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Abstract: 1
7KHSUHVHQWSDSHUSUHVHQWVYDULRXVVRFLDOLQÀXHQFHWHFKQLTXHV±SUDFtices aimed at increasing the likelihood that people will comply with requests,
persuasion and suggestion they are addressed with. It describes sequential techniques (foot-in-the-door, door-in-the-face, foot-in-the-face, low ball) as well as
techniques based on cognitive mechanisms (that’s not all, even a penny helps,
dialogue involvement) or on emotional mechanisms (induction of guilt, embarrassment, fear-then-relief). The paper also presents examples of using the
above mentioned techniques with special focus on some which were taken from
political life.

Key words:

VRFLDO LQÀXHQFH FRPSOLDQFH HPRWLRQ VHTXHQWLDO WHFKQLTXHV SROLWLFDO
engagement

Introduction
People can take a range of actions to increase the likelihood of effectively persuading us to act according to their wishes. As indicated by Robert
Cialdini (2001), most of the various techniques used by practitioners of social
LQÀXHQFHFDQEHFODVVL¿HGLQWRVL[PDLQSULQFLSOHVUHFLSURFDWLRQFRQVLVWHQF\
1

The preparation of this article was made possible by a research grant from the Polish Ministry
of Science and Higher Education (grant number 3273/B/H03/2010/39). Correspondence
concerning this paper should be sent to Dariusz Dolinski, Warsaw School of Social Sciences
and Humanities, Wroclaw Faculty, ul. Ostrowskiego 30, 53-238 Wroclaw, Poland. E-mail:
GDULXV]GROLQVNL#VZSVHGXSODQGWRFRDXWKRU5REHUW:LV]QLRZVNL:URFáDZ8QLYHUVLW\
)DFXOW\RI6RFLDO6FLHQFHV,QVWLWXWHRI3ROLWLFDO6FLHQFHXO.RV]DURZD:URFáDZ
Poland. E-mail: robert.wiszniowski@uni.wroc.pl.

133

ĂƌŝƵƐǌŽůŝŷƐŬŝ͕ZŽďĞƌƚtŝƐǌŶŝŽǁƐŬŝ

social proof, liking, authority and scarcity. The proposal by Cialdini has some
undeniable advantages. However, one problem is that it is not always clear
ZKLFKRIWKHVHVL[UXOHVDJLYHQWULFNRUWHFKQLTXHXVHGE\DVRFLDOLQÀXHQFH
practitioner is based on, and sometimes the psychological explanation of the
effectiveness of a particular technique is beyond the limited list of these six
principles. Therefore, in this article, the reader will be successively presented
WKHGLIIHUHQWVRFLDOLQÀXHQFHWHFKQLTXHVDQGIROORZLQJHDFKRQHZLOOEHRIIHUHG
a discussion of the psychological mechanisms that underlie their effectiveness.
This presentation will be accompanied, in turn, by illustration of using the technique by politicians.
Of course, the individual techniques are grouped into certain categories,
but the basis of such an arrangement is not the psychological mechanism underlying their effectiveness, but rather the mere formal similarities between the
different techniques.

Sequential techniques
6HYHUDOZHOOGRFXPHQWHGLQWHUSHUVRQDOLQÀXHQFHVWUDWHJLHVXVHVHTXHQtial-request scripts. Depending on the particular technique, the initial request
PD\EHHDVLHURUKDUGHUWRIXO¿OWKDQWKHWDUJHWUHTXHVW/HWXVVWDUWWKHSUHVHQtation of this group of techniques from the earliest one described in the psychological literature.

