people way down the sales process (after several hours, loan approval, all the 
paperwork filled out) before disclosing that “a mistake has been made” and the original attractive feature that 
convinced you to buy is no longer available. Many people create other buying reasons, often the salesmen would have 
no way of coming up with, to rationalize continuing with the purchase. 

 
 Other examples of the need to be consistent with our commitments include: 
 
 1. Experiments show that people are 70% more likely to try to stop a thief when they have agreed to a request 

to watch someone’s belongings. 
 
 2. Attendees at a TM conference rushed to sign up for an expensive series of classes that offered the hope of a 

cure for certain personal problems. The urgency was surprising given the fact that certain conflicting proof 
against the merits of TM had just been given. By quickly signing up, before logic set in which would remove 
their likelihood of solving their problem, they were able to stop having to think about the merits and just 
follow through on their commitment to take the class. 

 
 3. Toy manufacturers under-supply but heavily promote certain products right before Christmas. Parents commit 

to get the toy for their children. The stores are all out, so parents buy other toys. Then after Christmas, when 
the toy stores are re-supplied, the parent buys the original toy to satisfy the earlier commitment. The kids and 
the storeowners are the winners.  
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 4. To improve the number of volunteers willing to raise funds for the American Cancer Society, organizers called 

to ask people to predict what they would say if asked to spend three hours collecting money for the charity. A 
few days later, these people were 700% more likely to volunteer when asked than people who had not been 
asked the question. The same thing worked when asking people to predict whether they would vote on 
Election Day. 

 
 5. Fund raisers often ask, “How are you feeling today?”  If you say “fine,” they say “I’m glad to hear that because 

I’m calling to ask if you’d make a donation to the unfortunate victims of...”  This commitment that you’re fine 
puts you on record and now declining to share your good fortune would not be consistent with your personal 
view of yourself as being generous. 

 
 6. Testimonial essay contests (e.g., Tell us why you love Crest in 25 words or less to win a small prize) are used to 

get people to make a written commitment. They will then follow through on that commitment and be 
consistent in their buying behavior 

 
 7. Experiments show that those who’ve made public commitments are the least likely to be swayed by further 

discussion. People who’ve made private written commitments on an erasable pad were the next most 
stubborn. Private internal commitments were the most subject to change. Also, hung juries are much more 
likely when there has been an initial public ballot. 

 
 How to Say No 
 
 Ralph Waldo Emerson writes, “A foolish consistency is the hobgoblin of little minds...”  When you recognize, by a 

feeling in the pit of your stomach or your heart of hearts, that an earlier commitment is being used to manipulate you 
into a foolish consistency, simply replay the request and point out the absurdity of following through. The guilty 
exploiter of this weapon of influence will likely slink away once they have been discovered and even if they don’t, you 
can feel content that you are in the right. It is important to be aware when you are creating the additional supports for 
a decision when the original one that brought you to the point of making the decision has been removed. 

 
Chap 4: Social Proof - This weapon of influence is based on the principle that one method we use to determine what is correct 

is to find out what other people think is correct. The principle applies to behavior and leads us to view a behavior as 
more correct in a given situation to the degree that we see others performing it. Canned laughter in a sit-com, the 
speed to drive on the highway, how to eat chicken at a dinner party are all examples of where the Social Proofs of 
those around us guide our actions. 

 
 The Principle of Social Proofs can also be used to manipulate us. Bartenders who “salt” their tip jar, ushers who salt 

collection plates, evangelists who seed the audience with “ringers” and advertisers who emphasize “largest selling” are 
all examples of how existing evidence of other people responding helps make us more comfortable with responding. 
As one salesman put it, “Since 95 percent of people are imitators and only 5 percent initiators, people are persuaded 
more by the actions of others than by any proof we can offer.” 

 
 The Principle of Social Proof works best when we are unsure of ourselves, when the situation is unclear or ambiguous, 

and when uncertainty reigns because in these times we are most likely to look to and accept the actions of others as 
correct. The important thing is that we often miss the subtle point that everyone else is often as confused and unsure 
as we are. This concept of “pluralistic ignorance” often leads to the strange phenomenon (sometime viewed as a 
national disgrace) of the failure of entire groups of bystanders to aid victims in agonizing need of help. 

 
 If only one person was on the scene of an emergency and that person knew that he or she was the only one aware of 

the situation, help is almost always provided.  Since people like to appear poised and unflustered, if everyone else is 
looking unruffled and failing to act, we will probably interpret what we see as a non-emergency. It is often the case 
that if you need help in an emergency there is not really safety in numbers. 

 
 Here is a plan of action in any personal emergency that can save your life: You should pick out a single individual in the 

crowd of bystanders and stare, speak and point directly at him so that he knows you mean him (“hey, you in the brown 
shirt”), state clearly “this is serious, I need your help.”  Say that you are counting on him to do some specific action that 
will aid you (“I’m counting on you to: call 911, get a doctor, stop this guy attacking me”). As soon as this one person 
begins to respond decisively, others will pick up the cue and the Principle of Social Proofs will start to work in your 
favor. 
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 In addition to times of uncertainty, the Principle of Social Proof works better when the people around us are similar to 

us. Getting teenagers to dress a certain way or little children to overcome a fear of dogs will be much easier if we use 
peers as our models for behavior. The author’s son couldn’t learn to swim after weeks of trying with a big burly 
lifeguard, but a single day at a camp where other children were swimming produced the desired result. 

