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Howdy! How's everyone doing this morning. Let's give a big thank you to Brad & the web visions team on pulling this event together. It's going to be a great day. My name 
is Adam Harrell. You can find me on twitter @adamdharrell. Today we're going to be talking about designing for behavior change. Just ac couple of quick things about me.



I’m founder & president of Nebo. Wer'e a 50 person independent digital agency headquartered in Atlanta, GA that focuses on human-centered experiences and buyer 
journey marketing.



10
YEARS OF 

EXPERIENCE

2,080
OZ. REDBULL CONSUMED 

LAST YEAR

2
TOILET TRAINED 

CATS

I’ve worked with some of the biggest brands in the world.In the last year I’ve drank somewhere around 2000 oz of redbull. And I own two 
cats, both of whom I’ve trained to use the toilet. 



I'm also the father of a 15 month old girl. Who I'll soon be forcing to join the family trade.



This is the Jewel Wasp. It’s perhaps the craziest parasite in nature. It actually enslaves cockroaches by stinging their brains in one precise location and injecting a mind-
controlling venom. 
The wasp then leads its zombified roach by it’s antenna to a chamber, where it lays a single egg on its perfectly relaxed host and seals it inside with pebbles. 
Here the larva bores into the cockroach and feeds off its organs before killing it and emerging from its corpse into the light of day.
Pretty gruesome stuff. But, if you're an insect, this is how you change behavior.  



We're not jewel wasps.  
We can use design to  

change behavior.

We have to be more subtle than the jewel wasp when we want someone to take an action. We can’t rely on brute force mind control. We have to rely on designed 
experiences. 



Our understanding over human behavior has changed dramatically over the years. Our original understanding was based in early economic models first developed in the 
mid 1800’s by a couple of old white dudes with long hair. Adam Smith's theories of the invisible hand. Jeremy Bentham's theories of Utilitarianism. !
This led to an understanding of human behavior that based on the rational actor model. 



Humans are an operating system that 
behaves predictably based on rational 
behavior. It seeks to maximize personal 

advantage. Weighing costs against 
benefits & then selecting for best 

outcome.

The human is an operating system that behaves predictably based on rational behavior. It seeks to maximize personal advantage. Weighing costs against benefits and 
then selecting for best outcome.



Unfortunately that doesn't 
explain the majority of 

human behavior.

If we were truly rational creatures, then we would never buy lottery tickets and people would be more afraid of falling coconuts than sharks. 



Instead of a cover like this on TIME magazine. You'd see something like this.



But, we're not rational.



Humans are an operating system that is 
loaded with bugs.

Modern day social science has proven that humans is an operating system loaded with bugs (biases, irrationality, etc).
They’ve identified over 100 unique cognitive biases. From the illusion of truth effect, to the just world phenomenon, to the halo effect.
In fact, the full list looks something like this. 



!
In fact, the full list looks something like this. 



!
In fact, the full list looks something like this. The reality is we're buggier than iOS8.!



Facts are not enough to 
change behavior.

This means we’re irrational. Facts are not enough to change behavior.



If facts were all that mattered then surgeon general warning would’ve stopped people from smoking when it was first issued in 1966. Instead cigarette consumption 
actually peaked in the United States in 1980 – fourteen years after cigarette's were known to cause cancer.



Once we choose a belief 
system, we don’t accept 
evidence that challenges 

that belief.

Once we choose a belief system, we don’t accept evidence that challenges that belief. The more evidence we gather. The more hardened our beliefs become.Especially if it 
involves tribal belief systems like politics, sports or religion.
Scientists who are studying this call it: the Cultural Cognition of Risk – don’t ask me why – it’s a stupid name. But basically
The more knowledge they have, the more their existing beliefs are strengthened. 
A study conducted by Cultural Cognition Project researchers (using a nationally representative U.S. sample) found that ordinary members of the public do not become 
more concerned about climate change as their science comprehension increases. Instead, the degree of polarization among cultural groups with opposing predispositions 
increases. The more evidence their shown that they are wrong, the stronger they believe that they're right. 



If you have to change someone’s beliefs to get them to take action. You’re in for a tough road. This is why your thanksgiving debates will never convince someone climate 
change is real. No matter what evidence you provide, it will merely reinforce their existing belief. People hate being told their wrong. Instead you have to take a different 
approach.