Foot-in-the-door
7KHIRRWLQWKHGRRUWHFKQLTXH>)UHHGPDQ)UDVHU@LQYROYHVDSHUsuasion technique in which an initial (rather easy) request is followed by a subVHTXHQWODUJHUUHTXHVW&RPSOLDQFHZLWKWKH¿UVWUHTXHVWLQFUHDVHVWKHFKDQFHV
of compliance with the second (the target) request.
In an attempt to see whether the foot-in-the-door technique or a more
straightforward request would be more successful in obtaining compliance,
)UHHGPDQDQG)UDVHU>@FRQGXFWHGDVWXG\DPRQJUHVLGHQWVRI&DOLIRUQLD
They were interested in seeing how many residents would comply with a request to place a large “Drive Carefully” billboard in their front yard. In the control
FRQGLWLRQDQH[SHULPHQWHUZKRLGHQWL¿HGKLPVHOIDVUHSUHVHQWLQJDFLWL]HQV¶
organization for safe driving approached the participants at their homes and
asked them whether they would allow the large billboard to be installed in their front yards. In one of experimental group an experimenter asked the participants to place a small sign that read “Be a Safe Driver” in a window of their
homes or cars. In another, the experimenter asked participants to sign a petition
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promoting safe driving. Two weeks after the participants were approached by
WKH¿UVWH[SHULPHQWHUDVHFRQGH[SHULPHQWHUFDPHWRWKHLUKRPHVDQGDVNHG
them to place large “Drive Carefully” billboard in their yards. The results shoZHGWKDWWKHIRRWLQWKHGRRUWHFKQLTXHZDVVXFFHVVIXOLQLQÀXHQFLQJRWKHUV
Participants were more likely to agree to a large request if they had already
agreed to comply with a smaller request than if they had not.
6R)UHHGPDQDQG)UDVHUGHPRQVWUDWHGWKDWWKHWULFN¿UVWDVPDOOUHTXHVWDQGWKHQWKHELJFULWLFDORQH´LVDQHIIHFWLYHWHFKQLTXHRIVRFLDOLQÀXHQFH
Pondering the psychological mechanism of the rule they observed in their study, the researchers adopted the assumption that people who agree to meet the
¿UVWUHTXHVWZLWKRXWDQ\DSSDUHQWSUHVVXUH WKUHDWVEODFNPDLOSURSRVDOVRI¿nancial rewards, etc.) begin to perceive themselves as "the kind of people who
GRWKLVVRUWRIWKLQJ³>)UHHGPDQ)UDVHU@$VWKHVXEVHTXHQWPDLQ
request is consistent with their newly formed self-image, they comply with it.
Thus the authors suggested the presence of a mechanism that was fully descriEHGLQWKHIROORZLQJ\HDUVE\'DU\O%HP>@DQGLVNQRZQWRGD\DV
the self-perception theory.
A couple of decades have passed since the publication of Freedman and
)UDVHU¶VH[SHULPHQWV'XULQJWKLVWLPHWKHUHKDYHEHHQPDQ\VWXGLHVVKRZLQJ
WKDWWKHWHFKQLTXHLVHIIHFWLYHLQPDUNHWLQJDQGFKDULW\>VHH%XUJHUIRU
UHYLHZ@.UDXWDQG0F&RQDKD\>@KDYHVKRZQLWVHIIHFWLYHQHVVLQWKHGRmain of politics. They randomly assigned lists of American registered voters
to experimental and control conditions. Participants in the experimental conditions were contacted as part of an opinion survey two weeks prior to a 1970
Democratic primary election in May. In the control group different contacts
or none at all occurred. It has been found that the experimental group voted
DWVLJQL¿FDQWO\KLJKHUUDWHVQRWRQO\LQ0D\EXWDOVRLQWKHIROORZLQJ$XJXVW
*HUEHU*UHHQDQG6KDFKDU>@KDYHREWDLQHGDVLPLODUSDWWHUQRIUHVXOWVLQ
WKHLU¿HOGH[SHULPHQW9LHUDVX+HUWDQX7DOSDXDQG%DODVHVFX>@LQWXUQ
suggest that the foot-in-the-door technique is used very often by politicians
when they want to manipulate people.
It is obvious, foot-in-the-door technique salesman often use. If you can
persuade the customer to buy a small gift, there is a chance that if it comes to
the house might be able to persuade his/her client to buy something then you
can earn. Similarly, it can be assumed that this type of technique used by canvassers during the election campaigning (especially the local ones) as classical traditional technique of encouraging voters at their sites.
In principle, one can point to a common share of this technique in the
political rivalry, both during the election as well as in general sense – during political activity of leaders, party activists in long-time period. This is a problem
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of generating pro-political behaviour of commitment and implementation of
planned strategic outcomes. We are thinking of producing electoral support
among the citizens, and because not only for one unique election and attitudes
RIFODVVL¿HGJURXSRIFLWL]HQV¶DGGLFWLYHWRSDUW\DOLJQPHQWV)RUH[DPSOHGXring election campaigns each political candidate (including the members of his/
her election party team) use techniques foot-in-the-door, the same as trying to
get to the psychological nature of people by sending messages of an escalating
SROLWLFDOUHTXHVWVGLUHFWO\DGGUHVVHGWRFXVWRPHU¶V YRWHU WRVWULYHWRDFKLHYH
multiple support (in long-term) on the basis of the “hidden” intent to obtain
the best possible result in the election. Of course, this technique of multi-stage
and manipulative sense is not the only exclusive solution for building political
support, as it is based on the often deceptive and uncertain solutions to the end.
Generally speaking, the postulate of „penetration” into the psyche of the “payee” to the next level and meets increasingly diverse binding and involving requests. The question about the limits of their feasibility, as each human behaviour
VKRXOGEHYLHZHGWKURXJKWKHSULVPRIXQTXHVWLRQHGSUR¿WDQGORVVFDOFXODWLRQV
and so. You can, therefore, treat this technique in politics as a support, but not
prior. There are examples of when during the election campaign, the party leader asks citizens to promote the idea of democratic freedoms, the same would
then ask for a vote on each other during the election. But there are doubts about
the uniqueness of this technique in political life, especially if you change the
formula of direct contacts with party leaders to contact voters via the mass media. The restoration of the primary role of this technique, which is expected to
become more important in a situation of political activity, will be re-developed
at the level of Web 2.0 communication.

