Sample Recruitment Workshop II: Recruitment Psychology 101

Recruitment Psychology 101: The Rules of Influence

A Facilitator’s Guide

This information is for facilitators of the workshop Recruitment Psychology 101:  The Rules of Influence. Because the tools gained in the workshop may be utilized not only during the rushing season, but also throughout the year as recruiting situations arise, the workshop may be conducted at any time. However, if your chapter continues to be dependent solely on Interfraternity Council Rush and does not recruit on a year-round basis, this workshop could prove most beneficial if held just prior to the formal rushing period. This guide provides a summary of each rule, as well as a brief explanation, followed by examples of how each rule may be used in an everyday situation and in a recruiting situation. The workshop should be conducted in much the same order. Each rule should be presented beginning with coverage of the summary or its key points. An explanation of the rule should then be presented, ending with examples of how each rule may be used in an everyday situation and in a recruiting situation. Providing these examples will be the most productive way of teaching each rule. This will provide each member with practical tips on how each rule may be applied. During the discussion of each rule, encourage your members to share personal examples of how this rule came into play in their personal or recruiting experiences. This adds to the amount of learning that takes place by offering more examples of how each rule may be used. This also increases awareness of each rule by helping participants to realize that they have actually been using many of these tools for years without being aware. Congratulations on your decision to enhance your chapter’s recruitment skills and technique. Far too many chapters have accepted that the decrease in the number of men seeking the fraternity experience is the main cause of our drop in membership. We have done little to take the necessary steps to alleviate this problem but instead have continued to place blame elsewhere. By providing your membership with the skills necessary to recruit effectively, you have taken the first step to fight this battle. Congratulations again and good luck.

Rule #1 – Reciprocation

This rule requires that one person repay, in kind, what another has provided. By obligating the recipient of an act to repayment in the future, the rule of reciprocation allows one individual to give something to another with the confidence that it is not being lost. This sense of future obligation within the rule makes possible the development of various kinds of continuing relationships, transactions and exchanges that are beneficial to society. Consequently, all members of society are trained from childhood to abide by this rule or suffer serious social disapproval. 

One favorite and profitable tactic of certain compliance professionals is to give something before asking for a favor in return. The successful exploitation of this tactic is due to three characteristics of the rule of reciprocation. First, the rule is extremely powerful, often overwhelming the influence of other factors that determine compliance with a request. Second, the rule applies even to uninvited first favors, thereby reducing our ability to decide whom we wish to owe and putting the choice in the hands of others. Finally, the rule can spur unequal changes to be rid of the uncomfortable feeling of indebtedness, an individual will often agree to a request for a substantially larger favor than the one he received. 

Explanation — The general idea behind the rule of reciprocation is that people feel obligated to repay the kindness that someone has extended to them. It’s an "I’ll scratch your back, you scratch mine” kind of thing. People do not like this feeling of indebtedness and will do whatever it takes to alleviate it. Many times, this will result in the repayment of kindness exceeding the original favor.

Examples

Everyday

· If you receive a holiday card from someone, you feel obligated to send them one in return.

· If someone invites you to a party, you feel obligated to invite them to one of yours.

· If you are shooting basketball and a player rebounds an errant shot of yours, you will feel obligated to rebound a miss of his.

Recruiting

· If you see a confused freshman in the fee payment lines, help him through the process. He will feel obligated to repay your kindness by coming to tonight’s party, intramural practice or study session.

· Take a prospect out to dinner. He will feel obligated to repay your kindness and will perhaps do so by taking you out at a later date or by coming to the house for an event.

Ask for personal examples from the membership.

When practicing the rule of reciprocation, your goal is to produce enough of these reciprocating activities that the prospect eventually reciprocates your kindness by pledging the fraternity.

Rule #2 - Commitment and Consistency

Psychologists have long recognized a desire in most people to be and look consistent with their words, beliefs, attitudes and deeds. This tendency for consistency is fed from three sources. First, good personal consistency is highly valued by other members of society. Second, aside from its effect on public image, generally consistent conduct provides a beneficial approach to daily life. Third, a consistent orientation affords a valuable shortcut through the complexity of modern existence. By being consistent with earlier decisions, one reduces the need to process all the relevant information in future similar situations. Instead, one merely recalls the earlier decision and responds consistently.

