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This book is dedicated to my two children, Guthrie and Maisie,
who had the sometimes blessing and probably many times
misfortune of having a psychologist for a mother.
I got to try out all my theories on you!
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1. The Seven Drives
Do you Cook? Are you good at it? I like to think I am, and sometimes the things I cook turn out great;
other times not so wonderful.
I learned to cook from watching my mom cook, following recipes, and experimenting on my own.
Recently I got a book about the science of cooking. Now I’m learning why some recipes work and
others don’t, or why some of my substitutions are not a good idea.
Instead of having to follow a recipe slavishly, or experimenting on my own and wondering what’s
going to happen, I now can apply what I know about the science of cooking—about what chemicals in
food react with others to make food flavorful or tender. I can still give it my own flair, but given a
particular situation with a particular set of ingredients, I can apply what I know about the science of
cooking to create a great meal.
Now let’s apply this principle to people.
Are you good with people? Do you know how to get them to do stuff? Are you using tips and
techniques you picked up from others or experimented with? If so, I bet that, like my cooking before I
studied the science, sometimes your strategies work and other times they don’t.
What if you understood the science behind what motivates people? If you understood the science
and knew how to apply it to a particular person or group of people in a particular situation, you
would be able to get people to do stuff. You wouldn’t have to guess at what strategy to use—you’d
know.
That’s what this book will do for you.

The 7 Drivers of Motivation
My children, who, as I write this, are grown adults, have often accused me of using my psychology
skills on them when they were growing up. And they’re right!
I knew that it was working when my daughter, at age three, was whining about something she
wanted, and my five-year-old son looked at her and said, “Haven’t you learned yet that you don’t get
anything you want in this family by whining?” She stopped. His statement was accurate.
Having been a psychologist for over 10 years by the time I had children, I was determined to use
what I knew about psychology to raise children who would not whine (and would be flexible, and
compassionate, and hardworking, and so on). But especially children who would not whine. I hated
whining!
I did have the benefit of being able to work with my children from the time they were born. I don’t
have that advantage with everyone else I interact with. But I’ve learned that if you understand what
motivates people, then you can change and modify what you do, what you offer, and how and what
you ask of people. You can change your strategies and tactics to get people to do stuff.
Empirical research in psychology goes back over 100 years. Some of the original work still holds
true. The ability to peer into the brain and watch it work, which is now possible, has proved some of
those original findings to be correct, and has given us many more insights into what makes people
tick. I’ve used the original, foundational research in this book, as well as the newest findings.
This book describes seven drives that motivate people:

• The Need to Belong
• Habits
• The Power of Stories
• Carrots and Sticks
• Instincts
• The Desire for Mastery
• Tricks of the Mind
In the book I’ll describe each drive, explain the research behind it, and then give you specific
strategies to use.
The Need to Belong
Did you see the movie Cast Away? Tom Hanks’s character is on a plane that crashes on an island in
the South Pacific. He lives there alone for several years. He takes a volleyball, paints a face on it,
and talks to it constantly. It’s a Wilson brand volleyball, and Hanks ends up calling his “friend”
Wilson. Without real people to interact with, he had to create someone.
We are ultimately social animals, and our desire to connect with others is a strong, innate drive.
We’re not meant to live alone, and we’ll work hard to be socially accepted. We need to feel that we
have a place in the world where we belong.
You can use the need to belong, and the longing for connectedness, to get people to do stuff.
Habits
It might surprise you to learn how much of everything we do in a typical day we do out of habit
without even thinking about it. We don’t even remember how those habits got formed.
I’ll bet that you tend to wash yourself the same way each time you take a shower, and that you have
your own personal morning ritual. How did these habits come to be?
If so much of what we do in a day is made up of habits we formed without realizing it, why does it
seem so hard to change habits or create new ones?
We hear so much about how it takes months to create a new habit. How could that be, when we
seem to have created hundreds of them easily without even realizing it? It turns out that it’s actually
very easy to create a new habit or even change an existing one, if you understand the science behind
habit formation.
You can use this knowledge to help other people create or change habits, so you can get them to do
stuff.
The Power of Stories
What kind of person are you? Are you someone who helps those in need? Do you keep up on the latest
trends and fashions? Are you a family person who spends time and energy to nurture family
relationships?
We all have self-personas. We tell ourselves and others stories about who we are and why we do
what we do. Some of our self-personas and our stories are conscious, but others are largely
unconscious.
We like our self-personas to be consistent. Feeling that we’re being inconsistent makes us

