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Marketing

and persuasion

onsumers today are often inundat-
Ced and overwhelmed with choices

and options about the products
and services avallable to them. As a result
the companies that manufacture, supply
market and 2| these products and services
are constantly logking for mere and more
innovative and effective ways to influence
their consurners and persuade them that
their products, services and offerings are
the choice that they should make.

In cur fast paced, ever changing world
whera information and knowledge is easily
accessible, often instanthy at the click of a
button, what do consumers pay attention
to when making their decisions! What are
the factors that successfully influence and
persuade consumers and what lessons can
be learnt from the world of social science
that will help us become more ethical and
effective at influencing others!

Processing information

Wouldn't it be marvellous if people were
like computers: able to absorb all of the rel-
evant information they recewe, rationally
process it and amrive at informed decisions
about what was the best product to pur
chase, what might be the most appropriate
diet for their children, or what tocthpaste
was the most effective at keeping their
teeth and gums healthy?

However, as many of us recognise, peo-
ple are anything but computers. They are
pecple. People who everyday of their lives
are inundated with an ewver increasing
amount of information and data, much of it
frem businesses wanting to influence and
persuade them to try their new product or
service, It is currently estimated that the
average LUK consumer is exposed to up to
| 700 advertising messages each and every
day of their busy overloaded lves and that
number is increasing,

Orne might expect that, faced with
access to this sea of information, consumers
make more rational and better informed
decisions. But the surprising fact is that
often they do not. lronically there is simphy
too much information for consumers to
deal with and therefore, in order to deal
with this information overload, they use
"decision shortcuts” or “rules of thumb' 1o

e rriing scenc

help them to make choices,

This phenomencn affects businesses too.
It is simply not encugh just ta have the best
product or service anymore. It is the prod-
ucts and services that are presented in the
most persuasive way that will often win the
day In the same way that consumers will
often use "decizion shortcuts' to make
decisions, those of us looking to influence
consumers can utilise these same decisicn
shoricuts fo make our communications
maore  persuasive  and  influential.
Understanding these shortouts and using
them in an effective and ethical way can
provide tools to create maore compelling
messages, more effective  persuasion
atternpts and can build mutually rewarding
and long lasting relationships with con-
sumers and customers. it doesn't stop
there. Understanding these shortouts will
make us more individually persuasive too,
with potential benefits in not just our pro-
fessional life but our personal life too.

What often surprises people is that
while there are many thousands of ways of
influencing others, they generally fall into
one of just six universal principles of sodial
influence. In this article we review the six

Principles of sacial influence
(table 1.0)

Reciprocity People feel obligated 1o
repay, in kind, what has
been given to them
Pecple typically overvalue
things that are rare,
dwindling in availabilty or
difficult to acquire
People are more easily
persuaded by individuals

- perceived 1o be legitimate

Consistency People feel strong pressure

to be consistent within

their own words and
actions

People often lock to the
behaviour of similar others
for direction about what
choices to make

People prefer to say “yes"

1o those they like

Searcity

Social Proof

principles and offer some suggestions for
how they can be incorporated into persua-
sion strategies,

B Reciprocity

Irmagine that one day while walking along
the street, a volunteer from the Mational
Blood Service approaches and asks if you
would be wiling to participate in a long-
term blood donor initiative by donating a
unit of blood every 60 days for the next
three years. Thinking of the time this would
require {and of the pile of work waiting for
you on your desk) you tell the volunteer
that, no, you don't think you can make such
a commitment. The volunteer responds, |
understand. In that case, would you be will-
ing o help us with a one-time donation
sometime this week? With some hesitation
vou say “okay!’ and agree to this more rea-
sonable request.

