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TYPOLOGICAL DIFFERENCES BETWEEN PERSUASION, SUGGESTION
AND EMOTIONAL CONTAGION IN COMMUNICATIONS

TUIIOJIOI'TYHI BITMIHHOCTI MIZK HEPEKOHAHHSAM, )
HABIIOBAHHSAM TA EMOIIMHUM 3APAKEHHSAM Y KOMYHIKALII

Abstract. The article is devoted to the problem of descriptive and analytical
characterization of verbal and non-verbal-communicative features of persuasion,
suggestion and emotional contagion. It is emphasized that persuasion as a technology
of influence, when used separately, is incompatible with either suggestion or infection.
Such incompatibility is caused by both the opposition of intentions (the formation of
beliefs as part of value consciousness) and technological components designed for
long-term impact.

It was noted that persuasion operates in the mode of long-term internalization,
which excludes the assimilation of unassimilated informational contents, and therefore
1s incompatible with introjection. The very fact of concession to persuasion in favor of
suggestion or emotional infection indicates a lower status of the communication
partner. The latter is transformed from a partner into an object of influence, that is, his
psyche can be instrumentalized.

It was definied that the suggestion as a technology of influence is designed for
introjection, which presupposes incomplete informational assimilation, and therefore -
subsequent reactions of internal alienation of the psyche in relation to uninternalized

(imposed) contents. The suggestor, unlike the subject of persuasion, does not perceive
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the addressee of communication as an equal partner, and therefore does not consider it
necessary to resort to the argumentative part of communication. It was definied that the
suggestion can be preceded by emotional contagion, which makes the psyche more
flexible, reduces the level of criticality of consciousness, which increases the
effectiveness of suggestion. Therefore, these two technologies allow for consistent use.
On the other hand, influence through contagion is not designed for long-term

transformations.

Keywords: influence, persuasion, suggestion, emotional contagion,

communications.

AHortanisi. CraTTioO NpPUCBAYEHO NOOYAOBI ONHUCOBOI Ta aHAJITUYHOI
XapaKTEPUCTHUKU BEpOAJbHUX Ta HEBEpOAIbHO-KOMYHIKATUBHUX OCOOIMBOCTEM
NEPEKOHAHHs, HaBIIOBaHHSA Ta eMOIliiiHOro 3apaxeHHs. IligkpecmtoeTscs, 11O
MEPEKOHAHHS SIK TEXHOJIOTISl BIUIMBY, SIKIIO BUKOPHCTOBYBATH iX OKPEMO, HECyMiCHE
HI 3 HaBIIOBaHHAM, HI 3 3apakeHHsIM. Taka HECYMICHICTb 3yMOBJEHa SK
MIPOTHUCTABICHHSIM HaMipiB ((opMyBaHHS NEPEKOHAHb SIK YAaCTUHHU LIHHICHOI
CBIIOMOCTi), TaK 1 TEXHOJOTIYHUMHU KOMIIOHEHTaMH, pPO3PaxOBaHUMHU Ha
JIOBITOCTPOKOBHUI BIUIUB.

3a3HaueHO, 0 MEPEKOHAHHS J1€ B PEXKUMI JOBMOCTPOKOBOI 1HTEpHAI3alli1, 1110
BUKJTFOYA€ 3aCBOEHHS HE3aCBOEHOTO 1H(POPMAIIIHHOTO 3MICTY, a OTXKE, HECyMICHE 3
iHTpoekiiero. CaM (akT MOCTYNKH TEPEKOHAHHI0O Ha KOPUCTh HABIIOBAaHHS YU
€MOIIITHOr0 3apa)KeHHsI CBIAYMTH NMPO HWXKYMM CTATyC MapTHEpa MO CHIIKYBaHHIO.
OcranH1{ TIEPEeTBOPIOETHCS 3 TApTHEPA Ha 00'€KT BIIUBY, TOOTO HOTO MCHUXIKa MOXKE
OyTH IHCTpYMEHTAaJ130BaHAa.