Door-in-the-face
A reversal of the foot-in-the-door technique has also been suggested.
&LDOGLQL9LQFHQW/HZLV&DWDODQ:KHHOHU'DUE\>@VXJJHVWHGWKDWRQH
ZD\WRJHWDQLQGLYLGXDOWRDJUHHWRSHUIRUPDPRGHUDWHO\ODUJHWDVNLVE\¿UVW
DVNLQJKHURUKLPWRSHUIRUPDGLI¿FXOWWDVN2QHVKHRUVKHUHIXVHVWRFDUU\RXW
the large task then ask him or her to comply with the smaller request. In one of
their studies, the experimenter presented himself as an employee of an institution for juvenile offenders and asked the participants to join the institution as
volunteers. The control group was asked to go for a two-hour trip to the zoo
ZLWKDJURXSRI\RXQJSHRSOHZKRKDGFRPHLQWRFRQÀLFWZLWKWKHODZ7KLVUHquest was complied with by fewer than 17% of the respondents. In the experiPHQWDOJURXSDYHU\GLI¿FXOWLQLWLDOUHTXHVWZDVIRUPXODWHGWRWDNHXSWKHUROH
of a tutor of juvenile offenders. This would require two hours of activity per
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week over the following two years. The vast majority of respondents refused
to comply with this request. When, however, they were then asked to perform
a one-time activity – to take some juvenile delinquents to the zoo - as many as
50% of them expressed their consent.
The authors suggest that the possible mechanisms that could be responsible for the effectiveness of the technique of the door in the face technique: is
the principle of reciprocation of concessions. This principle is a particular variant of a broader and more general norm of reciprocity, according to which one
VKRXOGUHFLSURFDWHWKHJRRGWKLQJVUHFHLYHGIURPRWKHUV>8HKDUD@,QWKH
case of door-in-the-face, the principle of mutual concessions is present in the
IDFWWKDWZKHQVRPHRQHSRVHVDUHTXHVWGLI¿FXOWWRIXO¿OWKHQUHGXFHVWKHVFRpe of the request upon hearing an initial refusal to comply - thus reducing own
H[SHFWDWLRQVWRZDUGVWKHVXEMHFWWKH\LQIDFWPDNHDFRQFHVVLRQRIDVSHFL¿F
NLQG$VHULHVRIHPSLULFDOVWXGLHVKDYHFRQ¿UPHGWKDWVXFKDPHFKDQLVPXQGHUOLHVWKHHIIHFWLYHQHVVRIWKHGRRULQWKHIDFHWHFKQLTXH>VHH2¶.HHIH+DOH
&LDOGLQL*ROGVWHLQ@
The mutual concessions are forcing us to a sense of responsibility.
7KH\SURGXFHVHWVRIFKDQFHVWRNHHSWKHSURPLVH,QDGGLWLRQLW¶VDVVRFLDWHG
with achieving a pleasant satisfaction which is greater even when such technique is implementing.
This technique is particularly useful in its time when discussions about
changes in laws or relates to unreasonable political demands, such as the opposition party. It is quite often to meet the leader of the opposition claims that
the reforms carried out do not meet the highest standards; they are not ambitioXVDQGWKXVOHVVHIIHFWLYHRULQHI¿FLHQWIURPDVRFLDOSRLQWRIYLHZ$GHTXDWH
example is the call to strike with maximum demands even while assuming minimal success. Trade unions often assume that strike activity is not intended to
meet all the demands, but rather to achieve a satisfactory solution, or open puEOLFGHEDWH7RGD\¶VVWULNHVLQ*UHHFH3RUWXJDO6SDLQ DVDFRQVHTXHQFHRIWKH
economic crisis) proves this thesis.
The door-in-the-face technique is also commonly used in the international negotiations. Following this strategy, an international negotiator may make
an extreme demand, than claim compensation for withdrawing the unrealistic
proposal. Recognizing that the principle of reciprocity may be used for manipulation, states may not feel under any obligation to reciprocate. For example,
LQWKHVWKH(LVHQKRZHUGHFOLQHGWRUHVSRQGWR.KUXVKFKHY¶VXQLODWHUDO
troop reductions because the Soviet army was bloated and the troops could be
SXWEHWWHUXVHLQFLYLOLDQSXUVXLWV>/DUVRQ@
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Foot-in-the-face
,QWKHFDVHRIWKHIRRWLQWKHGRRUWHFKQLTXHDQHDVLHU¿UVWUHTXHVWLV
XVHGWRLQFUHDVHWKHFKDQFHVWKHVXEMHFWZLOOIXO¿OWKHVXEVHTXHQWPRUHGLI¿cult critical request. In the case of the door-in-the-face technique, the principle
LVUHYHUVHG±¿UVWDFOHDUO\GLI¿FXOWUHTXHVWLVIRUPXODWHGLQWKHKRSHWKDWLWV
rejection will make the subject more compliant with the easier request.
However, this observation can lead to the question of what happens
when we apply a sequence of two requests of completely different character,
EXWRIVLPLODUGHJUHHVRIGLI¿FXOW\
,QWKUHHH[SHULPHQWDOVWXGLHV>'ROLQVNL@SDUWLFLSDQWVZHUHVHTXHQtially given two requests that were different in content but similar in their level
RIGLI¿FXOW\,QRQHRIWKHVWXGLHVKDOIRIWKHVWXGHQWVOLYLQJLQUHVLGHQFHKDOOV
were asked to complete a questionnaire, and the other half to tape-record the
contents of a book to help a blind student in preparing for an exam. Regardless
RIWKHVXEMHFW¶VGHFLVLRQRIZKHWKHUWRVDWLVI\WKH¿UVWUHTXHVWDQRWKHUUHTXHVW
was then formulated (students who had been initially invited to complete the
TXHVWLRQQDLUHZHUHQRZDVNHGWRPDNHWKHUHFRUGLQJDQGWKRVH¿UVWDVNHGWR
record the book were now asked to complete the questionnaire). It turned out
that the technique worked well. The request which appeared second in the seTXHQFHZDVIXO¿OOHGPRUHIUHTXHQWO\WKDQLQFRQWUROFRQGLWLRQVZKHUHLWZDV
posed directly.
At the highest political levels observed strong commitment to the process of exchange of goods and services. Sometimes, the MPs vote contrary to
WKHSURYLVLRQVRIKLVKHURZQSDUW\ZKLFKDW¿UVWJODQFHVHHPVWREHLQFRPSUHhensible. In practice, it is a principle of re-paying liabilities incurred in the voWHUVGXULQJWKHFDPSDLJQ<RXFDQQRWLJQRUHWKDWWKHUHLVDUHODWLRQVKLSGLI¿FXOW
to grasp for the average voter from politics to business. From the extra point of
voters view, there are some interesting facts on how to cast additional votes by
bestows, even by offering the smallest service. This is not only associated with
the so-called sphere of election promises, but it can be rooted in the mentality
and patterns of political behaviours, because the sum of the implemented policies are sometimes carefully calculated for future recommendations and estimations. For example, parliamentarians sometimes underline their opposition
made even against own party in order to emphasize independence, integrity and
potential position – even deliberately violating party discipline, thereby realizing liabilities incurred before the election.
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Low-ball
In a manoeuvre that is similar to the foot-in-the-door, another persuasion technique is to establish commitment by “throwing a low ball”. This technique induces a person to make an active decision to engage in a particular action such as making a purchase. When the consumer agrees to pay the cost, she
or he is told that the cost has actually risen. However, the consumer is so committed to the decision that he or she is likely to bear the increased cost.
The low-ball technique is often used in the sale of new cars. Imagine
you are buying a car and you have just made the decision to purchase it for the
stated price. Right at the moment the seller tells you that the price does not include devices, which you really want to have but which suddenly turn out to be
an extra cost. It is still likely that you will buy the car for the higher price, but if
\RXKDGNQRZQLWV¿QDOSULFHEHIRUHWDNLQJWKHGHFLVLRQWREX\\RXPLJKWKDYH
WULHGWR¿QGVRPHWKLQJFKHDSHU
&LDOGLQL&DFLRSSR%DVHWWDQG0LOOHU>@GHPRQVWUDWHGWKHORZEDOO
effect experimentally. Participants were asked if they wished to take part in the
study concerning thinking processes. In the control condition, participants were
informed that the experiment would require them to arrive at the laboratory early morning. It was the obvious cost that the student had to incur to participate
in the study: it was put to the control participants in a straightforward fashion.
The participants in the low-ball condition were initially asked if they wished to
participate. If the participant said “yes”, the experimenter then revealed the true
cost – the experiment would begin early morning. Much more participants who
had been low-balled came to the laboratory…
The situation in which politicians intentionally outstand the promise
with spectacular advantage is mostly used in a long-term standing commitment (e.g. politicians highly motivated during the pre-election party alliances/
games, for example the case of LiD2 or within the construction of coalitional
government, such as unforgettable “marriage”: PiS - LPR, and Self-Defence3).
2

