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Seven hidden triggers make people say yes on autopilot - learn them so

you can use them and resist them.

BEST POINTS FROM THE BOOK

Much of your behavior runs on tape: a trigger plays, you react without
thinking.

Cialdini calls it click-whirr. Even the word 'because' wins a yes with an empty reason - in one famous

study, 'because I have to' worked nearly as well as a real reason.
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Whatever you see first reprices whatever comes second.

The contrast principle: a costly item looks cheaper right after a pricier one, so sellers show the

expensive option first. Judge each offer on its own, not against the last one.

02

Give first, and people feel they must give back.

Reciprocity: the rule runs in every culture and fires even for favors you never asked for. That is why

free samples, small gifts, and 'free' flowers sell so much.

03

Ask for too much, then 'settle' for what you really wanted.

Rejection-then-retreat: backing down looks like a concession, and concessions feel owed a match.

The big first request makes the real one feel small - and fair to grant.

04

People stay true to what they already said or did.

Commitment and consistency: a small yes locks in, especially when it is public, written, or took

effort. That is the engine behind foot-in-the-door asks and the dealer's lowball offer.

05

Unsure? People copy what others like them are doing.

Social proof is strongest when we are uncertain and the crowd resembles us. It is usually right -

which is exactly why fake crowds, fake reviews, and canned laughter work.

06

In an emergency, a crowd can freeze everyone - including you.

Pluralistic ignorance: each bystander reads the others' calm as proof nothing is wrong, so nobody

acts. If you need help, do not shout to the crowd - point at one person: 'You, call an ambulance.'
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THE BOOK, IN SHORT

Robert Cialdini, a social psychologist, spent years studying people whose job is getting others to

say yes: salespeople, fundraisers, and advertisers. He even trained in their trades undercover to

watch the tricks from inside. He found the tricks were not endless. Almost all of them ran on a

handful of basic rules of human behavior.

The rules are mental shortcuts. Life holds too many choices to think hard about each one, so the

brain leans on fast rules: expensive means good, do what the crowd does, trust the expert. These

shortcuts usually serve us well. But because they fire almost automatically, a skilled persuader can

press the button and collect a yes we never really chose.

The rules are: reciprocation - give something and people feel they owe you; commitment and

consistency - people stick to their past statements and choices; social proof - people follow the

crowd; liking - we say yes to people we like; authority - we obey experts; scarcity - rare things seem

worth more; and, added in the expanded 2021 edition, unity - we are moved most by people who

share our identity, the ones we count as 'us.'

We say yes to people we like - and liking can be built.

Liking grows with good looks, similarity, compliments, familiarity, and working toward the same goal.

Skilled persuaders deliberately manufacture every one of them.

08

Titles, uniforms, and suits can switch off your thinking.

Authority: we follow the symbols of expertise - a title, a white coat, an expensive suit - often without

checking the substance. Before you obey, ask if the expert is real and what they gain.

09

What is rare feels more valuable - and losing it feels worst of all.

Scarcity: limited numbers, deadlines, and bans trigger reactance, our urge to grab back a shrinking

freedom. We chase what we might lose harder than what we might gain.

10

'One of us' beats 'one I like.'

Unity, the seventh principle added in 2021: shared identity - family, hometown, team, faith - moves

people more than similarity alone. You do not have to like someone to follow them; you just have to

count them as us.

11

Spot the trigger being faked, and the spell breaks.

Every chapter ends with a defense: the shortcuts themselves are fine - the counterfeits are not. If

the scarcity, crowd, or favor was manufactured to move you, rename it a sales device and the rush

drains away.
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Each chapter pairs lab studies with street-level tricks: fundraisers handing out flowers before asking

for money, dealers using lowball offers, canned laughter on TV shows, and ads warning that

supplies are limited. Each chapter also ends with how to spot the move and say no.

The point is not to become a manipulator. It is to stop being an easy target. When you feel a

shortcut being pushed - a sudden rush, a debt you never asked for, a whole crowd nodding - that

feeling is the alarm. Pause, and think the choice through on its real merits.

DO THIS WEEK

For one week, every time you feel pushed to buy, donate, or agree fast, stop and name the lever out

loud: a favor you now 'owe,' staying consistent, social proof, liking, authority, scarcity, or 'one of us.'

Write down each case in a note on your phone. By Friday you will see which lever works on you most

- and that is the one to guard.

By Robert B. Cialdini, first published 1984; the New and Expanded edition (2021) adds a

seventh principle, unity. Read it if you sell anything, buy anything, or want to stop being

pushed around by skilled persuaders.
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