byno Bu3HaueHO, 110 HaBIIOBAaHHS SK TEXHOJOTIS BIUIMBY pO3paxoBaHE Ha
IHTPOCKIIiIO, SKa Mepeadayae HeImoBHE iHPopMariiiHe 3aCBOEHHS, a OT)KE — IMOJAIbIII
peakiiii BHYTPIIIHBOTO BIAYYKCHHS TICHUXIKM CTOCOBHO HEIHTEPHAJII30BaHUX

(naB'si3anux) 3mictiB. CyrecTop, Ha BIIMIHY BiJ] Cy0'€eKTa IepeKOHaHHS, HE CIIpUiiMae
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ajipecaTa KOMYyHIKallii sk piBHOIIPaBHOTO MapTHEpa, a TOMy HE BBaXKa€ 3a MOTpPiOHE
BJIABAaTUCS JI0 ApTYMEHTATUBHOI YaCTUHU KOMYHIKAIIii.

Byno Bu3HaueHo, 1110 HABIFOBAaHHIO MOKE MEpelyBaTH €MOLIIIHE 3apakeHHs], SIKe
pOOUThH TCUXiIKYy OLIbII THYYKOIO, 3HIDKYE PiBEHb KPUTHYHOCTI CBIOMOCTI, IO
niaBuIny€e e(QeKTHUBHICTh HaBitoBaHHA. OTKe, Il JIBI TEXHOJIOTIi JO3BOJISIIOTH
MOCIIIJOBHO BUKOPUCTOBYBATH iX. 3 1HIIOTO OOKY, BIJIUB uepe3 3apakeHHS He
pPO3paxoBaHUid Ha JOBTOCTPOKOBI TpaHchopmMartii.

OCKUIbKM 3B'SI30K TEMIOpPAJbHUX O3HAK 13 CYO'€KTUBHUMM Ta I1HTEHIIWHUMU
XapaKTepUCTUKAMK TEPEKOHAHHS, HABIIOBAHHS Ta €MOIIIMHOTO 3apaxxeHHS He OYB
HIMPOKO JTOCIIIHKEHUH, BULIIE3a3HaUCHE aKTyasli3ye TeMy 1€l ctaTTi. BropunHuMmu Ta
TPETUHHUMHU acCleKTaMU aKTyalbHOCTI NpeaMeTa JOCHIIKEHHS MOXYThb OyTH
BepOasbHl Ta HEBEpOAIbHO-KOMYHIKATUBHI KOMIIOHEHTH NEPEKOHAHHS, HABIFOBAHHS

Ta 3aPa’KCHHI.

Kuarwo4yoBi ciioBa: BIUIMB, NepeKOHAHHS, HABIIOBaHHS, €MOIIMHE 3apa)KeHHS,

KOMYHIKarii.

Statement of the problem. Communication between different subjects
presupposes the conscious or unconscious use by the latter of certain technologies
(methods, means, techniques) of influencing (influencing) each other. Such influence
(influence) comes from one or another function (functions) of the mental system and
most often implies one or another combination of technologies, methods, means or
techniques. Regardless of the level of communication, subjects can articulate or not
articulate their intentions regarding the use of psychological influence (implement it
openly or latently), achieve or not achieve certain effects of influence (systemic or
situational) with their influence, apply one or another influence in various modes
(normalizing-therapeutic, instrumental-activity, manipulative, psycho-destructive).
Nevertheless, in the repertoire of technologies, methods, ways or techniques of

psychological influence, the central place is occupied by three types of influence
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technologies, which are associated with three basic blocks of mental functions:
cognitive, regulatory and evaluative.

Among the cognitive functions, thinking and its derivative thought processes
and operations (along with sensation, perception, memory and imagination) occupy a
leading position for reasons that hardly require independent voicing. In the block of
regulatory mental functions, the same leading position is occupied by will and its
derivative volitional processes and operations. In the block of evaluative functions,
which perform the role of a tester of certain cognitive or voluntary contents for their
compliance or non-compliance with the mental system, emotions are realized. There
are no dividing lines between these three functions that would exclude their influence
on each other. Thinking influences both the regulatory and evaluative functions, since
it has meta-level capabilities both in terms of categorizing sensations/perceptions,
analytical assessment of the situation (which differs from the emotional one), and
value-constructing tools (organization of censorship in the form of its value and
normative elements).

