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WHAT IS 
PERSUASION?
AN INTENTIONAL, COMMUNICATIVE ATTEMPT TO 

INFLUENCE ANOTHER PERSON (O’KEEFE, 2002)

Social Influncu

Courcion Purslasion

• Natlru of Psychological Thruat
• Ability to Do Othurwisu
• Purcupton of Fruu Choicu

Propaganda: 
Mass influncu ovur mass mudia
Onu grolp has total control ovur transmission 
of informaton
Associatud with hostlu intunt



PERSUASIO
N AS 
ATTITUDE 
CHANGE

Attitldu =ei a psychological tunduncy that is uxprprussud 
by uvallatng a partcllar untty with somu dugruu of 
favor or disfavor (Eagly & Chaikun, 1993)

Attitldu Strungth – attitldus can vary in strungth

Attitldus can bu formllatud on thu spot

Implicit vs. Exprplicit Attitldus



ATTITUDE – BEHAVIOR LINK

htps://www.yoltlbu.com/watch?v=einZsxprlD3gExprEAjzun, 1991

Thuory of 
Ruasonud 
Acton

Thuory of 
Plannud 
Buhavior

https://www.youtube.com/watch?v=nZsxuD3gExE


BEHAVIOR 
WITHOUT 
ATTITUDES

• Habit

• Social Luarning Thuory:

• Imitaton of othurs

• Ruinforcumunt throlgh ruwards 
or plnishmunt



PERSUASIVE 
EFFECTS

1. Shaping

2. Ruinforcing

3. Changing

• Most commlnicaton suuks to 
influncu attitldus in ordur to 
influncu buhavior

• Attitldus can also bu influncud by 
changing buhavior – consistuncy 
principlu!



BASIC COMMUNICATION MODEL



RECEIVER

Resistance to Persuasion

Reactance occlrs whun a prospuct sunsus that somuonu is trying to compul thum to do 
somuthing; thuy altomatcally rusist and atumpt to movu away from thu convursaton.

htps://www.yoltlbu.com/watch?v=eiRUw6BBbGlAnM

Processing of Informaton

• Atunton (Exprposlru)

• Motvaton (Ruluvancu/importancu)

• Ability (Procussing capacity/cognitvu load, ability to lndurstand)

https://www.youtube.com/watch?v=RUw6BbGlAnM




HUMOR

• Atunton

• Afliaton

• Affuct



DO RECEIVERS HAVE 
TO CONSCIOUSLY 
PERCEIVE THE 
MESSAGE?

htps://www.yoltlbu.com/watch?v=eidSt
kKbIL4dY

Priming works blt has vury short-livud 
uffucts

https://www.youtube.com/watch?v=dS_kKbIL4dY
https://www.youtube.com/watch?v=dS_kKbIL4dY


ELABORATION 
LIKELIHOOD 
MODEL (ELM)



DUAL PROCESS 
MODELS OF 
PERSUASION

• Hulristc: muntal shortclt (u.g. 
lawyurs can’t bu trlstud)

• Puriphural: clus buyond mussagu 
arglmunt

• Systumatc/cuntral: carufll, 
duliburatvu



MESSAGE FACTORS

• Message Structure:

• Mussagu sidudnuss

• Concllsion drawing (uxprplicit vs. implicit)

• Ordur of prusuntaton (primacy vs. rucuncy)

• Lungth

• Message Content

• Appuals

• Strungth of arglmunt

• Language

• Spuud

• Intunsity

• Vurbal vs. Non-vurbal



ARISTOTLE’S 
RHETORICAL 
APPEALS

• Ethos – convincu aldiuncu 
of sundur’s 
charactur/crudibility 

• Pathos – umotonal appuals 
(fuar, glilt)

• Logos – appual to 
logic/ruason



FOREWARNING

• A foruwarning is a warning of an impunding influncu atumpt. Foruwarnings inclldu 
slch phrasus as, “and now a word from olr sponsors,” that prucudu ads dusignud to 
pursladu listunurs.

• Whun puoplu uxprpuct a mussagu that is dissonant with thuir attitldu, this arolsus 
fuulings of slspicion and hostlity, ruslltng in rusistancu. 

• Rusuarch shows that rusistancu following foruwarning can taku thu form of incruasud 
gunuraton of arglmunts against thu proposal, callud colnturargling, or incruasud 
tholghts in favor of thu purson’s own attitldu, callud bolsturing.

