


the general class of technology that has the explicit pur-
pose of changing human attitude and behaviours.

definition:



An affordance is a quality of an object, or an environment, 
that allows an individual to perform an action.
The theory of affordances was outlined by the ecological 
psychologist James Gibson (1979) and developed by Don-
ald Norman (1988), focusing primarily on users’ percep-
tions of the affordances available to them.

affordance



do artifacts have politics?
<the designer, instead of simply making an object or a 
thing, is actually creating a persuasive argument that 
comes to life whenever a user considers or uses a product 
as a means to some end> (Buchanan, 1989)



Motivations: pleasure/pain + hope/fear + social acceptance/
rejection
Ability: Time + Money + Physical effort + Brain Cycle + So-
cial deviance + Non-routine
Triggers: Sparks + Facilitators + Signal

persuasive technologies by b.j. fogg



design with intent toolkit
Design for Behaviour Change by Dan Lockton, David Har-
rison, Neville A. Stanton at Brunel University, London, Uk

www.designwithintent.co.uk





Enabling behaviour: Enabling ‘desirable’ behaviour by 
making it easier for the user than the alternatives 
Motivating behaviour: Motivating users to change behav-
iour by education, incentives and changing attitudes
Constraining behaviour: Constraining users to ‘desirable’ 
behaviour by making alternatives difficult or impossible

what sort of behaviour?



Arrange elements to affect how people use them—it can 
involve simply positioning elements (functions, buttons, 
etc) in sequence, hiding elements so they are only available 
for interaction in that sequence, or designing paths to con-
verge or diverge intentionally

they are effectively about using the structure of systems

positioning & layout

architectural lens



Use materials individually or in combination, chosen for 
particular properties which influence or affect user behav-
iour—e.g. comfortable chairs to encourage visitors to sit 
down, uncomfortable café seating to discourage long stays

material properties

they are effectively about using the structure of systems
architectural lens



segmentation & spacing
Break up a system into multiple elements, spaced strategi-
cally to influence how a user can interact with them

they are effectively about using the structure of systems
architectural lens



Use angled elements in a system to influence interaction, 
e.g. by making it easier or more difficult for some actions 
to occur than others. Also known as ’slanty design’ (Russell 
Beale).

orientation

they are effectively about using the structure of systems
architectural lens



Simply remove system elements or cues which allow or 
encourage particular behaviours you don’t want to happen, 
or which would allow a user to proceed without thinking

removal

they are effectively about using the structure of systems
architectural lens



Dynamic system elements which move to guide users 
through a process or present things/functions to users in 
the order they should experience them – e.g. a conveyor 
belt in a factory or sushi bar

movement & oscillation

they are effectively about using the structure of systems
architectural lens



Choose ‘good’ default settings and options, since many us-
ers will stick with them, and only change them if they feel 
they really need to

defaults

The Errorproofing Lens represents a worldview treating 
deviations from the target behaviour as ‘errors’ which de-
sign can help avoid, either by making it easier for users to 
work without making errors, or by making errors impos-
sible in the first place.

This view on influencing behaviour is often found in 
health & safety-related design, medical device design and 
manufacturing engineering.

errorproofing lens



Design the system so users have to perform actions in a 
certain order, by preventing the next operation until the 
first is complete: a forcing function

interlock

The Errorproofing Lens represents a worldview treating 
deviations from the target behaviour as ‘errors’ which de-
sign can help avoid, either by making it easier for users to 
work without making errors, or by making errors impos-
sible in the first place.

This view on influencing behaviour is often found in 
health & safety-related design, medical device design and 
manufacturing engineering.

errorproofing lens



Keep an operation going (lock-in) or prevent one being 
started (lock-out) – a forcing function

lock-in & lock-out

The Errorproofing Lens represents a worldview treating 
deviations from the target behaviour as ‘errors’ which de-
sign can help avoid, either by making it easier for users to 
work without making errors, or by making errors impos-
sible in the first place.