Explanation — People feel the need to stay consistent with earlier commitments. This holds true for two reasons: 1) Once a person has made a public commitment, he feels more confident in the commitment he has just made, therefore he will remain consistent with that commitment. 2) People place more faith in those who stay consistent with their commitments. People like to have the trust of others. Staying consistent with previous commitments gains and preserves that trust.

Examples

Everyday

· A person is placing a bet and there is no clear-cut favorite in the competition. As soon as he places his bet on one team, he then feels more confident that he has made the right decision.

· If a woman commits to coming to a party of yours, she will be there even if she gets a better offer. She will come by, even if it is only for a couple of minutes, because she feels obligated to stay consistent with her commitment.

Recruiting

· Say a prospect tells you he will be at a recruitment function. He wants to make a good impression, so he feels obligated to stay consistent with his commitment.

· If a prospect commits to pledging, he will stay consistent with that commitment and pledge your chapter regardless of what type of show other fraternities put on for him.

Ask for personal examples from the membership.

Three things to keep in mind when using commitment and consistency:

1. Always get a future commitment from the prospect before leaving him.

2. Your ultimate goal in recruiting a prospect is to get a commitment of pledgeship. Don’t pressure him. Pull off an effective selling job and your product will be convincing enough to get a commitment.

3. Just because a prospect commits DO NOT NEGLECT HIM! Yes, you got a commitment—great. By assuming he is a definite, you may have a tendency to neglect him to recruit others. If this is the case, he may decide he is not so sure he wanted Psi U after all and go to another chapter. To avoid this, get him involved. Have him start recruiting for you. By telling him he now has the opportunity to choose his own pledge class, you give him some ownership in the chapter. This will increase the chances of the prospect staying consistent with his commitment. 

Rule #3 — Social Proof

This rule deals primarily with the concept of following the crowd. The principle behind Social Proof is that when people aren’t sure what to believe or do, they look at what others are believe or are doing. Social Proof is most effective under two conditions:

1. Uncertainty—When people are unsure or the situation is ambiguous; they are more likely to follow the actions of others and consider them to be correct. If the situation is ambiguous, the choices of those looking on is heavily influenced by the actions of others as opposed to an emergency.

2. Similarity—people are more likely to follow the actions of those they are similar to rather than those with whom they have nothing in common.

Explanation — The rule of Social Proof is all about following the crowd. If a person feels as though everybody else is doing it, then he will be influenced to do the same. It is a form of peer pressure. Further, people are more likely to follow the lead of others with whom they have things in common. Situations where people are unsure or there is an important decision to be made also create situations where social proof is highly effective.

Examples

Everyday

· Have you ever laughed at a joke you really didn’t understand because everyone else was laughing? If so, social proof nailed you. Laugh tracks on television serve the same purpose. When people hear the laughter begin, they assume that it was a line they were supposed to laugh at and follow the crowd with their laughter.

· Lines at amusement parks attract people who don’t even know what the line is for. As people walk by a long line, they assume that the ride or show is entertaining because there are hundreds of other people in line. What happens next? The people who were originally walking by fall in line as well.

· A group of friends has decided to go out on the town one night. One of the members of the group doesn’t care to go where the others have decided to go. Will he go? Sure, because of the influence the group has had on his decision. This guy has a fear of missing out, so he follows the crowd.

Recruiting

· If you’re having a recruitment event, tell the prospect, “We’re expecting a huge turnout tonight. Come on out.”

· Sometimes you will meet a group of three or four guys or roommates who are all rushing together. Focus on getting commitments from one or two of them. A commitment from one often leads to a commitment from another. This tends to lead to commitments from the entire group. It’s a package deal. Ask for personal examples from the membership.

Rule #4 — Liking

Few of us would be surprised to learn that we are more likely to say yes to people we know and like as opposed to others. People are more likely to say yes to people they like and are alike than those with whom they have nothing in common or do not know.

One characteristic of a person that influences overall liking is physical attractiveness. It has long been thought that physical beauty provides an advantage during social interaction. Research now shows that it may be stronger than supposed. Attractive people are more persuasive in terms of both getting what they request and in changing others’ attitudes.

Another factor that influences liking is similarity. We like people who like us and are more likely to say yes to their requests, often in an unthinking manner. Compliments, increased familiarity and association are also characteristics that enhance liking and the compliance that follows.