3

Left and Democrats (Lewica i Demokraci, LiD) was a centre-left electoral alliance which
was created on 3 September 2006, before the municipal Polish election of 2006. The
FRDOLWLRQ¶VDLPZDVWRSURYLGHDQDOWHUQDWLYHIRUERWKWKHQDWLRQDOFRQVHUYDWLYHSDUW\/DZ
DQG -XVWLFH 3UDZR L 6SUDZLHGOLZRĞü 3L6  DQG WKH OLEHUDOFRQVHUYDWLYH &LYLF 3ODWIRUP
3ODWIRUPD2E\ZDWHOVND32 /L'FRQWHVWHGWKHLU¿UVWQDWLRQDOHOHFWLRQLQSDUOLDPHQWDU\
HOHFWLRQVKHOGRQ2FWREHUDQG¿QDOO\ZRQVHDWVWRWKH6HMP WRORZHUFKDPEHURI
Polish parliament). In fact, the LiD alliance was dissolved in April 2008, following a rift
between the member parties.
A coalitional government was formed on May 5, 2006, and practically dissolved until
August 2007. Leaders of allied parties have signed a coalition agreement together. It was
not a secret that the representatives of the Polish Self-Defence hoped for lucrative political
position. The reality was different, and in September 2006 inside the coalition was a crisis.
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7KHWHFKQLTXHUHOLHVRQWKHIDFWWKDWOXULQJODUJHEHQH¿WVQHYHUWKHOHVVLQWKH
last moment it appears that the real “costs” will be much higher than promised
EHQH¿WV +RZHYHU GXH WR WKH H[LVWLQJ FRPPLWPHQW WR ZLWKGUDZ IURP ³FRPmon” project is not possible consequently. Although the “pay-off” is drastically, it can lead to retreat even greater adverse consequences – “losing face”.

6RFLDOLQÀXHQFHWHFKQLTXHVEDVHGRQFRJQLWLYHPHFKDQLVPV
$QRWKHU JURXS RI VRFLDO LQÀXHQFH WHFKQLTXHV WR ZKLFK SV\FKRORJLVWV
have devoted much attention are those based on cognitive mechanisms – primarily the rules of functioning of our memory and attention, as well as decision-making. Subtle differences in the formulation of requests, suggestions, or proposals make the difference.

That’s-not-all
7KHWKDW¶VQRWDOOWHFKQLTXHLVWKHWDFWLFFRQVLVWVRIRIIHULQJDSURGXFWDW
a high price, not allowing the customer to respond for a two or three seconds,
and then offering a better deal by adding another product or lowering the price. The sweetening of the deal invokes a feeling of indebtedness that increases
compliance.
,Q WKH VWXG\ WR WHVW WKH HIIHFWLYHQHVV RI WKH WKDW¶VQRWDOO WHFKQLTXH
the participants were people who approached a stand selling cookies and asked
about their price. They were randomly assigned to one of two groups. In control conditions, the participants were informed that the cookies were sold in sets
consisting of two packets, at the price of 75 cents. In experimental conditions,
the seller said that the cookies cost 75 cents, and after a while he added that this
was the price for a set consisting of two packets. Burger found nearly double
WKHVDOHRIFRRNLHVXVLQJWKHWKDW¶VQRWDOOWHFKQLTXH
Obvious examples are used in commerce but also in politics, this technique has its place particularly during the election campaign. An example is the
widely used free trials (small gifts). It was the fact that the sample is free, makes it born in us a sense of obligation. Often it is in the election rallies where
voters handed to various free gifts, hoping that this will increase the likelihood
that the recipient desires to repay the "debt" and give your vote.
7KHWKDW¶VQRWDOOWHFKQLTXHLVXVHGHVSHFLDOO\GXULQJWKHHOHFWLRQFDPpaign. Political candidates and their campaigning staff outdo each other in inventing the next great gadgets (small gifts) that are meant to give the impression that it has been more than expected. Currently, you must also pay attention
to the opportunities of receiving online gadgets (such as wallpaper patterns or
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musical sounds). Advertising, promoting basically are the sort of the business
or industry today. The websites of shops with products of American presidential candidates in 2012, there are more than 100 products with prices ranging
from 1 up to about $ 50. These are t-shirts, stickers, collars for dogs, but also
JROGFXIÀLQNVDQGMHZHOOHU\7KLVLVRIFRXUVHRQHRIWKHZD\WRUDLVHIXQGVIRU
the campaign, while building relationships with political candidate based on a
FRPPRQLGHQWL¿FDWLRQ XVXDOO\YLVXDOLPDJHV >VHHKWWSZZZVWRUHEDUDFNREDPDFRPKWWSZZZVWRUHPLWWWRPQH\FRP@
Yet another example, but the same applies to the current American presidential campaign. Singer Beyoncé Knowles held at the NYC 40/40 Club
the collection of funds for the encouraged his fans to campaign contributions;
she said that anyone who gives money for the campaign has a chance to win
WLFNHWVWRWKLVHYHQW>KWWSZZZIDFHERRNFRPEH\RQFH@