This view on influencing behaviour is often found in 
health & safety-related design, medical device design and 
manufacturing engineering.

errorproofing lens



Introduce an extra step, either as a confirmation (e.g. an 
“Are you sure?” dialogue) or a ‘speed-hump’ to slow a pro-
cess down or prevent accidental errors – another forcing 
function

extra step

The Errorproofing Lens represents a worldview treating 
deviations from the target behaviour as ‘errors’ which de-
sign can help avoid, either by making it easier for users to 
work without making errors, or by making errors impos-
sible in the first place.

This view on influencing behaviour is often found in 
health & safety-related design, medical device design and 
manufacturing engineering.

errorproofing lens



Design elements so that they can only be used in particular 
contexts or arrangements

specialised affordances

The Errorproofing Lens represents a worldview treating 
deviations from the target behaviour as ‘errors’ which de-
sign can help avoid, either by making it easier for users to 
work without making errors, or by making errors impos-
sible in the first place.

This view on influencing behaviour is often found in 
health & safety-related design, medical device design and 
manufacturing engineering.

errorproofing lens



Design systems which partially correct errors made by the 
user, or suggest a different action, but allow the user to 
undo or ignore the self-correction 

partial self-correction

The Errorproofing Lens represents a worldview treating 
deviations from the target behaviour as ‘errors’ which de-
sign can help avoid, either by making it easier for users to 
work without making errors, or by making errors impos-
sible in the first place.

This view on influencing behaviour is often found in 
health & safety-related design, medical device design and 
manufacturing engineering.

errorproofing lens



Use the size of ‘portion’ to influence how much users con-
sume: unit bias means that people will often perceive what 
they’re provided with as the ‘correct’ amount

portions

The Errorproofing Lens represents a worldview treating 
deviations from the target behaviour as ‘errors’ which de-
sign can help avoid, either by making it easier for users to 
work without making errors, or by making errors impos-
sible in the first place.

This view on influencing behaviour is often found in 
health & safety-related design, medical device design and 
manufacturing engineering.

errorproofing lens



Detect and provide warning feedback (audible, visual, tac-
tile) if a condition occurs which the user would benefit 
from fixing (e.g. upgrading a web browser), or if the user 
has performed actions in a non-ideal order

conditional warnings

The Errorproofing Lens represents a worldview treating 
deviations from the target behaviour as ‘errors’ which de-
sign can help avoid, either by making it easier for users to 
work without making errors, or by making errors impos-
sible in the first place.

This view on influencing behaviour is often found in 
health & safety-related design, medical device design and 
manufacturing engineering.

errorproofing lens



Self-monitoring can involve real-time feedback, so that the 
‘correct’ next step can immediately be taken, but in other 
contexts, ‘summary’ monitoring may also be useful, such as 
giving the user a report of behaviour and its efficacy over 
a certain period. Over time, this can effectively ‘train’ the 
user into a better understanding of the system

self-monitoring

The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens



Suggest a behaviour to a user at the ‘opportune’ moment, 
i.e. when it would be most efficient or the most desirable 
next step to take

kairos

The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens



Using ‘shortcuts’ to remove cognitive load from the user
reduction

The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens



Tailor / personalise the information displayed or the way a 
system responds to individual users’ needs / abilities / situ-
ations, to engage users to interact in the intended way

tailoring

The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens



tunnelling
a user ‘agrees’ to be routed through a sequence of pre-
specified actions or events; commitment to following the 
process motivates the user to accept the outcome

The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens



Use the form of an object itself as a kind of interface, pro-
viding the user with feedback on the state of the system, 
or cues/suggestions of what to do next. It could be visual 
changes to the form, or haptic (i.e. sensed through touch)

feedback through form

The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens



The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens

Provide a simulation or ‘feedforward’ showing users what 
consequences particular behaviours will have, compared 
with others: make cause and effect clearer to users

simulation & feedforward



operant conditioning
Operant conditioning means reinforcing or ‘training’ par-
ticular user behaviour by rewarding it (or, indeed, punish-
ing it).

The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens



Respondent conditioning, also known as classical condi-
tioning, can be applied to influence behaviour through 
helping users subconsciously associate particular actions 
with particular stimuli or settings, and responding accord-
ingly: basically, developing habits which become reflexes

respondent conditioning

The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens



“I like my Mac because it’s so friendly”
computers as social actors

The Persuasive Lens represents the emerging field of per-
suasive technology, where computers, mobile phones and 
other systems with interfaces are used to persuade users: 
changing attitudes and so changing behaviour through 
contextual information, advice and guidance. 