In turn, the structures of value consciousness formed with the participation of
thinking and will can have a reverse intrapsychic influence on emotions. Emotions, in
turn, are in a complex interaction with thought processes and operations, often
"contaminating" their work with their presence.

Taking into account the complexity of the interactions of the cognitive,
regulatory-voluntary and emotional-evaluative functions, nevertheless, one cannot
completely exclude their functional differentiation, and therefore the presence of
substantive features of technologies, methods, ways or techniques of mental influence
(impact) derived from these functions. In the scientific literature there is, if not a
consensus, then at least a stereotype that has developed in a number of sources to single
out three basic technologies, methods, techniques or methods of mental influence
(impact) from the catalog of technologies, methods, ways or techniques: persuasion,
suggestion (suggestion) and emotional contagion. In communication, the three groups

of the designated technologies of mental influence (we will further call them TPI for
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the sake of simplicity) have empirical features that are revealed both through the verbal
and through the non-verbal-communicative component.

Since the relationship of temporal features with the subjective and intentional
characteristics of persuasion, suggestion and emotional contagion has not been widely
studied, the above actualizes the subject of this article. Secondary and tertiary aspects
of the relevance of the subject of the study can be verbal and non-verbal-
communicative components of persuasion, suggestion and contagion as TPI.

The aim of the article is a descriptive and analytical characterization of verbal
and non-verbal-communicative features of persuasion, suggestion and emotional
contagion.

Statement of the main provisions. Persuasion, suggestion and infection are
accompanied by certain signs of verbal and/or non-verbal behavior that make it
possible to identify the intention of influence, and therefore the communicative status
of the subject and object of influence. The latter is due to the fact that the choice of
TPV by the subject of influence is carried out based on the status of the object of
influence and his (the subject's) understanding of the intrapsychic reality of the object
of influence. The image of the intrapsychic reality of the object of influence, as well as
the construction of any cognitive maps, the subject of influence can build both on the
basis of assumptions (hypotheses) (if the influence occurs situationally), and on the
basis of any verified data (social, psychobiographical, etc.).

Thus, the conscious or unconscious choice of the intention of influence by the
subject occurs on the basis of a hypothetical or probabilistic assessment of the identity
of the object of influence. It is the hypothetical or probabilistic assessment of the
identity of the object of influence that correlates with the choice of certain verbal-
communicative or non-verbal-communicative instruments of influence. However, the
author of the article puts this aspect of the study "out of brackets" in order not to
complicate the subject of the study. The focus of the subject of this article will be

markers of verbal and non-verbal behavior, empirical features accompanying the use
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of persuasion, suggestion and emotional contagion by subjects of communication as
basic TPV.

Persuasion is a technology of cultural, social, mental influence (impact), the
intention of which is proof mediated by the inclusion of value, theoretical or factual
reasons (values, theories or facts) in communication. Persuasion as a technology of
normative influence is used only where the logical laws of sufficient reason, identity,
prohibition of contradiction and excluded middle are in effect. The primary law for any
belief is the law of identity, which emphasizes that each judgment in the process of
reasoning must have the same definite, stable content (or "any judgment is identical to
itself"). If the same judgment has the same content and meaning, then it can be true or
false.

If it 1s true or false, then it cannot be both true and false at the same time. This
is how the law of non-contradiction works. At the same time, the same judgment
(provided that it is identical) can be true or false, and there is no third option.
Compliance with these three laws becomes a condition for a judgment (in most cases,
a series of judgments) to become a sufficient basis for other judgments, and therefore,
evidence.

Evidence can be divided into three key types: value, theoretical (conceptual),
and factual. The persuader can persuade with values, theories or facts, or with the
proper, necessary/proven or actual/undoubtedly existing. The proper, necessary/proven
or actual/undoubtedly existing are inseparably linked with each other: the actual
(factual) is generalized and becomes necessary (theoretical). The theoretical
(necessary), in turn, is possible only where the proper (value-significant) is.