Peychologists Cialdini and Ascani pre-
sented this very scenario in a scientifically
controlled experiment, and what they
found was quite interesting: those people
who declined to participate in the long-
term donor initiative (as nearly all did) sub-
sequently agreed io the one-time deonation
substantially more often than pecple who
were simply asked to offer a one-time
donation straightaway This study exempli-
fies our first principle of persuasion, the
principle we call reciprocity The principle of
reciprocity states that people feel obligated
io repay, in kind, what has been given to
them, In this case, the volunteer granted
the potential donor a concession - retreat-
ing from the larger request to the smaller
request. In turn, donors felt obligated to
repay the volunteer with a reciprocal con-
cession, agreeing to the smaller cne-time
donation,

Reciprocity is a wital societal rule that
plays an important part in our everyday
lves, When someone does us a favour we
should do one back - in fact society has
nasty names for those that don't play by the
rules. If somecns remembers our birthday
with a card the rule of reciprocity says we
should remember theirs toc. In the super-
market consumers are more likely to pur-
chase a new type of biscuit if they have first
been offered a "no obligation sample”, As
sociEl psychologists we might argue that
there is no such thing a "free sample™,

To be meore persuasive and influertial we
should provide personalised and unexpect-
ed gifts or favours to others. We say thank
you to those that help us and we are more
likely to say "ves” back to them.

B Scarcity
The principle of scarcity suggests that peo-
ple tvpically associate greater wvalue with
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things that are rare, dwindling in availability,
or difficult to acquire. There are many
examples that support this claim. In recent
years many parents have gone to great
lengths 1o purchase the most popular
Christrmas toy that happens to be out of
stack in all the stores, In the UK, the petrol
shortage in the summer of 2000 resulted in
some extraordinary behaviour as people
scrambled to acquire the fuel that was so
limited in availability BEven as recently as
October 2003 the notion of losing some-
thing caused many thousands of peaple to
stop their cars and block a major motorway
just o see the final take-off of the
Caoncorde, a sight we would point out, that
had been a familiar one every single day for
the last 30 or so years. So powerful is the
concept of loss that householders in one
research study were 350 per cent more
likely to carry out energy efficient measures
in their home when they were told how
rmuch money they weould continue to lose if
they didn't as opposed to how much
maoney they would gain if they did.

B Authority

Social psychological research indicates that
pecple are more easily persuaded by indi-
viduals perceived to be legitimate authori-
ties. Doctors, for example, are afforded sub-
stantial authoritative power in our society
Because we tend to view authorities as
credible sources of information, they are
particularly effective as agents of behaviour
change. Using credible authorities to
endorse products and services is often an
effective route to persuade others which
will explain why a toothpaste manufacturer
might often be keen to ensure their tooth-
paste is recommended by, "more dentists
than any other leading brand'.

What might be surprising to some about
this principle of influence is how we can
convince athers of our own credibility and
expertise. Research shows that people view
us as more credible and trustworthy if we
point out weaknesses and drawbacks about
ourselves before we present positive attrib-
utes, It sends a message that says, "'I'm not
hiding anything" - a technique that Stella
Artois uses effectrely when they inform
consumers that they are, “reassuringly
expensive’,

B Consistency

Cur principles of social scientific research
sugsest that pecple feel strong pressure to
be consistent within their own words and
actions. Making a commitment ties a per-
son's sense of self to a particular course of
action.

Imagine that wou are a restaurant owner
with the problem of certain customers
who reserve tables at your establishment

then fail to arrive causing wou inconwve-
nience and a potentially considerable loss
of income. Simply asking for a small com-
mitment {such as requesting their tele-
phone number) from them can help io
minimise the “no show” rate. Social scienti-
ic research shows that people are more
likely to behave consistently with commit-
ments if they volunteer and own those
commitments themzelves. If you can
arrange for effortful actions to also be
meorporated  then  the  commitments
become stronger especially if they are pub-
lished to athers,

Megotiating inttial weluntary  commit-
ments and making them effortful and action
based as well as public is a powerful way to
change and influence behaviours. In one
study people spent sigrificantly less time in
the shower following a work out in their
gym if they were first asked if they sup-
ported and signed up to a “use water
responsibly” campaign.

