
 
 

  

 

 

 

 

 

 

 
 

 
Applying Persuasion Theories to  
a Community-Based Fundraiser 

 
 

James Geisler 
University Honors 

geisl038@d.umn.edu 
April 26, 2016 

 
 
 
 

 

 

 

 

 

 

mailto:geisl038@d.umn.edu


Applying Persuasion Theories to a Community-Based Fundraiser
   
 

1 

Abstract 

This paper focuses on the use of well-known persuasions theories and tactics in a specific 

context. These theories and tactics were applied in the context of a community-based fundraiser. 

The theories and tactics used include promise, foot-in-the-door, door-in-the-face, the Theory of 

Reasoned Action, and liking. These theories and tactics were used to coordinate an event for a 

nonprofit afterschool program called the Music Resource Center in Duluth, Minnesota. The 

application of these theories and tactics in messages seeking compliance found that this 

particular context yields a wide variety of results. This paper also focuses on drawing 

implications from the results of using these theories and tactics in messages seeking compliance. 

Introduction  

For my capstone project, I am coordinating a campaign leading to a concert to raise 

money and awareness for the Music Resource Center and Armory Arts and Music Center. In 

doing so, I have applied some major persuasion theories and tactics. In this paper, I will review 

these theories and tactics and discuss their effectiveness in my messages in a specific context. 

The theories and tactics were implemented in the context of a social campaign designed to raise 

funds and spread awareness about the Music Resource Center. This project contributed to 

communication research by applying widely recognized theories and tactics in a particular 

context. 

Overall, I thought this was a challenging and amazing experience. I enjoyed exploring 

theories and tactics in this field as I progressed through the project. Things ended up coming 

together fairly well, and this event looks to have the potential to bring the community together, 

raise awareness about a great program, give students a great opportunity, and provide a solid 

learning experience for myself. 
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First, I will detail how this event came together. Next, I will go through the theoretical 

and tactical approaches that I used. After that, I will review a few additional strategic tactics that 

I used in coordinating this event. Finally, I will analyze the results of my theoretical and tactical 

approaches that I took and leave some concluding thoughts on the project as a whole. 

The Storyline 

In the beginning stages of planning the year for the Music Resource Center, I sat down 

with the rest of the staff members and volunteers and proposed the project to them. They all 

seemed thrilled with the idea. We talked about potentially setting up two concerts: one as a 

winter midterm event and one as a spring event to celebrate the year. We were all optimistic that 

we would be able to put together a short CD sampler for the winter show and a full one for the 

spring show. We were also confident in putting together these shows. I was given the 

responsibility of making this happen. Unfortunately, things did not go as we all thought. 

While setting up the winter concert, I had a lot of trouble finding a band to headline the 

event. I reached out to several bands, Dead Man Winter, Two Many Banjos, and Woodblind with 

little success. The major problem occurred because I waited too long to hear back from Dead 

Man Winter. I was set on having them as a headliner as they fit the theme of the winter show and 

are fairly well known in Duluth. After emailing both of their booking agents and talking to their 

guitar player via telephone, I was forced to move on. 

By the time that I finally moved on from Dead Man Winter, the show was supposed to 

happen in less than a month. While I still attempted to contact artists and such, it seemed that we 

were running out of time. One promising thing that came my way was the fact that Woodblind 

was interested in doing a show in the future. They simply could not do one on such short notice. 

I kept that in mind while booking the spring show. 
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I kept the rest of the Music Resource Center staff up to date while doing all of this. When 

our time was winding down for a winter concert, we decided that we would not be able to put out 

a short winter CD with the recordings that we had. In addition, we decided that it would be better 

to focus on a spring show to cap off the year now to ensure that it would be successful. After this 

decision, I immediately worked on booking a venue and a headliner for the spring event. 

After discussing things with the Music Resource Center staff, we decided that it would be 

good to branch out from Sacred Heart Music Center (the Music Resource Center is currently 

housed there, so the students play there frequently). Based on this, I decided to contact the 

people at Beaner’s Central in Duluth. This proved to be a fortuitous choice as the owner of 

Beaner’s happened to be in Woodblind. This seemed like the perfect combination as I was still 

looking for a headliner for the spring. After getting Jason Wussow’s (the lead singer of 

Woodblind) phone number from another staff member at the Music Resource Center, I decided 

to call him about working with the Music Resource Center in the spring. 

Mr. Wussow was thrilled to host the Music Resource Center’s CD release party as well as 

headline it with his band. After that, I immediately worked on creating a flyer for the event as 

well as talking to some of the students about performing in the event. 

