Five common strategies used in the ethical influence of others (persuasion):  

1.  Appeal to needs:  Show your audience how their basic needs are met or protected by the proposal you have offered.  Claims or statements about how offertory provides resources to pay for housing and living expenses of Father Charles, Father Cassidy, and Father Marco who celebrate mass.  

2.  Cognitive dissonance.  Present information that is inconsistent with your audience's current thinking or feelings creating a sense of discomfort.  Claims or statements about the value of tithing or sharing time, talents, and resources and the awareness in the listener of the existence of a gap in the sharing of these gifts with the parish.  

3.  Fear appeals:  Demonstrate a real threat will occur unless they take action.  Claims or statements about how certain services, programs, or future projects will be curtailed in the absence of sufficient resources.  

4.  Motivating with Positive Appeals:  Show your audience how good things can come from your appeal that will happen if they follow your advice.  Claims or statements about how resources will support important programs that listeners value.  

5. Appeal to Others.  Research shows that we are more likely to persuaded when appeals are made that will benefit others than when appeals are made that will benefit ourselves.  Claims or statements that encourage us to reinforce our commitment to community service for the good of all society, donate food, donate clothes, purchase gifts for children, support right to life agencies fall into this category.