Even a penny helps
2QHRIWKHPRVWLQWULJXLQJWHFKQLTXHRIVRFLDOLQÀXHQFHLVEDVHGRQWKH
assumption that the phrase "even a penny will help” added to the standard request for charity donation considerably increases the probability of carrying
it out without decreasing the average sum of money offered by the benefactor
>&LDOGLQL6FKURHGHU@:KDWLVWKHPHFKDQLVPXQGHUO\LQJWKHHIIHFWLYHQHVVRIWKLVWHFKQLTXH",WLVFRPPRQO\DVVXPHGWKDWDW\SLFDOSHUVRQDVNHGIRU
DGRQDWLRQPXVWUHVROYHDVSHFL¿FGLOHPPD2QWKHRQHKDQGKHRUVKHNQRZV
that the charity is worthy of support; on the other hand, he or she does not want
to waste money. As a result, a person confronted by such a dilemma typically
resolves it by adopting a solution that allows him or her to preserve a positive
self-image and create a good impression on others, despite offering no support
to charity. Such a person adopts the following thinking: “I would be glad to do
LWEXW,FDQ¶WDIIRUGLW´:KDWPD\EORFNVXFKDQH[FXVHLVOHJLWLPL]DWLRQRISDOtry contribution. Yet, it is important that the requester does not indicate that he
or she means precisely “one penny”. As a result, people requested to donate the
symbolic single penny usually give much more.
In the original experiment that tested the effectiveness of this technique,
DQH[SHULPHQWHUNQRFNHGRQDSDUWLFLSDQW¶VGRRUDQGDVNHGIRUDGRQDWLRQIRU
the American Association for Cancer Research. In the experimental group, the
phrase “even a penny will help” was added to the standard message. It turned
out that this simple extra statement increased the frequency of donation while
maintaining the average amount of donation.
,QWKH¿UVWHOHFWLRQRI%DUDFN2EDPD  IRUWKHRI¿FHRI3UHVLGHQW
of the United States, small donor (whose contributions do not exceed $ 200)
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shed more than 16 million dollars for his campaign. It was a sensation, and the
result of a very simple mechanism - giving little, I gain a lot (share in the great
cause and a sense of community and commitment). But we are not surely about
such using technique because some other circumstances could be affected the
Obama campaigning mechanism. Perhaps Obama had many small donors because he built a coalition of young people and minorities to support him who
was less likely to have much money to give. And such interpretation ignores
¿QDOO\WKHWHFKQLTXHHYHQDSHQQ\KHOSV

Foot-in-the-mouth, or a question about one’s well-being
+RZDUG>@DVVXPHGWKDWLI\RXDVNVRPHRQHKRZWKH\IHHOEHIRUH
asking them to donate to charity, and that person declares to be well, he or she
will be more willing to engage in helping people who feel much worse. A person publicly telling someone that he or she is feeling wonderful will feel committed to engage in improving the well-being of those who do not feel so well.
,QWKH+RZDUG¶VH[SHULPHQWDSHUVRQSUHVHQWLQJKLPVHOIDVDQHPSOR\ee of a committee to combat hunger telephoned randomly-selected residents of
Dallas. In the control group, the interviewees were informed that in the near future cakes at the price of 25 cents were to be sold in their neighbourhood, and
the income thus obtained would be used to hold a festive meal for the hungry
(the study was conducted before Thanksgiving). Each respondent was asked
whether they agreed to the vendor visiting their home. In the experimental groXSDIWHUWKHLQWURGXFWLRQWKHUHVHDUFKHU¿UVWDVNHGWKHUHVSRQGHQWDERXWWKHir well-being, and then – depending on the response – stated that it was either
nice or sad to hear, and only then explained that a charity sale of cakes was being organized and asked the interlocutor if they would agree to purchase one.
It turned out that people in the experimental group bought the cakes much more
often than those in the control group. A similar result, indicating the crucial role
RIWKHYHU\DFWRIDVNLQJSHRSOHKRZWKH\DUHZDVREWDLQHGE\)RLQWLDW>@
7KLVWHFKQLTXHLVSDUWLFXODUO\MXVWL¿HGLQGLUHFWFRQWDFWZLWKWKHLQGLYLdual voter, because asking him/her about the mood to give a positive response
within emotional connection. Atmosphere of well-being requires a way to want
to help at the very beginning of the conversation. And public declaration increases the level of self-esteem. The condition for the effectiveness of this technique is necessary to question the well-being, which means courtesy asking
the question, au caller raises a sense of obligation and increases the need for
reciprocation.
Politicians, especially when direct contact with voters captures various forms of verbal and non-verbal behaviour are using the featured technique.
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Probably, the handshake with a smile on politicians face is a useful introduction to electioneering. It is the evidence of openness, but also it generates the
interest, or even positive emotions. This type of technique is commonly used
(of course, taking into account cultural factors). In Prague, under the President
Vaclav Havel are not rare situations where he can be found in the traditional
beer halls in the centre of the old town, sitting modestly with a glass of beer.
+HDVNHGSHRSOH±ZKDW¶VQHZDQGKRZDUHWKH\IHHORIWHQWRWKHVWUDQJHUV
In such situations, you could see as it is important for people - enjoyed his company and appreciated all the more aware that the President is interested in order
of people ordinary life. This type of behaviour fosters the relationship between
the politician and the citizen, and often provides social support.