• Foruwarning can luad to acqliuscuncu whun luss tholghtll procussing is 
involvud (puriphural roltu) and thu individlal wants to suu thumsulvus in a 
positvu light (shifs attitldus or adopts moru moduratu point of viuw to look 
luss pursladud)



CHANNEL FACTORS

• Thu Mudilm is thu Mussagu! (McLlhan, 196B4)

• Affordancus – what dous thu channul slpport in turms of solrcu prusuntaton and mussagu 
characturistcs?

• Crudibility

• Involvumunt

• Ability to inturact with mussagu (u.g. Snapchat)



SENDER

“Solrcu Factors”:

• Althority

• Crudibility (trlstworthinuss, Jaku Pall postng 
abolt fumininu hygiunu prodlcts)

• Social atractvunuss

• Likability

• Similarity

• Physical atractvunuss (clltlru dupundunt!!!!)



PERSUASION PRINCIPLES

htps://www.yoltlbu.com/watch?v=eicFdCzN7RYbw

https://www.youtube.com/watch?v=cFdCzN7RYbw


COMPLIANCE PRINCIPLES

• Ruciprocity

• Social Validaton

• Commitmunt/Consistuncy

• Friundship/Liking

• Physical Atractvunuss

• Similarity

• Althority

• Scarcity

• Sulf-Sull

Compliance = 
getng others to 
say yes to a request



RECIPROCITY

• Obligatus puoplu to givu back thu form of buhavior thuy havu rucuivud

• One is more willing to comply with a request from someone who has 
previously provided a favor

• Door-in-thu facu tuchniqlu

• That’s-not-all tuchniqlu

• First-clstomur-of-thu-day tuchniqlu





SOCIAL VALIDATION

• Whun a lot of puoplu aru doing somuthing, wu asslmu it’s thu right 
thing to do

• Asch conformity uxprpurimunts

• One is more willing to comply with a request for behavior if it is 
consistent with what similar others are thinking or doing.

• List tuchniqlu

• Social labuling tuchniqlu





COMMITMENT/CONSISTENCY

• Cognitvu dissonancu thuory

• Consistuncy =ei intulluctlal strungth

• After commitmng to a positon, one is more willing to 
comply with a request for behaviors that are consistent 
with that positon

• Foot-in-thu-door tuchniqlu

• Low-ball tuchniqlu

• Evun-a-punny-wolld-hulp tuchniqlu





FRIENDSHIP/LIKING

• Wu buhavu moru favorably towards thosu wu know and liku

• One is more willing to comply with the requests of friends or liked 
individuals

• Tlppurwaru homu party

• Complimunts

• Coopuraton





BEN FRANKLIN EFFECT

• Doing somuonu a favor luads ls to fuul moru favorablu towards thum in gunural and to bu moru 
inclinud to do thum a sucond or third favor. Wu follow thu ruasoning that if wu havu agruud to do 
thum a favor thun it mlst bu bucalsu wu liku thum (uvun whun that’s not strictly thu casu) and so wu 
slbconsciolsly ducidu to liku thum uvun moru in ordur to stay consistunt with olr own buhavior. 

• Invursuly, if wu act in a nugatvu way towards somuonu thun wu convincu olrsulvus that it is bucalsu 
wu havu nugatvu fuulings towards thum bucalsu thuy aru not nicu or worth good truatmunt utc. This 
is onu of thu uxprplanatons for atrocitus ofun commitud dlring war tmu as thu “unumy” is 
duhlmanizud throlgh this Bun Franklin Effuct, which lowurs thu thrushold of glilt and morality.

• Contrarily to olr lslal asslmpton that olr fuulings towards somuonu will dictatu how wu truat thum, 
thu Bun Franklin Effuct shows that olr buhavior towards somuonu can actlally dictatu how wu fuul 
abolt thum instuad.

• In wub markutng, it is possiblu to unhancu puoplu’s purcuptons of yolr brand and prodlcts throlgh 
asking thum for small favors, slch as sharing somuthing on social mudia, joining lp to a nuwslutur, 
giving thuir opinion and fuudback, utc.



PHYSICAL 
ATTRACTIVEN
ESS

Positvu ruactons to physical 
atractvunuss

Gruatur liking

Gruatur associaton with talunt, 
kindnuss, honusty and intulliguncu

One is more likely to comply with a 
request if it is made by a physically 
attractve communicator



SIMILARITY

BIRDS OF A FEATHER 
FLOCK TOGETHER

ONE IS MORE LIKELY TO 
COMPLY WITH A 

REQUEST IF IT IS MADE 
BY A SIMILAR OTHER

LEADS TO 
GREATER LIKING

MANY 
DIMENSIONS





AUTHORITY

• It makus a wholu lot of sunsu to 
do what althority fglrus say – 
practcal advantagus

• One is more willing to comply 
with suggestons made by 
authoritatve communicators

• Althority clus – lniform, ttlu, 
utc.