The patterns here are based mainly on ideas from BJ 
Fogg’s Persuasive Technology.

persuasive lens



Design certain elements so they’re more prominent, obvi-
ous, memorable or visible than others, to direct users’ at-
tention towards them, making it easier for users to pick up 
the message intended, or pick the ‘best’ options from a set 
of choices

prominence & visibility

The Visual Lens combines ideas from product semantics, 
semiotics, ecological psychology and Gestalt psychology 
about how users perceive patterns and meanings as they 
interact with the systems around them. 

visual lens



Use design elements from a context the user understands 
in a new system, to imply how it should be used; make it 
easy for users to understand a new system in terms they 
already understand

metaphors

The Visual Lens combines ideas from product semantics, 
semiotics, ecological psychology and Gestalt psychology 
about how users perceive patterns and meanings as they 
interact with the systems around them. 

visual lens



Perceived affordances are what it looks like we can do with 
something. A button looks like we should push it; a door 
with a handle looks like we should pull it, whereas a door 
with a plate looks like we should push it

perceived affordances

The Visual Lens combines ideas from product semantics, 
semiotics, ecological psychology and Gestalt psychology 
about how users perceive patterns and meanings as they 
interact with the systems around them. 

visual lens



Presenting items in an implied sequence suggests to users 
that they should be used / experienced in order

implied sequences

The Visual Lens combines ideas from product semantics, 
semiotics, ecological psychology and Gestalt psychology 
about how users perceive patterns and meanings as they 
interact with the systems around them. 

visual lens



possibility trees
Possibility trees show users what routes they can follow 
to achieve a goal, or what results different behaviours can 
lead to

The Visual Lens combines ideas from product semantics, 
semiotics, ecological psychology and Gestalt psychology 
about how users perceive patterns and meanings as they 
interact with the systems around them. 

visual lens



In this context, watermarking means making the owner-
ship (or background) of something evident to users. If 
people feel they own a device, through some kind of per-
sonalisation or acknowledgement that it’s theirs, they will 
often use it differently to when it seems like it belongs to 
someone else.

watermarking

The Visual Lens combines ideas from product semantics, 
semiotics, ecological psychology and Gestalt psychology 
about how users perceive patterns and meanings as they 
interact with the systems around them. 

visual lens



Users will tend to perceive that design elements (buttons, 
controls etc) which look similar, or are arranged together, 
will have similar functions or work together as a group 
(Gestalt proximity and similarity)

proximity & similarity

The Visual Lens combines ideas from product semantics, 
semiotics, ecological psychology and Gestalt psychology 
about how users perceive patterns and meanings as they 
interact with the systems around them. 

visual lens



Use colour and visual contrast to influence users’ percep-
tions and moods, suggest associations between particular 
behaviours and outcomes, and cause users to notice impor-
tant elements or information (remembering that colour-
blindness affects many millions of users, and so has impli-
cations for designers)

colour & contrast

The Visual Lens combines ideas from product semantics, 
semiotics, ecological psychology and Gestalt psychology 
about how users perceive patterns and meanings as they 
interact with the systems around them. 

visual lens



Users will often decide what to do based on what those 
around them do (the conformity bias), or how popular an 
option is

social proof

The Cognitive Lens draws on research in behavioural eco-
nomics and cognitive psychology looking at how people 
make decisions, and how this is affected by ‘heuristics’ and 
‘biases’.

cognitive lens



Present choices to a user in a way that ‘frames’ perceptions
framing

The Cognitive Lens draws on research in behavioural eco-
nomics and cognitive psychology looking at how people 
make decisions, and how this is affected by ‘heuristics’ and 
‘biases’.

cognitive lens



Users often feel obliged to return ‘favours’: design systems 
which encourage users to trade or share information or 
resources

reciprocation

The Cognitive Lens draws on research in behavioural eco-
nomics and cognitive psychology looking at how people 
make decisions, and how this is affected by ‘heuristics’ and 
‘biases’.