The key is to frame your 
arguments in a way that fits 
your audience's worldview.

You have to frame your arguments in a way that fits within their existing worldview. This is why audience research is so important. Until you understand their worldview 
you can't effectively frame an argument. And if you can't frame your argument to match their worldview then you can't persuade them to change their opinion.



If they disagree with the 
worldview, then the 

message will backfire.

Telling your Talk Radio Listening Uncle that he needs to watch that great Al Gore climate change movie isn't going to move the needle. In his worldview Al Gore is the guy 
who lied about inventing the internet and Climate Change is just a hoax. The simple fact is: The argument that convinced you is unlikely to convince them.



If it matches worldview, 
persuasion is possible. 

However, if his pastor preaches about the need to protect god's gift and how pollution from the local coal plant is causing acid rain that's killing the forest he hunts in 
every saturday – then he just might listen.



The Fogg Model of  
Human Behavior

Now let's talk about human behavior. BJ Fogg is a scientist at Stanford and created the following Model of Human Behavior. 



The Fogg Behavior Model: B=MAT
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So the goal of this model is basically to help you visualize the key elements of human behavior. There are three elements: Motivation, Ability & a Trigger.



Motivation must be greater 
than the level of difficulty 
required by the task you’re 
asking them to complete. 

The basic lesson is this: For a behavior to take place. The motivation must be greater than the level of difficulty required by the task you’re asking them to complete. 



The Fogg Behavior Model: B=MAT

MO
TI

VA
TI

ON
 (M

)

ABILITY (A)HARD TO DO EASY TO DO

LOW 
MOTIVATION

HIGH 
MOTIVATION

TRIGGER
FAILS

TRIGGER
SUCCEEDS

ACTIVATION THRESHOLD

Let's break it down a little further. We'll start with Motivation. Motivation is simply the desire you have to do something. If people are more motivated, then they're more 
likely to take an action.



Extrinsic

Two Types of Motivation

Intrinsic

There are two core types of motivation. It's important to understand the type of motivation you're trying to increase.



Extrinsic

Two Types of Motivation

External motivators 
such as desire for 
rewards, or to avoid 
punishment.

This is the idea behind commission-based sales. If you want to increase the level of extrinsic motivation – just make the reward higher. A bigger prize, a higher 
commission rate, etc. This one is pretty simple.



Intrinsic

Two Types of Motivation

Internal motivation 
driven by an interest 
or enjoyment in the 
task itself.

Intrisic motivation is a bit more interesting. This is what motivates a craftsman to do his work. How many people have seen the documentary, "Jiro Dreams of Sushi" – it's 
about an 80 year old sushi chef in tokyo who has spent his entire life working towards the master of his craft. That's intrinisic motivation. And if you want to increase this 
type of motivation, then you have to understand the roots of human desire.



Sixteen Basic Human Desires

• Acceptance 
• Curiosity 
• Eating 
• Family 
• Honor 
• Idealism 
• Independence 
• Order

• Physical activity  
• Power 
• Romance 
• Collecting 
• Social contact 
• Social status 
• Tranquility 
• Vengeance

Luckily scientist have broken down human desire into some pretty easy to understand categories that can be used to build motivation. These are the levers you can 
activate when your trying to craft a message that builds motivation. Life Insurance companies try to play into your desire to protect your family, Luxury goods try to speak 
to your desire for social status. !
But, a funny thing has happened over the years. The more marketers try to play into our desires, the more immune we've become. This means increasing motivation is 
actually pretty hard to do. But, there's another option. We can make the task easier. 



The Fogg Behavior Model: B=MAT
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So back to our model. Let's talk about Ability. This basically means how easy is the task to complete.



When possible change the 
environment to make the task 

easier.

Since it's really hard to build motivation, when possible change the environment so the task is easier. This is the realm of usability. Removing hurdles and making things 
easier. 



If you want them to obey parking laws, don't make it confusing. 