uncomfortable.
If you understand what stories people tell themselves about who they are, then you can
communicate in a way that matches those stories and thereby get people to do stuff.
Carrots and Sticks
Have you ever been to a casino? Think about this: You spend a lot of time and energy trying to get
people to do stuff; you may even offer rewards or pay people to do stuff. And yet a casino gets people
to pay them!
Casinos understand the science of reward and reinforcement. They use what’s called a “variable
ratio schedule” to get people to play again and again and again, even if the person is losing money.
You can use what the casinos know. You can apply the research on the different schedules of
rewards and when to use which one, as well as why using rewards directs behavior better than
punishment does.
Years ago, psychology was dominated by the study of rewards, or reinforcements. Now we know
that other drives, such as instinct, mastery, and the need to belong are often stronger and more
motivating than rewards. But, there are times when using a reward is the best way to get people to do
stuff.
There’s a right way and a wrong way to use rewards. You need to know the right way to get people
to do stuff.
Instincts
Imagine you’re driving down the road and there’s an accident ahead. You tell yourself not to slow
down and look, and yet you feel the irresistible urge to do exactly that.
We sometimes forget that if we’re human then we’re members of the animal kingdom. We have
certain basic instincts that are part of each of us. These instincts include survival, the search for food,
and the drive for sex. These instincts are strong and largely unconscious. They affect our behavior.
Sometimes you can get people to do stuff just by tapping into these instincts.
For some of you, using the desire for sex or food might not be appropriate or relevant to what it is
you want people to do. But the survival instinct is one that is constantly operating, and can be used to
get people to do stuff.
The unconscious is constantly scanning the environment to keep us safe and alive. This means that
we’re particularly susceptible to things that are unexpected, and things that make us afraid. Fear of
loss is a huge motivating factor. You can tap into these instincts to get people to do stuff.
The Desire for Mastery
Even stronger than giving an external reward is the desire for mastery. People are very motivated to
learn and master skills and knowledge.
This is called intrinsic motivation, because the motivation is internal to the person, in contrast to
giving rewards, which is an extrinsic motivation. Intrinsic motivations are usually more powerful than
extrinsic ones. Because a desire for mastery is intrinsic you can’t exactly get someone to be motivated
by it, but you can pay attention to the situation overall.
Certain situations encourage a desire for mastery, and others dampen the desire for mastery. You
can use what we know from the research on mastery to set up conditions that will encourage and

stimulate the desire for mastery, and, by doing so, get people to do stuff.
Tricks of the Mind
You’ve probably seen visual illusions—where your eye and brain think they’re seeing something
different than they really are. What you may not realize is that there are cognitive illusions, too. There
are several biases in how we think. Our brains are wired to jump to quick conclusions. This is useful
in reacting quickly to our environment, but sometimes these fast conclusions and decisions lead to
cognitive illusions.
Did you know that if you mention money, people become more independent and less willing to help
others? Or that people tend to filter out information they don’t agree with, but that you can get past
those filters?
You can use the idea of cognitive illusions to get people to do stuff.

Too Manipulative?
When I give talks or interviews on how to get people to do stuff, the question of ethics often comes
up: “If we use this information from psychology to get people to do stuff, are we being too
manipulative? Is it ethical?”
This is something I’ve spent a lot of time thinking about. It’s not an easy issue to deal with.
Some say that if you’re trying to get people to do something, no matter what it is, then that is
unethical. Others say that if you’re trying to get people to do something that’s good for them (eat
healthier, quit smoking), then it’s OK. I fall somewhere between these two ideas.
The first thing to understand is that you can’t actually get people to do stuff unless, on some level,
they want to do it. You can encourage people to do stuff, you can set up situations where their own
motivations and drives will kick in, but you don’t have total control. The goal is to get people to want
to do the stuff that you want them to do.
Getting people to think before they act, encouraging people to behave in ways that serve society as
a whole (conserve energy, be kind to others, donate money to worthy causes)—these are OK in my
opinion, and most people agree with me. But what about getting people to buy something?
Having recently served as an expert witness/consultant for the US government on cases involving
Internet fraud, I have a better feel for where the line is on ethical and unethical behavior. Putting your
product or service in its best light and matching your product or service with the needs and wants of
your customers—these are OK in my opinion.
Does everyone really need a new refrigerator? Probably not. But encouraging them to buy a new
refrigerator now, and to buy it from you, is perfectly fine in my opinion. (Otherwise we might as well
proclaim that all marketing and advertising is unethical.)
Purposely deceiving people, providing confusing instructions so people don’t know what they’ve
agreed to, encouraging people to engage in behavior that harms themselves or others, or trying to get
people to break the law—these are not OK in my opinion.
Here’s what I keep in mind: “to do good or to do no harm.”
Assuming I haven’t scared you off with ethical concerns, I hope you’re ready to master the seven
drivers of motivation. In the following chapters, you’ll learn the research behind and details of each.
And then with a little practice, some trial and error, and a willingness to keep an open mind and learn

from your mistakes, you’ll become a master of how to get people to do stuff.