While this concert will actually occur after I graduate from the University of Minnesota-

Duluth and after I present my capstone, I am going to put all of my effort into it. I am currently 

working out the details with Mr. Wussow on what the Music Resource Center needs to provide 

as well as working with the students to have them help bring out friends and family. In addition, 

I am working with organizations in the community to help spread awareness about the event.  

Now that I have laid out the storyline of the project, I will move to the theoretical and 

tactical approaches that I took while coordinating this event. While discussing these theories and 
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tactics, I think that it is important to note that I cannot state whether or not they were effective in 

and of themselves. I can only state how effective my messages were when using the theories and 

tactics. 

Promise 

One of the major tactics that I used in coordinating this event was promise. Promise was 

one of the compliance-gaining tactics that Gerald Marwell and David Schmitt defined in 1967. 

According to Marwell and Schmitt (1967), offering someone a reward if they choose to comply 

with a request will increase the chances that the person will comply. This is defined as a 

rewarding activity that can be used to gain compliance. This tactic is one of sixteen that Marwell 

and Schmitt defined in a taxonomy. 

There have been studies that support that promising a reward and using positive 

reinforcement in interactions can increase intrinsic motivation to comply with a request. 

Cameron and Pierce (1994) state that the only negative effect of promising a reward is when the 

subject expects this reward to be given. In my situation, the subjects that I was promising a 

reward to did not know that I was going to do so. Therefore, I felt as though using this tactical 

approach with a sort of positive reinforcement would increase the chances of compliance with 

the people that I contacted. 

While this taxonomy looks to be promising, there have been some studies done that 

critique it. Wiseman and Schenck-Hamlin (1981) stated that the deductive approaches taken in 

developing these tactics lead to epistemological and methodological problems. They both 

suggest that taking an inductive approach increases the representational validity of the tactics. 

Based on the deductive approach taken in developing these tactics, there are premises that 

are assumed to be true. For example, it is assumed that promising someone some type of reward 
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for complying will increase the probability of that person complying. Assuming that this is true 

causes problems for the tactics. On the other hand, inductive reasoning bases its premises on 

research and collecting data. After doing research, one draws conclusions based on what was 

discovered. In the case of promising, doing research on its effectiveness would seem to be more 

valid than simply assuming that it enhances compliance. This seems to tie perfectly into my 

project as I collected data on the tactic. After collecting data on how promise worked for me, I 

was able to draw some general conclusions on how effective my messages were that used the 

tactic. 

After doing research on this tactic, I felt as though it was worth applying in this context 

because of the potential of increasing intrinsic motivation to comply with requests. If I could 

increase intrinsic motivation, I felt as though I could gain more compliance in my requests for 

setting up this event. While there are critiques of this list of tactics and promising in general, I 

thought that applying the tactic in this context could be effective.  

I used promise in a variety of ways. I used it in gaining the support of the Armory Arts 

and Music Center (the parent organization of the Music Resource Center), booking a venue, 

establishing a headlining act, and reaching out to local organizations for sponsorships. I typically 

used promise by stating that the organization or act would be thanked in front of the audience as 

well as on the event flyer. In moving forward, I will go over the precise usage of the tactic in 

each scenario that I encountered in putting this event together.  

The first scenario in which I used promise was gaining the support of the Armory Arts 

and Music Center. I brought the project up by stating that I wanted to do a project to raise money 

for their organization. I promised them that I would make this event one that would do so. After 
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that, I asked for their approval in putting this event together. I also suggested that they help to 

guide me in this project to ensure that it was done in a way that supports their mission. 

This use of promise in my message seemed to be effective as the Armory Arts and Music 

Center has generously allowed me to do this project under their supervision. Mark Poirier has 

been especially helpful in guiding me in the right direction. Mark is a staff member at the AAMC 

as well as the program manager for the Music Resource Center. I used the promise tactic while 

discussing the possibility of this event happening with him. Mark complied with my request and 

is the main reason that this event is happening. 

The next scenario in which I used promise was booking a venue. I first attempted to try 

this with Eric Swanson at Sacred Heart Music Center. I promised Mr. Swanson that Sacred Heart 

would be thanked in front of everyone and on the flyer if we could use the venue free of charge. 

In addition, I stated that all of the proceeds from the concession stand would go to Sacred Heart. 

After stating these points, Mr. Swanson told me we could have the venue and that we could use it 

free of charge. He also volunteered to run sound for the event. 