If you want kids to eat healthier at school – encourage that behavior through design. Here is a redesigned lunch tray that Slim By Design came up with. Smaller, shallower 
beveled compartments make smaller meat portions still feel substantial. Fruit & veggie compartments are deeper and moved to the front so people consumer more of 
those and only milk fits in the compartment. By actually redesigning the tray to encourage healthy eating. You're decreasing the amount of motivation & willpower needed 
to do the task. 



Here's another great example. This is the city of Drachten. A few years ago, they did something pretty radical. They removed all traffic signs & speed limits. People 
predicted chaos – but something funny happened – they actually had fewer collisions.



Traffic signs are nothing but artificial cues that try to compensate for a road environment that doesn’t effectively tell people how to behave. This is the reason narrow 
streets with trees crowded along the edges are often safer than wide streets with large clearing zones on each side. Common sense would say, less trees means fewer 
potential things to collide with. But, the reality is: the scary trees lining the side of the road act as a crash deterrent. The trees are far more effective than a “35 mph Speed 
Limit” sign.



Here's a photo of freedom parkway in Atlanta. The speed limit is 35MPH, but it looks and feels like an interstate. People go 65 mph on this road because that's what feels 
safe. WIthout speed limits the impetus is on the road designer to actually create roads that feel like they should be driven slowly on.



Perception of Experience  
vs. 

Reality of Experience

But sometimes you can't change the experience. Sometimes it’s best to just change their perception. !
People with an engineering mindset look at problems from the standpoint of product/service performance. They seek opportunities for functional improvement.



Now imagine 4 hours spent on a plane flying from Atlanta to Chicago. You're miserable, the flight attendants in coach are mean. There's a baby crying and the lady in 
front of you keeps hitting your laptop screen. !
To keep flyers from becoming impatient or irritated, the engineering approach says to find ways to bring the flight time down. Make the flight faster. 



Now imagine 4 hours partying with friends at a cool bar. The amount of time is the same, but the time spent flying is going to be perceived much differently.
So you have and option: it could cost billions of dollars to research and develop new technology to speed up commercial planes when it would likely be more effective to 
focus on making the in-flight experience more enjoyable so it’s perceived to go faster.
Some people may claim that this is trickery, but, it’s not. Our perception is our reality. Feeling faster is as good as being faster.
Sometimes simply changing the perception of an experience is as good as changing the experience itself. If you can't make the process easier, make it feel easier. Break it 
into smaller steps.
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The next thing you'll notice in this behavior model is the trigger. Triggers are the call-to-action, but not all triggers are created equally. 



How to Create Effective  
Behavior Triggers.

There's 3 key things that will make a trigger effectivt.



1.) Triggers needs to point to a 
specific action.

First, it has to be concrete. It has to be clear in what it's asking us to do.



Get in shape. 

Non-actionable Trigger

If you set a calendar reminder each morning to that told you to get in shape – it's likely that you wouldn't go work out. It's not specific enough. It doesn't point you to a 
specific action.



Run for 20 minutes.

Actionable Trigger

If instead, you set a calendar reminder to run for 20 minutes. Then you'll have much better response rate. It's actionable. 



2.) Trigger needs to be 
noticeable.

This is just common sense. If you're alarm is on silent. You're not going to wake up. If someone can't see the button, they're not going to click it. 



3.) The trigger needs to occur 
when we are motivated and 

able to perform the behavior.

This means triggers need to be tied to the opportune moment for the behavior to take place. 



The ancient greeks called this moment – Kairos - meaning the right or opportune moment for a certain thing to happen or truth to emerge. It's that perfect meeting of 
motivation and ability where if we can get some one to take action. And when this is depends. If you think of design like building a relationship, you're not going to try to 
kiss someone when you've only known then 5 minutes. You're going to want to go to dinner first. If you try to trigger an action to early it'll backfire.



How do you persuade an 
irrational human being?

So we've talked about how irrational people are, now let's talk about some ways that we can actually persuade them?



Reciprocity

The principle of reciprocity states that when a person provides us with something, we attempt to repay him or her in kind. Reciprocation produces a sense of obligation, 
which can be a powerful tool in persuasion. The reciprocity rule is effective because it can be overpowering and instill in us a sense of obligation. !
This explains the Hare Krishna. If they hand you a flower and you accept, you’re more likely to listen.



