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Introduction


Why we wrote these guides

“We have this new product, but we’re not sure how to price it. How do we get the most users but still get paid?”

“We asked our users what they wanted and they clearly said they wanted this feature, but active use hasn’t improved. What now?”

“We have a good core base of users, but they aren’t referring us to friends. How do we get more of them to love us?”

As a product manager, designer, marketer or engineer, you have undoubtedly asked yourself one of the above questions. In order to figure out the answers to these questions, the marketer or engineer may dive into the site analytics or do SQL queries on actions. The product manager may call a few users in for a quick user research session. Sometimes, there is a cross-functional squat team created. This group will sit together in a room and brainstorm potential solutions until the most reasonable and feasible idea is agreed upon by a majority (or at least by the decision maker).

Sound familiar?

As people who create experiences for other people, we work incredibly hard to create and improve these experiences. Sometimes, it feels like trial-and-error, a series of guesses and checks. No matter how many blog posts by successful founders you read, customers you talk with, frameworks you deploy, it never feels like there is an easy answer.
That’s because it is hard. In order to create a product that people use and love, we have to really understand our user. We have to understand how this person makes decisions. We must have a sense of what motivates them to try something new. We need to know their world well enough to create things and experiences that would improve it.

To make things even more difficult, these users have busy lives. They are preoccupied with their jobs, their friends, their kids, their social media feeds. Just like you, they feel like there is never enough time to do everything they want to. It would be nice to think that the user cares about us as much as we care about them. Is this really the case? Of course not. But somehow, we’re hoping to create an experience they use every day, maybe even multiple times a day.

Given these challenges, how should product managers, marketers, designers and engineers attempt to build experiences that people use and love? We’d like to argue in these books that everyone should take the shortcut. Wait, there’s a shortcut? Yes! There’s a shortcut.

It’s called Social Science. Academics around the world study how people make decisions. They run controlled studies around choice architecture. They pit two incentive plans against each other, head-to-head. They ponder the true price of “free.” Information on how your customer makes decisions is being published, debated and refined right now.

And yet...the product manager makes a decision about a feature after talking with only five users. The designer uses their intuition to create a landing page or a sign-up flow. When have you ever heard of a designer being asked if there was current research to support his or her decision to redesign the first page of an application? Have you ever heard a marketer explain his brand positioning proposal using theories of loss aversion?

The likely answer to these questions is that you haven’t experienced this—yet. We’d like to argue that the current approach to solving product and marketing problems within companies is just irresponsible. It’s a colossal waste of time. Every team is reinventing the behavior wheel. Every team is rethinking how to influence behavior and starting from scratch.

The purpose of these workbooks is not to preach the benefits of testing. We assume you know them already and are doing some testing. The purpose of these books is to help you come up with ideas for what to test. The purpose of these workbooks is to help you take the shortcut by making the immense amount of existing knowledge about how your customer makes decisions easily accessible.

To do this, we combed through the academic journals that no one but academics enjoys reading and pulled out the most relevant research.

Things to keep in mind:



	This is not an exhaustive review of the research; it is, however, a nice summary of principles that you can test in your product.

	We call this a shortcut. This is not “the answer.” The academic research provides insights that will help you speed up your development process, but we still encourage you to test new ideas and in particular to test how the different ideas play out in your domain and application.

	These books require thinking (what?!). There is no framework that works every time when it comes to the human mind. Instead, we have to understand the environment and create a specific intervention. This is not drag-and-drop stuff.



After reading these books, you should start viewing yourself as the choice architect at your company. You should take care to shape your users’ decisions by selecting the environment where the decisions are made, and through the experiences that you create.









Understanding the Workbooks

We often think people are motivated by grand goals and visions: 
 A great retirement
 A bikini body
 An amazing relationship
 Saving the environment

We all want these things. In fact, it’s hard to imagine someone who doesn’t want their life to be filled with such great achievements.

So then why are we so bad at taking the tiny steps toward these bigger goals? Some people say it’s because they don’t know what to do. If this was truly the case, then the solution is quite simple: We should give them instructions and information. If we tell people how to conserve energy, lose weight or save money, everyone should be able to reach their goals. This is the standard approach to behavior change.

There’s just one problem: It doesn’t work.

Financial programs that have tried to help people save money have used the “give them information and they’ll make the right decision” approach for decades. Typical applications in this space show their users how much they could have saved if they made different decisions. They provide users with beautifully-designed pie charts that show them much money they spent on coffee last year and tell them about the benefits of saving money for their future financial well-being.

But does increasing the knowledge available to people about their financial life actually help them make better decisions? The results are a surprising, resounding, and depressing “no.” In a recent meta-study, researchers looked at over 200 programs that were designed to increase financial literacy to see whether or not they were effective in getting people to save money.

The biggest effect across all of these programs was about 6% improvement. Given all the work put into the program, this is disappointingly low. To top it all off, these interventions were the least effective for people who needed them the most—low income individuals and their effectiveness was reduced over time.

If educating people about the benefits of money management isn’t the right way to improve our financial well-being, then what should we do? We’ll get to that shortly.
What about other domains? Is information equally ineffective in the realm of health/ wellness and environmentalism?

To answer this, we only have to look to New York City. In 2009, the city passed a law requiring all fast food restaurants to prominently display calorie information, so that people could make more informed decisions about their health. Do you think that this lowered the amount of fast food that people ate? In short, no. A few studies found slight decreases in consumption, but a majority found no change in caloric consumption before and after calories were posted on the menu. As you might expect, it is a surprise to no one that McDonald’s Big Mac is calorically dense.

Once again, knowledge doesn’t necessarily translate into better behavior.
We all know that things like texting while driving are dangerous, but that doesn’t stop us from doing them. Responding to a text now is more rewarding than keeping our hands on the wheel and watching the road—at least, it is in the short term. Even though the action poses a huge and costly risk, we discount its importance since the allure of instantaneous pleasure is too seductive.

In every area of our lives, there is a gap between what we know we should be doing and what we actually end up doing. And rarely is knowledge the limiting factor. It’s something else. So what is it?









Here are the (real) barriers


	There is friction
Lifting our finger to change the remote doesn’t seem like a big deal, but the people who program TV shows know that it is! After one TV show ends, TV-programmers know that you are likely to continue watching the next show. Lifting an index finder (or clicking your mouse) to change the channel is actually a barrier for action.

	The pain of acting now overshadows delayed benefits
The short term is more powerful and enticing. Even if we have meaningful long term financial goals, we have to make many small decisions each day. A far-off goal is unlikely to change our day-to-day behavior. Having a hot cup of coffee right now is much more pleasurable than possibly reaching one’s financial goals in 30 years.

	We don’t think about the benefits at the right time
One Big Mac won’t cause you to buy bigger jeans. The effect of many actions is hidden and subtle; it only becomes obvious when it accumulates over time.

	People don’t agree it’s a good idea
Before hockey helmets were required or seat belts were made mandatory in cars, many people didn’t think that these safety measures were a good idea. In order to influence behavior, policy and social pressure had to be used to get people to protect their lives.



The takeaway?

Knowledge is about tomorrow. In the now, we’re driven by the environment we currently live in. The major theme, and arguably the biggest principle within behavioral economics, is that environment determines our behavior to a large degree, and to a larger degree than we intuitively predict.

Another piece of bad news is that the environment isn’t doing us any favors.

You walk into Dunkin’ Donuts. What’s the first thing you notice? Probably the overwhelming and enticing smell of fried goodness. It doesn’t matter how much sugar and fat is contained in that round, carb-laden piece of doughy heaven as soon as you
catch a whiff of that hypnotic fragrance. Good luck sticking to your diet.

The most extreme proof of how the environment has negatively impacted our lives can be seen by looking at the causes of death in modern times. About one hundred years ago, more or less 10% of our mortality was determined by our own agency; that is, bad human decisions. These days, about 40% of human mortality is caused by or aided by the bad decisions that we continuously make. Heart disease, cancer, diabetes. Basically, as we invent more technology, we also invent more ways to kill ourselves.

The good news is that we are the ones who design the environment. As the people who design almost everything around us, we also have a large influence on how other people behave. As choice architects, we can design environments that will help people make better decisions.

So, how can we do this? How do we build environments that change human behavior for the better? What’s the formula?

Unfortunately, there is no single magic formula, but there is a systematic approach based upon robust scientific findings. These workbooks cover the behavioral science literature and give you various ways to influence the environments of the people whose behavior you’re trying to change. However, every environment is different, and little details matter. Because of this, we can’t give you a set of cookie cutter tips and tricks guaranteed to solve every problem. Just because a technique worked with app A, doesn’t mean it will also work with app B, and just because it worked very well to get people to eat better it doesn’t mean it will also work with safe driving.

Our approach is to give you a set of tools that you can pick and choose from. You’ll come away with many different ideas, ones that you should test in a systematic manner (even if A/B testing isn’t always an option). It is our hope that you will go through these guides and apply the fundamental insights and findings of Behavioral Economics to your work and life. If you internalize these perspectives, you’re likely to come up with some useful solutions to your problems.









Getting tangible

Before we jump into the workbooks, let’s look at the problem of global warming to show how the workbooks can be used to come up with compelling solutions.

Question: How can we make people act as if they care about the future of the planet?

We know that simply giving people information about how destructive global warming can be is usually not enough to spur them to action (with an important exception – those living in the Peoples’ Republic of Berkeley). If education is ineffective, how else might we get people to take appropriate action?

First, we’ll identify the barriers that would prevent us from acting in a way that would reduce global warming.

1. There is a lot of friction involved.

Let’s take the example of using less energy in our home. One could argue that if everyone used less energy at home, that would be a great start. But this requires work. At the very minimum, it would require us to frequently regulate our thermostat to account for time of day, temperature, and seasons. We also have to remember to adjust the thermostat right before we leave the house. If we remember only after we’ve left, it’s too late.

It’s hard to imagine that simply instructing people to do this, explaining the environmental benefits, or even showing them the financial savings would motivate someone to remember to adjust their heat and air conditioning systems at the required frequency.

How can we make adjusting the thermostat the path of least resistance, the one of least friction?

We start by acknowledging that people have very busy schedules, with many thought-intensive tasks, and that adjusting the thermostat is a burden. Every additional step along the way makes the path for good behavior difficult, and the outcome less optimal
With this perspective, we want to think about each step, as small as it might be, and see if there is a way to eliminate it, delay it, simplify it, or make the desired behavior the default. The friction involved in this example is knowing when to adjust your thermostat, remembering to do it, and actually doing it.

As a friction-reducing alternative, a software-based thermostat called Nest Protect will do this all for us. Nest Protect eliminates user error and extra work with smart controls that automatically turn down the temperature at set intervals. The interface makes it easy to control remotely so we don’t have to remember this chore as we walk out the door. It also provides us with real-time feedback on our energy usage, which is a much better alternative to deciphering a confusing monthly utility bill.


To learn more about this, read the Path of Least Resistance workbook.



2. The pain of acting now overshadows delayed benefits

Hyperbolic discounting is the idea that the present looms largest in our decision making, while the future is significantly discounted and as a result it is not that motivating. To illustrate this point, imagine that we asked a group of individuals to choose between a small box of very good chocolates today or a larger box of the same chocolates in a week. When we ask this for real, most people choose the small box today. In contrast, when we ask people if they’d rather receive a small box of these amazing chocolates in a year or a large box of the same chocolates in a year and week, now most people choose the large box. When options are far off in the future, we’re able to make better decisions (it is worth while to wait another week for a larger box of these chocolates). But, when we make choices that affect our present, emotions rules strong (I really want this chocolate right now), and we make myopic choices that satisfy the moment at the cost of our overall interests.

We can see hyperbolic discounting everywhere. This is why we over eat, under save, text and drive, and overspend. Hyperbolic discounting is also apparent in our Netflix viewing habits. Our options may include plenty of history documentaries and artsy classics, but when we have to pick a movie right now, we frequently choose the lowbrow action-packed thriller or blockbuster comedy hit.

But back to the global warming question: We will need to create some immediate benefits tied to taking action to reduce global warming. If we rely on future benefits, the perceived value of the benefit will not be enough to cause anyone to take immediate action.
How can we create immediate benefits tied to reducing global warming?

Dartmouth College built real-time energy displays to show energy usage in student dorms. The catch? The main energy display linked the health and happiness of an animated polar bear to the level of energy usage.

Global warming is often seen as a vague, abstract problem that has consequences that are very far off; it’s easy to think that one person’s action can’t make a dent in this issue. But at Dartmouth, if students didn’t turn off their lights, the animated polar bear in the display would appear to begin drowning. The polar bear created an emotional connection between energy used and the impact on the environment. The animated polar bear energy display, combined with competitions to “save the polar bear,” reduced usage by 10% in dorms that used the polar bear.


To learn more, please refer to these workbooks: Emotion, Concreteness, and Relativity.



3. People don’t think about the benefits at the right time

Having the knowledge or expertise needed to do something is a benefit, but it comes down to knowing when to do the right thing that really makes all the difference.
For example, we might remember that it‘s always a good idea to save money, but do we think about our budget every time we’re tempted to buy something? We know we’re on a diet, but do we always remember that when we walk by the box of donuts in the office kitchen?

For our global warming problem, this means we should work on making the benefits clear at the moment of the decision rather than hope that people will remember at the right (or later) time.

How can we make the benefits of preventing global warming clear at the point of decision?

We could try what one fitness company did in order to help your waistline as well as the environment. In order to encourage you to walk more and forgo transportation, the company took over the display ad at local bus stops and integrated a working scale into the bust stop bench. If you sat down on the bus stop bench, your weight would immediately be displayed in the digital ad. This ad was a strong, visual and very public motivator to immediately encourage more people to walk (yes, it is cruel – but effective).
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div class="callout-box">￼
￼To learn more, check out the following workbooks: Social Proof, Loss, and Incentives.

4. People don’t agree it’s a good idea

If people don’t believe that global warming is real, then we’ll need to find other benefits to tie to the desired behavior. This is called reward substitution. By creating a new benefit and removing the focus from the behavior itself, people are more likely to perform the desired behavior. For example, points, money, and social benefits can motivate people to change their behavior. You can also use reward substitution to shape behavior over time and create habits.

How can we create an incentive that motivates people to act as though they are concerned about global warming?

Let’s ask Prius owners. The social status that comes with owning a Toyota Prius can be a strong incentive to purchase one. Generally, when you own a Prius, you don’t just own just any old car; you also own the identity of an environmentally-conscious consumer.

The Prius is a visible signal of environmentalism that is hard to ignore. People can easily see us driving and recognize our devotion to the environment. The Prius, and by extension, Toyota, has succeeded in giving people a status-driven incentive to be globally-minded citizens.


To learn more, check out the Incentives workbook.



As choice architects, we are able to design environments that can help the world solve
big problems. The first step is to understand the environment.









How should you use these books?

Start with the Key Behavior workbook. This will help us identify what behaviors you will focus on in the remainder of the workbooks. If you’re doing these workbooks as a team exercise, discuss what behaviors you’d like to address together before diving into the other books. Agreeing on what user behaviors you’d like to tackle beforehand will also help you make better use of this workbook.

Next, try the Path of Least Resistance workbook. The first step in getting your users to perform a key behavior is to eliminate all possible sources of friction.

After this, we look at ways to create immediate benefits and get your users to think about benefits at the right time. These issues are addressed in the Social Proof, Loss Aversion, Emotion, Concreteness, and Relativity workbooks. At the end of each book, we’ll ask you how you can best apply the principle to encourage your desired behavior.

After reviewing each of the workbooks, you’ll also have a list of potential interventions for you and your team to prioritize for testing.

Last but not last, the Incentive workbook will help you understand motivation strategies that can further catalyze behavior change. We’ll go over how to use incentives such as points, money, things, and status.

After you’ve optimized your user experience, we’ll talk about how you extract value—in the pricing workbook we will review the psychology of money and give some guidelines for what you should / can charge for your product or experience. We’ll reflect on many of the principles covered, all of which are intrinsic to designing the optimal pricing system. ,

We hope that you will enjoy these workbooks and find them useful (or least that you
will find them 50% as useful as we imagine that they are).









￼About the Team
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Key Behaviors


The start of it all

The first step in changing behavior is understanding which behavior we want to change.
This seems obvious. Simple.

However, it’s important to be explicit about it, and to prioritize. We often think about the goals we want, but not about the details of how we’re going to get there.

Mistake #1: Thinking about the outcome instead of the behavior For example, an extremely common desired behavior is “greater retention”.

However, this isn’t a behavior.

It’s the outcome of specific user behaviors.

￼For example, some behaviors in Instagram are:

	Following users

	Liking photos

	Taking photos

	Commenting on photos

	etc.




Mistake #2: Thinking about the big picture instead of the details People often write out vague desired behaviors, such as: “get people to eat better.”

This behavior is too large. Break it down.

In this case, some better behaviors would be:



	Buy vegetables

	Drink water

	Throw candy away 

	Eat fruit

	Eat breakfast

	Eat a salad



See the difference? Good.

Now, before determining our key behaviors, we’re going to think a bit about who our target audience is. We’ve found that this is the best way to come up with an accurate, comprehensive list of key behaviors.









Exercise 1: Who is our ideal user?

Behaviors don’t occur on their own - they always are performed by someone or something. We’ve found that it helps to think about the WHO (the user) before thinking about that WHAT (the behavior). Let’s jump in.

1. Who is our ideal customer? Let’s take some time to imagine him/her.



	Where do they live? 

	What are their hobbies? 

	What’s their occupation? 

	What’s their age?



Use the form to write out your answer.









Our Ideal User

Their age:  

Where they live: 

Their hobbies: 

Their occupation: 

Anything else? 


Now that we have a clear vision of who our ideal user is. Let’s imagine him/her using our application. Why, exactly, do we consider this person ideal? It’s probably because of the behaviors he/she is doing.

2. How do we want this ideal customer to behave?

What specific behaviors do we want him/her to do?

￼For example, an ideal Instagram user would...

	Follow a lot of other users
 
	Take a lot of photos

	Like a lot of photos

	 Geotag his/her photos




Let’s take some time to write down five ideal behaviors of our own: 1. 

2. 

3. 

4. 

5. 

Okay - let’s look at our list of key behaviors and ask the question: 

Why don’t our users do these things now?

We want you to visualize your target market’s daily routine and think about whether there are any issues that would prevent them from performing these behaviors.

For example, is your target user-group very busy? They might not have the time to do a lengthy setup process.