 While I like to attribute the success of this to promise, I think that part of it had to do with 

the existing relationship between Mr. Swanson and I. We worked together at the Music Resource 

Center for about a year, so we got to know each other pretty well. I think that he appreciated me 

using promise to give him some sort of incentive, but I also think he wanted to help the best way 

he could with this event because of his affiliation with the Music Resource Center and myself. 

This is an example of liking, which I also used and will elaborate upon later in this paper. 

 In the end, I did not end up booking the event at Sacred Heart Music Center. Once we 

moved the event to the spring, we decided that it might be a good idea to move to a new venue 

for a change of scenery. This led to me using promise to try to book another venue. Promise 
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worked well in my messages when trying to book the event at Beaner’s Central. When I talked to 

Jason Wussow, the owner of Beaner’s, I used promise by saying that Beaner’s would be thanked 

at the event as well as on the flyer. In addition, I said that the proceeds from the food and such 

would go to Beaner’s. This seemed to be effective in my message as Mr. Wussow allowed us to 

have the event at Beaner’s free of charge.  

 In addition, I used this tactic to book a headlining act. While three headliners rejected my 

offer or did not respond, Jason Wussow and his band accepted. While asking him about the 

venue, I also offered the same promise about his band, Woodblind. I told him that we would 

make sure to thank Woodblind for donating their time to the event as well as put their logo and 

information on the flyer. Mr. Wussow agreed to these terms. 

 The last usage of promise came when I attempted to find local sponsors for the event. I 

contacted KUMD and the Electric Fetus. I used promise in a similar way that I used it in the 

previous scenarios. I promised these organizations that I would thank them at the event. In 

addition, I promised to include their logos on the event flyer. Both of these organizations denied 

my attempt to get the event sponsored. 

 Overall, I would say that the results of using this tactic were fairly hit-and-miss in the 

way that I used it in my messages. By this, I mean that there wasn’t a trend in the compliance 

levels. Nonetheless, I used this tactic for a lot of purposes, and the large majority of the purposes 

were fulfilled. I was able to gain the support of the Armory Arts and Music Center and book a 

venue and headlining act. I think that this shows that the tactic can be useful, but its results are 

not guaranteed. However, I think that that using this tactic was more effective than using no 

tactic at all.  



Applying Persuasion Theories to a Community-Based Fundraiser
   
 

8 

In addition, I think that the promising tactic was well received when I used it in all 

scenarios. By this, I mean that people did not respond in an apparently negative way. When I 

used it, people seemed to appreciate the offer regardless of whether or not they complied. For 

example, KUMD stated that they appreciated the offer but simply could not afford to sponsor the 

event. Another thing that I took away from using this tactic is that it worked more effectively for 

me than any of the other tactics or theories. I think that a combination of promising and liking is 

an extremely powerful way to gain compliance. This worked well when I contacted Mr. Swanson 

about Sacred Heart Music Center. 

 In using this tactic in the future, I would speculate that promising different things could 

produce different results. In my usage, I typically followed a similar promising pattern. While it 

ended up working eventually, I think that shifting my promise to something besides a simple 

“thank you” could have made this tactic more effective. Still, I think that the tactic can be 

effective in this context, especially if a person has multiple opportunities to use it. While it may 

not work every time, I think that it will prove to work eventually depending on the way that it is 

used in messages. 

Foot-in-the-Door 

 Another tactic that I used quite a bit in coordinating this event was foot-in-the-door. This 

tactic suggests that making a smaller initial request can lead to a larger request being fulfilled 

(Freedman & Frasier, 1966). Their research implied that initial compliance with a smaller 

request helps compliance with a larger request down the road. 

 The classic example of this theory comes from Freedman and Frasier. This experiment 

involves people being asked to put a small sign in their vehicles that says “Be a safe driver” or 

“Keep California Beautiful.” This small initial request was followed by a larger request of 
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having a large sign that had the same message put in their yards. The study found that people 

who agreed to the first request were more likely to comply with the second (Freedman & Frasier, 

1966). While the compliance rate was much higher for those who agreed to the initial request, it 

was still only around 55%. 

 Another example of the effectiveness of this theory comes from Aude Grassini, 

Alexandre Pascual, and Nicolas Gueguen. In this example, the subjects were asked by email to 

participate in a campaign to recruit new customers. In return, the subjects were offered the 

chance to win a gift card. The subjects were sent emails in three different ways: the first was a 

registration request to a newsletter, the second was a registration request to a newsletter and a 

request to fill out a survey, and the third carried no request. Grassini, Pascual, and Gueguen 

(2013) found that the second email (a foot-in-the-door request) led to more new customers than 

the third email (the control group). 