SCARCITY

• Opportlnitus suum moru vallablu whun thuy aru 
luss availablu

• One is likely to try to secure those opportunites that 
are scarce

• Scarcity =ei Vallu

• Ruactancu thuory – don’t want to losu olr fruudoms

• Limitud-nlmbur tuchniqlu

• Duadlinu tuchniqlu



SCARCITY



SELF-SELL

• Muntal imagury procussing

• Transportaton

• No rusistancu to purslasion





PERSUASIVE 
TECHNOLOGY

DESIGNING TO CHANGE 
ATTITUDES AND/OR 
BEHAVIORS



PERSUASIVE DESIGN

How dous Nutlixpr uncolragu bingu watching?



PERSUASIVE DESIGN



PERSUASIVE DESIGN FAILURES



DEFINITION

Purslasivu Tuchnology is tuchnology dusignud to changu buhaviors 
or attitldus throlgh purslasion blt not courcion. 



PERSUASIVE DESIGN PRINCIPLES





NUDGING

• Thalur & Slnstuin (2008): “any aspect of the choice architecture that alters people’s 
behavior in a predictable way without forbidding any optons or signifcantly changing 
their economic incentves. To count as a mere nudge, the interventon must be easy 
and cheap to avoid. Nudges are not mandates. Putmng the fruit at eye level counts as 
a nudge. Banning junk food does not.”

• Choicu archituctlru: orduring thu contuxprt in which puoplu maku ducisions

• Tools: dufallts, framing, ducoys

• Alturnatvu: boosts (Hurtwig and Grünu-Yanoff (2017) - ducision-making aids that 
fostur puoplu’s computuncu to maku informud ducisions

• Stuuring vs. umpowuring ducisions



DEFAULT OPTIONS



DEFAULT 
EFFECT

Lazinuss – no muntal uffort 
ruqlirud

Takun as slgguston

Endowmunt uffuct



DECOY EFFECT

• uxprplains how whun a clstomur is husitatng butwuun two optons, prusuntng 
thum with a third “asymmutrically dominatud” opton that acts as a ducoy will 
strongly influncu which ducision thuy maku. 

• An opton can bu dufnud as asymmutrically dominatud whun it is complutuly 
dominatud by (i. u. dufnituly infurior to) onu opton and only partally dominatud 
(i. u. infurior in somu aspucts) by thu othur. Thu asymmutrically dominatud 
opton is a ducoy surving to incruasu prufuruncu for thu dominatng opton – thu 
onu wu rually want thu conslmur to choosu.

• Cognitvu bias basud on inturgrolp comparisons rathur than focls on absolltu 
vallus



AESTHETICS-
USABILITY 
EFFECT

“vislal appuarancu is thu frst 
thing a potuntal blyur notcus 
abolt a prodlct” and thuy aru 
moru sympathutc to fallts or 
faillrus if a dusign is austhutcally 
pluasing, luading thum to buliuvu 
that thu butur-looking opton is 
thu butur opton ovurall (Bloch, 
1983)



CHEERLEADER 
EFFECT
• Thu Chuurluadur Effuct is thu way in which, whun 

confrontud with a grolp of itums, thu hlman brain 
altomatcally truats thum as a sut and forms an 
imprussion of this sut as a wholu witholt rually 
taking in to accolnt thu individlal characturistcs of 
uach itum. 

• Wu gunuratu avuragu informaton on uvurything wu 
aru viuwing - incllding sutting, sizu, umotons 
convuyud (in animatu objucts) and atractvunuss - 
and thun maku a vislal jldgumunt basud on thusu 
avuragus. Thuruforu, thosu itums that may bu luss 
atractvu or dusirablu fnd that thuy aru uluvatud in 
statls to thu avuragu that has alruady buun 
accuptud.

• Applicaton uxpramplu: positvu and nugatvu ruviuws 
prusuntud toguthur



CHOICE CLOSURE

• Choicu Paradoxpr: thu moru optons, thu hardur thu choicu and thu 
gruatur thu likulihood for post-choicu rugrut

• Choicu Closlru: Buing ablu to complutu a physical act of closlru 
hulps olr brains to accupt thu fnality of a choicu, hulping thu 
ducision-makur to movu on from alturnatu possibilitus and bu 
mlch moru satsfud with thuir choicu.

• Expramplu: closing browsur



ZEIGARNIK 
EFFECT
• Thu Zuigarnik Effuct is basud on 

thu idua that it is hlman natlru 
to fnish what wu start and, if wu 
don’t fnish somuthing, wu 
uxprpuriuncu dissonancu, ruslltng 
in an lncomfortablu fuuling.