M Social proof
Suppose that this year you decide that you
will take some more exercise and try to
lose a few extra pounds. How do wou
choose the best way to achieve your goal?
Do you join your local gym, take up cycling
each merning to work, or perhaps take part
in that rew diet that you've heard your
friends at work talk about? Most likeby, you'l
look outside yourself and to others around
you for at l=ast part of the answer. The prin-
ciple of social proof says that when we are
uncertain and we are attempting to make
the right decisions about our health, we will
often look to the behaviour of others
around us for direction about what choices
1o make. This is compounded when thoss
arcund us are similar to us in terms of age,
education, social standing and experience.
social psychologists refer to what people
commonly do in a given situation as a
descriptive norm. Descriptive norms typi-
cally provide people with useful information
about which courses of action to take - if
youl find that a weeldy voga class is general-
by popular; the chances are that attending
the yoga class would not be a bad choice.
Locking to see what other people are
doing is 2 quick and easy tool for making
decisions in  uncertain circumstances.
Indeed, social proof has the greatest per-
suasive power when the right choice in a
given situation is somewhat ambiguous. For
example, anxious people awaiting an anxi-
ety-provoking medical procedure prefer to
share a room with someone who has
already undergone the procedure, because
such a person can provide useful informa-
tien about what to expect,
Highlighting procf of cthers’ behaviours

Marketing

is often a powerful way to influence others'
behaviour, prompting companies to point
out that they are, “the most popular wash-
ing powder'' or that, "eight out of ten own-
ers say their cats prefer it".

B Liking

Put simply, the principle of liking says that
people prefer to say "ves" to and comply with
the requests of those they like.

So what characteristics influence peo-
ple’s liking for others! Sodal scientists point
towards three specific amplifiers of liking:
similarity, praise and co-operation, Well
take thern in turm.

Firstly, pecple tend to like others who
are similar to them. For example, a nutrition
specialist wishing 1o persuade people to
change their dietary intake and habits might
point out certain areas of similarity she
shares with her audience (eg, like them, she
was once not in the best physical shape;
but, like them, she wanted a healthy, well-
rounded lifestyle).

Secondly, people wil tend to like
thoze, and therefore be more persuaded by
those, who pay them compliments and give
them praise. There is strong evidence 1o
suggest that people are extremely receptive
to the requests of others immediately after
they have received a compliment. In fact
recent research points to the fact that peo-
ple are more likely to respond positively to
a request immediately after the requester
has paid them a compliment,

Thirdly, we like people who co-oper-
ate with us towards mutual goals, Attermpts
to influence others that involve joint work-
ing or partnerships are often more success-
ful than these that do not,

Conclusion

W have sought to provide not only inter-
esting and scientifically validated evidence of
how one can increase the likelihood of indi-
viduals complying with their recommenda-
tions but also some practical applications
for the use of these principles. (3ze table 2.0
on page 9)

There are some additional poirts we
would like to make regarding the use of the
principles  we have described. Firstly,
afthough these principles are conceptually
distinct, the communications are likely to be
most effective at fostering influence and
persuasion when using several of these
principles at once. For example, consider
how one might attract a new consumer,
Perhaps one could first point out how a
number of octher consumers, who happen
to be of a similar age and in similar circum-
stances, have enjoved this specific product.
One may then go on to compliment the

Continued on page 9
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In a specialist channel, familiarity 1s about
the interaction between the shopper and
the expert, for example the butcher
Corvenience means how |ocal the store is,
and whether extra services are available,
like the fishmaonger filleting the fish.Value for
maney in this channel is defined by quality,
trust and food safety as well as price. This
highlights the different shopper needs that
can affect store choice, and is behind the
increased use of multiple stores to satisfy
grocery needs. It seems that while the
superrmarkets have pursued the ‘one size
fits all' strategy, shoppers have felt an
increased desire to personalise some
aspects of their shopping experience,