 A critique of foot-in-the-door comes from James P. Dillard, John E. Hunter, and Michael 

Burgoon. This example found that the effects of this tactic are very small even in optimal 

conditions (Dillard, Hunter, Burgoon, 1984). Ultimately, this research implied that there are 

some definite flaws in the tactic.  

There are a few factors that can influence the success of using foot-in-the-door. One of 

these is whether or not there was an external incentive to comply with the initial request (Burger, 

1999). Another factor is the size of the initial request. The larger the initial request, the higher the 

success rate for the second request (Burger, 1999). There are also some factors that have been 

noted don’t affect the success of this tactic. One of these is the amount of time between requests 

(Burger, 1999).  
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 Even though some of the research implies that this tactic is not that effective, I felt as 

though there was some potential for the theory to be effective based on some of the previous 

research examples. In addition, I really felt as though there were some tasks that I wanted to 

accomplish that required me getting involved with a person or organization initially before 

ultimately gaining what I needed to gain. Both of these reasons ultimately led to me applying this 

theory to this context. 

I used foot-in-the-door to gain knowledge on putting together this event and to form 

relationships with the people at the Armory Arts and Music Center. I asked to set up a meeting in 

regards to the project to make sure that it fit the mission of the AAMC. After setting up the 

meeting, I planned to ask for some guidance and suggestions. I thought that starting small with 

simply scheduling a meeting to discuss goals and objectives could potentially allow me to get 

more information and insight on how to promote this project and make it more successful.  

The target request was to gain knowledge on how to coordinate a nonprofit event 

successfully. By setting up a meeting to initially make sure our missions overlapped, I thought 

that I would be able to gain this further knowledge and also gain some potential friendships. In 

aligning my goals with theirs, I felt that there was a sort of functional matching where both 

parties would benefit from this event. I also felt as though building friendships could increase 

liking, which, in turn, could increase compliance while coordinating this event. 

 I asked Mark Poirier whom I should contact in regards to getting this event approved by 

the Armory Arts and Music Center. Mark suggested that I try to get in touch with Nelson French. 

Mr. French is part of the staff at the AAMC and is responsible for coordinating a lot of their 

events. I attempted to use the foot-in-the-door approach to get in contact with him. I wanted to 

originally start with asking for a brief phone call to get the green light in coordinating this event. 
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After that, I hoped to develop a type of professional relationship with Mr. French in which I 

could go to him for guidance and if I had any questions.  

 In the moment, it seemed as though Mr. French thought that I wanted him to coordinate 

the project for me. I emailed him twice during the summer explaining who I was and what kind 

of event I had in mind. These emails were not replied to. After waiting for a couple of months, I 

asked for Mr. French’s phone number from Mark Poirier. I thought that a phone call would be 

more immediate and personal than an email. I called him three times over the course of a week 

and left him voicemails explaining who I was and why I was calling. None of these were met 

with a response. The final time that I called him, he answered in a rude manner. He told me that 

he was very busy and that he would contact me when he was not. This was in September, and I 

still have not had a discussion with Mr. French. 

 My messages were ineffective in gaining Mr. Nelson’s compliance. I think that trying a 

different approach could have yielded different results. For example, I think that I could have 

tried to contact multiple people in the AAMC. I think that trying the tactic with other people 

would have given the tactic more of a chance in this context. Mr. French is notorious for being 

busy with his own projects, so I feel as though the tactic was not given a fair chance. 

 In regards to future use, I think that foot-in-the-door ought to be used sparingly. While I 

do not think that this application is an accurate representation of the potential of the tactic, I do 

think that there are better approaches to take. For example, I was able to get the green light on 

the project by simply promising Mark Poirier that this event would be done in a way that raises 

funds for the Music Resource Center and that reflects the AAMC and its mission. Promise 

seemed to work a lot better in this context compared to foot-in-the-door. Foot-in-the-door 
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seemed to be received negatively when I used it in my messages. However, I only used it once, 

so it’s hard to draw any conclusions from that. 

Door-in-the-Face 

 Another tactic that was used in coordinating this event was door-in-the-face. This tactic 

essentially implies that the compliance rate will increase if an extremely large request is made 

before the target request. There are also some factors that can affect the effectiveness of this 

tactic. A few of these factors are whether or not the same person is making both of the requests 

and whether or not the beneficiary is the same (O’Keefe & Hale, 2001). Other factors include 

whether or not there is a delay between the requests, whether or not the requests are made in 

person, and whether or not the requests come from a pro-social organization (O’Keefe & Hale, 

2001). 