Commitment  
& Consistency

The concept of commitment states that if a person commits, either orally or in writing, he or she is more likely to honor that particular commitment. This is especially true 
for written commitments, as they appear psychologically more concrete and can be backed up with hard proof. Once a person commits to a stance, he or she has a 
tendency to behave according to that commitment.!
Research asked half an apartment complex to sign a petition supporting for the construction of a recreation center for the handicapped. Two weeks later, the researchers 
returned. This time, they asked all residents, even those who they had not asked to sign the petition, to donate money toward the center. According to the study, among 
the residents who had been previously asked to sign the petition supporting the center, the donation rate was a staggering 92 percent compared to just over 50 percent 
among those who had not been previously asked to sign the petition.



Social Proof

This is why we think that a bar with a line out front must be popular and why bars don't just let everyone in at once. My wife & were recently in Rio and we went to a bar in 
a part of town called Lapa – the bar is called the Rio Scenarium and it's a great samba club in a old antique mansion. But, we showed up pretty early (because we're old) 
and their was a line out front even though the place was empty inside. Throughout the entire night they kept the line at the perfect length. It was a way to show this place 
was popular, but not too long to scare everyone away .



Authority

We have the tendency to believe that if an expert says something, then it must be true. People like to listen to those who are knowledgeable and trustworthy, so if you can 
be those two things, then you are already on your way to getting people to believe and listen to you.



Scarcity

We often think of price of deriving from value, but that's not true. Price is a signaling mechanism of value. If something is more expensive, we assume it's better. The 
same holds for scarcity. If something is rare, we want it more. Scarcity has value. While the car is beautiful so are the replicas it inspired. And in it's time, not a single one 
of them sold for full list price at a dealership, they all had to be sold at discount. So only ten were made. These unusual circumstances led to a serious case of scarcity. 
But, now it recently sold at auction for $30M. 



Here's a campaign from last year to help show how these methods in use. It was a campaign to preserve a landmark of modern architecture called the Eames House, and it 
used a number of the persuasion methods we're talking about today. 



This is Charles & Ray Eames. They are legends of modern designs. !
Their work can be found in museums around the world. 



Most known for their furniture. The wood chair. The rocker. And, of course the Eames Lounger. Almost all of their designs are iconic and well known.



This is the eames house. It served as their home and studio during the most prolific half of their lives. !
After the couple’s death, the Eames family embarked on an effort to preserve the house as it existed when Charles and Ray lived and worked.!
As part of this effort, the Eames Foundation created the 250 year plan. A plan that’s goal was to keep and preserve the house for the next two plus centuries.  But, 
preservation is costly and this effort required raising some serious funds to bring it to reality.



They needed to raise $150,000 dollars to get the effort off the ground.



There was a one big asterisk however. There was no budget for advertising.



That meant the campaign had to rely on earned media and word of mouth. We knew that a simple call for donations wouldn't be enough. People are inundated with 
fundraising messages. !
And in previous fund-raising efforts, the Eames Foundation had relied on large corporate donors. But, the corporate donor base was already tapped out. They needed a 
new source of funds. 



So we decided to focus on grassroots design enthusiasts. These were designers, art directors, architects and other creative professionals that were influenced by the 
Eames legacy. They grew up wanting an Eames lounge chair in their living room. !
We understood their worldview and knew if we could find a way to let design supporters own a piece of the Eames legacy. Something that was as much a piece of the 
Eames legacy as any lounge chair, but didn’t have a $5,000 price point. 



We designed a series of limited edition prints. Design pieces that could be hung on the wall of your home, in your studio or your office. To create a sense of scarcity we 
limited the production run to 750 prints.!
Once they were sold out, then they were done. Each print was offset press with a blank emboss to add dimension. The paper was actually a special Eames paper made by 
neenah and all prints were hand numbered. 



Media coverage helped create credibility and authority.  





This helped seed word of mouth and drive social conversations online which created a sense of social proof. 



People also shared their purchases with the world. Posting on their blogs.



Posting on facebook. Showing their prints in combination with their furniture.



Providing a source of free media that made up for our lack of ad spend. And this happened close to a thousand times.





The results were stunning.



In the first 3 months of the campaign 300,000 people had visited the site, thousands of prints had been sold, millions of earned media impressions were 
created and more than $250,000 had been raised. !
With no advertising budget and no paid media, this campaign is a testament to the power of word of mouth. !
So why was this campaign so successful?!