 
 Other examples include: 
 
 1. An example of how Social Proofs can be used for self-deception is religious groups that predict the end of the 

world on a specific date. These believers are initially hoarders of their revealed knowledge and don’t do much 
recruiting. However, when the end of the world does not occur on the predicted date they quickly shift into 
radical evangelists for their faith. The reason is that by convincing others they can become reassured that they 
were right after all. The external social evidence of lots of converts overcomes any internal doubts that may 
have crept in. “Convince and ye shall be convinced.” 

 
 2. Over 38 good people in Queens heard the repeated cries of a woman and some watched a killer stalk and stab 

a woman in three separate attacks. Not one person called the police during the assault. The woman ultimately 
died. What was originally viewed as apathy or the coldness of the big city is really an example of how social 
proof can cost someone their life. The cause of death was most likely uncertainty. It was the very fact that so 
many witnesses were on the scene that made everyone assume others would have already acted if it were a 
“real” emergency.  

 
 3. Studies show that after a well-publicized suicide, cars, private planes, jets and airliners all start having fatal 

crashes at a much higher rate than normal. This strange linkage has been found to be caused by unstable 
people who follow the cue of people that are similar to them that have committed suicide. But instead of an 
obvious suicide, they stage a fatal crash. The Werther effect (named after a book in which the hero commits 
suicide, thereby leading to a wave of suicides among the readers) has a modern day equivalent in newspaper 
reports of suicides. Studies show that two months after a well-publicized suicide, 58 more people than usual 
will take their own life. Also, the majority of the suicides that do occur will be by people most like the original 
victim. Secret suicides disguised as fatal crashes usually peak 3 to 4 days after the original event and then 
again a few days later before falling back to normal ranges. 

 
 4. The Jonestown, Guyana mass suicide shows the enormous power of social proofs to lead people to “drink the 

Kool-aid” and take their own lives in an orderly fashion. The Reverend Jim Jones led the cult members out into 
a remote jungle settlement where the only social proofs would be fellow believers. He probably arranged for 
his most fanatically obedient followers to be the first “ringers” who would calmly drink the poison. Since there 
was no initial outburst as the first group calmly died, everyone assumed that this mass suicide was a non-
emergency and 910 people followed the leader (i.e., their peers) into eternity. It was not Jones’ charisma but 
his follower’s isolation from non-believers that probably explains why one person could have so much control. 
Most strong-leader-dominated cults emphasize non-contact with outsiders for this same reason. 

 
 How to Say No 
 
 From laugh tracks on TV to murder/suicide, the Principle of Social Proof is a powerful weapon of influence. When the 

social evidence is purposely falsified or manufactured to create an impression of popularity, we should take notice and 
fight back. Man-on-the-street interviews (sometimes with actors playing the part) are a typical technique used to 
create “people like us” that we should model our behavior after. Sometimes the social evidence is not deliberately 
faked but the result of an innocent mistake that then leads to a snowballing of incorrect behavior due to the pluralistic 
ignorance phenomenon. Whether drivers who over-react based on someone quickly changing lanes in front of them or 
buffaloes who stampede in a herd over the cliff, the tendency to follow the herd needs to be fought with objective 
facts. Everyone should periodically stop and look around for hard evidence that justifies their actions. 

 
Chap 5: Liking - We prefer to say yes to people we know and like. (Note:  this section is only briefly summarized so you still have 

a reason to read the book.) 
 
 Physical Attractiveness increases liking and therefore influence. 
 
 Similarity increases liking and therefore influence. 
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 Compliments increase liking and therefore influence. 
 
 Contact and Cooperation increase liking and therefore influence. 
 
 Conditioning and Association increase liking and therefore influence. 
 
 How to Say No 
 
 Since it is hard to keep from liking some people, it is best to deal with the situation when we feel ourselves liking the 

practitioner more than we should under the circumstances. If we have somehow instantly bonded with someone, 
maybe we should be a little skeptical about the situation and what the person may be asking us to do. Using the jujitsu 
technique, channel the very force of the instant attraction into a response that pushes against the attempts at 
compliance by the other individual. Mentally separate the person from whatever he is trying to sell (“Boy, after eating 
the donut he offered when we first met and five minutes of talking, I really like Dan the car salesman. I should probably 
invite him to go fishing with me. I’ll do that right after I tell him I never buy anything costing over $100 from a friend.”) 

 
Chap 6: Authority - People are surprisingly deferential to a recognized authority. When a man or woman you’ve never met asks 

you to take off all your clothes and lay on a table, you willingness to comply has much to do with the person’s 
authority. You are likely to respond favorably, as long as you are in what looks like a doctor’s office with diplomas on 
the wall and the person asking you is wearing a white lab coat. 