This tactic was consistent with a study done by Robert Cialdini et al. In this study, 

individuals on campus sidewalks were asked to participate in a volunteering opportunity 

involving juveniles for two hours per week for two years. After this request was made, another 

request was made in which the individuals would have to chaperone one two-hour field trip. The 

compliance rate for the second request after the first request was much larger than the second 

request without an initial request (Cialdini et al., 1975). While the compliance rate was a lot 

higher, it was still only around 50%.  

 However, there have also been studies that imply that door-in-the-face is not very 

effective. This is true in the study done by Dillard, Hunter, and Burgoon that was mentioned 

earlier. This study also showed a low compliance rate when using door-in-the-face (Dillard, 

Hunter, Burgoon, 1984). It also showed that a longer time span between requests hurt the 

effectiveness of this tactic. 
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 I chose to use this tactic in coordinating this event because I felt that it would work well 

if my promise tactic did not. For example, if I were denied access to a venue free of charge, I 

would have made a second request to get the venue at an affordable rate. In addition, I think that 

my event fits under the category of pro-social. Based on past evidence, this theory is supposed to 

thrive in scenarios of this type. I chose to use door-in-the-face in coordinating my event for both 

of these reasons. 

I primarily used this tactic while trying to find a sponsor to help print the flyers for the 

event. The organization that I attempted to use this tactic on was KUMD. After meeting with 

some of the volunteers, I was told to contact Emma Deaner via email about the event. I initially 

tried to use promise. I told her that I would make sure to put KUMD on the flyer as well as thank 

them at the event if they would be able to help us print posters for the event as well as get us 

some air time. I also mentioned that I thought this collaboration would be a positive thing for 

both sides as it would give them access to up-and-coming local musicians.  

 Ms. Deaner emailed me back the next day saying that KUMD had already used their 

budget for other events but to keep them in mind in the future. This is when I tried to use the 

door-in-the-face theory. I thanked Ms. Deaner for her time but then asked her if radio time was 

still a possibility. I told her that I would still include KUMD on the flyer as well as thank them at 

the event. This proved to be ineffective as Ms. Deaner gave me airtime rates. I told her that I 

would contact her after talking to the other Music Resource Center staff. 

 I think that this is an example of a tactic being ineffective in my messages. I was not 

given a better offer based on my initial request of both funding and radio promotion. While I 

thought that my pro-social cause would benefit me in using this tactic, it did not. However, I 

think that part of the problem was the communication medium that I chose to use. In contacting 
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KUMD, I ignored the fact that the tactic works better in person rather than other platforms 

(O’Keefe & Hale, 2001). I feel as though talking to Ms. Deaner in person would have helped my 

cause.  

 I would definitely use door-in-the-face if a person has more than one opportunity or 

option. If compliance is a must, I wouldn’t rely on this tactic. However, I think that using it in 

the appropriate way could improve the effectiveness in a person’s messages. While it wasn’t 

necessarily received well by Ms. Deaner, I think that door-in-the-face combined with liking 

would work a lot better.  

Theory of Reasoned Action 

 In addition to the previous tactics discussed, I used the Theory of Reasoned Action to 

coordinate this event. This theory was developed by Martin Fishbein and Icek Ajzen in 1975. It 

is a theory in which a target behavior is ultimately influenced by one’s attitude towards a 

behavior along with one’s subjective norm towards a behavior (Ajzen & Fishbein, 1980; 

Fishbein & Ajzen, 1975).  

 The determinants of a person’s attitude towards a behavior are influenced by beliefs 

about the act or the outcome of the act. The determinants of a person’s subjective norm towards a 

behavior are how one feels that the behavior will be perceived by others. This is also affected by 

how much a person values the opinions of the other people (O’Keefe, 2002). 

 The way that this theory provokes persuasion is when there is a shift in the attitudinal 

component, the normative component, or both (O’Keefe, 2002). To shift the attitudinal 

component, a person must change the belief strength or the evaluation of the belief about the act. 

To shift the normative component, one must change the how the person thinks others will view 

the behavior as well as potentially changing how much the person cares about the views of 
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others. To shift both components, one must convince the other person to carry more emphasis on 

one of the components over the other (O’Keefe, 2002).  

 Through research, this theory has seemed to be effective in a wide variety of contexts. 

One of these contexts is voting (Bowman & Fishbein, 1978). Another context is in consumer 

purchases (Fishbein & Ajzen, 1980). While there are a large number of contexts, the overall 

average correlation of attitudes and societal norms predicting behavioral intent for this theory 

tends to be around .65 to .70 (O’Keefe, 2002). 