Now, write down some barriers for each of your Key Behaviors

Behavior 1:


Barriers 1:


Behavior 2:


Barriers 2:


￼Behavior 3:


Barriers 3:


Behavior 4:


Barriers 4:


Behavior 5:


Barriers 5:


Now that we have our list of Key Behaviors, and barriers, we’re going to prioritize it.

Re-write your list below and put a #1 next to your most important behavior, #2 next to your second most important behavior, and so on...

This will give us an actionable list of the behaviors we want our users to perform.

1.

2.

3.

4.

5.
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Great job!

 

In the coming workbooks, we’ll teach you specific psychological tactics that will allow you to get rid of the barriers in front of your key behaviors, so that you can effectively get your users to perform them.

 

Let’s go to Workbook 2, shall we?
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The Path of Least Resistance


Everyday Laziness

You go into your nearest Best Buy to shop for a stereo. There are tons of choices, but there is a remarkably good deal on display. The system normally costs $500, but there’s a $200 mail-in rebate, which brings the cost down to an amazing $300. You decide to go for this deal, and bring home an amazing new stereo system this evening.

[image: ]

At some point, you’re supposed to go online, print and fill out the rebate form, cut out the serial number from the stereo box, and include a copy of your receipt. You decide to do it tomorrow. And tomorrow. And tomorrow. Months later, you still haven’t sent in your rebate form—it’s slipped your mind at this point. It isn’t really hard to do, but it’s clearly not the Path of Least Resistance. The simplest thing is to do nothing. The stereo company, like so many others, takes advantage of the Path of Least Resistance every day with rebates like this, so that we pay full price, even if at the time of the purchase we feel as if we’re getting a deal.
Let’s look at another example of the Path of Least Resistance.

You go into a pizza shop to place an order for dinner. There is only one option: supreme, which has every ingredient on it. The cost is $30 for a Large. You’re told, however, that you can get rid of ingredients on the pizza, which would bring the cost down.

You decide to get rid of a few toppings, but still walk out of the store with an eight-topping pizza that comes out to $25.

Now, let’s imagine another scenario. You walk into a pizza shop and are told that the standard option is a large cheese pizza for $17, but you can add as many toppings as you want. You add two toppings and leave the store with a $19 large pizza.

This is, roughly, what a number of researchers from the University of Iowa did in 2002. They wanted to see whether or not they could harness the power of the Path of Least Resistance (in the form of defaults) to cause their experimental subjects to purchase expensive, fully loaded pizzas. When subjects began with a fully loaded pizza, they ended up spending a lot more, since they stuck closely to the original pizza toppings. However, when they started with a basic cheese pizza, they too stuck closely to the original pizza toppings, and ended up spending much less. In both cases, they chose the Path of Least Resistance.1

[image: ]

The Path of Least Resistance shows that we are all lazy. It takes effort to think and make a decision. When we don’t have to expend that extra energy, we usually don’t. However, the troubling nature of the Path of Least Resistance runs deeper than mere laziness. It highlights the fluid and ethereal nature of our desires—it shows us that, in many circumstances, we don’t know what we want. And when we don’t know what we
want, we let the environment decide for us.

This runs contrary to the worldview that most of us have. Most of us believe that we have stable and clear preferences. We like Coca-Cola. We’re BMW people, not Mercedes fans. But while we do have likes and dislikes, our preferences are much less stable than we presume. They fluctuate in the moment and are highly dependent on the contexts in which we make decisions.

Environment matters. The good news is that if we can shape the environment, we can shape preferences and the decisions people make. All the guidebooks we have created are filled with different ways you can change environments to change preferences and therefore behavior. Out of all the different ways you can change the environment, creating a Path of Least Resistance that encourages your behaviors is the simplest and, perhaps, the most effective.

We can define the Path of Least Resistance as the behavior that is most easily done in a given environment. It is the behavior that has the fewest number of obstacles ahead of it. Obstacles create friction, and the Path of Least Resistance is the route with the smallest amount of friction.

This guide is about friction and all of the different ways it’s created, can be reduced, and ultimately be eliminated.









The Causes of Friction

Decisions create friction.

Choosing between a number of different options is hard, and that increased mental effort often deters us from making a decision.

In 2000, Sheena Iyengar and Mark Lepper performed a clever experiment showing that increasing the complexity of a choice decreases the probability that a choice will be made.2 The choice they studied? Buying jam. When they presented experimental participants with a selection choice of six jams, 30% decided to make a jam purchase. However, when they presented participants with 24 different twenty-four jams, that number fell to 3%. When there were 24 twenty-four jam options, people decided not to choose, and ended up making no decision at all.. They went home without jam.



￼The more complex decisions are, the more exhausting they are.




And, as choices become more complex, we become less likely to make any choice at all.




We pick the Path of Least Resistance.



In addition, those who purchased jam after choosing from the small group of six jams were much more pleased with their decision than those who chose from 24 jams. So, not only does friction make us less likely to make a decision, it also makes us less happy with whatever decision we do make.

Lose-lose.

And this is not the end of friction. In addition to the basic frictions involved in choices (and more so for difficult choices), the more decisions we have to make during the day, the more exhausted we become—making it even harder for us to deal with decisions.  This is called Ego depletion.


￼Another story about the danger of complexity...

As Fidelity reports: "The chance of a worker participating in a savings plan declines as the number of funds increases. For example, an employee with 5 funds in his or her plan has a predicted participation rate of 72%, while one with 35 funds in the plan has a predicted participation rate of 67.5%."On average, each additional 10 investment choices cuts participation rates by 2%.3












Ego Depletion

Ego depletion sounds scary, and it is. It can substantially affect important decisions, whether they’re financial or personal. Experiments have shown that our willpower acts like an exhaustible resource—the more willpower you have to exert early in a work session or in a day, the less you’ll have available later on. In an experiment that illustrates this phenomenon, Roy Baumeister and colleagues asked experiment participants to solve a series of geometric puzzles for as long as they could handle. However, they could stop at any time. One of the experimental groups was given this series of puzzles after they were asked to make a tough decision. The other group did not have to make a decision at all.4

The group that had to make a decision spent much less time persisting in the puzzle solving. For example, one decision-free group in the study spent an average of 25.3 minutes solving the puzzles. The corresponding decision group only spent an average of 13.8 minutes solving the same puzzles. Making a single decision substantially decreased willpower.

As researchers from Columbia have shown, ego depletion can be cleverly manipulated to control purchase decisions. In this case, the researchers worked with a group of car dealers. When potential customers came into the dealerships, the car salesmen would have the customers sit down at a computer to “build a car.” Using a program, each customer would make 67 different decisions about the features they wanted in their new ride—engine type, color, etc. At the end, they would print out the order and submit it for purchase.5

Unbeknownst to the customers, however, the researchers were mixing up the order in which the feature decisions were being presented.

In one condition, the complex features with a large number of different options were presented first, followed by progressively simpler features. In another condition, the simplest features were presented first, followed by the complex features. Finally, the control condition presented the feature questions in a random order.

Each feature question had a default response already selected. For example, the color field of the default might have been white. In the engine field, it might have been 4-cylinder, and so on.

What do you think happened?

A. People in the complex-question-first condition chose the default options more often than the other groups.

B. People in the simple-question-first condition chose the default options more than the other groups.

C. No difference. A car is a very big decision. Purchasers didn’t let defaults determine their decisions.

The answer is A. The people who answered the complex questions first were fatigued by the time they reached later questions and ended up going with quite a few default options. If the car company wanted to push people to spend more, they could place features with high financial impact towards the end, and default them to the priciest option.

Yes, this is kind of twisted, but let’s think about how it can be applied to your product.

If there are certain options you want your users to choose, you place them towards the end of your customization/sign-up process and default to your desired response. If you sufficiently fatigue your users before they have to make these defaulted decisions, they’ll be much more likely to stick with the default.

While this can help you control the purchase decisions of your users, it also has a dark side. As Danzinger et al. found, judges make more favorable parole readings earlier in the day and after snack/lunch breaks than later in the day in each of their deliberation periods. Early in each session, before they've made many decisions, they are able to think more critically and depart from the default decision (rejecting the parole) than they are in each later session. In fact, the percentage of favorable (parole granting) rulings drops from 65% at the beginning of each session to nearly zero towards the end of each session. Facing a judge who’s in a fatigued state can be the difference
between freedom and further incarceration.


￼Tip: If you want your users to really think through something, put it first. After fatigue occurs, you’re not likely going to get much thought from them.



￼

The Two Primary Causes of Friction:

1. Making a decision

2. Complexity, and number of options



Now that we understand the two fundamental causes of friction, let’s think about how we can strategically reduce it to create Paths of Least Resistance.

But first, we have a question for you...

Why do you think that the countries on the right have much greater organ donation rates than the countries on the left?
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A. Denmark, the Netherlands, the UK, and Germany are populated with people that aren't generous (because of cultural reasons).

B. Austria, Belgium, France, etc. are populated with kind, altruistic people that want to help out their fellow countrymen.

C. Random chance.

D. Organ donation is an opt-in choice in Denmark, the Netherlands, the UK, and Germany, but opt-out in the other countries.

If you chose option D, you’re correct.

For Austria, Belgium, etc., being an organ donor is the Path of Least Resistance. Every citizen is opted into the program automatically. They need to exert added effort to withdraw.6

This example presents us with two clear and effective strategies for reducing friction.









1. Give No Choice

The organ donation rates of these countries are a striking example of this. Since choices create friction, the quickest route to a Path of Least Resistance is to get rid of as much choice as possible. This can be done by force: In this case, we would force everyone to be an organ donor, but it can also be done by creating defaults. In the above example, the countries with high organ donation rates defaulted organ donation as a way to encourage their citizens to donate their organs at their time of death.

Other examples of defaults:



	Automatic 401K enrollment7

	Apple defaulting iMessage as iPhone to iPhone message service

	Save More for Tomorrow (program)

	The UK government recently changed the restrictions on porn so that it is, by default, blocked. Internet users need to email their ISPs to turn off the filter.



Defaults are so powerful that that they can get people to literally put themselves through physical agony. In 2013, Gaurav Suri and his colleagues ran an experiment to see exactly how powerful laziness and defaults were in situations of anxiety and pain.8

To do this, they had participants come into their lab and get hooked up to a set of electrodes. The participants were then split into two groups. Both groups were shown two buttons and told what would happen if they pressed them. One button decreased the probability of getting shocked. The other button kept the probability of getting shocked the same —it did nothing.

One of the experimental groups was required to choose and press a button before each potential shock session. The other group was able to press a button before each potential shock session, but it wasn’t required.
What do you think happened?

The group that was required to act (press a button) chose to press the button that reduced the probability of getting shocked almost every single time. The group that wasn’t required to act? They only chose to reduce their shock probability about half of the time.

This shows you the power of human laziness. When required to do nothing, we generally do nothing—even if it means we end up experiencing more pain.



How To Create a Successful Default:


Step 1: Determine the behavior you want.
For example, enrollment in a 401K plan.

Step 2: Automatically choose the desired option for them.





￼Tip: Frame the default as the socially preferred option:

“Most people choose a 4-cylinder engine.” Take advantage of social norms.



In the following examples, we’re going to show you some different forms that defaults can take in digital/web products,

Pre-filled option in a drop-down menu (Example: OkCupid)
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￼Pre-selected options (Example: Hellofax - Defaulting for newsletter)
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￼This can also be done with radio buttons. (Example: Dropbox pricing page)
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Templates (Example: Weebly)
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Automatic, yet reversible, choice (Example: Fitocracy)
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Don’t feel too bad about forcing what you think is best upon your users. As Simona Botti and Sheena Iyengar have shown, being forced to make a specific choice can be emotionally advantageous. In one of their studies, they had subjects choose between a number of undesirable options. They discovered that those who chose between many undesirable options were less satisfied than those who had one of the options chosen for them. In fact, the choosers with more options experienced much greater anxiety and regret.9

Okay. Now let’s move onto friction reduction strategy number two.









2. Give Simpler Choices

As we covered before, the more complex a choice is, the less likely it is to be made. Additionally, the more complex a choice is, the less satisfied we’ll be with our final decision. We should always strive to make the choices of our users less complex.

Here are some ways that you can do this:









Decrease the number of options available

Do you really need to give your users the choice of 20 color options? Can you do with 4 instead? Fewer choices means easier decision-making.









Make the choices more understandable

The harder the question, the more friction it creates, and the more willpower it zaps.

This is why we want to make sure that our language is appropriate for our target users, and that we phrase our calls-to-action and input field questions in the most simple, straightforward manner possible.

Let's use wine as an example: What if, instead of labeling wine with flavors (example: “oaky” or “fruity”), wine labels described their contents in terms of tannins, chemical composition, etc? It would be difficult to know what we should expect, and would likely make it harder for us to come to a confident decision.

While this scenario may seem ridiculous and uncommon, it actually isn’t.

Companies like Apple and HP describe their products in terms of tannins vs. flavors all the time. An iPod or iPad product detail page is filled with storage specifications in gigabytes and screen resolution information in DPI, instead of facts about how many songs the device can store and how easily visible the screen is at arm’s length.

Always describe your product and the choice you’re presenting your users in terms that your users/customers will understand. Any lack of understanding is a barrier to decision-making.








￼Using The Path of Least Resistance for Good: Admissions.

As we know from decades of psychological research, information doesn’t change behavior, the Path of Least Resistance does. Even when it comes to complex decisions like attending college, information doesn’t necessarily help us follow through with our desires. To determine whether or not help with filling out federal financial aid (FAFSA) forms would increase financial aid application rates, and college attendance, researchers worked with accounting firm H&R Block to run an experiment. Researchers split the experimental subjects into three different groups:




	(Help & Information): Group 1 had a large portion of their financial aid application forms pre-filled by H&R Block. They also received information about how much aid they were eligible to receive.

	(Information only): Group 2 was only given the eligibility information. They were encouraged to apply for the financial aid if they were interested.

	(Control): Group 3 was simply given a brochure with generic information about college and financial aid.



What do you think happened?




￼The group that received help with filling out the forms had a substantial boost in college attendance rates. In fact, students from families that received help filling out the financial aid forms were 8% more likely to have completed two years of college. The other groups had no change in their college completion rates.



As a rule of thumb, anything you ask your users to do or think about is considered  friction.

Now that you have an understanding of the two causes of friction and how you can reduce them, we want you to apply these lessons to your sign-up/new user registration process.









Applying These Lessons to Your Product

In the next couple of pages, we’re going to apply some of the lessons we’ve learned to your sign-up flow. However, you can use these tactics anytime you’re asking your users to make a decision. We’re using the sign-up flow as the focus of this exercise because it’s where your users will likely have to make the largest number of decisions at one time.









Step 1

First, we want you to either bring up your sign-up flow or, preferably, print out each page and lay it out on the table in front of you.

... We’re waiting.

We now want you to answer the following question: Is there a way you can default the whole sign-up experience? That is, can you get your users into the full product as quickly as possible, maybe even in a couple of clicks? That would be the ultimate Path of Least Resistance.

If not, we want you to go to your sign-up flow and circle every single input on each page. We're going to determine whether or not each input is:



	Necessary

	Defaultable



Review each input field and ask yourself the following question:

Is this piece of information necessary for users to have a good first experience?

If the answer is no, cross it out. Be brutal.

If you think it is, ask yourself if the hassle of getting them to answer this input field is worth the potential immediate payoff.

After you've done this for each field, we need to determine whether or not we can put in a default for the remaining fields.

For each remaining input field, ask yourself the following:

Is there a specific answer we want for this field? (This is especially true for drop-down menus, radio buttons, and checkboxes.)

If so, let's default the answer to what we want.

For fields that don't have a specific answer that we want, is there a way for us to intelligently pre-fill the field to make the sign-up process easier?

After all of this, let’s consider making the decision simpler. We can reduce the amount of choices or modify the language to help the user understand the trade-offs without seeking additional information.

We don't want to annoy the user or get something blatantly wrong, but we do want to
require as little effort/writing on the user’s behalf as possible.

Great! After you've done this for each of your input fields, you should have a friction-reduced sign-up flow with defaults for the options/answers you want.

Now, we have one more quick thing that we want you to do.

We want you to think about the complexity of each of the remaining steps/questions in your sign-up flow.

Go to each of the fields in your sign-up flow and label the more complex ones as “cognitively demanding.” Go ahead—write that down next to them.

Cognitively demanding fields are fields that:



	Require the user to spend time thinking

	Require the input of sensitive or hard-to-find information



As you look to improve your conversion rates, your team can test where you place these cognitively demanding fields, which induce fatigue and depletion. Are they first in the process? Are they last? And so on and so forth. Remember the car purchase study, where placing the cognitively demanding fields first allowed them to increase the final car purchase price. See if you can order your questions more strategically.








￼When would you want to increase friction?

When you want to make a different decision from the automatic one. Imagine, for example, that you're trying to increase the number of people who sign up for gym memberships. Your conversion flow currently has a large drop-off rate. To combat this, you may want to ask people why they want a gym membership before they even enter the conversion flow. By prompting them to think before answering this question, you’re getting them to stop and clarify their intentions. By encouraging them to think about why they want to perform the behavior (signing up for the gym), you can increase their motivation to follow through.




￼Are you trying to influence an experienced buyer in your category or an inexperienced one? We're more likely to succumb to the Path of Least Resistance when our preferences are uncertain. If you're an experienced buyer, you likely have a narrower set of options you would consider.
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Emotion


Uncontrollable Feelings

It’s a breezy Monday afternoon. A research assistant gives you a laptop and explains some instructions to you: You are to go into a room by yourself, open the laptop, and answer a series of questions about your willingness to engage in a series of sexual hypotheticals. You will answer questions like: “Can you imagine getting sexually excited by contact with an animal?” and “Do you prefer to have sex with the lights on?”

You finish up, return the computer, collect your money, and are told to come back to the lab at the same time the next day.

When you return the following afternoon, you once again receive a computer and are asked to go back into a room to answer more questions. This time, however, there’s a catch—you’re told to masturbate until you reach a high level of arousal before you tackle today’s questions.

After completing the questions, you bring the computer to the researcher and are told to once again return the following afternoon. The next day, it’s the same routine: You answer yet another series of questions but this time, you don’t pleasure yourself first.

So, what do you think the researchers discovered from this sexually-charged study?