Dialogue involvement
The effectiveness of the foot-in-the-mouth technique, described earlier
obviously depends on whether people asked how they are give a positive response. In American culture, this kind of response is very common. However, it
would be interesting whether a similar effect would be noted in a culture where
the norm is a negative declaration of feeling bad. One of the few countries with
VXFKDFXOWXUDOQRUPLV3RODQG>'ROLQVNL@,WWXUQHGRXWWKDWDOWKRXJKLQ
Poland people asked about their well-being usually answered that they did not
IHHO¿QHWKH\VWLOOPRUHRIWHQHQJDJHGLQFKDULW\ZRUNWKDQWKRVHZKRZHUH
GLUHFWO\DVNHGIRU¿QDQFLDOVXSSRUW>'ROLQVNL1DZUDW5XGDN@:HFDQ
WKXVFRQFOXGHWKDWDOWKRXJKWKHTXHVWLRQDERXWRQH¶VZHOOEHLQJLVDJRRGWHFKQLTXHRIVRFLDOLQÀXHQFHWKHSV\FKRORJLFDOPHFKDQLVPXQGHUO\LQJLWVHIIHFWLveness must be different than Howard assumed. One should take into account
WKDWZKLOHLQFRQWUROFRQGLWLRQVLQ+RZDUG¶VVWXGLHVZKHUHWKHFKDULW\UHTXHVW
is formulated directly, we are dealing with a monologue from the experimenter,
in the foot-in-the-mouth situation there is a dialogue between the experimenter
and the subject.
Dialogue and monologue are the basic modes of interpersonal communication. While monologue is characteristic in interactions with strangers, dialogue is typical mode in interactions with persons we know personally. Social
psychology is full of empirical evidence demonstrating that in interactions with
other people we often react automatically to certain stimuli, and also automaWLFDOO\WULJJHUVRPHRIWHQFRPSOH[EHKDYLRXUDOVFULSWV>HJ/DQJHU%ODQN
&KDQRZLW]  6OXJRVNL  %DUJK @ %HFDXVH SHRSOH DUH PRUH
ZLOOLQJ WR PHHW UHTXHVWV PDGH E\ IULHQGV UDWKHU WKDQ VWUDQJHUV >HJ$UJ\OH
+HQGHUVRQ5RORII@WDNHQE\DVWUDQJHUZKRLQYROYHVXVLQDGLDORgue, we automatically activate “dealing with an acquaintance script”. It leads us
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to agree with a request directed toward us in a polite manner, particularly when
it is not a costly one.
'ROLQVNL1DZUDW5XGDN>@VKRZHGWKDWLIWKHUHTXHVWZDVSUHFHded with casual dialogue between the requester and the respondent, then it was
IXO¿OOHGPRUHIUHTXHQWO\WKDQLQFRQGLWLRQLQZKLFKWKHUHTXHVWHUDSSURDFKHG
the participant with a monologue type of interaction. This outcome held true
for a charity request (i.e., collecting money for an orphanage), a social one
(i.e., a request for a interview conducted by opinion research organization),
and a marketing appeal (i.e., street sales of Indian pastilles).
A similar effect, indicating the role that dialogue plays in processes of
VRFLDO LQÀXHQFH ZDV QRWHG LQ VWXGLHV E\ %XUJHU 6RURND *RQ]DJR 0XUSK\
DQG6RPHUYHOO>@ZKRVKRZHGWKDWDVKRUWPLQXWHVWDONZLWKWKHH[SHULmenter nearly doubled the rate of compliance with the request than did a mere
request (not preceded by a short talk).
Numerous representative studies have shown that people are more likely
to be a subject to requests of friends and acquaintances than the requests formulated by unknown persons. Including the communication process on the other
hand increases the range of customer submission, which can be used in direct
contact with the politician to the voter.
The traditional form of contact in order to exchange opinions and listening different views is meetings with voters, both the smaller, as well as those
with more attendants. Generally, in each of these cases is being creating a direct
relationship with the individual voter in the convention of mutual conversation
GLDORJXH ,QOLQHZLWKWKLVUHDVRQLQJ+DQ>@SUHVHQWVUHVXOWVRIH[SHULments suggesting that political appeals that include some self-disclosure about
the person making the request triggers a liking heuristic that causes subjects to
be more likely to comply with a request for action.
Avoiding confrontation and dialogue with voters can greatly weaken the
electoral chances of a political candidate, and engage in a dialogue with voters
PRUHOLNHO\WRYRWH7KLVW\SHRIDFWLRQLVRIFRXUVHGLI¿FXOWIRUDSROLWLFLDQEHcause in fact, they often facing extreme behaviours, statements of persons encountered. It must, therefore, in many cases, improvise. In 2011, in Poland, during
the parliamentary campaign Donald Tusk used “the Tusk-Bus” to meet voters;
GHVSLWHWKHVHPHHWLQJVZHUHRIWHQGLI¿FXOWDQGWXUEXOHQWFKDUDFWHU&XUUHQWO\
an important role in the disclosure and use of this technique, play online media. Increasingly, websites of politicians, party leaders can activate the public
online debate to form own judgments or opinions and get answers. Currently,
popular form of communication is two-way share of the candidates on social
networking sites.
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Techniques that appeal to emotional mechanisms
$QRWKHU JURXS RI VRFLDO LQÀXHQFH WHFKQLTXHV LV DVVRFLDWHG ZLWK RQH¶V
experience of particular emotional states. Particularly in the literature on atWLWXGHFKDQJHPXFKVSDFHLVGHYRWHGWRWKHUROHRIPRRG>HJ'LOODUG3IDX
@ DQG DPRQJ GLVFUHWH HPRWLRQV ± WR IHDU >HJ %RVWHU 0RQJHDX @
Researchers on behavioural compliance, however, have focused on other emotional states - guilt, embarrassment and the experience of relief.

