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I am very excited by this book. Rarely has empirically researched data been produced into such a readable format. It shows us through evidence how we can persuade and be persuaded when certain conditions are in place. A must read for anyone who wants to be able to improve their persuasion skills.

The book has a focus on the type of relationship you need to build up in order to be influential. It sits very nicely with the behavioural aspects of influence outlined in other books.
The evidence suggests that there are 6 clear relational aspects which are more likely to enable you to persuade and influence others:
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The Principle of Liking

People will do more for those that they like. People like those who like them.
The research shows for example how at Tupperware parties, liking the host has twice as much influence on a purchasing decision than liking the product!

Evidence also suggests that we are more willing to say yes to people who are similar to us. Increased familiarity through contact is one factor that helps this especially if this is in a positive context. One positive circumstance is mutual and successful cooperation.
Association to something positive is often used by advertisers, politicians and others, as they also often disassociate themselves from unfavourable events.
Tips

To influence people more effectively, focus on:

· Similarity – Create early bonds with colleagues, peers, and bosses. Find things that you have in common and can agree with. You will establish trustworthiness and goodwill. Similarity draws people together.
· Positive genuine praise – evidence suggests that it creates more willingness in the receiver. Praise performance traits or attitude to be more influential. Evidence suggests that this can also help heal difficult relationships. The ability to find one thing about someone that you think is good, is a key ability.
The Principle of Social Proof

People follow the lead of similar others. People are more likely to do something if they realise that others are doing the same.
Human beings rely heavily on others around them for cues on how to think behave and act. Evidence suggests that the more people they know that are bought into an idea or concept, the more that others will buy in to it. Eventually a ‘tipping point’ is reached. This principle works well under two main circumstances. Firstly when they are unsure or the situation is ambiguous. The second circumstance is similarity. People look to perceived similar others for a lead.
Tips
To influence people more effectively:

· Get a team member to talk to their colleagues about an idea rather than yourself (or as well as).
· Use peer power to influence horizontally. For example, get a peer of the person you want to influence to persuade them.

The Principle of Authority

People defer to experts who provide shortcuts to decisions requiring specialised information. Research shows that a single expert on TV can shift public opinion by 2% around an election. There is strong pressure in society for compliance with the requests of an authority. People will defer to authority even if it is against their own wants.
People tend to assume (wrongly) that others will recognise their own expertise. A rather clever DIY store in the UK employs older people, as they have realised that shoppers are far more likely to assume expertise and knowledge about DIY from this type of person that anyone a lot younger. If you were in a DIY store and wanted advice, who would you go to, the older person or the school leaver?

People will ask themselves two questions in relation to authority. Firstly ‘Is this person truly an expert?’ & 'How truthful can we expect this expert to be?’
Tips

To influence people more effectively:

· Establish your expertise before doing business with new colleagues. In conversations before an important meeting, find an opportunity to describe how you solved a similar type problem.

The Principle of Reciprocity

People repay in kind. Give what you want to receive.  There is a universal human trait to treat people the way that they treat you. According to psychologists and sociologists, one of the basic norms in human culture is the rule for reciprocation.
Charities have been shown to increase donation returns up 35% by including a small gift in the envelope asking for donations.
Leadership research has shown that the behaviours of the leader/manager are often somehow ‘spread’ throughout the team & department. With the principle of reciprocity the leaders behaviour will be ‘paid back’ in some way at some time.
Tips
To influence people more effectively:

· Give what you would like to receive. For example, lend a member of your staff to a colleague when they are really busy. You will get their help later.

· Give something before you ever expect to receive something back.
· Another way to increase reciprocation is to make an initial concession that stimulates a return concession at a later time.
The Principle of Consistency
People are more likely to fulfil publicly declared commitments and agreements. Once people make a public stand on an issue, they are less likely to change their mind. Psychologists have long recognised the desire in most people to look and be consistent with their words, beliefs, attitudes and deeds.
After making an initial commitment, people are more likely to agree with requests that are in keeping with that initial commitment. People often agree to something and then find new reasons and justifications for that decision. If an undertaking is forced or coerced from the outside, it is not a commitment, it is an unwelcome burden. Rather than coerce, for example an employee, a better way would be to find a reason in the action which allows the receiver to genuinely value it, and emphasise how carrying out the work is consistent with those values.
Tips
To influence people more effectively

· Make others commitment open, and shared with others, even if this is in a memo.

· Get commitment to an initial idea or decision and  then link future points to that initial decision

The Principle of Scarcity
People value what is scarce. People want more of what they can have less of.
Clever marketing departments have often had a slow release of a toy or computer game. This has been shown to produce a greater demand than there would have been otherwise. The frantic scenes that follow in the shop when they are on sale is often an amazing testimony to this principle. Research shows that an act of limiting access to a message causes the receiver to be more favourable to it
Persuading others by highlighting not what they will gain, but what they will lose if they do not, is recognised well in retail industries (the power of ‘ Loss language’.)
Exclusivity of information can give potentially run of the mill information a certain ‘sheen’. How many times have you heard ‘I got this report today, it won’t be distributed until next week but I wanted to give you a chance to see it first’ – see how your interest grows!

Tips
To influence people more effectively:

· Use exclusive information to persuade. Influence and get key players attention by offering them exclusivity.
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