Values form a "superstructure" for everything identical (always equal to itself
and constant). Without values, therefore, there is nothing identical, and therefore
nothing theoretical (conceptual or general). Moreover, without the theoretical
(conceptual) there is nothing constant (stable, unchanging) in the actual, and therefore

in the actual.
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In this chain of belief, as most people are accustomed to thinking, "the criterion
of the truth of theory is practice." In fact, the criterion of the truth of both theory and
practice (facts) are values. Since it is values that ensure the identity, immutability, self-
conformity of any theory (supporting the intrinsic value of laws and regularities at the
level of "superstructure"), and on the other hand, the preservation (at the level of
memory) of the identity and immutability of facts.

Values, theories and facts have different persuasiveness and evidence. Values
have the highest evidential potential, facts have the lowest, theories are at an
intermediate level of persuasiveness and evidence. This is explained by the fact that
values reflect reliable (complete, total) knowledge, theories - probable knowledge, and
facts - a mixture of probable and doubtful knowledge (facts can be a mixture of
thoughts and opinions, that is, pseudo-facts or factoids). Fact-checking turns out to be
the most difficult activity, since facts can be subordinated to different theories, and
theories, in turn, depend on values and value-based knowledge.

From the point of view of the "economics of influence" (we will use this term
metaphorically for now), persuasion is the most expensive in several aspects: a)
communicative-technological - since it requires cumbersome evidence and thorough
(time-consuming) preparation, both for mastering the value references of the addressee
and for immersion in the facts and theories necessary for argumentation; b) object-
influential - since the object of influence itself is recognized as significant (if not
supervaluable), so that influencing it justifies the time spent indicated in point a); c)
informational-ecological - since persuasion excludes introversion, and therefore any
methods of force-mode, "pushing through", ignoring the argumentative feedback from
the object of persuasion [15].

In general, persuasion serves the rhetoric of logos, in which intersubjective truth
is important, not particular truth. The former differs from the latter in terms of
conscious and voluntary internalization. The latter (particular truth) presupposes a

certain one-sided (private) gain.
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Persuasion is characterized by a number of verbal-communicative and non-
verbal-communicative features [5; 21].

The following can be attributed to the verbal-communicative features of
persuasion:

1) Texts of explanatory orientation;

2) Increase in the argumentative part of communication;

3) Dominance of descriptive-analytical modality in the texts of the subject of
persuasion, avoidance of the use of modal operators of obligation and deontic syntactic
constructions;

4) Preferential use of the indicative or conditional mood of verbs;

5) Deductive-inductive communication (values-theories-facts);

6) Speech constructs with the meaning of distinction and differentiation of the
subject of communication and its subjects by some features;

7) Operation of the subject of persuasion with heuristics and modalities of the
past and present.

Non-verbal communicative features of suggestion include:

1) Variability of the subject's gaze and facial expressions

2) Proxemic markers of distance regulation in combination with spatial
demarcations  (continuous maintenance of  physical/mental/spatial-physical
boundaries)

3) Use of objects of the physical environment to create a space of free movement
adequate for free choice of communicative distance

4) Variability of gestures and pantomime

5) Variability and conventionality of clothing styling

6) Variable rhythm of speech with lowered intonations

Suggestion is a technology of cultural, social, mental influence (impact), the
intention of which is a change in the direction of certain cognitive, voluntary or
emotional processes or operations (perceptual, mnemonic, emotional, sensory-

evaluative, etc.). The difference between suggestion and persuasion lies not only in the
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intention (direction), but also in the tools used, as well as in the assessment of the
supposed identity of the object of influence.

Suggestion is characterized by the installation, that is, by the method of
influence, which involves the introduction into the consciousness of the addressee of
cognitive, voluntary or emotional contents that influence the direction of his
intrapsychic activity. The very use of such influence allows, firstly, the presence in the
subject of influence of mental expectations of an authoritative-directive, imperative
content.