 Another experiment in which the Theory of Reasoned Action was used was one done by 

Drew P. Cingel and Marina Krcmar. In this study, children’s media exposure was measured in 

regards to the parents’ attitude towards the media and their subjective norm towards certain 

mediums. It was found that the parents’ subjective norms and attitudes towards the media were 

indicators of their child’s consumption of the media (Cingel & Krcmar, 2013). 

 One more study done on the Theory of Reasoned Action was done by Anthony J. 

Roberto, Gary Meyer, Franklin J. Boster, and Heather L. Roberto. In this study, the Theory of 

Reasoned Action was used to predict verbal and physical aggression in adolescents. Once again, 

the attitudes and subjective norms seemed to be indicators of behavioral intent as well as 

behavior (Roberto, Meyer, Boster, Roberto, 2003).   

 I chose to use this theory in coordinating this event because of the large success rate 

among many different contexts. In addition, I thought that it was possible for me to determine the 

components in the theory in this context. For example, I thought that it was possible to determine 

the attitudes and subjective norms of the artists that I wanted to book for this event. One more 

reason that I chose to use this theory is because I was curious to see how it would work in this 
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context. While it was been used in a wide variety of contexts, I did not find any research on how 

it works in coordinating an event of this sort. 

 I chose to use the Theory of Reasoned Action while booking a headlining artist and a 

venue as well as in getting people to attend the event. The behavior that I was trying to provoke 

was to perform, to let us use the venue, or to attend the event depending on person. 

 To book artists, the attitude that I hoped I could create was one that involved wanting to 

give back to the community. In addition, I hoped that artists had an interest in inspiring young 

musicians and would want to perform at this event because of that. The subjective norm in this 

situation was supposed to be influenced by the support that the artists felt that they would receive 

as well as by other artists who had participated in Music Resource Center events in the past. In 

addition, I made the case that the community would perceive this participation as a very positive 

thing. This was a subjective norm as I hoped the artists would be influenced as the community 

would most likely perceive them more positively because of this event and their participation in 

it. This also framed the artists as people who found it important to give back to the community. 

In addition, having important community members in attendance could potentially help influence 

their decision to participate as the artists may give more weight to the opinions of important 

community members. 

 I took this approach with all of the headlining acts that I contacted in addition to using 

promise. The first band that I contacted was Dead Man Winter. I contacted their booking agents 

via email but was met with no response. I made sure to emphasize the importance of giving back 

to community as well as the positive light that people view it in. I also made sure to talk about 

how their participation would inspire the artists at the Music Resource Center. After that, I got 



Applying Persuasion Theories to a Community-Based Fundraiser
   
 

17 

their guitar player’s number from Eric Swanson. After calling him multiple times, I was met with 

a response that stated that money was a major issue in booking the band.  

 Other headliners that I attempted to contact included Two Many Banjos and Red 

Mountain. Both of these bands chose to not participate in the event for varying reasons. While 

these initial rejections were troubling, Woodblind did decide to participate in the event. I think 

that this can be attributed to the band members’ attitudes and subjective norms towards working 

with a nonprofit as well as working with aspiring student musicians in the community.  

 Another way that I used the Theory of Reasoned Action was to convince people to attend 

the event. While I cannot measure the success of this as the concert happens after I graduate, I 

can go into detail on how I hope the theory will work. I hope that potential audience members 

have a positive attitude about supporting local afterschool programs as well as local nonprofits. 

In addition, I hope that they have an attitude that makes them want to support local student 

musicians. In addition, I hope that they have a subjective norm in which they think that attending 

this event will put them in a positive light with other people in the community. Once again, I 

think that having important community members in attendance could influence this subjective 

norm.  

 Overall, I think that the results of using this tactic in my messages were fairly hit-and-

miss in this context. While there were other apparent factors that influenced the bands’ decision 

to participate, such as money, the theory did not prove to give consistent results based on my 

messages. I think that it is important to note that this theory isn’t guaranteed to work. While it 

yields a higher success rate than any of the other tactics that I discussed earlier, it is important to 

realize that it doesn’t provide perfect results. 
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 Another factor that I think contributed to the skewed results of using this theory in my 

messages in this context has to do with proximity. It seems as though people who were more 

local responded better to this theory. I think that this can be partially attributed to liking, which I 

will elaborate upon later.  

 In using this theory in the future in this context, I would be sure to take note of the 

current attitudes and subjective norms of the subjects. In addition, I would look into other 

factors, such as proximity and extraneous variables in general, before employing this theory. I 

think that the theory still has promising potential in this context, but there needs to be more done 

initially before employing it in a person’s messages. 