 
 The classic research effort in the area of authority was the Milgram Obedience Study.  Volunteers playing the part of 

teachers were directed by a researcher wearing a lab coat and holding a clipboard to administer shocks to another, 
supposed volunteer, playing the part of the student. For each wrong answer, the student received an ever-increasing 
shock (no actual shock was given, the student was in on the experiment and faked sounds of increasing pain). Despite 
the impassioned protests, as long as the authority said, “the test must go on,” the teacher would continue to shock the 
student. Even when the student begged to stop and claimed that the next shock might kill him, almost 100% of 
teachers (most with lots of discomfort) continued to administer shocks. 

 
 Milgram proved that obedience to authority is so strong that most human beings can be made to act like sadists and 

murderers as long as the proper perceived authorities are in place and accepted. Like many of the other principles of 
influence, what is normally a good idea (obeying parents, teachers, policemen, or your commanding officer) can, in 
some cases, lead to abuse and an incredibly wrong conclusion. 

 
 Symbols of authority (like Dr. Welby M.D selling Sanka coffee) are often enough to evoke the Click; Whirr response of 

belief that we should act in a certain way. Some of the symbols of authority that we readily accept include celebrity, 
titles, clothes, and the trappings of success. These symbols are easily manipulated by advertisers and con men. As 
certain multi-level marketing groups encourage their sales people who are not yet successful, “Fake it ‘til you make it.” 

 
 How to Say No 
 
 The key protective tactic to dealing with authority is to recognize its power and remove the element of surprise. 

Always ask two questions, firstly “Is this authority truly an expert?” (Does Michael Jordan really know what shoe will be 
best for me?) And secondly, “How truthful can we expect the expert to be here?” (Is Michael being paid to say Nike is 
the best?) Make sure you really have a trustworthy expert. Establishing trustworthiness is an important step in many 
con jobs. The compliance professional will first appear to mention a shortcoming or negative in relation to his case 
(e.g., Listerine, the taste you hate three times a day). This gives the person instant credibility (i.e., They must be honest 
or they wouldn’t say something negative about themselves). Often, the real reason why is so that you will be duped 
into believing the next thing they say. 

 
 In many cases, the best defense against an authority is a second or third opinion. Always take this route when the 

consequences of the wrong decision are severe (such as in medical or legal situations). 
   
 
Chap 7: Scarcity - As G. K. Chesterton says, “The way to love anything is to realize that it might be lost.”  The Scarcity Principle 

states that things and opportunities seem more valuable to us when their availability is limited. This weapon of 
influence is effective because scarcity usually corresponds with value. Gold is scarce and therefore valuable. Oil is a 
scarce resource and therefore valuable. By controlling the perception of scarcity, compliance professionals can control 
an object’s perceived value. A 1908 baseball card in mint condition is only worth a lot because more people want to 
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possess it than the number of authentic original cards that exist. The card has no real value, other than the combined 
value of people’s desire to own it. 

 
 The “limited number available” statement of many ads is an attempt to increase the perception of value and the 

urgency of action. The statement that you must purchase “right now” or forever lose your chance is another variation 
of the deadline approach. A door-to-door vacuum cleaner operation used the line “Our company policy is that we can 
only visit a home one time, if you don’t buy today, I can’t come back and sell it to you later.”  In reality, this is 
nonsense; but it can be effective because it employs the concept of scarcity. 

 
 The scarcity principle works because it usually leads to the right answer.  Also people hate to lose freedoms they have. 

If you start out having the freedom to buy something, if that freedom starts to disappear, you will react strongly to 
regain it. Studies with children show that they will prefer the toy that requires them to go around a Plexiglas barrier to 
get. The barrier increases the desirability and therefore the reaction to fight against it. Auctions are another example 
of using this psychological reactance phenomenon to make us want all the more the thing that we are about to lose 
the right to possess.  

 
 Other examples of scarcity influencing behavior are: 
 
 1. People who hoard what is about to be banned. Or people who seek out what is censored. 
 
 2. When juries were told they should ignore a piece of information, such as the fact that the defendant in a civil 

case had insurance, they tended to use it all the more. 
 
 3. When social demand appears to cause the scarcity, then the conditions are ideal for a frenzied over-reaction 

by buyers. The feeling of competition for limited goods creates a bidding war. Auctions for TV rights to a 
movie are an example where even disciplined businessmen can get carried away. 

 
 4. The author’s brother put himself through college by buying a car one weekend and selling it the next. He 

would always schedule all prospective buyers to show up at almost the same time. He would require the 
second buyer on the scene to wait across the street until the first buyer had made up his mind. This put huge 
pressure on the first buyer to not argue the price but make a snap decision. “Now or Never” decisions often 
lead to buyer’s remorse. 

 
 
 How to Say No 
 
 The heightening arousal of the desire to buy something is the best caution that maybe scarcity is the cause. Calm down 

and ask why we really want the item. Look for another piece of evidence to help make a proper decision. Would you 
buy at this price if 1,000 such items were in the next room? Remember the joy is not in experiencing a scarce 
commodity but in possessing it. A rare bottle of wine is to be owned not drank. 

 
Epilogue: Instant Influence - The fast pace of modern life leaves less time for considered decisions, so be on the lookout 

for people exploiting the Principles of Persuasion. 
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