The food shopping experience

It seems unlikely that muliiple retailers will
face strong challenges from other retail
channels because, for shoppers, grocery
shopping 15 a necessity of life defined by
routing, and therefore the desire to make
this process as quick and efficient as possi-
Ble will always prevall, Shoppers are bacom-
ing more engaged with food, but do not
always associate these positive feelings with
the supermarket experience, and are there-
fore locking for this experience elsewhere,
The desire for a mixture of experiences will
continue to fragment shopping behaviour

About IGD

IGD is the key research organisation for
the sector. Qur purpose s to provide
thought leadership
and supply chain
best practice for
the food and
grocery industry.
We work with con-
sumers, companies
and individuals throughout the foed and
grocery chain to ensure we are providing
information, research and leading edge

best practice to help companies grow their
business and develop their people.

IGD provides impartial information for
strategic decision makers; a forum for
discussion and learning; a voice for the pro-
maotion and sharing of best practice; and o
window into the industry promoting careers
and opportunities for personal growth.

Our ongoing research investigates
shopper behaviour and attitudes so that we
understand their needs. Through a new
online service The Shopper, IGD has pulled
together existing and future consumer and
shopper research information into a single
annual subscription. Mere information
about this and other services can be found
at www.igd.com

Continued from page 5

consumer and offer a free sample. By doing
this, the persuader creates a powerful com-
munication that, in this example, utilises
three of the social influence principles we
have presented namely secial proof, liking
and reciprocity.

Secondly, it should be clear that although
people use these mental shertouts when
miaking decisions, this is not to say that peo-
ple conscigusly use them. It is not the case,
for example, that someone will say to him-
self, "Well, I've done this for so long now my
serise of commitrent dictates that | contin-
uel" Menetheless, whether or not the oper-
ation of the principles of persuasion is con-
sciously recognised, the existing evidence
indicates that they will be influential.

Thirdly, it is important to realise that the
reason people use these shortcuts s
because, on average and in most circum-

Marketing

stances, they tend to appropriately steer
peaple in the right direction. That is, it is not
the case that people are being stupid or
making mistakes when they use these men-
tal heuristics 1o guide their choices, They are
often merely owverwhelmed with informa-
tion and know subconscicusly that these
shortouts have served them well in the past.

Fourthly, because information is some-
times highly relevant to their goals, people
may consequently be motivated (afthough
not abeiays able) to deeply process the con-
tert of these messages. Indeed, the effec-
tiveness of a message wall depend upon a
combination of the substance of the mes-
sage and the way that message is delivered,
Thus, the principles we have discussed are
not an alternative to providing pecple with
substantive information but more a vehicle
for ensuring those important messages are
communicatad in an impactiul and persua-
sive way that makes persuasion most likely

The principles of social influence and their application in improving influence (table 2.0)

legitimate authoriies

Principle Definition Application
Reciprocity People feel obligated to repay.in  Use concessions to engage in behav-
kind, what has been given to our changes that are recommended.,
theam Give attertion, compliments, advice
and information first. Use gifts and
not rewards as a motivator of future
compliance
Scarcity People typically overvalue things  Highlight what could be lost or
that are rare, dwindling in avall-  potentially lost if an individual fails 1o
ability or difficult to acquire take appropriate action or act on
wour advice
Authority  People are more easily persuad-  Make visible the credentials of thase

ed by individuals perceived to be

who deliver messages including dis-
playing certificates, diplomas and
training

Consistency
consistent within their cwn
words and actions

People feel strong pressure to be

Have pecple make active, public
commitments, preferably in writing,

thoze they like

Social Proof People often lock to the behav-  Point out how other patients in simi-
iour of similar athers for diree-  lar circumstances have achieved
tion about what cheices to make favourable outcomes by following
' the advised course of action
Liking People prefer to say “yes” to Point out areas of similarity and grve

genuine compliments to others,
Demonstrate your desire to wortk
with and co-operate others
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