Liking 

One of the final tactics that I used in coordinating this event is liking. This is one of the 

sixteen tactics that Marwell and Schmitt defined in 1967. This tactic states that acting friendly 

and helpful can help to gain compliance (Marwell & Schmitt, 1967). There have been studies 

revolving around source liking that lead to this tactic being effective. 

One of these studies was done by Laura M. Arpan and Erik M. Peterson. In this study, 

subjects were tested on whether or not they would go to a news source that portrayed story bias 

based upon source liking. The study ended up showing that subjects would return to a news 

source with biased stories if they had liked and selected the source previously rather than if they 

were unfamiliar with the news source (Arpan & Peterson, 2008). This liking seems to imply 

some sort of relationship between the subjects and the news medium. This relationship then led 

to subjects stating that they would return to a biased news source. 

A study that seems to question the effectiveness of liking was the same one that 

questioned the effectiveness of promise. This was the study done by Wiseman and Schenck-
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Hamlin. To recap, Wiseman and Schenck-Hamlin (1981) stated that the deductive approaches 

taken in developing these tactics lead to epistemological and methodological problems. They 

both suggest that taking an inductive approach increases the representational validity of the 

tactics. 

 While I didn’t necessarily choose to use this tactic, I think that it was used in 

coordinating this event. One example of this came when I contacted Eric Swanson about using 

Sacred Heart Music Center for a venue. While I used promise and the Theory of Reasoned 

Action to communicate with Mr. Swanson, I think that part of the reason that he agreed to let us 

use the venue and to run sound is because of our previous relationship. Mr. Swanson and I 

worked together at the Music Resource Center for about a year. I think that this friendly 

relationship helped to aid me in gaining compliance from Mr. Swanson.  

I also used liking in contacting the people at the Armory Arts and Music Center. While 

this did not work with Mr. French, it has worked with Mark Poirier. Mark and I have become 

friends while working together at the Music Resource Center. I think that this relationship helped 

me gain approval for this project to happen in the first place. In addition, I think that liking is one 

of the main reasons that he is always available to give me advice on this project. 

Personally, I think that it is hard to determine the results of liking in my messages as I did 

not plan on using this tactic. However, I think that it is safe to say that it has benefitted my 

progress in coordinating the event. As I stated earlier, I don’t even know if I would have been 

able to do this project if it wasn’t for my friendship with Mark Poirier. One more comment that I 

have in regards to liking is that social networks in general seem to increase compliance. The 

reason that Mark and I are friends is because of the work network that we belong to. Being a part 

of this social network ultimately led to me being able to make this event a possibility. 
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In regards to using this tactic in the future in this context, I think that it is a powerful 

tactic that should be used if possible. Forming connections and relationships in this context can 

be difficult, but it almost always seems to make compliance an easier target. Most of the people 

who complied with my requests were people who I had some sort of relationship with or had at 

least talked to in the past. I think that this alone shows the power of liking in this context. 

Additional Strategic Tactics 

 While putting together this event, I maintained a lot of focus on the persuasive theories 

that I went over earlier. Even so, I tried to work in some more strategic tactics to attract an 

audience to this event. Some of these tactics include the power of word-of-mouth and the power 

of hash tags in calling people to action. Another tactic was how I decided to price the tickets for 

the event. 

 To implement the word-of-mouth tactic, I have already started telling friends and family 

about this event. I think that telling people about it and appealing to their emotion has been 

effective in getting people interested in attending the event. I have also started getting the Music 

Resource Center students excited about the event. Personally, I think that the students will be the 

most important people when it comes to drawing in a large crowd. If they can spread the word 

about the concert to their friends and family, I think that our audience as well as next year’s 

enrollment in the program will increase. This will most likely show how powerful relationship 

networks can be. 

 To get the students to use this tactic, I plan on giving them posters to hang up at their 

school. I think that this will motivate the students in a sense as they have posters to their very 

own event. In addition, I have created a Facebook event page where the students and Music 
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Resource Center staff and volunteers can invite people. I think that all of this will make the event 

reach a larger audience. 

 There has been some research done on word-of-mouth as well as electronic word-of-

mouth. One of these studies was done by Yan Yang and Amy Jo Coffey. This research suggested 

that younger individuals are more interactive and engaged online. It also suggested that these 

younger individuals have more electronic word-of-mouth value than non-interactive individuals 

(Yang & Coffey, 2014). This is one of the reasons why I plan on having students invite friends to 

the event via Facebook. 