In a sexually-excited state, you were much more likely to be interested in a variety of sexual activities, both common and more unusual ones. While you may have initially balked at the opportunity to “engage in a threesome,” it became a much more compelling option in the heat of your masturbation-induced, aroused state.1

[image: ]

￼Additionally, you were much more likely to consider amoral or aggressive behavior while in a sexually aroused state —alarmingly so.
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That shouldn’t surprise anyone. However, there was one particularly striking finding:

Study participants vastly underestimated how strongly they would be affected by their sexual arousal. While non-aroused participants had a difficult time imagining themselves sexually attracted to shoes or slipping a drug in a date’s drink, aroused subjects seemed to find these things much more enticing. We all understand that people make different decisions when they’re horny or hungry, but we significantly underestimate the power of emotion on ourselves.

As soon as emotion is activated, we can be more likely to do things we wouldn’t do normally. This is why emotion is such a dangerous force in situations such as:



	Buying or selling stock

	Having a minor spat with our spouse

	Sending emails to our bosses

	Eating



There are countless scenarios in which our emotions can push us in the wrong direction. But before we bemoan the authority of affect, let’s jump into the guide. You’ll learn our comprehensive framework for thinking about and applying emotion to your behavior-change problems.

Emotions change the decisions we make by making us more impulsive. Generally, emotions tell us two things:



	That we should keep doing something (pleasure) 

	That we should stop doing something (pain)



There are three fundamental emotional states that we can be in:



	Yes! Emotional state

	No! Emotional state

	Unemotional, rational state



We're going to review each emotional state, how you can encourage them in your product, and what you should be careful of.









YES! Emotional States

Yes! Emotional states cause us to do things that will further heighten that state. Some examples of this state are:



	Sexual attraction 

	Happiness

	Desire










Sexual Attraction

Sexual attraction is at the top of our list of Yes! Emotions for a reason—it’s one of the strongest motivating forces we face in our lives. While this may be obvious to most, it’s when we’re powerfully aroused that we may do things that we never have imagined ourselves doing in a cold, unaroused state.

As we mentioned in the introduction, once you’re in the throes of arousal it’s hard to think straight; there are countless regretful stories of silly and atrocious things done in the pursuit of sexual gratification.

Sexual arousal is a Yes! Emotion, and thus encourages any behaviors that will cause it to intensify or continue.

HowAboutWe is a dating service that uses sexual arousal as a conversion tactic. When users receive a message from an interested member on the site, they are sent to this page
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￼The site induces emotion (show users pictures of attractive females) → Emotion ignites (sexual arousal) → User takes action to prolong emotion (signs up for HowAboutWe).

In order to view and respond to the message, you need to enter your credit card and choose a subscription plan.

Sites like Match.com and Ashley Madison also do this. Users need to pay for the ability to read and answer messages that others on the site have sent them (see next page).
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￼Is there any time during your product experience when your customers may be particularly vulnerable to the influence of a powerful YES! Emotion? Since we all want to prolong or intensify YES! Emotions, we will often do exactly what products tell us to do (even if it involves handing over credit card information) to keep them going.









Happiness

Another Yes! Emotion is happiness. When we’re in a happy state, we either try to continue doing the thing that caused that happiness or do something new that will cause additional happiness.

As a product designer, if you can get your users into a happy state, they may be more likely to perform desired behaviors within your system.

So, how do we create happiness? While this is an intimidating question and is probably the ultimate quest in life, the psychological sciences have taught us a bit about how it can be achieved.

Tip 1: Give a gift.

Gift-giving is the ultimate happiness-producing act. The research shows that we feel better spending money on others than on ourselves. Not only do we feel better, we’re making someone else happy in the process. Per dollar, gift-giving brings at least twice as much happiness as consumption does.

To unravel this effect, Elizabeth Dunn, Lara Aknin and Mike Norton of Harvard University recruited a group of experimental participants and had each of them rate their happiness in the morning. Then they were each given $5 or $20 and told to either spend the money on themselves or someone else by 5:00 p.m. the same day. At sundown, they reconvened and were asked to rate their happiness one more time. What do you think the results were?

The people that spent their money on others were substantially happier than those who spent the money on themselves.2

Tip 2: Consume small things consistently instead of big things less frequently.

Two words: hedonic adaptation. Can you think on the last time you had ice cream? The first bite was probably amazing. The next bite, a little less amazing. The fiftieth bite? You were probably sick of ice cream at that point. We adapt to pleasures. We get used to them. And sometimes, we can also have too much of a good thing. This is the point at which delight turns into disaster. If you give your users small things to savor and enjoy regularly instead of a few big things less frequently, they’ll be happier.

Tip 3: Give your audience praise and compliments.

Think of the last time you received a genuine compliment. It felt pretty good, didn’t it? The power of praise is immense and often overlooked. If you want to make your audience happy and don’t want to spend a fortune, think about complimenting and praising them.3

One last thing about happiness: It’s also the reason we like freebies. You may have wondered why people are suckers for free things—free candy, free movies, free admission. If something is free, there’s a good chance it will be accompanied by a stampede of ravenous recipients. As Kristina Shampanier, Nina Mazar and Dan Ariely have shown, free offers actually make us feel good. To do this, they had experimental subjects rate how happy a number of different candy offers made them feel:



	One Hershey’s Kiss for 1 cent.

	One Hershey’s Kiss for free.

	Higher quality chocolate (a Lindt truffle) for 14 cents.

	Higher quality chocolate (a Lindt truffle) for 13 cents.



By far, participants felt happiest when they considered the free Hershey’s Kiss. However, when people were placed in a rational state and forced to consider their chocolate preferences, they actually preferred to pay more for the higher-quality Lindt chocolate truffle rather than eat a free Hershey’s Kiss. This just shows just how powerful and unfair freebies can be.4
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No! Emotional States

No! Emotional states are painful. They cause us to do all sorts of things that will get rid of the emotional state. Some examples of this state include:



	Fear

	Sadness

	Disgust

	Hatred

	Hunger



When we are in this emotional state, we do everything we can to get out of it.









FEAR

Fear is the prototypical No! Emotional state. When we’re in a state of fear our pulse quickens, our attention focuses and we might find ourselves running away before we’re even aware of the source. Fear activates the fight or flight system so that we either confront the cause of our terror or escape from it. This is one of the reasons that loss-aversion (discussed at length in the Loss Guide) is a tricky force to wield—users are just as likely to flee from or exit from your product as they are to use it.

Here’s an example of a site that uses fear as a motivator for signing up:
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Sadness

When we’re sad, we often go to extreme lengths in order to escape sadness. At the extreme end of the spectrum, this is where we see the tragedy of drug addiction and suicide. In this line of inquiry, Lerner and colleagues performed an experiment in 2012 to study the relationship between sadness and impatience.

In the study, they had each participant watch a 3-minute video clip. One of the clips was sad in nature (about death, of course), one of the clips was disgusting (about a public/dirty toilet), and one of the clips was neutral in topic (about the Great Barrier Reef).

Participants then wrote about a situation in which they felt the corresponding emotion. Specifically, the participants that watched the sad video wrote about a time they felt very sad. The participants that watched the disgusting video wrote about a time they felt really disgusted. The neutral-state participants wrote about their nighttime activities. After this priming, subjects were then asked to make 27 different choices about receiving a certain amount of money immediately versus waiting and receiving more money later.

Who do you think wanted to take the smaller amount of money now, instead of waiting for a greater sum later?



	Sad participants

	Disgusted participants

	Neutral participants



Lerner and colleagues found that sad participants, compared to the neutral and disgusted participants, accepted 13-34% less money so that they could get paid right away. This indicated that sadness increased their impatience. They wanted money immediately so that they could decrease or get rid of their sadness.5









Hunger

When we feel hungry, we have a drive to eat so that we can get rid of the unpleasant, tummy-growling sensation. Ghrelin, the hunger-stimulating hormone, has been shown to increase one’s willingness to pay for food.

In a striking study that demonstrated the unsettling power of hunger, Danzinger et al. found that judges make more favorable parole readings earlier in the day and after snack/lunch breaks than they do later on in each of their deliberation periods.7

These judges presumably begin each deliberation session in a rational, unemotional state, but gradually start to experience hunger—a No! Emotion—which seems to shift their parole decisions in a negative direction. They do everything they can to finish the session as quickly as possible so that they can eat and stop feeling hungry. Since denial of parole is the default decision, they end up choosing the default over and over until the session ends.

Let's pretend that we're in charge of the system for a moment. How would we change things to make sure that our judges will be in a rational, unemotional state for a larger portion of the day?









(Un)emotional States

Finally, we have the unemotional, rational state. This is where we’re not feeling any particular emotion to any substantial degree. We feel calm and rational. In rational emotional states, we’re most able to think clearly and critically about the situation or decision at hand.

Rational states are great when we want our audience to think critically and weigh pros and cons.

While it’s quite hard to make the state of your audience “rational,” a study by Esther K. Papies, Lawrence W. Barsalou and Ruud Custers showed that a simple mindfulness exercise, in which participants were told to watch their thoughts from a contemplative third-person perspective, increased their participants’ ability to control impulses and therefore stay calm in the face of tempting stimuli.8









Exercises

As we now know, emotional states have an extremely high impact on the decisions that we make. We almost always underestimate this impact.

Our goal now is to consider how we incorporate the power of emotion into the product experience. The good news: We can be both explicit about getting someone into an emotional state and implicit by using selective words and pictures.

If we want to get someone into an emotional state without blatantly telling them, “BE HAPPY!” we can use a mechanism called priming.

Our memory is such that when we are exposed to a stimulus such as the word “alligator,” concepts (fear, etc.) that we closely associate with that stimuli become readily accessible; they quickly come to the forefront of our mind and initiate appropriate physiological responses.

In this way, stimuli such as words and pictures enhance our ability to recall, recognize and respond to the stimuli that are similar: for example, “danger,” “run” and “fear” are closely associated.

In the following exercises, please consider explicit and implicit ways to get your users into emotional states.









Exercise 1: Yes! Emotions

Personal Application: A co-worker buys you a cup of coffee—how can you use happiness to get your co-worker to continue to buy you coffee occasionally?




￼Answer to Exercise 1:

Give the co-worker a compliment about their generosity. Make them feel happy. By giving them a compliment after they buy you coffee one time, the co-worker may want to continue experiencing the happy feeling, and may continue buying you coffee. We suggest testing this yourself.












Exercise 2: Yes! Emotions

Write down a key behavior that you want your users to exhibit.



Think of the Yes! Emotion that would encourage this behavior. Here are some more emotions you can play with. Circle the ones that your product or service may be able to use:



	Attractions, Arousal

	Affection, Pleasure

	Ecstasy, Euphoria

	Gratitude, Hope, Pride



Can you think of any others?



How could you use these emotions to increase the intended behavior?



	Emotion X is induced in my product

	The user feels Emotion X

	The user takes action to continue feeling Emotion X





Let’s take happiness. We want to use the emotional state of being happy to get a user to display a certain behavior. Below are ways to increase a user’s happiness (and your own!). How would you use the below methods to get your user into a Yes! happy state and increase the desired key behavior?



	Give small things


	Gifting               



	Compliments


	Freebies











Exercise 3: No! Emotions

Personal Application: You’re trying to get your kids to stop procrastinating and to focus and study more after school—how could you use emotion to get them to study more?




￼Answer to Exercise 3: Get them into a No! Emotional states by having them do tough chores (like cleaning the bathroom) that the child perceives as worse that studying. Your child will take action to avoid being in this uncomfortable state and see studying as a better alternative.












Exercise 4:

Personal Application: You want to convince your family to try a new expensive restaurant in the upcoming week, so when do you ask them? Why do you want to ask them at this time?



	During a meal

	After a meal

	Before a meal






￼Answer to Exercise 4: Before a meal, when they are at their hungriest and can most accurately anticipate their desire to eat good food and be satiated.












Exercise 5:

Personal Application: You would like to start a campaign to collect donations for a charity that supports clean water. When should you ask people to donate to your water charity?



	Before working out

	Right after working out

	Working out is irrelevant






￼Answer to Exercise 5: Right after working out. It has been found that people who have just finished working out are more likely to donate to a charity that supports clean water. This effect is likely due to the person's own high level of thirst and therefore their ability to empathize with the person who is the recipient of their charitable giving.












Exercise 6: No! Emotions

What will happen to people who read a newspaper story about a tragic accident?



	They estimate their risk as higher than average

	They estimate their risk as average

	They estimate their risk as lower than average






￼Answer to Exercise 6: Emotions can influence our initial judgments. People who read a newspaper story about a tragic accident estimated their risk of death to be higher than people who read a positive article.

What does this mean? Negative emotions, such as those felt by people who read the tragic story, can influence the memories and information that we pay attention to. It also means that by using No! Emotions like fear, we can help people better assess their personal risk for behaviors like drinking and smoking, given that they are exposed to stories of related tragedies.

Watch this: https://www.dropbox.com/s/6p8hdjw5nkj8wth/Thai%20anti-smoking%20ad.mp4





￼Exercise 7: No! Emotions

Step 1: Write down a key behavior that you want your users to stop doing.

It may be helpful to think about behaviors people perform that are unrelated to your product but prevent them from using your product. For example: You want your users to stop hiring a tax advisor. You want your users to stop keeping track of their finances in their head.



Step 2: Think of the No! Emotion that would encourage this behavior. Pick a few No! Emotions from the list below and write down a few ways you could use them to benefit ￼your product.



	Aggression

	Anxiety

	Embarrassment

	Envy

	Fear

	Frustration

	Grief

	Guilt

	Hatred

	Hostility

	Horror

	Hunger

	Pity

	Rage

	Regret

	Remorse

	Suffering

	Shame



How could you use this emotion to increase the intended behavior?



	Emotion X is induced in my product

	The user feels Emotion X

	The user takes action to stop Emotion X













Exercise 8: (Un)Emotional

Personal Application: You’re going to look at new cars later today. What kind of emotional state do you want to be in while you’re at the dealership? How can you ensure that you’re in such a state?




￼Answer to Exercise 8: Rational, (un)emotional state. You could practice 10 minutes of mindfulness in the car after you arrive at the dealership, but before you talk to the salesperson.

We want to put our users in a (un)emotional state when they are making a decision that requires reflection. An example of this may be a life insurance company helping people choose insurance for their family, or a financial advisor helping people plan for retirement.












Exercise 9: (Un)Emotional

Write down a key behavior that requires your users to be rational.



Our goal with rational (un)emotional states is to get our users to think critically and to weigh pros and cons. We suggest prompting your users to think and to be explicit in making that request.

Below are (un)emotional emotions that may encourage this thoughtful behavior. Choose an emotion from below and list out a few ways (on the next page) you could use this in your product at the point that you’re asking users to be more rational.



	Ambivalence

	Boredom

	Compassion

	Forgiveness
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Using Social Proof


Harnessing the Power of Conformity

You’re sitting at the end of a semicircle, next to 15 other people from your university. A 
man walks into the room and puts up the following images on an easel.1
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Starting on the side opposite you, he asks each person to tell him which line (A, B or C) 
they believe is pictured on the left.

“B,” says the first person. You can’t believe it.

“B,” says the second. You start to feel a little weird.

“B,” says the next person. Is there something wrong with you? Maybe your eyes are 
messed up... you haven’t been to an optometrist in awhile.

“B,” says the next person after that. Finally, it’s your turn to answer.

What do you say?

This experiment was done by Solomon Asch, one of the pioneers in the study of social 
pressure and conformity. In this study, 75% of the participants gave an incorrect 
answer, even though the correct answer was obvious. In other words, a full 3/4 of the 
participants went against what they knew to be the right answer in order to conform to 
the social environment. That’s the power of social pressure.

In almost every single context during our day, there is a social norm in the background 
guiding our behavior. Here are some common social norms you’ve likely encountered:



	Ordering what your friends are getting at a restaurant

	Popular TV shows – “Aren’t you watching ‘Breaking Bad?’”

	Parenting norms, such as not letting your kids watch R-rated movies or stay out 
late, etc.

	Shaking hands (or kissing) on first introduction

	Opening and holding the door for women and the elderly

	Using computers during meetings



Social norms are gravitational. In other words, social norms pull people towards them. 
They collect momentum, whether or not they result in positive or negative 
consequences.

How are social norms created? There are many ways. Sometimes we can create laws 
(ex: no children under the age of 17 can watch R-rated movies in the theatres by 
themselves) and this becomes a social norm. Sometimes, the power of just knowing 
what other people are doing can tip the scale and move momentum in one direction. 
This is called social proof.

Noah Goldstein, a researcher at UCLA, has done extensive research on the power of 
social norms. In his book “Yes!” he outlines a couple of studies that show just how 
great—and how destructive—social norms can be.

In his first experiment, he wanted to see how effective social norm messaging could be 
in convincing guests to reuse towels during their hotel stay. To do this, he and his 
colleagues decided to present hotel guests with a number of different messages in 
their bathrooms:2



	An environmental message (“Help save the environment”)

	A social proof message (“Join your fellow guests in saving the environment”)

	A more specific/similar social message (“Join the other guests who have 
stayed in this room in saving the environment...”) 



Which message do you think was the most effective in getting guests to recycle towels? 
If you said number three, you’re right. The order of message effectiveness was 3, 2, 1. 
Those in the social proof conditions had much higher towel reuse rates, with the 
specific/similar condition being the best.

As Goldstein reported:

“We found that by simply changing a few words on the standard sign, guests who 
learned that the majority of their fellow guests had reused their towels (the social 
proofs appeal) were 26% more likely than those who saw the basic environmental 
protection message to recycle their towels. Not a bad improvement for a message 
that, to our knowledge, has never been used in those signs.
So, does this mean that we're just sheep? Not necessarily. But we're definitely more 
likely to follow the herd when we're uncertain about how to behave. And it turns 
out that we're also more likely to follow the herd to the extent that we perceive the 
herd as sharing our circumstances. Consistent with this notion, we conducted 
another experiment in which we included a towel reuse sign communicating the 
social proof of guests who had specifically stayed in the same room as the guest. It 
turns out that despite the meaninglessness of the connection, this wording 
produced a 33% increase in towel-reuse participation compared to the standard 
environmental appeal.”

This experiment perfectly illustrates one of the fundamental principles of Behavioral 
Economics: People generally don’t do things for the “right” reasons. In this case, hotel 
guests reused towels in order to fit into the social norms of the hotel, not because they 
cared deeply about the environment. We call this “doing the right thing for the wrong 
reason.”

These guides are filled with “wrong reasons.” Social proof is just one of these “wrong 
reasons,” but a powerful one at that.