Inspiring a sense of guilt
Guilt is an aversive feeling, associated with the unpleasant tension and
DURXVDO WRJHWKHU ZLWK WKH H[SHULHQFH RI UHJUHW DQG UHSHQWDQFH >%DXPHVLWHU
5HLV'HOHVSDXO@9HU\RIWHQDVHQVHRIJXLOWFRH[LVWVZLWKWKHH[SHULHQFH
RIVKDPH>,]DUG7DQJQH\@$FRPPRQIHDWXUHRIWKHHPRWLRQVRI
VKDPHDQGJXLOWLVWKHVXEMHFW¶VVHQVHRIYLRODWLQJWKHVWDQGDUGVRUUXOHVWKDWKH
or she professes to hold and a feeling of responsibility for some wrongdoing or
transgression.
While experiencing the emotions of guilt or shame, the subject is usually unable for a long time to break free from negative thoughts about him or
KHUVHOIDQGWKHVHWKUHDWHQWKHVXEMHFW¶VVHOIHVWHHP+RZHYHUJXLOWDQGVKDPH
induces a desire to make restitution and to repair a self-image. Meeting requHVWVPDGHE\RWKHUSHRSOHFDQVRPHWLPHVEHFRPHDPHDQVWRUHFRYHURQH¶VFRQYLFWLRQRIEHLQJDSRVLWLYHYDOXDEOHVRFLDOHQWLW\>HJ.RQRVNH6WDSOH*UDI
@,QDQH[SHULPHQWE\&DUOVPLWKDQG*URVV>@VWXGHQWVZHUHLQGXFHG
to believe that they had given a series of painful shocks to another person as
part of learning experiment. These shamed and guilty students were more likely to comply to subsequent request to make phone calls when asked either by a
person they supposed shocked or another person, then students who were in an
neutral emotional state.
Similar results, indicating a link between the experienced emotions of
shame and guilt and compliance to requests, were recorded in other experiPHQWV>:DOODFH6DGDOOD)UHHGPDQ:DOOLQJWRQ%OHVV'DUOLQJWRQ
0DFNHU@
Public blaming of politician by journalist even for little faults can be
the basis for calling the actual guilt. Then remorse may lead to an unexpected
return behaviour - in line with the expectations of manipulating. It is always
unexpected to implement fully such a technique, without unpredictable consequences, especially in political temper life.
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Embarrassment
Embarrassment is an emotion that we experience relatively seldom, but
has no doubt been experienced by almost all of us by the time we became
DGXOWV7KLVVWDWHLVW\SLFDOO\SURGXFHGZKHQVRPHRQH¿QGVKHUVHOIRUKLPVHOI
in a predicament or committing an act that may result in a poor social evaluation. Most studies concerning the consequences of experiencing an embarrassment aimed at demonstrating that it generates the tendency to avoid others and
EHFRPHLVRODWHG>VHH1LHGHQWKDO.UDXWK*UXEHU5LF@7KHTXHVWLRQRI
whether the state of embarrassment increases compliance with requests, suggestions or orders has rarely been the subject of empirical research. The few
H[FHSWLRQVLQWKLVUHVSHFWDUHH[SHULPHQWVE\$SVOHU>@ZKRKDGVWXGHQWV
perform a set of embarrassing acts (like sing a silly song or imitate a 5-year-old
throwing a temper tantrum) in front of another student. Compared to control
participants, embarrassed students were more likely to consent to help another
students with a class projects regardless of whether the requester was the person who observed them or someone who knew nothing about their acts.
Of course, the question arises why a sense of embarrassment should
SURPRWHFRPSOLDQFH$SVOHU>@UHIHUVWRDQLQWUDSV\FKRORJLFDOPHFKDQLVP
Involvement in helping another person who not only needs support but is direcWO\DVNLQJIRUKHOSFDQEHDPHDQVRIUHJDLQLQJRQH¶VSRVLWLYHPRRGRUSRVLWLve self-esteem. Both of these phenomena (i.e., mood and self-esteem) suffered
while the subject was "making a fool of themselves" during the experiment.
$FFRUGLQJ WR 6XKD\ >@ HPEDUUDVVPHQW DV D VHOIFRQVFLRXV HPRtion, plays an important role in motivating individuals to internalize the political values of their social groups. Politicians may more easily motivate embarrassed than non-embarrassed citizens to engage in different common activities,
to support their in-group members, to vote for/in group leaders, etc. Guilt and
shame tend to submission. These emotional states evoke a sense of danger areas
of their own values, integrity and self-control. Self-esteem can be recovered by
doing something good, socially acceptable, for example, by actively supporting
a political candidate in the election. Such activity can be a form of compensation (penance); can be an escape from negative thinking about themselves and
WKHLUDFWLRQV3UHSDUDWLRQRIYRWHUV¶JXLOWFDQEHDVRXUFHRIYHU\VSHFL¿FDQG
sometimes effective motivation (i.e. voter stigma).

Fear-then-relief
)DQVRIDFWLRQ¿OPVDUHDFTXDLQWHGZLWKWKHVSHFL¿FW\SHRISROLFHLQterrogation scene where the brutal policeman is suddenly and unexpectedly
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replaced by a gentle and compassionate cop. The subject of the interrogation,
who has refused to answer questions at gun point, now, when treated with a
cup of coffee, all of a sudden starts confessing everything he or she knows.
'ROLQVNLDQG1DZUDW>@KDYHFRQGXFWHGDSURJUDPRIUHVHDUFKWRGHPRQstrate that when people experience an emotion that is then removed, they are
more likely to comply with a request. For example in one of the study experiPHQWHUVSODFHGXQGHUWKHFDUZLSHUVVPDOOOHDÀHWVWKDWORRNHGOLNHSROLFHWLFNHWV:KHQWKHGULYHUVUHWXUQHGDQGUHDGWKHOHDÀHWVLWWXUQHGRXWWKHVHZHUH
ads for a hair-growth stimulating shampoo, or appeals for a blood donation.
When the drivers were about to drive off, they were approached by a student
JDWKHULQJPDWHULDOIRUKLVPDVWHUWKHVLVDQGDVNHGZKHWKHUWKHGULYHUZRXOG¿OO
RXWDTXHVWLRQQDLUHRQKRZWRRSWLPL]HWKHFLW\WUDI¿F,WWXUQHGRXWWKDWGULYHUV
XQGHU³IHDUWKHQUHOLHIFRQGLWLRQ´ZHUHFRQVLGHUDEO\PRUHOLNHO\WR¿OORXWWKH
questionnaire than the other drivers (control participants).
How can the mechanism of compliance in the fear-then-relief state be
H[SODLQHG")HDUDOHUWVWKHERG\IRFXVHVRXUDWWHQWLRQRQWKHVRXUFHRIIHDU>HJ
7RPNLQV@DQGWULJJHUVDQDFWLRQSURJUDPVSHFL¿FIRUWKHJLYHQW\SHRI
HPRWLRQ>)ULMGD/D]DUXV'ROLQVNL@:KLOVWVXFKDUHDFWLRQVHems perfectly adequate and adaptive for threatening conditions, it stops being
adequate when the circumstances suddenly and unexpectedly reverse, as in the
bad cop-good cop interrogation procedure, or in the studies by Dolinski and
Nawrat (1998). In this state of confusion and disorientation, the person is more
likely to comply with a request.
The technique of bad cop-good cop is probably the most well-known
technique of negotiating and handling, also often used by journalists, commentators to confront directly the politicians. Manipulation technique of such rules is quite simple. Conversation leads two journalists (“bad” and “good” one).
7KLVVFKHPHZDVXVHGLQDSRSXODU3ROLVKSROLWLFDOWDONVKRZ1RZZHGR
by Tomasz Sekielski and Andrzej Morozowski4. Using this technique fostered
their guests to confusion and, consequently compromising the views behind the
scenes of political life. Removal from the state of equilibrium and the introduction of a state of confusion increases the chance that the politician will reveal
the mystery, that is to say something important, you should not say, weakening
his political position.