2. The Need to Belong
If I ask you to Think of a time when you felt like you didn’t belong, you can probably think of at least
a few, and maybe many.
Perhaps you remember being a child and not being picked for a team during a game at school. Or
maybe you can recall a time as a teenager when some other teens who you thought were your friends
didn’t invite you to a party. Maybe you’ve had a more recent event that left you feeling that you didn’t
belong. Perhaps you’ve walked into a room at work and everyone there was younger or older than
you and they were discussing a mutual topic of interest, like a game or sports event that you knew
nothing about.
Each situation probably made you feel like you didn’t belong. It’s likely that this feeling of not
belonging also made you feel sad, lonely, depressed, or angry.
Now think of a time when you felt that you did belong. Perhaps you had a special group of friends
in school, or you remember feeling very close at family events. Or maybe you felt a sense of
belonging while watching a football game with other fans.
These experiences of belonging were probably accompanied by feelings of well-being and
happiness.
We have a strong need to feel that we belong. We will take actions in order to feel that we belong
in a group. We will avoid actions that make us feel ostracized from a group that is important to us.
The need to belong is powerful and it affects us more than we may realize.

When People Feel Connected, They Work Harder
Gregory Walton is a professor at Stanford who has studied the important effects of belonging on
behavior (Walton 2012). In one of his experiments, Walton found that when college students believed
they shared a birthday with another student, they were more motivated to complete a task with that
student and performed better on the task.
He found the same effect with four- and five-year-olds. In another study Walton had people who
were part of the experiment jog in place, raising their heart rate. Participants in the study who felt
they were socially connected to the jogger (for example, were told they had the same birthday) had an
increased heart rate, too. Walton concluded that it’s easy for people to take on the goals, motivations,
emotions, and even physical reactions of people whom they feel even minimally connected to.
In other research Walton found that when people feel they are working with others as a team to
reach a goal, they are more motivated to achieve the goal, even without any extrinsic reward, than if
they are working alone. They work harder and longer at the task, become more absorbed, and perform
better.
Again, this is true with both adults and children.
Strategies
Strategy 1: Get people to feel connected to others and they will work harder.

Use Nouns, Not Verbs
The need to belong can have very subtle effects. We identify ourselves in terms of the groups we
belong to and this sense of group can deeply affect our behavior.
You can stimulate group identity just by the way you have people talk about themselves or the way
you phrase a question. For example, Gregory Walton’s research shows that if people say “I am a
chocolate eater” versus “I eat chocolate a lot,” it affects the strength of their preference for chocolate.
“Eater” is a noun. “Eat” is a verb. People who say “I am a chocolate eater,” who use the noun instead
of the verb, show a stronger preference for chocolate.
In a survey about voting, Walton’s experimenters asked, “How important is it to you to be a voter
in tomorrow’s election?” versus “How important is it to you to vote in tomorrow’s election?” When
the noun (voter) was used instead of the verb (vote), more people actually voted the following day.
Feeling that you belong to a specific group affects your behavior.
When you ask people to do stuff, use nouns rather than verbs. Invoke a sense of belonging to a
group and people are much more likely to comply with your request.
Strategies
Strategy 2: When you ask for something, use nouns to invoke group identity rather than verbs.

Harness the Power of Others’ Opinions
Have you ever attended a church or religious service that was not one you were used to? You’re not
sure what’s going to happen next. People are responding or praying or singing or chanting. They’re
sitting, or standing, or kneeling at various cues. You surreptitiously steal glances at everyone around
you and try to imitate what they’re doing. If everyone stood up and put paper bags on their heads and
turned around three times, you probably would look to see where your paper bag was.
Why is the behavior of others so compelling? Why do we pay attention to and copy what others do?
It’s called social validation.
In an experiment from the 1970s, research participants would go into a room, supposedly to fill out
a survey on creativity. In the room would be one or more other people, pretending they were also
participants, but who were really part of the experiment. Sometimes there would be one other person
in the room, sometimes more. While people were filling out their creativity survey, smoke would start
to come into the room from an air vent. Would the participant leave the room? Go tell someone about
the smoke? Just ignore it?
Bibb Latané and John Darley (Latané 1970) conducted this experiment and many others like it.
They set up ambiguous situations to see if people were affected by what those around them were or
were not doing. What action, if any, the participant took depended on the behavior of the other people
in the room, as well as how many other people there were.
The more people in the room, and the more the others ignored the smoke, the more the participant
was likely to do nothing. If the participant was alone, he or she would leave the room and notify
someone within a matter of seconds. But if there were others in the room who didn’t react, then the
participant would do nothing.