cognitive lens



Get users to commit in some way to an idea or goal; they’re 
then more likely to behave in accordance with this to ap-
pear or feel ‘consistent’

commitment & consistency

The Cognitive Lens draws on research in behavioural eco-
nomics and cognitive psychology looking at how people 
make decisions, and how this is affected by ‘heuristics’ and 
‘biases’.

cognitive lens



Design ‘affective’ products and systems to evoke emotional 
response as a way of engaging users and influencing atti-
tudes and behaviours

affective engagement

The Cognitive Lens draws on research in behavioural eco-
nomics and cognitive psychology looking at how people 
make decisions, and how this is affected by ‘heuristics’ and 
‘biases’.

cognitive lens



Many users will behave as suggested by an ‘authority fig-
ure’ or expert even if that behaviour is outside what they 
would consider normal; systems can be designed to make 
use of this effect

authority

The Cognitive Lens draws on research in behavioural eco-
nomics and cognitive psychology looking at how people 
make decisions, and how this is affected by ‘heuristics’ and 
‘biases’.

cognitive lens



Whether scarcity is real or not in a situation, if it’s per-
ceived to be, users may value something more, and so alter 
their behaviour in response: design systems strategically to 
emphasise the scarcity of a resource

scarcity

The Cognitive Lens draws on research in behavioural eco-
nomics and cognitive psychology looking at how people 
make decisions, and how this is affected by ‘heuristics’ and 
‘biases’.

cognitive lens



If people think others can see what they’re doing, they of-
ten change their behaviour in response, through guilt, fear 
of censure, embarrassment or another mechanism

surveillance

From a designer’s point of view, this can be an ‘unfriendly’ 
– and in some circumstances unethical – view to take, ef-
fectively treating users as ‘guilty until proven innocent’.

security lens



Use (or removal) of ambient sensory effects (sound, light, 
smell, taste, etc) to influence user behaviour

atmospherics

From a designer’s point of view, this can be an ‘unfriendly’ 
– and in some circumstances unethical – view to take, ef-
fectively treating users as ‘guilty until proven innocent’.

security lens



the threat of damage (or injury) lies behind many measures 
designed to influence behaviour, from tyre damage spikes 
to barbed wire, electric fences, shards of glass cemented 
into the top of walls, and so on.

threat of damage

From a designer’s point of view, this can be an ‘unfriendly’ 
– and in some circumstances unethical – view to take, ef-
fectively treating users as ‘guilty until proven innocent’.

security lens



‘What you have’ relies on a user possessing a certain tool or 
device to enable functionality or gain access.

what you have

From a designer’s point of view, this can be an ‘unfriendly’ 
– and in some circumstances unethical – view to take, ef-
fectively treating users as ‘guilty until proven innocent’.

security lens



‘What you know or can do’ relies on the capabilities of us-
ers – some information or ability which only a subset of 
users can provide

what you know or can do

From a designer’s point of view, this can be an ‘unfriendly’ 
– and in some circumstances unethical – view to take, ef-
fectively treating users as ‘guilty until proven innocent’.

security lens



Design based on ‘who you are’ intends to allow or prevent 
behaviour based on some criteria innate to each individual 
or group – usually biometric – which can’t be acquired by 
others

who you are

From a designer’s point of view, this can be an ‘unfriendly’ 
– and in some circumstances unethical – view to take, ef-
fectively treating users as ‘guilty until proven innocent’.

security lens



Systems which alter the options available to users based 
on their current / past behaviour are increasingly easy to 
imagine as the technology for logging and tracking actions 
becomes easier to include in products

what you’ve done

From a designer’s point of view, this can be an ‘unfriendly’ 
– and in some circumstances unethical – view to take, ef-
fectively treating users as ‘guilty until proven innocent’.

security lens



‘Where you are’ security selectively restricts or allows a 
user functions based on a user’s location

where you are

From a designer’s point of view, this can be an ‘unfriendly’ 
– and in some circumstances unethical – view to take, ef-
fectively treating users as ‘guilty until proven innocent’.

security lens