Building habits. 

So now that we've talked about designing to drive behaviors let's talk a little bit about what it takes to turn a behavior into a habit.



(B=MAT)+Variable Reward+Repetition

Starting with the fogg model of human behavior – there's only two additional factors that we need to add. Variable reward & repetition.



What do we mean by variable reward. Let's start with the slot machine. These are engineered to be addictive. But people still play them even though they know that the 
game is rigged against them.!
Players have no way of knowing how many times they have to play before they will win. All they know is that eventually a play will win. This is why slot machines are so 
effective and players are often reluctant to quit. There is always the possibility that the next coin they put in will be the winning one.



But you don't have to use variable rewards to be evil. This is Peter Tufano. He's a professor at harvard business school and he proposed a pretty cool idea. What if you took 
what people loved about lotteries (the variable reward) and turned it into a way to encourage people to deposit money in their savings account. Each $25 deposit gives the 
depositor an entry into the prize-winning raffle.



11 months after the pilot program started in Michigan over $8.5M had been saved by 11,000 residents. This approach encouraged the people that are least likely to save, 
to do so. Variable rewards are a powerful motivator to drive an action. Because our biases we overestimate how common unlikely events are.
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The other aspect of building habits is repetition. What differentiates a habit is that it becomes automatic. It's something that is almost second nature. And the key to that 
is repetition over time. By saving $25 each week and entering the raffle, people begin to build that habit. Before you know it all adds up. 



Build Repetition with Feedback Loops

The process through which you build repetition through variable rewards is called a feedback loop. And they're the reason that social apps like facebook and instagram 
have become habits. Andrew Chen says successful social apps have three Types of Feedback Loops. 



Reward status for contribution 

Reward consumer with new content 

Reward act of connecting

3 Types of Feedback Loops

These are the basic loops that make apps sticky.
-A feedback loop that rewards the most active contributors by increasing status
-A feedback loop that rewards the consumer by alerting to new contributions
-A feedback loop that rewards personalization of experience



Reward status for contribution 

Reward consumer with new content 

Reward act of connecting

3 Types of Feedback Loops

A feedback loop that rewards the most active contributors by increasing status
A feedback loop that rewards the consumer by alerting to new contributions
A feedback loop that rewards personalization of experience



Reward status for contribution 

Reward consumer with new content 

Reward act of connecting

3 Types of Feedback Loops

A feedback loop that rewards the most active contributors by increasing status
A feedback loop that rewards the consumer by alerting to new contributions
A feedback loop that rewards personalization of experience



These feedback loops work. They're the reason we check instagram while using the bathroom. BTW — if you ever go in a public restroom and have a friend bring a camera 
– you get some really weird looks. My friend's comment was "I'm just glad you didn't want to shoot it in the stall."!



How long to form habits?

So how long does it actually take to build a habit. The answer is: it depends on the difficulty of the task. 



GLASS OF WATER BEFORE BREAKFAST

21 Days

How long to form habits?

It will only take 21 days before drinking a glass of water before breakfast starts to feel automatic.



How long to form habits?

GLASS OF WATER BEFORE BREAKFAST

21 Days
50 SITUPS BEFORE BREAKFAST

100 Days

While it can take 100 days before doing 50 situps every morning starts to become automatic. 



7 Tips For Designing To  
Change Behavior

So I know we've covered a lot. Let's buzzfeed this presentation down to 7 tips for designing an experience to change behavior. 



Craft message to fit person’s 
existing worldview. 

1



Offer motivation matched to 
difficulty of task.

2
Both intrinsic & extrinsic



Utilize reciprocity, commitment, 
social proof & scarcity to 

increase motivation.

3



Make sure your triggers are 
noticeable, concrete & timely.

4
Make sure your triggers are noticeable, concrete & timely. Seek Kairos



If you can't change the actual 
experience change the 

perception of the experience.

5
If it's hard. Make it look easier. Break into smaller steps and make those steps more enjoyable.



Engineer variable rewards to  
build habits. 

6



Build feedback loops to 
encourage repetition over time 
& make behaviors automatic.

7



Any Questions?



Thank You.