We like to think that we’re independent thinkers, that we’re unique individuals. The truth is,
however, that the need to fit in and belong is wired into our brains and our biology. We want to fit in.
We want to be like the crowd. This is such a strong drive that when we’re in a social situation, we
look to others to see how to behave. It’s not a conscious process; we don’t know we’re doing it.
People are most likely to look to others if they’re uncertain what to do.
You can use social validation to get people to do stuff. It’s easy and powerful—provide
information on how many other people are doing the very thing you want them to do.
For example, if you want people to quit smoking, tell them how many other people (in this
program, in this country, in the world, in a particular time frame, with this method) have quit smoking.
If you want people to buy a product, tell them how many people have already purchased it. If you
want them to donate money, tell them how many people have already donated. Obviously this works
only if a significant number of people have already done the behavior you are looking for.
Make sure you don’t unintentionally tell people how many people have done something that you
don’t want them to do. It’s a bad idea to let teenagers know that 25 percent of teens smoke or binge
drink. Sometimes people or organizations give out this message in order to highlight how big a
problem there is.
Changing Energy Use with Neighbor Comparisons
Some energy companies are using the power of social validation to get people to use less
energy. They send customers a rating that shows their energy use on a chart, compared with
their neighbors. If the customer has used less energy than the average of their neighbors, there’s
a smiley face. They tried using a frowning face when the energy use was more than the
neighbors’, but got negative feedback about that, so customers either get one smiley face, two
smiley faces (if they really saved a lot of energy), or no smiley face if they did not do better
than their neighbors, or if they did much worse than their neighbors. People consistently saved
more energy when they could compare their energy usage with their neighbors’ in this way
(Allcott 2011).
For example, I was at a college orientation meeting for parents and incoming college students. One
of the college administrators said that in the previous three years there were over 200 violations of
the alcohol regulations in the dormitories on campus. He was pointing out that they had an alcohol
problem on campus. He then went on to talk about all the ways they were trying to deal with the
problem. But the damage of his message was already in place: he had just told a room of 300
incoming students that many of the other students were drinking. It’s likely that statement caused more
drinking, not less.
Before you make your argument about why people should do the stuff you want them to do, do your
research and get some data on how many people are already doing it.
Strategies
Strategy 3: To get people to do something, show them that others are already doing it.

Make Sure the Right Person Does the Asking

You’re at a fundraiser. Someone gets up to make a short speech and asks everyone at the event to
donate money for a special project.
Which of the following is true?
a. You’re more likely to donate money if the speaker is similar to you in characteristics such as
age and dress.
b. You’re more likely to donate money if you find the speaker attractive.
c. You’re more likely to donate money if the speaker is different from you.
d. Neither attractiveness nor similarity will affect your decision to donate.
e. Both b and c.
f. Both a and b.
The correct answer is f. You’re more likely to donate if the speaker is similar to you in
characteristics such as age and dress and if you find the speaker attractive.
You might be thinking, “Well, other people might be affected by such superficial considerations,
but not me.” But we’re all affected by what someone looks like. And our decisions about whom to
talk with, whether to believe or listen to them, and whether to do what they’re asking of us are
definitely affected by the cues that tell us whether the person is “like” us and whether the person is
“attractive” to us.
Sometimes the way to get people to do stuff is to make sure the right person is doing the asking.
Research shows that we have different reactions to different people.
The Brain Has a Special Response to People You Know
Your friend David asks you to consider sponsoring him for a 10K run he’s doing to raise money for
his favorite charity. Will you sponsor him? What if it’s a friend of David’s whom you don’t know, but
you know they are friends? What if a stranger asks you to sponsor him for the race? Are you more or
less likely to say yes for these different people?
What if your cousin Frank asks you? And what if you and Frank are polar opposites? At every
family gathering you and Frank end up arguing about politics. Would you be more or less likely to say
yes to Frank if he asked you to sponsor him?
Let’s say you belong to a bike club. What if another bike club member asked you to sponsor him?
You don’t know him, but he has similar interests to you—you are both active in the bike club.
How do these different relationships affect your tendency to do what others want you to do?
Fenna Krienen (Krienen 2010) conducted research on whether the brain reacts differently based on
whether we know people or agree with them. Krienen and team found that when people thought about
friends or relatives—people they knew well—the medial prefrontal cortex (MPFC) was active, even
if it was a relative they didn’t have much in common with. The MPFC is the part of the brain that is
active in perceiving value and regulating social behavior. When people thought about others that they
didn’t know, but did have common interests with (were similar to), the MPFC was not active.
It seems that our brains react in a special way to people we know. People are more likely to do
stuff if they know the person who is asking them, regardless of whether they have differences of
opinion with the person.
Similarity Builds Rapport

