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Summary  

Ever wonder what drives human decision making?  

Although we like to think the answer is rationality, Cialdini will show us it’s instead shortcuts that most 

likely will lead us astray if we don’t identify and understand them.  

 

My Takeaway 

Robert Cialdini is an incredible writer and his books flow more like Harry Potter than a typical 

psychology book. With that said, most topics covered in this book aren’t life changing and prevalent 

among psychology literature. But for a beginner, this book is a great start to understanding the 

psychology of every point of influence.  

 

Lesson 1: Shortcuts 

We all like to think we’re rational beings, following reason and logic over irrational gut reactions. 

However, the author shows us this isn’t true as we all use shortcuts to navigate the complexity of 

everyday life.  

The example the author gives is the classic price = quality conundrum. Knowing this, seasoned salesmen 

can often use this against us.  

Throughout the book we’ll deeply discover these shortcuts.  

Let’s Connect! 
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Lesson 2: Reciprocation 

Reciprocation – the feeling to repay others for whatever they provided us – is a foundation of all 

societies in how to allocate and share value.  

The author pulls from studies in which people give something of lower value and ask for something of 

higher value in return. In most cases, people bought more when primed by a reciprocal act of giving 

first.  

 

Lesson 3: Rejection-Then-Retreat 

Ever been offered two items, one high, one low, and with the low item you feel an obligation to buy? 

This phenomena is titled “rejection then retreat”, and it pulls on our obligation to match concessions in 

negotiations.   

The example in the book is a boy scout offering a five dollar raffle ticket, but then retreating to request 

you buy only a one dollar sweet. In most cases, even if you’re not hungry you’d buy the sweet. 

According to the author, we do this because of the contrast principle – when two items are presented 

to us one after the other, the difference of the second to the first is magnified.  

 

Lesson 4: Scarcity 

We have an inclination to view things that are scarce as more desirable (scarcity – a limited availability).  

The author tells us there is two conditions with scarcity: 

1: The product/thing must have decreased in availability recently rather than being low all 

along.  

2: Competition.  

 

Lesson 5: What You Can’t Have 

Ever heard the saying, “he wants what he can’t get”. Applied to everything from dating to marketing, we 

all immediately view things as more desirable when we can’t or are not supposed to have them. 

My favorite example, teen drinking in the US vs. countries that have a lower drinking age.  
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Lesson 6: Consistency 

We all have a strong desire to be consistent.  

The example the author used was a staged theft of a radio on a beach towel. When people simply 

witnessed the theft only 20% reacted, yet when the owner of the towel asked them to “please watch my 

things”, 95% of them confronted the thief.  

What gave? When asked if they would watch the person’s stuff, in order to remain consistent, they 

made a commitment that they would react.  

A better application is government, and how if a politician takes a stance they are expected to be 

consistent and not change.  

 

Lesson 7: The Power of Pain 

We all have a strong push to value things in accordance with how painful it was to get them. An example 

in the book is fraternities. One would think the horrendous treatment of initiation would scare away all 

rational people. On the contrary, when talking with fraternity members the initiation grew their loyalty 

and perceived value of their frat. 

This is because the more pain we encounter to attain something, the more valuable we view it. But 

deeper than this is an actual internal change.  

The author uses the example of car dealerships to show this. Salesmen will throw an obscenely low price 

to entice the customer, knowing that as they take the test drive their internally constructing other 

reasons to support buying the car. When they head back to the office and talk price, suddenly a “bank 

error” happens, and a more expensive price is given. One would think the customer would walk away, 

but since they’ve already encountered internal change they most likely buy the car.  

 

Lesson 8: Social Proof   

Ever wonder why sitcoms seem to always have crowd laughter in the background? 

The reason is that we apply value and make decisions in accordance with what the group thinks.  

The example the author uses is the classic bystander inaction problem – in which during a crisis people 

look to each other and make a decision based off the group instead of the situation. The specific case 

was the stabbing of Kitty Genovese outside her New York City apartment. The encounter lasted over a 

half hour, and over 38 people looked from their windows. Astonishingly, no one helped, and the reason 

comes down to this bystander inaction dilemma. The author points to two main reasons: 

1: When many people are involved, the personal responsibility for each person is diminished. 

2: Urban environments hold many uncertainties, and when people are uncertain they look to 

the group to base their decision. In this situation, the group was looking out their windows, thus 

the preferred decision was to look at your window.  
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Lesson 9: Similarity 

We base value off of the opinions and action of those similar to us.  

For example, commercials depicting regular people off the street are tapping into this.  

Another example is suicide, and how after one suicide is publicized a wave of suicides ensues. 

 

Lesson 10: Likeability 

We all know we’re influenced by and compliant most by those we like.  

That’s why in trying to gain influence a good strategy is finding a shared interest, generally framing it in a 

way that we’re on the same team.  

 

Lesson 11: Authority 

As much as we like to think we’re all pissed off teenagers defying authority, we’ve been trained since 

birth to obey proper authorities. The result is that whether we know it or not we are all influenced by 

symbols of authority.  

A great example is traffic lights. We’ve all been there in the middle of the night when the light is extra 

slow and there’s no cars around. Did you still wait until it turned green? 

A funny example in the book is when a doctor gave a nurse the written instructions to treat a patient 

with an ache in his right ear: “Administer the medicine in R ear”. The nurse proceeded to put the drops 

in the patient’s anus, and surprisingly the patient actually let her do that. Why? Because authority 

negates independent thinking, and she had the perceived authority to do so.  

 

 

 

 

  

 

 
Like What You See? To learn more check 

this out! 
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