Another strategic tactic that I decided to try was using hash tags to help promote the 

concert. In my own personal experiences, I have found that hash tags are effective in raising 

awareness and calling people to action. In addition, Erin McKelle (2015) wrote an article on a 

website titled Youth-centered Health Design that gave tips on how to use hash tags effectively 

for social change. This is why I added two hash tags on the poster for the event. I think that 

having these and using them as a call to action may influence people to attend and support the 

event. 

Another reason that I chose to use hash tags was because of some of the studies done on 

the power of hash tags. A study by Tamara A. Small outlines how this sign is reshaping politics. 

Small also states that hash tags organize discussion around specific topics or events (Small, 

2011). This is exactly what I am trying to do with my online promotion. 

 The hash tags that I decided to use were #supportlocalyouth and #supportlocalmusic. I 

thought that both of these hash tags were appropriate for this event as they call people to action 

and appeal to emotion in a sense. My brief time in Duluth has shown me that the people here 

support the local music scene quite a bit. An example of this is the Homegrown Music Festival 
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that happens annually. In addition, there is a plethora of programs around the city that support 

local youth. I think that framing the event as one that supports both of these causes will drive 

people to want to show support. 

 One more strategic tactic that I used to attract an audience is how I priced the tickets for 

the event. I thought that a five-dollar cover charge was appropriate for the event. I also thought it 

was something that most people could afford. However, I made sure to note that this cover 

charge is simply a “suggested donation.” I think that this makes the concert seem as though it is 

available to anyone who wants to attend. In addition, I think that this leaves the door open for 

people to contribute more if they choose to do so. I feel that at least a couple of people will 

donate more, especially if the messages conveyed in the hash tags on the poster resonate.  

 Overall, I think that these additional strategic tactics will make this event more 

successful. Unfortunately, I cannot analyze the results of these tactics as the event is happening 

after the deadline for this project. As of now, all I can say is that the students that I have talked to 

seem eager to perform and promote this event. 

Analyzing the Results 

 While there were more failures than successes in coordinating this event, I learned a lot 

about the theories and tactics and how they work in this particular context. While I think that I 

could have taken some different approaches, I think that the theories and tactics proved to be 

more effective with people who were already familiar with the Music Resource Center. I think 

that this can be partially attributed to liking. The large majority of the failures that occurred in 

planning this event were with people who were unaware of what the Music Resource Center was. 

I think that this may have been an extraneous variable that hindered the results of the theoretical 

approaches that I took. 
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 In addition, it seems as though the theories and tactics were more effective with people 

who are more local. This seems evident based on my success with booking a headliner for the 

event. While all of the bands and acts that I contacted have at least one member from Duluth, the 

ones that are a part of the local Duluth scene seemed to respond best to my requests. This 

especially proved to be true while contacting Dead Man Winter as I never really got a straight 

answer from them. On the other hand, Woodblind seemed to respond well to my approaches as 

they offered to headline as well as give us the venue.  

 One more thing that I took away from applying these theories and tactics in coordinating 

this event is that while they may be effective overall, they are somewhat hit-or-miss in this type 

of context. I think that this stems from the nature of this context and the theories and tactics 

themselves. Once again, it is important to note that I can only draw conclusions on the 

effectiveness of my messages that used these theories and tactics. Throughout my personal 

experience in coordinating and performing in events, it is extremely challenging to get people on 

the same page. It is also challenging working around different schedules and availabilities. While 

this doesn’t come from the theories and tactics themselves, it still seemed to affect how they 

work. I think it is safe to infer that there would have been a lot of failure in contacting artists and 

local organizations regardless of the approaches that I took. At the same time, I think that using 

these persuasive theories and tactics enhanced my results in coordinating this event. 

Conclusion 

 In my introduction, I laid out what my intentions were in coordinating this event and 

doing this project. While there were a lot of things that didn’t go as planned, I think I learned a 

lot about these theories and tactics of persuasion and about setting up fundraising events. While I 

had set up similar events in the past, I had not done it in this broad of a community. While the 
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event doesn’t actually happen until May 20, I think that things are in place to have a successful 

event and a solid turnout.  

In the future, I plan on continuing to be persistent in finding at least one local 

organization to sponsor the event. I will also be sure to put posters up at local schools, 

universities, and businesses to help get the word out about the event. This promotion process will 

be continued up until the day of the event. 

Overall, I think that this event taught me a lot about the theories and tactics that I chose, 

about coordinating a community-based fundraiser, and about myself. The Music Resource 

Center and its staff members were generous in giving me the freedom to set this event up myself. 

At the same time, they were extremely helpful whenever I had questions or needed guidance. I 

truly think that this project has helped me grow as a student, as a professional, and as a person. 
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