Explanation — People are easily influenced by those they know and like and are like. Factors that enhance liking are physical attractiveness, similarity, increased familiarity and association. Physical attractiveness, however, should actually be termed well-kept. Do not misunderstand that only Mr. and Miss America types can influence people. This factor actually means that people who generally take care of themselves and look nice have a greater amount of influence on people than those who do not. The similarity factor suggests that people have more influence on individuals with whom they have things in common...similarities. The increased familiarity factor is effective because people are more likely to say yes to people they have become comfortable around through repeated contact. Association proves to be most effective when people connect themselves or their product with positive things and distance themselves from the unfavorable.

Examples

Everyday

· You are sitting in class one day and during the discussion you realize that you and one of the women in the class have many of the same views and opinions. You get together after class, talk for a while and find that you have several things in common. Because the two of you have similarities and some association working, she is going to be more likely to go out with you than a woman with whom you have nothing in common.

· Take a look at the types of shoes that high school students wear. Many times they buy certain types of shoes because a player they like wears them or a person they associate with wears them (e.g., Air Jordans, Air Penny, Shaqus, etc.). Their decision to buy the shoes is influenced by the liking rule.

Recruiting

· If the prospect is a high school scholar and is at your school on a full academic scholarship, chances of the chapter jock having a great deal of influence on him are not great. The jock should recognize the lack of similarities and introduce the prospect to someone who can have more influence on the prospect such as the scholarship chair or a brother who is a member of Phi Beta Kappa or other honor society.

· If a prospect is a big music fan, match him with your chapter chorister or someone who has musical interest. The fact that we are a singing fraternity should also be used as a key selling point.

Ask for personal examples from the membership

Two Things to Keep in mind with the Liking Rule:

1. In any recruiting situation, it is key to match brothers and prospects with like interests, hobbies, career goals, etc.

2. Many of the same factors that make the Social Proof rule effective hold true for the Liking rule. These skills should be used together when possible.

.

Rule # 5 — Authority

Studies show that authority easily influences people. There is strong pressure in our society for compliance with the requests of those in authority. The strength of this act to comply with authority comes from socialization practices that instill in society members the idea that such behavior is correct.

People have also been shown to be influenced by symbols of authority rather than actual substance. Three symbols that have proven to be persuasive are titles, clothing and automobiles. 

Two questions that an individual can ask himself to defend against being influenced by an authority in a detrimental fashion include: 

1. Is this person truly an expert? 

2. How truthful can we expect this person to be?

 Considering these two questions may be going on in the mind of the prospect is all the more reason why you must KNOW YOUR PRODUCT and BE GENUINE. If you know your product and you are genuine in selling Psi Upsilon, these questions will be answered in a positive manner, enabling you to be far more influential and persuasive.

Explanation — those in authority easily influence People. Authority figures are thought to be more knowledgeable, powerful, etc. For this reason, people are easily influenced by them and many times react to their requests in an automatic fashion. People have also proven to be easily persuaded by symbols such as titles, clothes and automobiles. When a legitimate title is combined with knowledge or one of the other symbols, the rule is most effective.

Examples

Everyday

· When you were a freshman, did you ever automatically trust an upperclassman’s directions to a building? Of course you did. You did so because you saw the upperclassman as an authority on your school.

· Have you ever bought a certain set of golf clubs or golf ball, or maybe swung a certain way because your favorite golf pro did? If so, it was because of the rule of authority.

· Have you ever eaten a certain way or worked out a certain way because your doctor, trainer or coach told you to, without asking why? These people are all seen as authorities on these topics, and you did as they suggested because of their titles and/or the knowledge you assume they have.

Recruiting

· When recruiting, EVERYONE NEEDS A TITLE. If your president is introduced as the chapter president, the prospect will see him as an authority on your chapter and the fraternity, thus increasing his effectiveness to influence. 

Ask for personal examples from the membership. 

Two things to keep in mind with the Authority rule:

1. It is important to introduce everyone with their titles and to create titles for individuals who don’t actually hold offices (e.g., top athlete, volleyball captain, highest GPA recipient, chamber of commerce delegate, etc.). Yes, it helps to get the prospect to see the member as an authority, but it also helps to give the member added confidence, especially if he has sub par recruiting skills.

2. When recruiting, we must realize that our prospects automatically look at us as authority figures. Because we are already part of the Greek system, they see us as authorities on fraternity life. Knowing this, our members should be less nervous or stressed when in a recruiting situation. Further, each member can increase his effectiveness by knowing his product and by selling it genuinely.

