
Key Takeaways From 
“Influence: The Psychology of Persuasion” by Robert B. Cialdini 

● “Because...” has influence over others 
● Price alone had become a trigger feature for quality  
● The price of an item increases along with its worth  
● They were betting that price alone would tell them all they needed to know  
● Civilization advances by extending the number of operations we can perform 

without thinking about them  
● Contrast principle: if the second item is fairly different from the first, we will tend 

to see it as more different than it actually is  
● It is much more profitable for salespeople to present the expensive item first 
● “Set-up properties”: start with a couple of undesirable houses  
● The trick is to bring up the extra independently of one another, so that each small 

price will seem petty when compared to the already-determined much larger one  
● “Pay every debt, as if God wrote the bill”  
● Rule of Reciprocation: the rule says that we should try to repay what another 

person has provided us  
● Before a donation is requested, the target person is given a “gift” 
● The rule only states that we should provide to others the kind of actions they 

have provided us  
● A small initial favor can produce a sense of obligation to agree to a substantially 

larger return favor  
● Make a larger request, one that will most likely be turned down and then make a 

smaller request that you were really interested in all along  
● A person who feels responsible for the terms of a contract will be more likely to 

live up to that contract  
● “It is easier to resist at the beginning than at the end” 
● Our nearly obsessive desire to be consistent with what we have already done  
● Get commitments recorded  
● Start small and build  
● Foot-in-the-door: start with a little request in order to gain eventual compliance 

with related larger requests  
● What those around us think is true of us is enormously important in determining 

what we ourselves think is true  
● Set a goal and WRITE IT DOWN 
● Public commitments tend to be lasting commitments  
● We should never bribe or threaten our children to do the things we want them 

truly believe in, we must somehow arrange for them to accept inner responsibility 
for the actions we want them to take  

● “It is wrong”  
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● The ability to make a person feel pleased with a poor decision  
● They don’t have to convince us directly that the product is good; they need to 

only say that many others think so  
● People are persuaded more by the actions of others than by any proof we can 

offer  
● The principle of social proof works best when the proof is provided by the actions 

of a lot of other people  
● When people are uncertain, they look to the actions of others to guide their own 

actions 
● The most influential leaders are those who know how to arrange group conditions 

to allow the principle of social proof to work maximally in their favor 
● Social proof is most powerful for those who feel unfamiliar or unsure in a specific 

situation and who, consequently, must look outside of themselves for evidence of 
how best to behave there 

● We most prefer to say yes to the requests of someone we know and like 
● Once a customer admits to liking a product, he or she can be pressed for the 

names of friends who would also appreciate learning about it. The individuals on 
that list can then be approached for sales and a list of their friends, who can 
serve as sources for still other potential customers, and so on in an endless 
chain 

● Offer a fair price and someone they liked to buy from 
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