Like the One You’re with – the Psychology of Persuasion

People prefer to say yes to those they know and like. This is one of Dr Robert Cialdini’s 6 core principles of persuading others to accept your requests. 

When we know and like a person, we have much more information on that individual – this gives us greater comfort and offers a short cut to decision making information. Cialdini calls this process a ‘decision trigger’. 

In today’s busy world we just don’t have time to research all our decisions fully – we have to condense this activity, sometimes down to mere seconds. Psychologists call this satisficing – we look for the first satisfactory solution, a quick decision trigger.

A great example of this in action is an experiment done by a large American supermarket chain. Occasional, managers attached a sign marked “Everyday Low Prices” in front of two randomly selected brands in different product categories in the supermarket. The prices of the products remained the same as before the signs were placed. Even though shoppers were familiar with these signs, and should know the prices had not changed, sales of these “Everyday Low Price” products increased by 100% on average! 
Why is this so? We know it’s because customers are satisficing. People are busy; they don’t have to validate all the prices to accept the “Low Price” signs as a short cut – a decision trigger.

The fact that we like and know another person also allows us to satisfice when making decisions. One of the key drivers to liking others is similarity. Simply put, we like those people who are similar to us – hobbies, dress, background etc. 

A wonderful research study (The Similar Named Requester Study) was conducted to validate this hypothesis. Researchers were sent surveys via mail to a large group of respondents and asked them to complete and mail back. 
As with most of these types of surveys, response was poor. However, using a separate sample base, the researcher now changed his name to be similar to the recipients. For example, if the survey was being sent to Martin Crossfire, the researcher changed his name to Marty Crossbow and Johnny Miller became Jonathan Miler etc. This simple process doubled the survey responses.

Another way we get to like others is through the positive praise they give us. A man who understood this process well was Joe Girard, the world’s greatest car sales man (in Guinness Book of Records). This man sold an average of more than 5 cars a week (the average sales person sells one). He has 13,000 customers and every month he sent his customers a greeting card - usually linked to an event - that simply said, “I like you – Joe”.    
Although telling his customers he liked them was only one aspect of Joe’s customer relations, he thought it was the most important. 

The lesson here is that we are suckers for flattery; we believe praise and like those people who provide it to us.

It is also import for you to show the person you are trying to influence that you like them – I’ll leave this to another article.

Of course when using any of Cialdini’s influencing principles one must ensure ethical practice. It is easy to give false praise – how many times have you heard “sugar” coming from someone’s mouth and you – and others around you – knew it was just Saccharine! 
People who practice unethical persuasion techniques win in the short term but crash and burn in the long term. When you truly like someone, and you can see they truly like you, they become highly susceptible to your persuasion.

Rob McKay CMCT is one of only 2 people in Australasia personally trained by Dr Robert Cialdini – His latest book “Influence – Science and Practice” has now sold over 2 million copies.

To find out more about the 1.5 day Principles of Persuasion Workshop (next one February 25/26th in Auckland) go to www.influenceAtWork.co.nz 
HURRAY – Only 3 seats left       