Negative Social Proof

To understand social proof, you need to realize that it doesn't care about good or bad, 
right or wrong. It’s a force of nature. Even if the behavior with social proof is 
destructive, it will occur. Robert Cialdini published a striking example of this in his book 
Influence. He speaks about a national park that had rampant theft problems. Tourists 
visiting the Petrified Forest were taking home large amounts of ancient wood. To 
combat this, park authorities put up a sign that politely asked parkgoers to refrain from 
taking any petrified wood with them.3

Here’s how the experiment was set up:

Control: No Sign

Sign condition (with polite message): “Please don't remove the petrified wood 
from the park, in order to preserve the natural state of the Petrified 
Forest.” [picture of one person taking wood, X’ed out]

Sign condition (with Social Proof message): “Many past visitors have removed the 
petrified wood from the park, changing the natural state of the Petrified 
Forest.” [picture of group taking wood]

Which sign was most effective in preventing theft?

The winner: No Sign.

It may seem crazy, but the social proof version actually increased the amount of theft. 
Since theft seemed like the social norm, it basically put a stamp of approval on this 
undesirable behavior.

As Goldstein writes: “In a finding that should petrify the National Park’s management, 
compared with a no-sign control condition in which 2.92 percent of the pieces were 
stolen, the social proof message resulted in more theft (7.92 percent). In essence, it 
almost tripled theft.” This is called negative social proof. 
Facebook also learned the power of negative social proof the hard way. Originally, their 
Facebook Event pages looked like this:
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They prominently displayed who was attending, who was thinking of attending, who 
hadn't replied yet, and who wasn't attending. However, for many events, the number of 
people not attending would rival or outweigh the number of people who were attending. This created a destructive social norm, making the event seem uncool or 
unpopular.
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To combat this, Facebook created an events page that got rid of the “not attending” 
section. Only affirmative RSVPs (I’m going/I’m maybe going) are now shown. This gets 
rid of any destructive social norms related to attendance.

Depressed yet? Don’t be!

We’re now going to look at an uplifting example of the gravitational power of social 
proof: In 2009, a group of researchers partnered with a local public radio station to see 
if they could harness the power of social proof to increase the amount of money 
donors would give in a pledge drive. The experiment was simple: When callers would 
call the station, they would receive one of two messages (next page):



	“Hello, member line. Are you a new member or a renewing member? How much 
would you like to pledge today?”

	“Hello, member line. Are you a new member or a renewing member? We had 
another member just contribute [$75, $180 or $300]. How much would you like to 
pledge today?”



What do you think happened?

Those who received message #2 with a high donation amount listed ($300) ended up 
giving significantly more money than those in the control condition. In other words, 
donors who were told that another person in the pledge drive had given a lot of money 
were more likely to give more money themselves.4

That’s the power of social proof.









Social Proof: The Antidote to Uncertainty

Social proof has also been used by companies to help potential customers make faster 
and better purchase decisions. Making a decision about a new (or existing) product 
requires you to synthesize and analyze a substantial amount of diverse information—
not an easy task. However, it can be made easier if you understand what similar 
customers are doing.

37signals, a small business software company, does this with one of its main products: 
Highrise, a customer relationship management (CRM) tool. Depending on how large 
your company is and what features you need, there are a number of different versions 
of the product you can purchase. Picking the right one can be a complicated matter. To 
help make this complicated yet important decision easier, 37signals prominently 
displays the most popular plan on the pricing page, helping uncertain users see what 
similar small businesses decided to purchase.
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In this case, social proof acts as a recommendation. Generally, this is how social proof 
can be viewed—as a recommendation from the collective wisdom of the crowd.

This is why social proof is so powerful in situations of uncertainty, situations where we 
don’t have the expertise to determine the best course of action.

Another site that does this well is Fab.com - an online store full of design-conscious 
products. Most of us aren’t design experts or home décor experts. Fab knows this, so 
in order to make decision-making on the site easier, the company helps its users out 
by displaying what other consumers on the site are viewing and purchasing.

[image: ]

On this page, Fab shows you which items are currently trending. In other words, it 
shows you which items other people are currently saving or purchasing.
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On the second page, Fab displays the items your friends have liked or purchased. As 
we’ll talk about later, the more similar the social norm group is to you, the more 
powerful the social proof. In this situation, by showing you what your friends are doing, 
Fab is quite strategically amping up how positively you’ll feel about these objects.5 In fact, 15% of all users who come to the live feed each day end up buying on the site. Compare this to the traditional average of 3% and you can see how powerful this effect is.6 While we don’t know what Fab.com’s conversion rate is without the live social feed or how this average reflects other initiatives they have run, Fab attributes some of their conversion rate success to these social integrations.7


In 2012, a group of researchers from Harvard Business School organized a study to 
see the effects of peer pressure/self-help groups on savings. The experiments were 
conducted in Chile with low-income micro-entrepreneurs who earned an average of 
84,188 pesos (175 USD) per month. Prior to the study, sixty-eight percent of 
participants did not have a savings account.8

Here’s how the researchers organized the study:

1. ⅓ of the individuals were put into savings group 1: They were required to 
open a basic savings account with an interest rate of 0.3%.

2. ⅓ of the individuals were put into savings group 2: They were required to 
open a basic savings account with an interest rate of 0.3%. The participants 
were also placed into a support group with a number of their peers. In this 
group they could announce their savings goals and be monitored and 
supported a weekly basis.

3. ⅓ of the individuals were put into savings group 3: They were required to 
open a high interest savings account with an interest rate of 5% (the best 
available in Chile).

Which group do you think ended up depositing the most money?

The winner: those in savings group 2 (the support group).




In fact, they deposited money into their accounts 3.5 times more often than other 
study participants. At the end of the year, their average savings balance was almost 
double that of those in the other groups. To reiterate this, the support group was 
more effective at encouraging savings than giving people a higher interest rate. 
Again, we see that people do the right things but for the wrong reasons.

So, why do self-help peer groups work? To figure this out, the team ran a second 
study one year later. In this experiment, participants were divided into two groups:

1. Members of group 1 received text messages that notified them of their 
progress and the progress of other participants in their peer group. They 
were also assigned a savings buddy with whom they would meet on a regular 
basis. The savings buddies helped them stay accountable to their goals.

2. Members of group 2 only received the text messages that notified them of 
their progress and the progress of other participants in their peer group.

Which group do you think saved more?

The results are surprising: Both groups saved the same amount. Just being aware of 
one’s peer group, and how much they were saving, was enough to motivate similar 
savings behavior.












Implicit Social Proof

Now, let’s jump into the offline world for a bit for another story about the power of 
social proof.

We’re sure that many of you know this face:
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If you can’t think of the name, that’s okay. His name is Tony Little.

Can you remember where you first laid eyes on him? Chances are you caught him in 
the wee hours of the morning on QVC. Chances are he was also riding this contraption:
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It’s a fitness device called the Gazelle. It’s also one of the top selling infomercial 
products of all time. While it’s now known for its massive success, it wasn’t always that 
way. In fact, when it was first released, the Gazelle wasn’t selling particularly well. That’s 
when the created called Colleen Szot for help. Instead of making large, drastic changes, 
she opted slightly tweak one of the phrases that was repeated throughout the 
infomercial: “Operators are waiting, please call now”. She decided to change it to: “If 
operators are busy, please call again”.

So, what’s the difference? The previous statement implied that the Gazelle was 
unwanted - it was a social norm to not purchase it. However, look at what the new 
message implies - that the Gazelle is so popular that countless people are currently 
battling with the phone line to get connected and make a purchase. By shifting the 
implied social norm, Colleen Szot was able to massively increase sales of the Gazelle, 
turning it into one of the great infomercial successes.









The Mona Lisa

How does a painting become the topic of popular songs, a best selling postcard, and
one of the iconic images of art history? The Mona Lisa can teach us.

But, the story starts in a strange way: it starts with theft. On Monday, August 21st,
1911, the Mona Lisa was stolen from the Louvre.

The iconic museum closed for a week, putting all of its energy into reclaiming the Da
Vinci masterpiece. Before they could reclaim the painting, they decided to reopen the
museum on Tuesday the 29th. Surprisingly, it opened to a long line of eager museumgoers. They wanted to see the empty space on the wall. In fact, more people were waiting to see the space where the Mona Lisa had hung than had previously waited to see the actual Mona Lisa!

Not only that, Paris was abuzz with Mona Lisa fever. In fact, “Chorus lines made up with
the face of Mona Lisa danced topless in the cabarets of Paris … Comedians asked, ‘Will
the Eiffel Tower be next?’” Her face advertised everything from cigarettes (“I only smoke Zigomar”) to corsets. American author R.A. Scotti said, she had suddenly become both “high culture” and “a staple of consumer culture”.

So, what had happened? Why was there this sudden interest in the painting?

In short - social proof. If a painting is important and valuable enough to be stolen in an elaborate heist, it must be good. Most of us don’t know anything about fine art or painting. We listen to the recommendations of the “experts”, the curators and museum directors. And, in situations like this, we take theft to be a signal of worth.

We’re not suggesting that you stage a robbery of your product. However, we can
imagine other signals that would elevate the status of a product without directly telling
people it’s something to be desired.

Mailbox, an email app for iPhone, is a nice example of this phenomenon. Before the
application launched, over 800,000 people had signed up to download it. Instead of
keeping this information hidden, the creators of Mailbox told each user where they
were in the line. Imagine signing up for a new product, one you don’t know much
about, and getting told that 340,907 people are ahead of you in line. This is strong
signal that the app is good - since it’s desired by so many people.

This worked so well for Mailbox that the company was acquired by Dropbox before
they fully launched their product!

Another nice example of implicit social proof can be seen in the book world. When
you’re looking to read a new book, where do you look? Chances are, you either go to
the New York Times Bestseller List or the Amazon Bestseller list. These lists simply tell
you what other people are buying. The greatest benefits of being on the bestseller list,
though, aren't reaped by well known, famous authors - they’re reaped by new,
unknown authors. As researchers at the Stanford Graduate School of Business have
reported:

“...Sorensen estimates that previously bestselling authors got the least benefit from
being on the New York Times list, while unknowns had the greatest jump in sales.
On average, he estimates, appearing on the Times list might increase a book's firstyear
sales by 13 to 14 percent, but for first-time authors sales probably would increase by an impressive 57 percent. And for established authors like Danielle
Steel or John Grisham whose every novel seems to become a bestseller, "the list
has no discernible impact on sales," writes Sorensen. This pattern, he says,
suggests the bestseller list primarily tells consumers what may be worth reading.
"It's free advertising for new authors who make it to the list," he says. With a wellknown
author, on the other hand, people don't need a bestseller list to help them
decide whether to buy the book.”9

This is a great example of social proof acting as a recommendation to people uncertain
as to what they should do. Should you buy “new author”’s book? You’ve never heard of
them before. In fact, this is the author’s first novel. But, they’re on the New York Times
Bestseller List - they must be good if so many people are purchasing the book. In a
certain sense, the social proof of the masses turns these authors into literary
authorities - and authority is one of the most persuasive social forces.









Social Proof using Authority or Experts

In every offline social setting, there is an implied hierarchy/authority. We respond
strongly to those at the top. The power of authority was most strikingly demonstrated
by Stanley Milgram in his Yale lab in the 1960s.

He had experimental subjects come into a room where they were supervised by a
researcher in a white lab-coat. The researcher then explained the mechanics of the
study to each participant: They were to administer a test to an individual in a separate
room through an intercom. Each time the test-taker responded with a correct answer,
the subject was to mark it down as correct. However, each time the test-taker
responded with an incorrect answer, the subject was to press a button to give them a
punishment - a shock. With each wrong answer, the subject was to increase the power
of the shock. While the initial punishments were tiny, tingling shocks, at the high levels,
the shocks were brutal, even dangerous. However, the subjects did not know that the
test-takers were in on the experiment, were not connected to the electrodes, and were
instructed to get a large number of answers wrong. When they got an answer wrong,
they would verbally moan or pretend to be shocked. Most subjects would get quite uncomfortable with the act of shocking the test-takers once they got into the moderate
or high voltages (it didn't help that the machine had shocks on the upper end labeled
as "dangerous"). However, at the command of the lab-coat clad researcher, 65% of the
experimental subjects continued to shock the test takers to the maximum voltage
(450).10

So, what’s the moral of the Milgram story? It teaches us how powerfully we respond to
authority. It's the second way that social information influences our decisions. In many
ways, we can look at the social norm as the authority of the group. But, in a sense, it all
can be boiled down to authority. In general, the group follows the behavior of the
authorities, but the people that become authorities also reflect the beliefs and norms
of the group.

Let's look at some examples of products that use the power of authority:
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Quarterly, a company that sends out gift packages, charges you $25 a month to get a
gift package from an interesting ‘celebrity’ or thought leader - in other words, an
authority.

Intuit is another company that has taken advantage of the persuasive power of
authority. When creating its accounting applications, Intuit worked hard to win over the
accounting community - so that its product would be the de-facto application used for
business management. Intuit knew that once you win over the experts, you win over
the uncertain majority.
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Another example of authority in action can be seen on Twitter. The company
automatically verifies celebrity accounts, so that the small, blue verified badge signals become equated with influence and importance. When you see a blue badge, you
know the individual is important and should be given increased attention - in short, you
automatically assume the twitter user has some level of authority.
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We can see a similar pattern in the Google and Apple app stores. We assume that the
apps chosen by the Google and Apple editorial teams (the authorities) are well done,
and thus should be given attention. This can seen in any marketplace that has staff
picks or expert recommendations.

Okay, now that you learned a bit about how social norms operate, in both good and
bad ways, let’s go over how you can create one that is as effective as possible.









What to look out for

As we covered earlier, social proof can be used for good or for bad (remember the
petrified forest?). There are also situations in which social proof can backfire. Here are
some of the ways that social proof can be problematic.









1. Social can cause diffusion of responsibility.

What would happen if you were in a room with smoke? When would you report smoke
more often?



	Room with a lot of people

	Some people

	By yourself



Answer: In a series of experiments, 75% of alone subjects calmly noticed the smoke
and left the room to report it. But only 10% of the subjects with lots of other people in
the room reported it.11

Reminding people of the fact that there are lots of other people can sometimes cause
a diffusion of responsibility. When we are by ourselves (or feel alone), we feel more
responsibility to handle the wrong-doing, and are thus more likely to act.

When you see a nasty comment on a YouTube video, do you flag it? We can imagine
that the videos on YT have less flags the longer the video is up. That is, if you’re the first person to see a nasty comment, you probably feel like there is more responsibility to
report the comment.

A similar dynamic of responsibility diffusion creates what’s called “The Tragedy of the
Commons”. Garrett Hardin has a terrific explanation of the problem in his classic paper
from 1968:

“The tragedy of the commons develops in this way. Picture a pasture open to all. It
is to be expected that each herdsman will try to keep as many cattle as possible on
the commons. Such an arrangement may work reasonably satisfactorily for
centuries because tribal wars, poaching, and disease keep the numbers of both
man and beast well below the carrying capacity of the land. Finally, however, comes
the day of reckoning, that is, the day when the long-desired goal of social stability
becomes a reality. At this point, the inherent logic of the commons remorselessly
generates tragedy.

As a rational being, each herdsman seeks to maximize his gain. Explicitly or
implicitly, more or less consciously, he asks, “What is the utility to me of adding one
more animal to my herd?” This utility has one negative and one positive component.



	The positive component is a function of the increment of one animal. Since
the herdsman receives all the proceeds from the sale of the additional
animal, the positive utility is nearly +1.

	The negative component is a function of the additional overgrazing created
by one or more animal. Since, however, the effects of overgrazing shared by
all the herdsmen, the negative utility for any particular decision-making
herdsman is only a fraction of -1.



Adding together the component partial utilities, the rational herdsman concludes
that the only sensible course for him to pursue is to add another animal to his
herd. And another; and another…. But this is the conclusion reached by each and
every rational herdsman sharing a commons. Therein is the tragedy. Each man is
locked into a system that compels him to increase his herd without limit — in a
world that is limited. Ruin is the destination toward which all men rush, each pursuing his own best interest in a society that believes in the freedom of the
commons. Freedom in a commons brings ruin to all”12









2. Social proof can backfire when used the wrong way

As we saw earlier with Petrified Forest, you may be tempted to use social proof by
telling people what the majority does wrong. e.g. Most adults don't get a yearly check
up...get yours. Implicitly, this reads: Most people don’t get check ups, so I don’t have to.
But, this makes the norm the wrong behavior.









3. Comparison groups determine how big the effect size is

You should not use social proof if you're unsure that the comparison will 'hit
home'...e.g. telling a 23 year old single female that 'most moms with twins' do
something will push the persona in the opposite direction.









4. Social norms can prevent people from thinking.

Don't use social proof when you want people to stop and think for themselves. Imagine
if vote ballots had a ‘popular option’. This would sway the majority to avoid thinking for
themselves.









Recap: How to create the powerful social proof


1: Make the behavior you desire seem like the obvious social norm.

Example: 92% of site users post a photo each day.


Tip: Don’t have a stat? Use the word MOST. The sentence must imply what the
majority is doing to qualify as social proof.












2: Make the social group specific and similar.

Example: If you’re trying to get a young male user in San Francisco to do something,
compare him to other young males in San Francisco.

You can use location, demographics or values to create groups that are more
seemingly similar.









3: Determine a place of high uncertainty to place social proof.

Example: When decisions are complex, like a purchase decision, telling people what
others have done helps make the decision easier.









4: Be careful of encouraging the wrong behaviors. Social proof


is gravitational.

Example: Negative social proof is as powerful as social proof, but will attract people to
an option you may not be intending to attract people to, like stealing wood from a
forest.


Here is a link to some case studies from around the web on how social proof has
increased sales. We did not run these tests, so cannot validate the method or
approach they took:

Testimonials increase homepage conversion 37%












Exercises

Exercise 1
Think about your favorite products. Submit two examples of how they have used social
proof in their product or their marketing efforts.



Exercise 2
BaseCamp has a great homepage with strong credibility.

“Last week 5,991 companies signed up for Basecamp to manage their projects. Today it’s your turn.”

How could you improve it with social proof?




Answer to Exercise 2:

1. Social proof happens when we believe the majority is doing something. For
Basecamp, we could use MOST or a percentage to imply the majority. 90% of small
businesses like you are using BaseCamp. While saying what people do to be
successful is nice, this is not technically social proof. Social proof implies that the
MAJORITY of people do this.