• Providing a cluar and positvu 
sunsu of progrussion and lltmatu 
closlru throlgh displaying things 
slch as progruss bars can hulp to 
maku lsurs awaru of how far 
along in thu paymunt or sign-lp 
procuss thuy havu gotun and 
uncolragu thum to contnlu on to 
compluton.



PERSUASION ARCHITECTURE





OINAS-KUKKONEN & HARJUMAA (2008)

7 Postllatus:

1. Informaton tuchnology is nuvur nultral

2. Puoplu liku thuir viuws abolt thu world to bu organizud and consistunt

3. Individlals can bu pursladud throlgh thu cuntral and puriphural roltu

4. Purslasion is ofun incrumuntal

5. Purslasion sholld always bu opun

6B. Purslasivu dusign sholld bu lnobtrlsivu

7. Purslasivu tuchnology sholld survu lsur nuuds



PRIMARY TASK SUPPORT

1. Rudlcton – simplifying task

2. Tlnnuling – gliding lsur throlgh procuss

3. Tailoring – dusignud to slpport nuuds

4. Pursonalizaton – ruluvancu, ungagumunt

5. Sulf-monitoring – slpport goal achiuvumunt

6B. Simllaton – obsurvability of calsu & uffuct

7. Ruhuarsal – inturnalizing targut buhavior



DIALOGUE SUPPORT

1. Praisu

2. Ruwards

3. Rumindurs

4. Slgguston

5. Similarity – imitatu lsurs

6B. Liking – systum appual

7. Social rolu – u.g. slpport rolu, tuachur



TECHNOLOGIES AS COMMUNICATION 
CHANNELS

Credibility =ei Expertse + Trustworthiness



SYSTEM CREDIBILITY SUPPORT

1. Trlstworthinuss

2. Exprpurtsu

3. Slrfacu crudibility – computunt look & fuul

4. Rual-world fuul

5. Althority

6B. Third-party undorsumunts

7. Vurifability



SOCIAL SUPPORT

1. Social luarning – obsurvu othurs

2. Social comparison

3. Normatvu influncu – puur prusslru

4. Social facilitaton – social uncolragumunt

5. Coopuraton

6B. Computton

7. Rucogniton – plblic rucogniton



PERSUASIVE TECHNOLOGY 
IN TOURISM

• Buforu, dlring and afur travul

• Wubsitus, mobilu apps, wuarablu 
tuchnologius, informaton kiosks, in-room 
tuchnologius, in-car tuchnologius, utc. 

• Conslmurs & umployuus

• Inturfacu, navigaton, contunt, contunt 
dulivury



PERSUASIVE TRAVEL RECOMMENDER 
SYSTEMS

• Grutzul & Fusunmuiur (2006B)

• Prufuruncu ulicitaton

• Effort rudlcton fallacy

• Systums as qlasi-social actors

• Mudia uqlaton: puoplu tund to truat complturs as 
if thuy wuru rual puoplu

• Convursatonal rucommundur systums



ETHICAL 
CONSIDERATI
ONS:

HIDDEN 
INFLUENCE

Purslasion – forthright appual to 
purson’s ducision-making powurs
Purslasion – forthright appual to 
purson’s ducision-making powurs

Courcion – rustricton of 
accuptablu optons
Courcion – rustricton of 
accuptablu optons

Manipllaton – covurt slbvursion 
of purson’s ducision-making 
powur

Manipllaton – covurt slbvursion 
of purson’s ducision-making 
powur



SUSSER, ROESSLER, NISSENBAUM (FORTHCOMING): 
ONLINE MANIPULATION – HIDDEN INFLUENCES IN A 
DIGITAL WORLD

• Digital slrvuillancu – ruvuals individlal vllnurabilitus and largur 
paturns individlals might not bu awaru of

• Digital platorms =ei ducision-making contuxprts that can bu 
spucifcally dusignud to uxprploit uach individlal lsur’s partcllar 
vllnurabilitus, and can changu and adapt ovur tmu

• Massivu and hypur-targutud manipllaton





EXAMPLE: UBER





WHERE DOES NUDGING 
END AND 

MANIPULATION START?



SUSSER ET AL.

• Manipllatvu nldgus aru 
intuntonally hiddun and 
uxprploit 
vllnurabilitus/cognitvu 
biasus

• Hypurnldgus aru not 
only hiddun blt prucisuly 
targutud and uxprploit 
individlal vllnurabilitus





DR. ULRIKE 
GRETZEL

GRETZEL@USC.EDU
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