The subject of suggestion has an expectation of one or another form of dependent
and/or submissive behavior, and therefore, the presence in the object of influence of
certain cultural, social-status, mental characteristics that predispose to dependence
and/or directly indicate it. From the point of view of the author of this article, the
psyche of the object of suggestive influence is usually susceptible to introduction - a
mental process during which contents exogenous to the psyche can penetrate it and
cause certain effects of influence.

A reliable, probabilistic or expected assessment of a particular participant in
communication as susceptible to suggestion presupposes not only the presence of ideas
about his dependence, but also the presence of certain time expectations in the subject
of communication. Suggestion can be effective in situations of real and / or predicted
time deficit.

In most cases, one presupposes the other, since: a) the dependent status of a
participant in communication predisposes to an initial adjustment or interception of the
initiative in communication by others, more influential and strong; b) status
dependence allows for a probabilistic assessment of such a participant by other
participants as mentally permeable, susceptible to suggestion; c) the probabilistic
assessment of the participant as susceptible to suggestion includes an unconscious
mindset of saving time and using introjection.

Natural-evolutionary and cultural dispositions are settings for dependence and

dependent preference. At the same time, the choice of preferences itself is subject to
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automatic logic, that is, the logic of saving time in difficult situations where one has to
rely on "feelings", intuition and "inner reactions". The latter, as Damasio, Schwartz and
Clore note in their works, "are necessary for adaptive behavior, especially for setting
priorities between what is important and what is not so important to do or to pay
attention to" [9, ¢.1413-1420]. D. Campbell speaks of "shortcut processes"[31, c.433-
465] that eliminate the need to provide individual explanations of something. The
author does not indicate that these processes coincide with suggestive ones to a certain
extent, but the very context of shortened time refers specifically to them.

A number of authors [2; 6; 7; 24; 28] give examples of suggestive influence on
sensory-perceptual, mnemonic, and emotional reactions. Suggestive influence can
contribute to the slowing down of sensory evaluation processes depending on
categorization (e.g., finding an object of a particular color in a situation of discrepancy
between its sensory characteristics and verbal designation); cause an increase or
decrease in sensitivity to certain stimuli depending on the attitudes and expectations of
the effect (e.g., relaxation when drinking drinks supposedly containing alcohol and a
decrease in sensitivity when taking drugs supposedly used to increase the resistance of
soldiers in combat zones); increase mnemonic capabilities (selective effect of a placebo
drug on the effect of improved memorization); increase or decrease the motor
productivity of the actions performed, influence the concentration or deconcentration
of attention, the quality of gustatory and other sensations; modify evaluative reactions
(influence the emergence of activating or deactivating emotions)

A. Ramandini, in support of the above analysis, notes the connection between
naive faith, the attitude toward uncritical perception, and suggestion. Such faith implies
ignoring authentic mental functions (mental, emotional, volitional) in favor of
exogenous ones. Such ignoring or suppression (autorepression) of the authentic psyche
in favor of introduced mental contents presupposes a high level of ethos in the subject
of suggestion (suggestor) [31, c.304-311].

The suggester (object of suggestion) usually recognizes the suggestor (subject

of suggestion) as having a certain right (not in the formal legal sense) to carry out a

260



JOURNAL OF PSYCHOLOGY RESEARCH - VOL. 31 (14) - 2025

suggestive influence. Recognition of this right presupposes the assessment of such a
subject as an authority, a bearer of this or that irrevocable knowledge or will. Trust and
credibility as characteristics of such authority are accompanied by status-role markers,
which make it possible to recognize it as a subject of scientific, political, legal, medical
power. It is these markers that sometimes become decisive for the appearance of the
suggester's reaction in the form of unconditional (naive) faith.

Suggestion is characterized by a number of verbal-communicative and non-
verbal-communicative features.