2. Basecamp could also specify the percentage of large and small companies that
have signed up. Right now, they are using the broad reference group of ‘companies.’
As a small business, I may not consider myself similar to most ‘companies’. By
making the reference group smaller, we risk alienating some groups but the impact
on the chosen group will be powerful.



Exercise 3
Think about common phrases we hear throughout the day. After knowing about social
proof power, how would these messages affect you?




Answer to Exercise 3:

a. "Everyone is complaining"

b. "Most people don't like her"

c. "Only 20% of people work out as much as they should. Time to get to the gym"



Exercise 4
Take the key behavior that you want to induce, and spend 15 minutes thinking of
deliberate ways you can use a social norm to make the behavior more desirable.

We think about social proof as a tool to make EVERY decision a user has to make
easier. Why? Social proof gives people a very quick and (sometimes) reliable datapoint
on what the typical behavior is. This is an easy way to reduce the friction on any
decision the user has to make in your product experience, especially ones in which
there is high uncertainty. Think about integrating social proof to more than just your
landing page - start considering preferences, settings and other decisions as ones
which may benefit from social proof.

As a caution, any additional piece of information that you add to the page also
increases the cognitive load on the users. (Remember the Workbook on Friction!) Even
though we know social proof usually has positive effects on people’s decision making, it
is always worth testing. There have been cases where social proof on the homepage
has backfired. It’s possible that the numbers are too low or too high - or just
unexpected. Test, test, test.

List all of the behaviors that you want a user to do that would benefit from using social
proof (next page):

List your behaviors here:



For each behavior, please answer:



	Who do you want to use as a reference group? What is your “people like me”
comparison? (e.g Most successful people do X)

	If you can’t do a ‘people like me’ comparison that is specifically targeted, can you
find other ways to imply similarity that may be broader? Try to use the same
location or gender.

	If you are completely sans social proof (ie you are a new product in the market)
have you done market research on your product that you can share with your
users? e.g. we tested 3 different types of burgers before launching this new
sandwich and the majority of people liked this one.

	Sans social proof in the aggregate, who could provide you with reputable
testimonials?

	Do you have credible, well known customers?

	What experts can you pull in as credible sources? Use dietitians for a nutrition
product. Use Dan Ariely for a finance and habit formation application.



With these inputs, please choose one behavior and design your social proof message
below.



Exercise 5
Do you currently use implicit social proof to help users understand how desirable
others find your product? How can you add implicit social proof to your product
experience?

What’s your laugh track?

What is your Tony LIttle? Your Mona Lisa?



Exercise
Is there any place where you don’t want to use social proof and instead want people to
think rationally and deliberately about the choice that is right for them?

AdWords is one example of when using social proof would backfire. If Google used
social proof to help small business create text ads in AdWords, the small businesses in
on industry would all have very similar ads. This conformity would create more
competition for Ads given they would be almost identical. This would wrongfully bid up
the price on certain keywords.
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Loss


Our strong aversion

It’s a Tuesday and you decide to go to the ATM. The air is crisp, and you feel happy
walking down the sunny sidewalk towards the bank. You get there, put in your card,
type in your PIN number and wait to withdraw 100 dollars. The machine whirs and you
can hear stacks of twenty-dollar bills shuffling inside the machine. With a series of
hums and a grunt, the machine ejects five twenties into a holding slot. You pull them
out and compulsively flick through them, checking to make sure that the machine did,
indeed, give you the total amount requested.

As you’re counting your money, however, a sudden breeze materializes out of
nowhere, tugging the money out of your hand. You run after your cash, trying to step
on a lone twenty as it flutters down the sidewalk. Gotcha! You victoriously clutch the bill
in your hands. It’s all that you have left.

How do you feel?

Now, let’s have you imagine a different scene.

You wake up, brush your teeth and get ready for work. As you’re walking down the
sidewalk towards the bus stop, you decide to look down at some new flowers your
neighbor recently planted. Sitting next the flowers in a pile is a stack of crisp twenty-dollar bills—four, to be exact. A nice little surprise!

How do you feel?

According to research in Behavioral Economics, we absolutely hate losing. In fact,
losing feels more painful than an equivalent gain will feel good. In the preceding
thought experiment, it’s likely that your emotions were stronger in the first scenario
(losing eighty dollars) than in the second (gaining eighty dollars)—that’s what loss
aversion does to us.

In the following pages, we’re going to teach you more about the ramifications of our
loss aversion and how you can channel this quirk of human psychology to change your audience’s behavior. Whether you want them to put more money into a 401(k)
retirement plan or purchase more books, we think that you’ll gain some insight from
the study of loss aversion.

To begin this exploration, we want to present you with another scenario:

Imagine that the U.S. is preparing for the outbreak of an unusual Asian disease, which is expected to kill 600 people. Two alternative programs to combat the disease have been proposed. Assume that the exact scientific estimate of the consequences of the programs are as follows:



	If Program A is adopted, 200 people will be saved.

	If Program B is adopted, there is 1/3 probability that 600 people will be
saved, and 2/3 probability that no people will be saved.



Which of the two programs would you favor?

Pick one now.



	Program A

	Program B



Okay, now we want you to tell us what you’d do in the following situation:

Imagine that the U.S. is preparing for the outbreak of an unusual Asian disease, which is expected to kill 600 people. Two alternative programs to combat the disease have been proposed. Assume that the exact scientific estimate of the consequences of the programs are as follows:



	If Program A is adopted 400 people will die.

	If Program B is adopted there is 1/3 probability that nobody will die, and 2/3 probability that 600 people will die.



Which of the two programs would you favor? Pick one now.



	Program A

	Program B



Chances are, you answered A for question 1 and B for question 2.

We go to great lengths, even great risks, in order to minimize loss—but we’re much less energetic and risky when it comes to pursuing equivalent gains.

As Kahneman and Tversky sum up: “The preferences in problems 1 and 2 illustrate a common pattern: choices involving gains are often risk averse and choices involving losses are often risk taking. However, it is easy to see that the two problems are effectively identical. The only difference between them is that the outcomes are described in problem 1 by the number of lives saved and in problem 2 by the number of lives lost.”1

It’s amazing what focusing people’s attention on potential losses can do. Here’s a great case study involving the best-selling tax software TurboTax, which used this principle to increase the sign-up rate for its audit protection service.

First, let’s look at the original sign-up screen (the control condition) for the audit protection service (next page).
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Does this screen scare you? Does it make you worry about potential losses?

Chances are that it doesn’t. This screen doesn’t use any loss aversion language. It simply states: “Never worry about an audit again.”

Knowing that many people are at risk of audits but don’t act to protect themselves, TurboTax looked to help make the risk of audit more clear. We think  about  this  as helping to solve the “intention-action” gap, where people may intend to do something but are not motivated at the time to actually follow through.

This is what they created:

[image: ]

TurboTax pointed out the very real possibility of having an audit and losing money. Guess what happened to the conversion rate? It increased substantially.

Let’s look at another case study, this time involving a company called Gympact.

Gympact uses fear of loss to get people to go to the gym. Users are supposed to enter a credit card, set a workout-per-week goal, and choose the amount of money they’re willing to pay per missed workout.

Each time a user misses a workout goal, they get charged the penalty. This money is then given as a reward to users in the system who do stick to their workout goals.

This is a textbook example of using loss aversion as a tool for positive behavior change:
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At this point you may be wondering: Why do we hate loss so much? Why do we dislike it more than we enjoy an equivalent gain?

This leads us to one of the most studied ideas in Behavioral Economics: the endowment effect.

The endowment effect is the observation that a sense of ownership increases our valuation of the thing question. In other words we overvalue those things that we own.

In a classic experiment on the subject, Daniel Kahneman and colleagues took a group of students and gave half of them mugs or pens for free and told the they could sell the items, while the other half was only allowed to make an offer to purchase the same items. On average, the sellers were asking for twice as much as the buyers were willing to pay. In short, after being given a random cup or pen, the sellers instantly valued it twice as much as the buyers did. We’ve always wanted to create humorous mugs for behavioral economists that say, “I value this mug 2x more than you do.”2

Mike Norton, Dan Ariely and colleagues have done some very interesting experiments on the endowment effect, and how it relates not just to objects that we own, but objects that we construct. In these experiments, Ariely, Norton and colleagues had participants build LEGO structures. However, they broke the participants into four different groups:



	Those who were to build their LEGO structures to completion.

	Those who were to build their LEGO structures, but had to stop before the structure was completed.

	Those who were to build their LEGO structures and then take them apart.

	Those who were given a pre-made LEGO sculpture and told to do nothing.



So, what do you think they found? Which group valued their LEGO structure the most?

The group that was allowed to build their piece to completion valued its LEGO structure the most. Here’s how the different groups ranked:



	Those who were allowed to build their LEGO structures to completion ($$$$)

	Those who were asked to build, and then disassemble, their structures. ($$$)

	Those who were given pre-made structures. ($$)

	Those who stopped building their structures before completion. ($)



According to this experiment, the strength of the endowment effect is determined by:



	A sense of completion.

	The amount of effort invested in the item.



This effect has also been dubbed the IKEA effect. I’m sure that many of you have had the delightful experience of putting together IKEA furniture and understand the rationale behind the name.3

So, what else can increase an object’s perception of value? As Ellen Langer and colleagues have cleverly shown, people feel a greater sense ownership and value of an object when they’re given the opportunity to choose it (instead of being assigned to it). In Langer’s study, experimental subjects were placed into two groups:



	Group 1 was allowed to choose its lottery tickets.

	Group 2 was assigned its lottery tickets.



What do you think happened? The participants that chose their tickets valued them roughly four times more than those who were assigned their tickets. When the lottery-ticket choosers were asked to sell their tickets, they asked for $8.67 on average. The people who were given their tickets only asked for $1.96 on average.

The moral of the study: If you let people choose something instead of assigning it to them, they will likely value it much more.4


Can you give your users the opportunity to choose prizes or perks? If you let your users choose well-earned bonuses, it’s likely that they’ll value them more.

Example: Turntable.fm

Turntable allowed its users to pick their new avatar outfits once they gained a certain number of points.




AAA (formerly the American Automobile Association) sends its current members a new card each year with a clear call to action—“pay now to renew.” By giving users their new cards before they’ve renewed, AAA takes advantage of the endowment effect and gives its customers a sense of ownership at the time of requested payment.
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In the software world, the most common use of the endowment effect is the free trial. Companies have users create an account and use a product before requesting payment. This gives users a strong sense of ownership over the product and its value. It’s a 1-2 punch: the endowment effect and the IKEA effect.

[image: ]

Warby Parker, a design-minded prescription glasses and sunglasses company, has a very clever free trial strategy. They allow users to choose a selection of different frames from the website for a home trial period. Warby Parker ships users a variety of frames to try on for and compare over a period of five days. This gives potential customers a sense of ownership over the glasses, making the purchase of at least one pair very likely (next page).
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Another program that marketers and salespeople have used for some time is the money-back free trial. By having potential customers use and invest money in a product, it’s very likely that they’ll gain a sense of ownership of the product and value it much more. Intuit (also the maker of TurboTax) uses this strategy with Quicken, its personal finance and money management software program. After purchasing the product, installing it, and setting it up, customers will likely value it much more than they did before.
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Two companies that have done a great job of having users put effort into the product right away are Converse and Hunch.

Converse, the shoe company known for its trademark All Star sneaker, created a “Design Your Own Shoe” program that lets users choose the colors, patterns and overall design of their very own sneaker. This customization process gives customers a chance to contribute their creative effort and get a sense of product ownership before making their purchase.

[image: ]

Other shoe companies such as Vans have also capitalized on the customization process to get more customers to immediately put effort into the product and purchase more styles.

Hunch,  a  recommendation  engine,  also  has  users  immediately  put  effort  into  its product.
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The site immediately requires users to answer a series of preference questions so that it can provide them with individually tailored recommendation accounts (seen on next page).

[image: ]

A more recent example of this sign-up process is shown in Peek’s iPhone application. New users answer a series of “personality” questions to receive a customized set of activity recommendations (next page):
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The Pain of Paying

Did you know that paying with cash is more painful than paying with a credit card?5 The act of handing over cash when purchasing something is more visceral and less abstract than handing over a credit card. This highlights the loss of money for the purchaser.

By making purchasing less painful, credit cards lead to more impulse purchases, things like unhealthy beverages and snacks. In an analysis of 1000+ households, Manoj Thomas and colleagues found that "shopping baskets have a larger portion of food items rated as impulsive and unhealthy when shoppers use credit or debit cards to pay for the purchases". The lesson here? Shop for groceries using cash if you want to avoid unhealthy impulse purchases. If you really want to make the payment process even more painful, pay with rolls of pennies. Just a friendly tip :)



Let's review what we’ve learned so far:

We know that people hate losing more than they like gaining. We also know that this is probably because we overvalue things we own, especially things we have put effort into.

Therefore, in order to use loss aversion as a behavior change force, we need to:



	Remind the audience that loss is inevitable unless they perform the desired behavior.

	Make sure that the audience feels ownership over the very thing we’re threatening them with the loss of.

	Get the audience to put time and effort into the thing we want them to value—the sooner, the better.



Let’s go over some specific recommendations and exercises that will show you how to apply these findings and concepts to your own product.









Applying the Concepts

Exercise 1:

Many products help people prevent losses in their lives.  If your product falls into this category, we want you to create some messaging that highlights the potential losses
you protect users against. We call this “loss framing.” Here are some examples of
situations and answers that frame the messaging in this way.

Example: How could Expensify, an app that tracks company expenses, use loss
framing?

Answer: “Every day, you’re spending money for your business. Every day that you don’t
track your expenses, you’re losing tax benefits.”

Example 2: How could The New York Times use loss language?

Answer: “Your friends think you're smart—let's keep it that way. Read NYTimes in your
inbox, daily.”

Example 3: How could Facebook use loss framing?

Answer: “Never miss out on what your friends are doing again.”. Or “Remember that
epic party you missed out on? Never let that happen again. Stay up-to-date with your
friends.”

We know that these are strong statements that verge on hyperbole, but they clearly
highlight the loss-aversion framing that's possible for some of the products we use
everyday.

Exercise 2:

Let’s spend some time understanding how your product protects customers/users
from losses. We want you to come up with five different statements that succinctly
communicate how your product will prevent a loss in your customer’s life.



	

	

	

	

	



Consider putting one of these statements on your landing page or listing it as a key step in the sign-up flow.

Imagine what would happen if Mint.com led with a message that triggered loss aversion. On the next page is an example of what their page could look like (by the way, it’s fake—we made it).
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Exercise 3: The Endowment Effect

Let’s have you take advantage of the endowment effect. Can you quickly give your users a sense of ownership over your product in the first-time user experience?



	Try to reframe or redesign your trial experience to do this.



Example: Apple lets you engrave your name or a short line of text on their iPad and iPod products. While this is a thoughtful gesture when used in a gifting context, it also helps the user assume some ownership over the object quickly.





	2. Can you change some of your copy to imply that the product belongs to your users, prior to them actually adopting it?


Example: YOUR channel, YOUR rewards, etc.



Exercise 4: The Ikea Effect

Can you get your users to put effort into your service? Perhaps you can get them to personalize the product so they feel more ownership.

Warning: While adding work may decrease your conversion rate when placed in the sign-up flow, it may also serve to filter out users who would drop off. When implementing additional fields, remember to test them. We suggest going through the Path of Least Resistance workbook first to eliminate all points of friction before you add questions that specifically are intended to increase commitment back into the product.



	1. What questions or information could you ask new users that would contribute to a great user experience?



List 1-5 questions or statements here.


	
2. How can you collect this information in the most frictionless way possible?



Example: Have users pick a persona. For example, customers could select from a list specifying that they are a mom, young professional, or a single person. This could eliminate some of the friction of answering multiple questions but still get the customer to answer a question that increases their engagement with the product.

List 1-5 of your answers here.


	
3. Sketch out your new potential user experience here.





Warning: While loss aversion is one of the most powerful motivators of action, we don’t recommend using it in situations that require a long-term behavior change. Loss aversion can convince someone to sign up for a product by reminding them of what they are losing, but this is a one-time behavior. When loss aversion is used as the primary tactic to motivate an action that is repeated frequently over time, users become immune to the risk and the effect is decreased. This is why loss aversion is not a recommended tactic for producing long-term behavior changes.
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Concreteness


Descriptive Language

Which message would cause you to donate money?

	“There are 100,000,000 children in need throughout the world. Help them today.”



Or…this photograph, accompanied by this line:

 

“Peter is hungry and needs your help.”

[image: ]

Since we know that you love numbers and statistics, we’re guessing that you would give more money if presented with the first advertisement. Just kidding. The second advertisement is much more compelling from an emotional point of view and for this reason, is much more effective in driving donations. It’s hard for us to get motivated by abstractions and statistics. We respond to concrete images and people in a much stronger manner. This is called the identifiable victim effect. Joseph Stalin summed it up in this morbidly charming saying: “The death of a single Russian soldier is a tragedy. A million deaths is a statistic.”1

The identifiable victim effect was in play during the trials and tribulations of “Baby Jessica.” In late 1987, eighteen-month-old Jessica McClure spent 58 hours trapped in a well. It captured the imagination and collective horror of the nation, and the American public responded with sympathy, a tremendous rescue effort, and plenty of money. The McClures received over $700,000 in donations for Jessica in the months after her rescue. Eventually, the story was made into a popular made-for-television movie, “Everybody’s Baby: The Rescue of Jessica McClure.”

While the plight of entire nations (think Rwanda) and cities (think Detroit, New Orleans) has failed to rouse the American public’s sympathy, the near-tragedy of a single, adorable child succeeded. This demonstrates the power of our emotions, which are easily stimulated by concrete, vivid imagery.

What does this mean for your product?

Messages that are concrete and specific are powerful. People react strongly to vivid, easily understandable problems. Unfortunately, we often use impressive-sounding statistics and complicated numerical lingo that can’t provide the same emotional punch. By making your benefits more concrete and specific, your users will be able to envision a world in which your product is part of their daily routine.

Here are some examples to help you understand what we mean by concrete and specific messaging:









Examples

Abstract, numeric: “300,000 small business owners got audited last year.”

Concrete, specific: “Bill, a 45-year-old small business owner, was audited last year.”
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Abstract, numeric: “Cigarette smoking causes about 1 out of every 5 deaths in the United States each year.”