Rule #6 — Scarcity

People place more value on opportunities and objects as they become less available. Examples include deadlines and limited number tactics. These tactics are used in hopes of convincing others that access to a product or an opportunity is restricted by time or amount.

The scarcity rule holds true for two reasons. First, because things that are difficult to obtain are typically more valuable. Second, as time becomes less available, we lose freedoms. In theory, we respond to losing freedoms by wanting to have them more than before.

This rule is most likely to be effective under two conditions:

1. Scarce items are heightened in value when they are newly scarce.

2. We are most attracted to scarce items when we compete with others for them.

Explanation—When opportunities become scarce, less available, people place a higher value on them. Deadlines and limited number tactics are popular and highly effective ways to utilize this rule. When things become newly scarce or when we lose freedoms, people place even more value on the object or opportunity.

Examples

Everyday

· Have you ever bought a Big Mac because it was on sale for a limited time? Ever started freaking out when the two for two bucks sale was about to end? You have been a victim of the scarcity rule.

· Check out a home shopping channel sometime. Take a look at the amount sold display as the time begins to run out. You will notice that the number will begin to increase rapidly because of the number of people who are being influenced by this rule. People undoubtedly begin to place higher value on whatever is being sold as time runs out.

Recruitment

· If your chapter effectively stresses quality over quantity, prospects will unquestionably place high value on your bid. The key is making the prospect realize that not everyone who visits the chapter will receive an invitation to pledge.

· Selling the prospect on this point sometimes will even create competition between prospects. The prospects will begin going out of their way to make sure you are aware of their accomplishments in high school or during their college careers. If this happens, you will notice the prospect will begin to sell you his product rather than you trying to sell him yours.

Ask for personal examples from the membership.

An important thing to keep in mind when dealing with the scarcity principle:

· The only way the scarcity rule can possibly work against you is if you make the prospect feel as though it is next to impossible to receive a bid from your chapter. Receiving a bid should seem a little challenging and definitely an honor, but it should not seem impossible. If so, you could lose the prospect rather than influence him to place the proper value on becoming a member of your chapter.

Role-playing

This exercise will provide members with valuable practice of each of the rules while allowing the chapter to critique each member's performance. Each rule should be played out by having one member serve as the recruiter, one as the prospect and one as the hand-off recruiter. There should be six exercises, each focusing on a different rule. However, if a member feels that he can practice several of the rules during one exercise, he should be encouraged to do so.

The prospect should make the recruiter work to use the designated rule, but should also give him some help by asking questions that can lead into the use of the rule. For example, the prospect could ask how many bids the chapter plans to extend to help the recruiter practice the scarcity rule. He could also tell him that he is checking out the Greek system with friends so that social proof might be practiced, etc.

After the first “recruiter” has talked with the prospect for a while or the conversation begins to struggle, he may see that a “hand-off” is necessary. He should then turn to the “hand-off recruiter” and introduce the prospect. Next, he should provide some information on the prospect such as his name, hometown and major. This keeps the prospect from answering the same stock questions that every Greek has asked him over the last two weeks. It also gives the next “recruiter” something to talk about with the prospect.

After the hand-off, give the new “recruiter” and the prospect about 30 seconds to speak with one other. After you see that the hand-off was properly executed, stop the exercise and begin the next.

Note — You may find it helpful to give the prospect a specific role to play as well. Suggested roles for prospects:

1. An anti-Greek sophomore.

2. A freshman concerned about hazing.

3. A prospect worried about how the Fraternity will affect his grades.

4. A prospect who wants to pledge next term.

Remember, after each role-playing exercise, it is important to critique the performance of the "recruiters". Pointing out the positives and correcting the negatives of each performance will further educate each participant and the chapter on the rule covered.

Assessing each performance will also help you to determine the effectiveness of your workshop. Ask questions:

1. What rules were used?

2. How was the ___________ rule used?

3. How could the ________________ rule have been more effective?

4. What other rules could have been used, and at what point during the exercise might they have been effective?

Review

At the end of the workshop, conduct a thorough review to ensure each member’s understanding of the material.

1. Have the members summarize each rule.

2. Have the members explain how each rule may be used in an everyday situation.

3. Have the member explain how the rule may be used in a recruiting situation.