The following can be attributed to the verbal-communicative features of direct
suggestion:

1. Short sentences with an affirmative focus;

2. Simplification or nullification of the argumentative part of communication;

3. Use of modal operators of obligation and deontic syntactic constructions
(formulas of ethos);

4. Use of the imperative mood of verbs;

5. Narrative communication (story-telling);

6. Speech constructs with the meaning of identity and identification of the
suggester and the suggested by some features;

7. The suggester's operation of prognostics and modalities of the future

Non-verbal communicative features of suggestion include:

1. Direct and unblinking gaze of the suggester, facial expression mask-likeness
or hypomimia. 2. Statuary (static) positioning of the suggester's body and/or proxemic
distance markers in combination with spatial transgressions (continuous violation of
bodily/mental/spatial-physical boundaries due to non-ecological taxis)

3. Use of objects of the physical environment to staticize the pose of the
suggester, deliberate organization of a scarce physical space (by square footage,
number of participants, lighting, etc.).

4. Use of directive gestures and/or poses of dominance or dependence.

5. Uniform or disciplinary-classical style of clothing

261



JOURNAL OF PSYCHOLOGY RESEARCH - VOL. 31 (14) - 2025

6. Pause-slow rhythm of speech with lowered intonations

7. Imposing a force mode in communication

Emotional contagion is a technology of cultural, social, mental influence
(impact), the intention of which is the transfer of an emotional state to the psyche of
the addressee or the stable activation of certain emotions (feelings).

Emotional contagion accompanies suggestion and can either precede it or follow
it, serving the necessary plasticization of the psyche of the addressee of the impact. In
general, the experience of certain emotions (feelings) is accompanied by mental
entropy, disturbances in the directed movement of the psyche, its chaotization. Unlike
persuasion and suggestion, emotional contagion can be both voluntary and involuntary.

The use of contagion in an arbitrary (consciously technological) version involves
the use of verbal and / or non-verbal methods of activating expected emotions. At the
same time, the violation of the emotional balance of the addressee allows you to
instrumentalize his psyche and achieve the effectiveness of suggestions or other
cultural, social, mental influences. The arbitrary (consciously technological) version of
emotional contagion bears all the signs of manipulative influence and is initially
counterproductive in terms of the long-term results of the impact. The primary emotion
(proto-emotion) or proto-feeling in relation to emotional contagion is the
emotion/feeling of empathy and sympathy [10; 19], derived from the German term
Einfiihlung, literally translated as "living in" or "feeling into". Singer and Lamm
describe empathy as the ability to transmit an experience into the environment,
showing signs of activation of neural structures and physiological reactions (Singer and
Lamm, 2009)[33]. Harrison notes the primary role of empathy in the spread of
emotional contagion in social interactions [18].

Decety and Ickles, as well as De Waal, developed the actional perception theory
of empathy as a primary emotional contagion. It is a convenient tool for explaining
empathy in both the human psyche and the animal psyche [10; 35]. The actional

perception theory allows us to consider empathy in the context of evolutionary theory.
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Contagion in the context of this theory goes through a number of actional stages.
First, 1) empathy as immersion in someone else's experience turns into 2) sympathy as
positive empathy for someone else's experience, the result of 1) and 2) is 3) emotional
contagion (as the effects of a "meeting" of empaths and sympathizers), the meeting is
accompanied by 4) "seriation" of various behavioral models, patterns, scenarios and 5)
mimicry (behavioral assimilation of those who implement imitation, the objects of
imitation) [10; 19; 33, ¢.81-96]. The common denominator for all of the listed authors
are two metaphors: the metaphor of contagion as infection (spread of infection), taken
from medicine, and the metaphor of wave spread/excitement [19; 30, c.99-114; 25].

In experimental psychology, the most studied ways of spreading emotional
contagion are: A) emotional contagion through facial reactions; B) emotional
contagion through socio-behavioral reactions; and C) emotional contagion through
physiological reactions.