Concrete, specific: “Record your voice for your loved ones while you still can.”

[image: ]

Abstract, numeric: “50% of America is overweight.”

Concrete, specific: “Melissa, 32, is 350 pounds—just like much of her community.”

[image: ]

As research has shown, abstract and numeric messages fail to arouse our emotions— this is the root of the problem. Often, the bigger the problem we’re trying to describe, the more likely we are to use numbers to express the magnitude of the issue. However, numerical messaging is unlikely to spur people to action. It’s a perverse situation.

Paul Slovic, a psychologist from the University of Oregon, covered this problem in his 2007 paper entitled, “If I look at the mass I will never act: “Psychic numbing and genocide”.

In the paper, he reviews the research related to the identifiable victim effect. He covers a study in which researchers asked respondents whom they would be more likely to support: one child in Africa or three million people going through a food shortage.

As predicted by the identifiable victim effect and power of concreteness, more people chose the one child in Africa.2


Some ideas for making your product’s benefits concrete:



Use a clock in the upper righthand corner to indicate how much time the user has saved because of your product.
Build a dashboard that shows each user the number of new customers you have given them.
Show each user what would have happened had they not been using your application. For example, if you’re Dropbox, tell a story about a woman losing her data in a hard-drive crash and remind them that this won’t happen to them if they use Dropbox.
 



When people have to deliberate at all, the effect decreases

As we can see, abstract/numerical language is less effective because it’s not as emotionally stimulating. It doesn’t inspire action as effectively as a moving image or a concrete, descriptive sentence. But are people always so easily swayed by emotion?

Can’t we get them to become more rational and think critically about the magnitude of the statistical problems they’re confronted with?

In 2007, Deborah Small and her colleagues ran an experiment to see if they could do exactly that. Donors could become more generous and rational in their giving behavior. The subjects were placed into two primary groups:

Those who received statistical information about the charitable problem

Those who received information about an identifiable victim of the charitable problem Half of the potential donors in each group also received a short lesson on how the identifiable victim effect works. They were made conscious of their biases.

What do you think happened? They surely gave more, right?

Actually, the people in the identifiable victim group ended up giving less money than one would expect; in fact, they gave roughly as much as the statistical group. It destroyed the power of concreteness and the identifiable victim effect.3

What this says is that in general, once deliberation comes into the picture, our motivation to act based on emotion decreases.









Action Language

Language that engages the emotions and paints a clear picture in the reader’s mind can be a very powerful tool.

However, emotional engagement is only half of the concrete story. Concreteness is also of vital importance when giving people action plans, specific instructions for what they should do.

To clarify this, let’s look at a study done by Howard Leventhal, Robert Singer and Susan Jones of Yale University. They wanted to see what effect specific instructions would have on the performance of a simple, yet somewhat time-consuming, behavior— getting a tetanus shot.

They recruited Yale University students and had them come into the lab to evaluate a pamphlet. Some of the students were given a pamphlet with specific instructions on what to do, where to go, and a detailed map of the campus health center. Others were given most of the same information, but without specific instructions about what to do and where to go, etc. In the end, the study found that being given concrete instructions substantially increased the number of students who got tetanus shots, but only when the students were scared enough by the consequences of not getting shots. That is, specific instructions are quite powerful when paired with emotional arousal.

So, in our quest to get our audience to perform the behaviors we want, we need to couple concrete, emotional language with clear instructions—clear calls to action.

In the web and mobile world, calls to action (CTAs) take the form of buttons and links. The text that we use for our buttons and links is extremely important in determining how effective they’ll be.

When choosing our wording, we need think about two things:



	Fitting into the user’s frame of mind

	Expressing  the  result  of  the  call-to-action  button  clearly,  i.e.  what happens when you click on it.



You would be quite confused if you clicked on a button that read “Purchase Book” and were sent to a YouTube video page. The best calls to action reduce the uncertainty around what is going to happen by clearly stating what the button will lead to.

In May 2013, Aweber released a set of case studies that clearly shows the importance of clear and concretely worded copy.4

Let’s start you off with a quick quiz question: Which of these calls to action is more effective (next page)?
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“Read Full Essay Now” is the winner. “Get Instant Access Now” caused conversions to decrease by 34%.

Why?

“Read Full Essay Now” is much more clear and concrete, and it fits into the frame of mind of a user who’s already reading. In this situation, users are reading a portion of a blog article and are most likely going to want to read the rest. “Read Full Essay Now” fits into this frame of mind more fittingly than “Get Instant Access.”

Okay, question two. Which of the following Twitter link treatments was more effective?
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The first treatment, making “here” the link to the Twitter account, was much more effective. In fact, it brought in 172% more clicks.

Why? This link makes it clear what action the user  is  supposed  to  take  and  what  is going to happen next. Dustin is telling you: Click here and you will go to my Twitter page. However, in the next version, it’s not as clear that Twitter is actually a link that can be clicked. We also don’t have a sense of where that link will take us, though it’s likely to be Twitter.









Intent Language

A large body of literature on action plans has unraveled part of the mystery as to why goal-setting is so ineffective. In short: Goals don’t give people instructions.

Over the last several decades, psychologists have been doing systematic research on “implementation intentions”—intentions to do a specific action when faced with a certain situation. For example, if I want to lose weight I can create an “implementation intention” to order a small salad with chicken when at Subway. This is a specific action plan that instructs me how to act in a specific setting in order to attain a goal (losing weight).

Implementation intentions make it more likely for people to remember to perform the desired goal-oriented action in the right context. This is because an implementation intention is, more or less, a very specific action plan. There is a variation of implementation intentions that makes the user pre-commit to performing the very specific action plan.

So how does this relate to product design? This research makes it clear that, in order to get our users to perform the proper (and desired) behaviors, we need to give them very specific instructions. We can’t just say “Create a profile.” Instead, we should say, “Tell us your name, upload a photo, and enter your email address.” The less ambiguity, the better. Creating a profile is a fuzzy goal—what does a profile look like? What does it contain? Entering an email address, on the other hand, is a clear and concrete behavior.









In-Your-Way Instructions

Littering is a problem for many cities. While many people know the harmful effects of littering, they still continue to litter. In Copehagen, it is estimated that 1 in 3 individuals will occasionally litter. To resolve this problem, a research team from Roskilde University tested a nudge to help pedestrians avoid littering.

The team placed green footprints that led to various garbage bins in the city and handed out caramels to nearby pedestrians. Then, they observed how many pedestrians would follow the footprints to the garbage bin and dispose of their caramel wrappers. The results showed that there was a 46% decrease in caramel wrappers littering the streets when the green footprints were in use.

We call these In-Your-Way instructions. You cannot help but notice the footprints. They are literally in your way.5









Power of Pre-Commitment

The “Save More Tomorrow” program did exactly that to encourage employees to save more money. To achieve this, they had employees auto-enroll in a plan that would save a specific base amount of their paycheck and then increase their savings contribution by a certain percentage each time they received a raise.

The saver pre-committed to doing this action prior to the beginning of the pay period. The average savings rate for SMarT program participants increased from 3.5 percent to
13.6    percent over the course of 40 months. There are two factors at work here:



	The “Save More Tomorrow” plan recommended an exact savings rate and amount for each person. It provided specific instructions—action language. Imagine if they had instead been recommended to simply save “a little bit each month.” Do you think the results would have been the same with such vague directions? Probably not.

	The saver made a pre-commitment. A pre-commitment can be an internal contract between the participant and themselves or a more formal agreement between the participant and the product. By having the saver commit to a tangible goal, the participants were able to save more.6




“Save More Tomorrow” is also an excellent example of creating a path of least resistance. The program uses a default savings rate and makes it easy for employees to auto-enroll in the program. See the Path of Least Resistance for more on this principle.












Now it's your turn to apply these lessons

Exercise 1: Descriptive Language
Chip and Dan Heath cover a great concreteness case study in their classic book “Made to Stick.” The Nature Conservancy (TNC) was embarking on a campaign to protect roughly 9 percent of California’s land mass, or almost 10,000,000 acres. Traditionally, TNC had been very successful by purchasing endangered land in the name of donors. By specifying which endangered lands they were purchasing on behalf of the donor, TNC made donors aware of exactly where their contributions were going. Donors could see concrete results from their contributions. The program turned big hairy numbers into motivating, concrete objects.

However, purchasing 9% of California was well out of the realm of financial possibility for TNC. They had to do something else; they had to purchase contracts with landowners that were called “conservation easements”. TNC would pay landowners a certain amount of money to not develop or harm the land. While this is an effective way to protect land, it’s not particularly exciting for donors. In addition, the numbers involved were so big (10,000,000 acres) that the plan seemed doomed by the de-motivational power of statistics.7

How could they take advantage of the identifiable  victim  effect?  How  would  you  do this?




Answer to Exercise 1: To do this, TNC broke the different environments it wanted to save up into distinct “landscapes.” Instead of saying, “We’re going to protect 50,000 acres this year”, they changed the message to “We’re going to protect the Redwood Highlands this year.” By giving specific land areas a name and an associated picture, they were able to make the gargantuan task of preserving 9% of California’s land more concrete. This way, they could tell donors that they had successfully “saved the Redwood Highlands.” By creating personas around the different land areas they aimed to save, the TNC successfully harnessed the power of concreteness to turn large, boring numbers into emotionally stimulating, scenic landscapes that needed to be saved.



Exercise 2: Descriptive Language
Which program would you pick?

A. Approximately 50,000 people die every year in traffic accidents in the United States. A new program has been proposed that will save exactly 25 of these 50,000 lives every year.

B. 25 people die every year in traffic accidents on a specific highway interchange. A new program has been proposed that will eliminate the risks at this interchange. If the program is adopted, it is expected that there will be no further fatalities at this interchange.

Why?




Answer to Exercise 2: The power of the identifiable victim effect is that it makes us feel like will have a greater influence on the ONE person. It’s important when crafting these messages that the impact is framed around the smallest reference group. Why? My influence sounds greater when we frame the proposition as “Save 100% of the drivers on this specific highway” compared to “Save 1% of the roadway population.”



Exercise 3: Descriptive Language
The identifiable victim effect is an example of taking a broad and abstract concept and making it relevant to the mind of the user. One way you can apply this to your product is by conveying your benefits in a concrete and specific manner. Let’s do this right now.

First, list out 5 benefits of using your product:



Now, think of the ones that are the most concrete and the most significant.

Finally, think about ways you can use action language and intent language to give users reminders about the benefits of using your product.

Examples:



	Can you have a clock in the upper righthand corner that displays how much time the user has saved because of your product?

	Can you build a dashboard that shows each user the number of new customers you have given them?

	Can you show each user what would have happened had they not been using your application. For example, if you’re Dropbox, tell a story about a woman
losing her data in a hard-drive crash and remind them they this won’t happen to them.



By making your benefits more concrete and specific, your users will be able to envision a world in which your product is part of their daily routine.



Exercise 4: Action Language
Imagine you just bought a brand-new purple Chevy Camaro. Before you can drive it, you’ll need to purchase car insurance. You log on to Geico's website to figure out how much the insurance will cost. Which of these two frames will be more effective at getting you to click through to the next screen?

Which of the following treatments do you think was the most effective? Please think about why you think this is the most effective choice.
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Answer to Exercise 4: If you said “Request a quote”, you’re wrong.

“Request pricing” resulted in a 161.6% increase in click-through.

“Request a quote” is unclear. What is included in a quote? Is there any pricing?

Alternatively, “Request a price” is much less ambiguous. We know that if we click on that link we’ll be shown a price for our object of desire.

Without knowing the website’s audience, guessing a winner in each of these scenarios may be difficult. When working on our own products, however, we can talk to users and pay special attention to the words they use and recognize. We can then use those same words in our copy. In the end, it’s all about fitting into the mental models of the people we’re building for with clear and concrete copy.



Exercise 5: Action Language

Please find one area of your product experience where you give users instructions. How you change your call to action to be more specific?

For example, if you’re building a finance application, instead of asking users to “See Trends” try something that matches a user’s frame of reference such as “Compare to Last Week.

Both phrases imply an action, but the latter helps a user visualize the action and matches their frame of reference.



Exercise 6: Intent Language

Let’s take the “Intent Language” lessons (clear, actionable instructions) and apply them to a commonly-desired goal: eating healthily.

The first step towards writing specific, concrete messaging is coming up with a specific, concrete behavior.

“Eating healthily” is a broad and vague concept. Is an apple healthy? Does that count? How about McDonald’s without the fries?

Let’s come up with a specific behavior that we want to encourage—drinking water.

Coming up with a specific behavior allows us to get rid of the ambiguity and distraction in our instructions to our audience.

Now that we have this specific behavior, what language can you use to help encourage users drink water? Try to create two different ways. Use “In Your Way” Instructions and an action plan that users must pre-commit to.




Answer to Exercise 6: Just telling a user to drink water will not be enough. Ideally, we tell the user when to drink water and how much they should drink.

We could create a poster of a person drinking water in the morning, afternoon and evening. The person depicted should have a healthy body and glowing skin, and the poster can be taped to the refrigerator.

We could number eight glasses with the numbers 1-8, place them in a kitchen cabinet, and have them try (commit) to drink from each one during the day.

We could have people pre-commit to a total number of glasses they will drink during each day at the start of the week.



Exercise 7: Intent Language
Is there an action plan that you already provide users (or will start providing users) that you can get your users to pre-commit to?

Example:

Behavior: Running

Action plan: Run a certain a number of miles

General commitment: Your user agrees to on Sunday night: I will run 10 miles a week.

Specific commitment: Your user agrees to on Sunday nights: I will run 3 miles 3 days a week on Monday, Wednesday and Friday.

Now, it’s your turn:

Please list the behavior:    



Write out the action plan:


Please list the general commitment:


Please list the specific commitment:
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Relativity


Context is Everything

Let’s start this off with a question: Is this box big?
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It’s hard to tell, right? How about now?
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Okay, just a couple more questions...

Which table is longer?
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Choose one:



	
The one on the left




	
The one on the right




	
They’re the same size






Flip to the next page to see the answer...
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Which dot is bigger?
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Our perception is relative, as you can see from these optical illusions. The same object looks dramatically different when seen in different contexts. Small things are only seen as small because they’re next to larger things. This principle of relativity doesn’t only apply to visual phenomena; it’s integral to the way we think about everything.

Loud sounds are loud only in comparison to the other sounds we hear. Expensive things are expensive because of how they compare to other alternatives and our past purchases. In short, there’s really no such thing as big or small, expensive or cheap— there’s just bigger, smaller, more expensive and less expensive.

This means that, depending on the other options we present our users, we can make an option seem big, small, reasonable or unreasonable. Let’s use The Economist’s pricing page as an example.
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Do you think that $59 is a good price for a digital subscription to a magazine?

Chances are, you’ve never purchased a digital subscription before. Therefore, you have no reference experience, no anchor, to orient you. The only other thing you can compare that price to is the combined print and web subscription, but it’s hard to compare the value of these things.

The cost of the print subscription is double that of the web subscription—but wouldn’t it also be nice to have a physical reminder of one’s purchase? You could create a nice collection of Economist magazines, but is that worth the extra cost? Is it worth another 66 dollars? Questions like these make choosing between two substantially different options (apples vs. oranges) quite difficult.

By making two options more easily comparable, we can make the decision-making process itself much simpler. To do this, The Economist introduced what’s called a “decoy option.” In this case, it was the “print-only option”.
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How do you think this affected sales?

Do you think it...



	Increased the number of economist.com-only sales

	Increased the number of print-and-web sales

	Caused many more people purchased the print subscription, and sales of the other options stayed the same



The answer is number 2. Before the print-only option existed, a majority of customers (68%) purchased the web-only subscription. After the additional option was included, a majority of new subscribers chose the more expensive print-and-web option. Why is this? It’s because the print-only option was worse than the print-and-web option in every way. Not only did it offer the new subscriber less for their money, it was the same price. It mad the print-and-web option look amazing, like the obvious choice. This is why the print-and-web option became the dominant choice, with 84% of new subscribers selecting it.
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Here’s another example of the decoy effect.

You may recall that back in 2000, during the hotly-contested electoral battle between George W. Bush and Al Gore, there was a certain amount of outrage being directed towards Ralph Nader, the third party candidate. After the close call in Florida, many news outlets reported that if Nader hadn’t run, the liberal votes he won would have gone to Gore—and then Bush wouldn’t have won the election.1

At first glance, that seems like a reasonable statement. However, it overlooks the power of relativity. Nader was an extremely liberal candidate, much more liberal than Gore on most issues. Compared to Nader, Gore appeared somewhat moderate. This made him look more attractive to the moderate voting base, which is a large, decisive group in most elections. So while Gore may have missed out on some ultra-liberal votes, it’s likely that Nader gave him a big boost with a much more substantial and important group—the moderates.

As you can see, the decoy effect can be used to get people to spend more or to sway presidential elections. It’s a force to be reckoned with.

Using the examples you’ve just seen, we want you to create your own decoy:

Step 1: Create a lower tier option

Come up with a cheap plan for your product.

Let's pretend that you're in charge of a music subscription service. You probably have a free option that allows users to stream music with periodic ad interruptions.

In this situation, your "cheap" paid plan could cost $5.00 and give users ad-free listening.

Step 2: Create a high-tier option

Now, we're going to come up with our more deluxe, high-tier option.

In this case, we'll let users stream the music in high-quality, 320kbps audio for $9.99. It’s still ad-free, of course.

Step 3: Create a “high tier +” option

The “high tier +” option is designed to be a viewed as a complete steal. It’s better than the high-tier option in every way—it costs the same or a tiny bit more, and it offers more.

To create this option, we copy the high-tier features and add on one feature. We either keep the price the same or raise it by a small amount.

In this case, we can allow users to download the music to their computers or their phones for a small 51-cent price increase, bringing the price to $10.50. We dramatically increase the value of the product, allowing users to listen to music with zero load time in areas with bad reception, but we only increase the price by 51 cents.
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The “high-tier” option we created in step 2 is what we call a "decoy.” It makes one of the options on our three-option price page look really really good, which causes a large portion of new customers to choose it.

In this case, the decoy effect allows us to get a larger number of people into the more expensive plan of $10.50/month. since that's where we're going to get the most money.

So, as you can see, by creating a three-item pricing page and intelligently using a decoy, we can create an effective pricing strategy that steers as many people as possible into the highest-priced option.









Pay attention (to what?)

Framing

What sounds better to you?



