PRINCIPLES OF PERSUASION

[bookmark: _GoBack]Robert Cialdini’six principles of persuasion may help you in the bargaining stage of a negotiation. 

1. Reciprocity. We believe that favors should be returned; this idea permeates every culture. 
a. Example: The waiter leaves us a candy, we leave a big tip.
b. Strategy: reject-then-retreat. Ask for something big, get rejected, then ask for something smaller (what you really wanted) because the person will feel you conceded on the first request and so they will concede on the second one.

2. Consistency. Once a person has made a choice or a stand, they face great pressures to remain consistent with it so that they appear reasonable. 
a. Example: We tell our child Santa will bring a certain toy, the manufacturers undersupply it, we buy other toys instead, then, because we committed, we have to buy the original toy later.
b. Strategy: Encourage someone to take a small stand (say, signing a petition for a cause) and then ask them to take a bigger stand (like a contribution) that is consistent with their new image of themselves as someone who holds this view.

3. Social Proof/Standards/Norms. People think a certain behavior is correct if they see others engaging in it.
a. Example. Copycat crimes; not acting in emergency situations.
b. Strategy. Convey the sense that others are doing the action, as in, “Your neighbor so-and-so just joined up and I thought you might like to do so as well.”

4. Liking. People tend to want to comply with others whom they like.
a. Example. We are more likely to buy an item if the salesperson is friendly.
b. Strategy. Generate liking through physical attractiveness, similarity, compliments, cooperation, and association with good news.

5. Authority. People feel obligated to comply with the demands of authority figures.
a. Example. How nurses follow doctors’ orders.
b. Strategy. Establish yourself as a legitimate authority.

6. Scarcity. People tend to want to comply if they think they have a chance at something that is in limited supply.
a. Example. Censoring material or limiting supply of an item makes it more desired. 
b. Strategy. Make the person think only a few select people are being given the offer.

A seventh concept is the cognitive propensity to anchor, or to pay too much attention to whatever option (often, a price) is said first. For example, when buying a house, both sides in a negotiation tend to anchor around the list price. The tendency to anchor is strong, which is why you should not offer a specific value or option if you are not well informed. 
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