A) In the first way, people unconsciously "read" the emotional states of another
person by observing facial expressions and unconsciously producing their own facial
reactions. Such mutual mirroring of facial expressions leads to unconscious emotional
contagion. The latter occurs, firstly, due to the fact that patterns of micromovements of
facial muscles mirrored by other people lead to the experience of similar emotions, as
indicated by a number of researchers [1; 11; 19; 20; 26; 27]. B) The second method
involves observing socio-psychological (behavioral) patterns or reactions, including
verbal ones, that can create the effects of emotional contagion. Visual examples here
can be, for example, emotional contagion as a reaction to reading negative comments.
For example, anger, irritation, indignation in hate-speech spontaneously spread both in
social networks and during interpersonal interactions in physical space. At the same
time, contagion can be enhanced by non-verbal communicative components and block
the perception of the subject content of communication [13; 14; 17]. Different authors
state in their studies, when interacting online, people associate positive reviews or high
ratings with positive emotions, and low ratings and negative reviews with negative

emotions. For example, positive emotional contagion leads to positive affect,
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satisfaction, and loyalty intentions; in contrast, negative emotions reflect the desire to
purchase.

Thus, a deeper understanding of consumers' emotional and behavioral synchrony
is of great importance for business and scientific research on consumer behavior [13;
14; 17-19; 26]. B) The third method involves the automatic activation of the autonomic
nervous system when experiencing certain affective states on the part of the object of
observation by the observer. In this case, we are talking about states that often do not
demonstrate any external expression in either the verbal or non-verbal behavior of the
object of observation.

Contagion can occur spontaneously because researchers have confirmed that
during social interactions, observing another person’s emotional state automatically
activates the same autonomic nervous system response and neural representation of the
affective state that the observer has. In emotional contagion, positive and negative
emotions are associated with physiological responses. Therefore, emotional contagion
during social interactions evokes affective arousal and affectively colored cognition
[29-36].

Contagion is characterized by a number of verbal-communicative and non-
verbal-communicative features.

The following can be attributed to the verbal-communicative features of
contagion:

1. Predominance of evaluative (predicative) terms in statements. We are talking
about adjectives and adverbs that mark the subjective assessment, the emotionality of
the statements themselves, including obscenelect.

2. Stream structure of speech production. There is either no logical relationship
between sentences, or the sentences themselves have an incomplete structure.

3. Lack of communicative intention, as well as interest in the content of
communication.

4. Multidirectionality of communication and uneven transitions from one topic

to another.
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5. Predominance of so-called "I-messages" in the text over sentences with an
impersonal construction.

6. Evaluative polarity of statements according to the model "all/nothing", "very
good/very bad" and/or a combination of incompatible polar statements with each other
in relation to the same objects.

7. Text construction using demolexics (vulgarisms, jargon, label words).

The following can be attributed to non-verbal communicative signs of infection:

1. Hyperkinesis, which is expressed in an increase in the number and variability
of gestural, facial, pantomimic, tactic, oculomotor signals.

2. Dynamic poses, reduction of distances

3. Use of objects of the physical environment as tools of emotional activation

4. Use of artistic (demonstrative) style of clothing

5. Pause-accelerated rhythm of speech with raised intonations, often due to a
decrease in the clarity of articulation

6. Imposing a force mode in communication

Conclusions. Persuasion as a technology of influence, when used separately, is
incompatible with either suggestion or infection. Such incompatibility is caused by
both the opposition of intentions (the formation of beliefs as part of value
consciousness) and technological components designed for long-term impact.

Persuasion operates in the mode of long-term internalization, which excludes the
assimilation of unassimilated informational contents, and therefore is incompatible
with introjection. The very fact of concession to persuasion in favor of suggestion or
emotional infection indicates a lower status of the communication partner. The latter is
transformed from a partner into an object of influence, that is, his psyche can be
instrumentalized.

Suggestion as a technology of influence is designed for introjection, which
presupposes incomplete informational assimilation, and therefore - subsequent
reactions of internal alienation of the psyche in relation to uninternalized (imposed)

contents. The suggestor, unlike the subject of persuasion, does not perceive the
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addressee of communication as an equal partner, and therefore does not consider it
necessary to resort to the argumentative part of communication. Suggestion can be
preceded by emotional contagion, which makes the psyche more flexible, reduces the
level of criticality of consciousness, which increases the effectiveness of suggestion.
Therefore, these two technologies allow for consistent use. On the other hand,

influence through contagion is not designed for long-term transformations.
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