	80% fat-free ground beef

	20% fat ground beef



The first option seems a lot more appetizing. However, as we’re sure you’ve noticed, they both describe the same thing. We just presented you with two different frames through which you can look at the same thing. For decades, psychologists have studied how simple changes in framing can change perception and decision-making. In the world of product design and marketing, framing is a formidable force. Not only does the framing often determine whether or not customers want to try your product in the first place, it also determines how they’ll perceive the quality of their experience.

This is because the frame is what sets one’s expectations. Not surprisingly, our expectations have a substantial effect on what we do and how we feel. If we’re expecting to earn $50 for driving a taxi cab today but instead earn $60.00, we feel great. However, if we’re expecting to earn $50, and instead earn $40, we might even stay out on the streets longer, looking for extra passengers to make up for the loss in wages.

This same vein of research also implies something about the power of happy surprises. This includes anything positively surprising which doesn’t exist within the realm of customer expectations and can create a powerful emotional experience that is likely to remain with the customer for some time.2

So, we’re left with a few questions:



	Is there any way you can surprise your users in a positive manner? Can you give them something unexpected that will keep them coming back for more?

	What attribute are you drawing users’ attention to?

	Are they able to quickly compare your product using this attribute without being confused by other attributes?



When should you include a comparison to your product?3

As a rule of thumb, comparisons are helpful when people may be unsure about the information provided.

Imagine you’re a recruiter looking to hire a college student. You’re given information about the candidate’s likelihood to succeed in your organization. The main piece of information you’re given is a score called “APE.” Unfortunately, you have never heard of this metric before. You don’t know what qualifies as a good APE or a bad APE.

George Lowenstein designed a lab study in which he gave participants (recruiters) different APE scores. Without any additional information, the participants rated the candidates the same, regardless of how high or low the APE score was.

As soon as Lowenstein added contexual information by giving the average score or a range of possible scores, the evaluations of the candidates reflected the additional information.

What does this mean? Without any relativity information, people don’t know what to decide. By giving people additional context on the information provided,  especially when the information is completely new to them, we can change how they will respond.

While this may seem obvious, there is a lot we can learn from this.

We can’t analyze numbers in a vacuum. We need to know what the range is. We need to understand what is average and what is exceptional in order to make a judgment. These scores are relative.

Is $50 a lot for a hotel room in Tahiti? We don’t really know. We would need more information about the standard hotel rates, what the luxury penthouses cost, and so on.

Is 5GB a lot of disk storage? Well, it’s not today, but when Apple first announced the iPod, it was a tremendous amount. To help customers understand the magnitude of the storage space, they created the marketing phrase: “$1,000 of songs in your pocket.” That’s a lot of music.

Is a quarter-pound hamburger a big meal? We know it’s not small. However, since McDonald’s also offers a Big Mac on the same menu, it makes eating a quarter-pound of ground beef reasonable. It helps us understand that a quarter-pounder is  for people who are hungry but not necessarily famished.

Imagine trying to buy a home. The real estate agent says the neighborhood has had one break-in this year and the police safety score is 23.4. We don’t know what to think about the police safety score, so we’ll likely take the break-in quite seriously and use this to inform our perception of safety. However, this would be unfortunate if that police safety score was in the top 5%. Since it’s difficult to evaluate, we don’t take it very seriously in our decision.

Takeaway 1: Value is relative.

We need to give our customers comparisons or multiple options to help them make a decision.

Takeaway 2: Make your product attributes easy to evaluate.


How can you overcome these powerful framing effects?4

Research by James Druckman from the University of Minnesota suggests that
we should run our decisions by friends. When given credible advice about a
decision, people are able to resist the linguistic pull of framing.

On the web where, most of the time, people are sitting by themselves at a
computer, it’s likely that framing effects are going to remain strong. Because
of this, we should see framing as a powerful force that can be used tactically
to shape a customer’s experience and amplify their enjoyment with our
products.












Upselling

In the product world, upselling can be a powerful tool. However, if the upsold items are not presented properly, the tactic can backfire.

To understand how to upsell properly using the power of relativity, we’ll use the example of a camera. Let’s say that you’re part of the marketing department at a large digital camera company.

You have two different items you’re able to give as a promotional upsell: a zoom lens or a tripod stand. Which item do you choose?



	Zoom lens

	Tripod stand



If you think a tripod stand would be a more effective upsell, you’d be correct. Now, why would this be? Let’s think about the message that each of these upsells sends the potential buyer. A zoom lens communicates that the zooming capacity of this camera might not be as good as you think; why else would they offer customers an option to improve it? On the other hand, have you ever encountered a camera that could stand off the ground on its own? The tripod stand implies nothing about the inherent worth of the product while the zoom lens upgrade does.

A zoom lens is an enhancement to a current feature on the basic product. In technical terms, it’s called an “alignable add-on.” In contrast, we call a tripod a “non-alignable” add-on. Non-alignable add-ons add new capabilities to a product, while alignable add-ons enhance current capabilities. An upsell that offers a new capability to the basic product helps people understand the additional value they may get from the upsold item without making the basic product seem less impressive.5

One of the additional benefits of framing is that we can focus consumers on one specific attribute of the product. By doing this, we can create a relative comparison about that attribute.

Imagine that you are comparing bikes. In one instance, the bike is described in terms of comfort. One bike has a metal seat,  another  bike  has  an  ergonomically  approved seat, and yet another model boasts an innovative “body-conforming” design. By getting people to pay attention to one specific attribute, it’s easy to determine what the best option is. By channeling the attention of the consumer into an easy-to-compare variable, you can make the “right” choice seem obvious.

Robert Cialdini notes that great salespeople tend to sequence their sales efforts in a clever manner. Suppose a man wants to spice up his look. He comes into a clothing shop and asks to see some sweaters and a suit. A thoughtful salesperson will show him the suits first. Only after the man has made a decision about his suit will the salesperson take him to see the sweater selection.6

Why do you think the salesperson pushes the pricey suit first?

The salesperson understands relativity. He understands that if the man has committed to purchase a pricey suit, the sweater won’t seem as pricey in comparison. If he has just purchased a $400+ suit, then a $100 sweater seems like a bargain.

How could you apply this to your sales process?

Currently, most e-commerce products ask shoppers to browse and add things to a cart. At the end, after the shoppers have added everything they want, they are able to check out.

How would our clothing salesperson redesign this e-commerce experience?

He would likely suggest that shoppers should be directed to add their main, big-ticket purchase to their cart as soon as possible. Then, only after they have committed to purchasing the big-ticket item would he suggest that they add other items to their cart.

By having the shopper commit to purchasing the big-ticket item, smaller accessories or additional upgrades seem like small and reasonable choices.









Size and Relativity

Now, let’s think about something a bit different: eating. The question is, how do you know when to stop eating?



	I feel full

	When I’m finished with what’s on my plate

	I can tell from looking at my plate

	I get a weird sixth sense



One more question: Do you think that you would eat more than normal if you ate out of a never-ending soup bowl?

If you said yes, you’d be right. Brian Wansink of Cornell University conducted this very experiment to see if he could trick people into eating more by changing the visual cues they were presented with as they ate. He thought that if subjects saw a mostly-full soup bowl as they kept eating, they would assume that they hadn’t eaten very much, which would cause them to eat more and get a sense of “fullness” later than normal. In fact, the individuals who got never-ending soup bowls consumed 73% more than those who didn’t. But here’s the kicker: Those who ate out of the never-ending bowls didn’t think they had consumed more than they normally did. Think about that the next time you grab a large plate at the cafeteria or buffet.

Other studies back up this point of view. A study from 2002 showed that the more we’re given, the more we eat. Subjects in this experiment consumed 30% more energy (676 kJ) when offered the largest portion size compared to when they were offered the smallest portion size.7

So how do we take this insight and apply it to product or marketing work? These findings imply that a sense of satisfaction and fullness are determined by a sense of completion. If we’re given a small plate of food, we feel satisfied when it’s completed. When we’re given a large plate of food, we also feel satisfied when it’s completed. But in the large plate condition, we need to eat a LOT more to feel the same way.

Now, think about some of the products that you use in your life. Do you feel better about products with a limited number of features, all of which you use, or a large product with hundreds of features you don’t use regularly? Instagram and Uber come to mind when we think of small products that we use fully. Photoshop and the Microsoft Office Suite come to mind when we think of large products with hundreds of features we never use. We'd argue that by making your users feel like that are getting their money's worth, chances of satisfaction will go up—it all comes down to framing.

3 Takeaways:8



	Design a decoy or comparison to make the option you want your users to choose look like the obvious choice.

	Give users something new, an add-on to the product that makes it look better, not one that detracts.

	Size matters. Always consider the size of what you’re offering.










Exercises

Exercise 1

How you would use your understanding of relativity to help you drink less coffee during the day?




Answer: Buy and use smaller mugs. Make coffee in a smaller French press to prevent having the second cup.



Exercise 2

You’re on a 6-hour flight from San Francisco to New York City. You want to surf the Internet and answer some important emails.



	Which of the following do you purchase?
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Why? Do you see a decoy? Which option do you think is the decoy?




Answer: We purchase the Gogo flight pass. The decoy is “Buy 2 hours, get 1 Free.”



Exercise 3
Currently Dropbox charges $9.99 monthly for the 100GB option. With your understanding of relativity, design a new pricing page for Dropbox that gets people to buy more 200GB options.
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Answer to Exercise 3:Let’s create a decoy. When considering how to design a decoy, we want to evaluate which option we’d ideally like users to choose.

The $200 is the “high-tier” option. Now we just have to create a “high-tier+”
option that has more value but at the same or close to the same price.

For this, we can get creative. What are some small ways to increase the high tier value?

We could add small but seemingly important features:


	Additional privacy setting for photos, like a lock box for your most private photos

	Revision history on documents

	Ability to revert to previous version


We could also add on adjacent but helpful things:



	Ability to participate in the beta program, which gets you new features faster

	Access to productivity experts

	Templates for how you set up your folder structure


Any of these additions will focus the decision between high tier and high tier +. Once this happens, the user has an easy decision to make. Why not go with high tier+ for an additional 50 cents? By using relativity in this way, we simplify the user’s decisions and increase the number of people who choose “high tier” or “high tier +.”

Note:    Dropbox makes the first “low-tier” option available for free. Given what we know about the power of free, the decoy effect is likely to decrease.



Exercise 4
It’s your turn. Please design a decoy on your site. If you don’t have a product with a decoy potential, choose another product you like.


Exercise 5
Please list all of the attributes of your product that users will be evaluating. These may be attributes that they look at before purchasing or downloading your product. These also may be attributes that they look at when using your product.

For example, if Instagram only had one filter, it may be much more difficult to determine whether you like the filter or not. Instead, we end up comparing a variety filters. By offering “Kelvin”, a filter that is not very popular,, we are more easily able to appreciate the “Valencia” filter.

Next to each attribute, please list if it is easy or difficult to evaluate. Remember that a “difficult-to-evaluate” attribute is one in which people may not understand its value in isolation or they lack the information to determine whether it’s good or not.

For all difficult-to-evaluate attributes, list information or comparisons you could provide that would help a user evaluate it.

For each attribute, label it as alignable or non-alignable to the main product. As a nice rule of thumb, alignable features differentiate on quantity. We can have more users, more storage and more privacy. In contrast, non-alignable features are ones we can either include or not include. These are things like the tripod for a camera, or ability to take payment for an accounting application.

For all alignable features that are available in more than the basic product, please assess if they may have a negative impact on the overall perception of the basic product.



Exercise 6
How would you make this purchase page easier to understand? Can you make it easy for customers to make a decision?
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Answer to Exercise 6: Did you take any one of these approaches?

1. Equalize everything except for one or two variables. For example, keep the operating system and processors are the same, but increase the hard drive and memory with each offering.

2. Another option is to frame the offerings based on user type. Is this for home/ personal usage? Or is this for professional usage?

3. A third option is to provide the user with ratings on benefits instead of features. For example, the $449 computer is rated 5 stars on efficiency and portability. The
$349 computer is rated 3 stars on efficiency and portability but has a 5-star rating on affordability.



Exercise 7
General audit of your product and market

What do people currently compare your product to? Can you find a slightly less good alternative that makes you look better?


See where you want consumers to take actions in the product experience that involve a choice or a decision point. How could you better take advantage of relativity principles?



How could you create a “small plate” version of your product, so that the user is taking advantage of at least 80-90% of the features?



[1] http://www.journals.marketingpower.com/doi/abs/10.1509/jmkg.70.4.92


[2] https://www.dropbox.com/s/k0mi48lkw1j5v52/addOnFeatures.pdf
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Incentives


Introduction

Let’s start this guide with a familiar scene: A child is given a dinner plate filled with vegetables, meat, and a tempting side dish such as macaroni and cheese. The macaroni disappears quickly and the meat is consumed soon after. But the vegetables linger and before long, the child has left the table without touching any of his/her greens.

How would you fix this? How would you get your child to finish the greens?

Some of you would probably use a punishment to rectify the situation: “You’re not going out to play with your friends unless you finish your vegetables!” Some of you, however, would choose to use a reward—an incentive like dessert.

It’s amazing how quickly a child will dispose of a soggy plate of vegetables when it results in a bowl of chocolate ice cream.

While this might seem like a trivial scenario, we see the same principles operating throughout the adult and digital worlds. Facebook users are incentivized to post photos and thoughts in exchange for comments and likes. Lyft users are incentivized to send messages to their friends asking them to become drivers, since the inviting user receives $100 in credit for any friend that joins. The list goes on and on. Most successful products have a compelling incentive system in place. It’s the motor that keeps each product buzzing with user activity.

In this guide, we’re going to give you a comprehensive overview of the different kinds of incentives that exist and how you can incorporate them into your product. Specifically, we’re going to cover:

1. The 4 types of rewards
2. How to “supersize” rewards
3. How to time rewards (when you should give users these rewards)

At the end of the guide, you should be able to successfully come up with a reward system for your product so that your users perform the proper behaviors, feel good doing them and keep coming back for more. In other words, you should be able to design a reward system that encourages user behavior and increases conversion and retention.


A quick note...

In these workbooks, we’re focused on incentivizing behaviors, not outcomes. What does this mean? Often, it’s hard for people to determine the optimal way to achieve a goal or outcome. Lose 5 pounds. Be a good employee. You may do something one day that’s great (eat a salad) and something the next that is not so great (eat a slice of cake). If a reward system rewards only your overall outcome (lose weight), it would be hard to figure out what the “right” thing to do is! Instead, if you are rewarded for eating a salad, the incentive system reinforces the correct behavior.

When reading this workbook, we encourage you to design the system so that the user is rewarded for specific behaviors that they exhibit, not the overall outcome of their behavior.

Got it? Good. Let’s jump into things.












What are rewards?

Let’s start with the definition of reward: A reward is anything that increases the frequency of a behavior.

In less scientific terms, a reward is anything that gets someone to do something more often.

This may seem a bit vague, but there’s a reason for that. Different people find different things rewarding. While you may love Skittles and will gladly fill out a survey for a king-size bag, not everyone is going to be equally excited by a bag of candy.

Instead of talking about specific rewards (since the rewards you’ll give in your application or product are unique), we’re going to talk about the four different types of rewards. We’ve found that all rewards can be clustered into these four types, each with their own characteristics.

The four types of rewards are:

1. Money
2. Social
3. Things
4. Points

We’re going to quickly define each of the different reward types. Then we’ll explore each one more deeply with clear examples and key findings.









Money

This type of reward is straightforward. Money is a very powerful motivator for nearly everyone. It allows us to eliminate various inconveniences and pains in our lives, and also allows us to indulge in many different pleasures. It’s a path away from pain and towards pleasure for basically everyone. That’s powerful.

Examples of monetary rewards:



	$5.00 sign-up gift for joining PayPal

	5% cash back for using a certain credit card

	A $100 mail-in rebate for a television set

	Paying children $20 to perform better on a test1










Social

This is probably the most abstract type of reward that we’ll cover. Things like praise, social recognition, status, and so on are examples of social rewards. We’re social creatures, so the attention and respect of others can be a powerful motivator.

Examples:



	“Likes” on Facebook

	Comments on Instagram

	Replies & retweets on Twitter

	Public recognition during a company meeting

	A compliment from your boss

	A compliment from a stranger

	A high position in a leaderboard










Things

We refer to tangible prizes like food, electronics, and etc as things.

Examples:



	An iPod Shuffle

	Free 23 and Me Testing

	250MB of free space on Dropbox
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center>Vocus incentivizes users to sit through its product demo by offering a free iPod Shuffle.







Points

Points are representations of achievements, progress, and relative standing to other people. In simpler terms, points are progress indicators.

Examples:



	“Scores” in video games.

	Progress in a “progress bar”

	Punches in a coupon card



Points tell users what the ideal behaviors are by giving them feedback every time they perform a desired behavior. In first-person shooter video games,  getting  a “headshot” (a shot directly to the head) is a highly desirable behavior and generally provides the player with a large number of points. Completing a sign-up form can also result in points from some web applications.
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Now that you have a basic understanding of each of the different reward types, we’re going to list their pros and cons so that you can use them in a precise, strategic manner.









Money

Money is an extremely effective motivator. The only problem is that it’s an expensive tool. If you had an infinite amount of money, you could virtually get anyone to do anything. It’s quite unlikely that anyone would refuse a $500 reward for eating a salad instead of a hamburger. However, if you were trying to get a friend to lose weight over the long term, your bill would multiply quite quickly. So, while money is effective, it should be used in moderation. If you want someone to perform a one-time behavior (such as signing up for your service), money can be an ideal incentive.

Examples of one-time behaviors:



	Purchasing a product, service or application

	Signing up for a product or application



Even though money is powerful, it does have its psychological drawbacks. It changes the nature of the relationship between the two parties involved. Just imagine how weird it would feel if a friend of yours plunked a twenty-dollar bill down on the table after joining you for dinner at your house. This action feels strange because you two have a social relationship, but the money re-framed the interaction as a transactional one, one usually associated with shop owners and salespeople.

It’s not the way we interact with friends, unless we want them to start charging us for their services. By bringing money into the situation, you have placed a monetary value on your friend’s contribution.

When not to use money: When you have a social relationship with the person you’re trying to motivate/reward. This is because money implies a business/transactional relationship.