 ³1RZZHGR´±DWDONVKRZZKLFKZDVEURDGFDVWHGIURP6HSWHPEHUWR-XO\
on Polish TVN which is led by Tomasz Sekielski and Andrzej Morozowski. To the tv studio
ZHUH LQYLWHG IDPRXV SROLWLFLDQV DUWLVWV H[SHUWV LQ WKH YDULRXV ¿HOGV 'XULQJ WKH SURJUDP
SUHVHQWHGDVKRUW¿OPPDWHULDOVDQGWKHODWHVWQHZVDQGZDVUHFRUGHGLQWKHSUHVHQFHRIWKH
audience. Taking were often accused of being intransigent behaviour towards invited guests.

4
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Final remarks
Psychological mechanism of social impact within suggestion of taking some other positions are well known from the very beginning of mankind, except that changes are conditioned by permanent development process.
Manipulating the individuals or groups due to the lots of many circumstances
are contextual and they also have evidence in a situation of political actors increasing competition. That it is obvious, who does not use psychological techniques does not exist. However, the diagnosis of electoral behaviour is not alZD\V FRQ¿UPHG WKH SULPDF\ RI SV\FKRORJLFDO DSSURDFK ,W WXUQV RXW WKDW ZH
KDYHWRGHDOZLWKDGGLWLRQDOHQYLURQPHQWDOFRQGLWLRQVWRPDNH¿QDOGHFLVLRQ,Q
FRQ¿UPDWLRQRIVXFKRSLQLRQPXVWFLWHWKHFRQFHSWRIFODVVLFUHVHDUFKHURQWKH
WKHRU\RISXEOLFFKRLFHE\'RZQV>@ZKRZURWH³$VORQJDVWRUHWDLQWKH
DVVXPSWLRQRISHUIHFWNQRZOHGJHQRFLWL]HQFDQSRVVLEO\LQÀXHQFHDQRWKHU¶V
YRWH(DFKNQRZVZKDWZRXOGEHQH¿WKLPPRVWZKDWWKHJRYHUQPHQWLVGRLQJ
DQGZKDWRWKHUSDUWLHVZRXOGGRLIWKH\ZHUHLQSRZHU7KHUHIRUHWKHFLWL]HQ¶V
SROLWLFDOWDVWHVWUXFWXUHZKLFK,DVVXPHWREH¿[HGOHDGVKLPGLUHFWO\WRDQ
unambiguous decision about how he should vote. If he remains rational, no perVXDVLRQFDQFKDQJHKLVPLQG´>'RZQV
,QOLQHZLWKWKLVUHDVRQLQJ)LRULQD>@VXJJHVWV³&LWL]HQVDUHQRWIRols. Having often observed political equivocation, if not outright lying, should
WKH\OLVWHQFDUHIXOO\WRFDPSDLJQSURPLVHV"+DYLQJKHDUGWKHHFRQRPLFHGXcational, sociological, defence, and foreign policy expert advisors disagree on
both the effects of past policies and the prospect on future ones, should they pay
FORVHDWWHQWLRQWRSROLF\GHEDWHV"(YHQLIFRQFHUQHGDQGFRPSHWHQWFLWL]HQVDSpear to have little solid basis on which to cast their votes, save on those rare ocFDVLRQVZKHQFDQGLGDWHVWDNHFOHDUDQGGLIIHULQJSRVLWLRQVRQVDOLHQWVSHFL¿FLVVXHV HJDEXVLQJDERUWLRQWKH(TXDO5LJKWV$PHQGPHQW ´>)LRULQD@
These are clear indications, but rather the controversy surrounding the
EHKDYLRXURILQGLYLGXDOVLQIDFWWRGD\LVUHÀHFWHGLQWKHULFKOLWHUDWXUHRQWKH
VXEMHFW>1LHPL:HLVEHUJ@/HZLV%HFNLQSXEOLVKHGDIDPRXVZRUN
under the crucial title: “Economics and Elections” in which he states that pocketbook voting has determined voters, especially in a position to direct or inGLUHFW¿QDQFLDOVWDWHPHQWV2IFRXUVHWKHDERYHPHQWLRQHGFRXQWWKHXWLOLW\RI
persuasion and manipulation techniques do not deny them, but rather expose
their actual functions. In particular, we have to deal with that when we depart
from the classic game of election to the wider sense of political life.
2IFRXUVHWKHRYHUYLHZRIWKHVRFLDOLQÀXHQFHWHFKQLTXHVSUHVHQWHGLQ
this article does not exhaust the arsenal of all possible psychological methods
of encouraging people to meet the requests or suggestions addressed to them
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by politicians and reversal. Actually, it seems unreasonable to expect that such
DFRPSOHWHOLVWRIVRFLDOLQÀXHQFHWHFKQLTXHVZLOOHYHUEHFRPSLOHG+XPDQ
ingenuity in inventing new ways to make others perform a variety of activities
seems virtually limitless.
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