Since money changes the nature of the relationship, it changes the way that both parties behave. This is what Uri Gneezy and Aldo Rustichini discovered when they studied a group of daycare centers in Haifa, Israel. To look at the effect of fines on behavior, they devised an experiment with a set of ten daycare centers. The experimenters first determined the baseline for the number of late pick-ups each week, which turned out to be eight. Next, the experimenters introduced a fine for late pick-ups: three dollars per instance added to the monthly bill. What do you think happened?

If you think it went up, you’re right. The late pick-ups increased from 8 to 20; the fining backfired. It changed the nature of the relationship between the parents and the daycare workers. Before the introduction of the fine, the parents had a social relationship with the daycare. Now, they were paying for a service—extra time at the center—and they were simply doing a cost-benefit analysis for when this was worth the cost and when it was not. So instead of rushing to the center to make sure that they didn’t burden a daycare worker they were friendly with, they decided to take their time since they were merely paying for the service of a business.

When it comes to using money as an incentive, Gneezy suggests, “Pay enough—or don’t pay at all.” In one of their experiments, Gneezy and Rustichini (2000a) had high school students collect donations for charity in a door-to-door fundraiser. To get more donations, should they pay these kids to go out and collect donations?

No, it turns out. More donations were collected when the students were not compensated for their efforts than when a small amount of compensation was offered. But once substantial compensation is offered, the results increase!2

The bottom line is that money can be a powerful yet expensive reward. More importantly, it also changes the nature of the relationship that it’s introduced into.









Social

We’re social creatures. We love the attention, praise and admiration from others. A kind word or a smile can motivate us to do some great or silly things. While we can tire of money, it’s not likely that we’ll ever tire of a smile from an attractive member of the opposite sex or a genuine compliment from an admirer. Because of this, social rewards are a great choice for any product that wants users to stay constantly and consistently engaged. There are a few reasons for this:

Social rewards are cheap: They cost nothing and can be given frequently and lavishly.

Social rewards are usually relevant to the product. Praise for posting a good photo makes more sense than awarding someone $0.25 for posting a good photo.

There are a variety of social rewards. Depending on the sources of the rewards, they can mean very different things.

It’s hard for us to tire of social rewards.

Facebook

Facebook can be seen largely as a social reward system, and it also happens to currently be the most engaging product in history. It is a testament to the power of social incentives.

Yelp Elite

Yelp has incentivized its users to consistently post reviews and add new businesses by enticing them with “Yelp Elite” status. This badge of social status has driven substantial site usage. However, we must add that it is not a purely social reward, since Yelp Elite users receive tangible rewards and perks such as invites to special parties and exclusive offers from businesses.

Foursquare

Foursquare is built upon social rewards. Users receive status points for checking into venues frequently. For example, when the most frequent visitor of a location becomes its “mayor,” they are awarded the de-facto authority of the location and are displayed prominently on the location’s Foursquare page:
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Pro Tip: Get users to talk about themselves.

According to neuroscience research from 2012, it is intrinsically rewarding to talk about oneself. This is perhaps why Facebook, Twitter and blogging platforms like Tumblr have been such successful products.

To study this effect, researchers from Harvard University put various subjects into an fMRI machine, which measures brain activity in real-time. They then had the subjects talk about themselves and about others. When the subjects talked about themselves, there was much more activity in the nucleus accumbens (NAcc) and the ventral tegmental area (VTA), key parts of the brain’s reward system which are also activated due to food, money, etc.3

The implications of this are endlessly fascinating.




Word of caution

Be careful, as even social rewards can backfire. In an attempt to encourage kids to play with markers, kids were offered a certificate if they played with markers. This seemingly simple reward is something likely we’d see in a regular school.

But what happened the next week when kids had the chance to play with markers again? Kids that were offered the certificate stopped playing with markers! Kids who were not offered the certificate kept playing with markers.

Why? Why did rewarding kids with a certificate one day make them not want to continue playing with markers the next day?

Just as in the “eat your vegetables” phenomenon, when we give incentives to people we are implying that this activity should always requires an incentive. We are “crowding out” the intrinsic motivation to do something and replacing it with an extrinsic  motivation.4












Things

To fully understand why things are powerful rewards and why they can be more powerful than money, we recommend that you read the guide on Concreteness.

To understand the motivational power of tangible prizes, I want to first ask you a question: What is a dollar?

In simple descriptive terms, it’s a piece of paper. On a more abstract level it’s a token that allows one to trade for things one desires.

The point is that money is an abstract reward and as such it can be less motivating than a particular object that we desire—a piece of candy, a book, a beer, etc.

Since money can buy us many different things and we use it to obtain so many different pleasures, we don’t directly connect it to any particular reward. Do you want
$3 or a free latte? When asked, we find most people take the latte. Why? $3 seems
cheap. A latte seems like a treat.

Since money is not connected to any particular rewarding object or experience, it’s not as viscerally powerful a reward as a steaming hot cup of coffee or a shiny new iPad. Tangible rewards are stimulating. They’re not abstract. Their value is easily understood and felt.

To better understand the draw of tangible rewards, let’s look at a study that James Heyman and our very own Dan Ariely ran in 2004. They had experimental subjects sit at a computer and perform an effort-intensive task. Some of the participants received monetary rewards for performing well in the task, while others received tangible rewards (in this case, candy). The experimenters went one step further and broke the groups into low-pay and medium-pay sub-groups; that is, some of those who were compensated with candy received a small amount of candy as a reward while others received a moderate amount. The same was done with those who were compensated monetarily. What do you think happened? Do you think you can rank the experimental groups by the level of effort they expended in the task, starting with the most effort? (see next page).5

Rewards in study:


	Small candy reward

	Small $ reward

	Medium candy reward

	Medium $ reward



Hopefully the topic of this section didn’t sway your ranking process. And the correct ranking is...


	Medium candy reward (most effort exerted)

	Small candy reward

	Medium $ reward

	Small $ reward (least effort exerted)



The moral of the story? It’s cheaper and often more effective to use small, tangible rewards rather than medium-sized monetary rewards. Sometimes you just discover win-win solutions.

This means that, depending on how expensive the tangible “thing” is, it can be appropriate for triggering recurring behavior. Jolly Rancher hard candies are cheap enough to motivate a class full of students to do surprising things.

Additionally, tangible rewards can have the added benefit of deepening a social relationship. I’m sure that you’ve received a present from someone in the past that now holds a place of prominence on your bookshelf, wall, desk, dresser, etc. Tangible items can be constant reminders of the generosity of the giver.6









Points

Like social rewards, points are cheap. Fundamentally, their job is to give people feedback. Because of this, every application can effectively use point-based rewards.

Note that while we’re calling these points, they’re really just visual feedback indicators that appear when a user completes a desired behavior. They can take the form of videogame-style points, stars, thumbs-up indicators, progress meters, etc.
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Point systems do three things for users when they are implemented correctly:



	They clearly show users what the ideal behaviors are. Let’s say the users in your system are tasked with earning 20 points. Each time they log in and watch a video, they get 3 points. However, videos over 10 minutes are worth 5 points. By weighing certain behaviors more heavily than others, we can communicate to users how we want them to use the product.

	They provide fast and clear feedback. In many cases, we are asking users to take an action that may have long-term benefits but may lack short-term rewards. For instance, updating your LinkedIn profile every month is a smart move, but it’s hard to see benefits from that behavior if you’re not currently searching for a new job. This is also true for diet programs such as Weight Watchers. You don’t immediately gain a noticeable amount of weight from eating a Snickers bar, but you do experience a great, tasty reward. This is why Weight Watchers decided to build their system around points: Points provide a very tangible reward for meeting your day’s goals and for making normally unrewarding food choices.

	They also let others know how well you are doing. If points are displayed publicly, they can become a signal of your status and success. This is common in videogames and fundraising sites like Kickstarter, in which creators and donors can track the progress and success of any given campaign.



Here are some examples of well-done point systems:

Farmville

Any good, engaging game is built around a compelling point system. Farmville used a variety of different point-based rewards to compel its users to play often and to stick around for the long haul:



	Points: Users are given points for performing actions within the game.

	Levels: After certain point totals, users level up. This allows them to purchase new types of items and to perform a variety of new actions within the game.

	Coins: Users receive coins for performing the core actions of the game: digging  up  weeds,  harvesting  crops,  etc.  Coins  can  be  used  to  purchase
items for the game that will help run one’s farm.

	Farmbucks: Each user is given ten free Farmbucks when signing up. These can be used to buy items in the game, speed up actions, etc.



With this diverse point combination, Farmville provides its users with a mixture of small, consistent rewards and intermittent large rewards—a very effective combination.

LinkedIn

When a user signs up for LinkedIn, they are presented with a circular progress bar for their profile. They are told which actions they can perform to further complete their profile and fill up more and more of the bar. This setup allows LinkedIn to give users instantaneous feedback for a variety of desired behaviors.
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Once one’s profile is “completed” they see a nearly full circle with a call to action to share it.

How do you design your point system?

Should you give a user a lot of things to do? Should you make the first task really difficult and the last task very easy? Should you start a user at 0 points or give them 10 points to start?

These are incredibly important details to figure out. Like many things, there is no right answer here, so the best thing to do is test out options yourself.









Reward Scheduling

There you have it: the four different types of rewards and their pros and cons.

Now the question is when, and how often, should you give rewards to the people whose behavior you’re trying to affect?

In general, we want our rewards to be given at the time the behavior occurs or immediately afterwards. We want our users to make a clear connection between their behavior and the reward, which is why timing is so important.

If you get sick, you have to think about all of the possible reasons you may have gotten sick. There is a lot of noise in this system. Imagine a world where we don't wash our hands and we immediately start sneezing. The incentives here make it easier to connect not washing hands with sneezing.

Some examples of good reward timing:



	Cheers after making a basket in a school basketball game

	Applause at the end of a musical performance

	Praise from a teacher after valiantly attempting a problem on the board

	A  simple  animation  of  a  progress  bar  filling  up  after  submitting  profile information (example: LinkedIn)



Examples of bad reward timing:



	Weight loss for eating healthily

	While eating healthily, you won’t have observable weight loss for some time. The 
separation between the feedback (getting thinner) and the reward (looking better/ losing weight) makes this a particularly ineffective reward system.*

	Weight loss from running

	Receiving a positive grade for a test you took a week earlier



The question now becomes: How often should we give users these rewards? Should we just give these rewards to users each time they perform the desired behaviors?

The answer to that is yes and no.

When we’re first getting users to perform a certain behavior, we want the rewards to be given each time the behavior occurs, so that users make a clear connection between the behavior and the reward.

Over time, however, variable/surprising rewards work best. Lotteries are an extreme example of variable rewards. Gambling, in general, is a variable reward system.

Examples of good reward scheduling:

Facebook

When you first sign up for Facebook, everything triggers an email alert and the notifications in the upper right corner of the page. However, as you become more active, the email and alerts you receive reduce in frequency, so that only the events that the product deems as particularly interesting trigger an alert. This is an example of a transition that goes from constant to variable rewards in an engaging and successful way.

Beeping Horn Reduction System

This internal horn beeps every time that you honk at the cars beside you. The goal is to dissuade you from honking because if you do, the internal horn will blast! The incentive timing is immediate. If you take an action, there’s a fast feedback from the system that incentivizes you to behave differently.

See it here

We can boil all of this down into the Two Rules of Reward Scheduling:

1. Ditch the delay (reward people right away)
2. Start continuously. End variably.


For behaviors you only want/need your users to perform once, reward-timing isn’t as important, since it’s the promise of the reward that will cause them to follow through. So while we think you should always time the reward to be given at the moment the desired behavior occurs, it’s less important for one-time behaviors.












Exercises

Question 1: How would you encourage parents to pick their kids up on time at a daycare center?



	
Small fine each time




	
Large fine for X number of times




	
Newsletter mentions of parents who were late







Answer to Question 1: C

The newsletter is a social incentive to avoid being late



Question 2:
If  a  blogging  site  wants  their  users  to  write  highly shareable posts, how should they achieve this?



	Have a dashboard with the number of likes your post has received

	Have a dashboard with the number of views your post has received

	Display the number of times this week you posted




Answer to Question 2: C

We want to encourage a behavior, not an outcome. If we could magically write shareable posts, everyone would be doing this. Instead, writing is an art and there is no formula for shareable posts. Because of this, we just want to reward the behavior that we can control, which is how many posts people write. This is a critical distinction. By rewarding the behavior of writing, we will inevitably get an increased percentage of shareable posts over time.



Question 3: You’re asking a friend to help you build a new piece of furniture. How should you reward them to get them as motivated as possible?



	$10

	$25

	A 10-piece truffle set

	A 25-piece truffle set




Answer to Question 3: C or D would work.

In general, we want to preserve a social relationship. Because of this, we wouldn’t want to use money as an incentive.



Question 4: How  could  you  improve  the  reward  timing  for  airline points?



Answer to Question 4:

Right now, the problem is that you fly first and have to wait for the points to add up. We want to make the act of flying (or buying!) the behavior that we reward. We could give people a voucher for miles right when they get off the flight or send out an email with the destinations they can head to after they purchase the flight.



Question 5: How could you improve the reward timing of studying?



Answer to Question 5:

Imagine that for every practice quiz you took, you also got a hint from the professor on the essay topic. This does two things: it reinforces studying, and it rewards the user with something that encourages more studying!



Question 6: How would you design a referral system to preserve a social relationship versus a transactional one?



	Give your user $25 to refer a friend

	Give your user and the friend they referred $12.50 each

	Give the referred friend $25 and your user nothing




Answer to Question 6: C

In general, the purpose of a referral system is to strengthen the relationship between you and your user as well as that of your user and their friend (so that the friend listens to your user). Many applications only reward their current user. While we can’t say that this won’t work, we want to caution people that this will likely have a negative effect on the quality of the referral and the relationship. Imagine if a friend told you about a hot new restaurant in San Francisco. Soon afterwards, you found out they were paid to promote this restaurant. Would you still go? Maybe, but maybe not. In addition, you probably wouldn’t trust your friend as much the next time they tried to recommend a new place to you.












Applying this to your product

Step 1: Write out the main behaviors, not outcomes, that you're trying to increase in your app.

Step 2: Determine the kind of relationship you have with your users



	Transactional?

	Social/Friendship?



Step 3: If transactional, you can use these rewards. Come up with ideas for rewards you can offer in these categories:

Money


Things


Points


Step 3 (B): If social/friendship, come up with ideas for rewards you can offer in these categories:

Social


Things


Points


Step 4: Pair your rewards with the behaviors you just wrote out. See if there’s a good fit between any of them.



Step 5: Outline how you can get the reward as CLOSE to the behavior as possible. Get creative.



Step 6: Go out and test it!
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Pricing


Introduction

In 2011, JCPenney successfully hired Ron Johnson, the mastermind behind Apple’s retail success, as its new CEO.

Expectations were high, and Johnson came in with big changes in mind, especially in regards to JCP’s pricing strategy.

Instead of sticking with the flash sales and surprise markdowns that were common at the chain, Johnson decided to get rid of the coupon and sale initiatives. Instead, JCP would be home to “everyday low prices.” Consumers no longer had to wait for that special discount or sale—they could come into the store and purchase clothing at great, low prices each and every day.

However, this price-strategy change was a huge failure. JCP’s sales dropped 25%, and Johnson was pushed out the door in 2013.

What had worked for Apple clearly didn’t work for JCP.

So why did this plan backfire? What should JCP have done instead?

In this guide, you’ll learn how to answer questions like these. To do this, we’re going to teach you:



	The five principles of value

	How to set a price

	The pain of paying



With this information, you’ll be able to intelligently analyze pricing debacles and come up with a psychologically sound pricing strategy of your own.

Let’s get started.

In this section, we’re going to teach you how to increase the perceived value of your product so that your customers will purchase more of your product at higher prices.

To help you do this, we have broken the research on value perception down into five fundamental principles. They are:



	Fairness

	Relativity

	Endowment

	Emotion

	Deal: The Pleasure of Getting a Good Deal










Principle 1:Fairness

The short version: We value things more when effort is transparent.

Can you imagine if Google started charging for Search? Or if Apple’s Siri started charging for improved voice recognition?

Let’s imagine a scenario in which Google substantially changed its search algorithm. The new changes ended up saving you hours of time each day. They made your life easier and more productive. It would seem reasonable to pay for Search, wouldn’t it? However, we both know that if Google started charging for Search, it would start a riot. The move would be perceived as unfair by the public.

If we were being completely rational, we would be delighted (or at least willing) to pay for Google Search 2.0, which would bring us better results and immense increases in productivity. However, suddenly placing a price tag on a  product  that  we  have  been using for free for so long feels wrong. Since we’ve used Google Search for free for so long, we don’t associate a great deal of monetary value with it. On one level, it’s been communicated to us that Search is simple and not all that valuable when, in reality, nothing could be further from the truth.

The takeaway?

Fairness is very important in our pricing strategy. When coming up with a price, we need to understand what our customers are used to paying for similar products.

When raising the price for an existing product, we have to let our customers know why the price increase is fair.

Most of us don’t have much experience designing search engines. Because of this, it’s hard for us to really grasp how valuable it is. For all we know, it’s something that is fairly simple to build. If we don’t have any experience buying or creating something, we use the perceived effort on the part of the builder as a way of determining price. If we saw a video depicting engineers toiling over their computers and building Google over six long years, we would probably feel better about paying a monthly fee for the service. However, the labor involved in the making of the product has been hidden from us. Because of this, any price increases are going to seem arbitrary and unfair until we understand the toil that has gone into the product.

The short version: We value things more when effort is transparent.

How much would you pay a plumber who came to your house and stayed for one hour?

How about a plumber that stayed for 5 hours?

Now let’s assume they both fixed the toilet to your satisfaction. Would you pay both of them the same amount?

Okay, let's look at another scenario: hiring a favorite locksmith. We’ll call him John. Over the years, John has become a true master locksmith, However, he has also realized that, over time, he has been getting fewer and fewer tips. Why do you think this is the case?

It comes down to perceived effort. When he was an apprentice, it took him much more time to pick a lock. He would often mess up and have to start over again. Now his expertise allows him to solve the trickiest problems in a matter of moments. To his customers, his speediness makes it look like he’s ripping them off, so they don’t end up tipping him. His customers feel like they’re being treated unfairly, so they factor this into their valuation of the services they have received.

In each instance, John has provided his customers the same service: solving a lock problem. In one instance, it took him three hours and multiple attempts. In the other, it took him five minutes and one attempt. If we take time into account, the latter instance is a much better deal; a solved lock problem in only a few minutes! Great! However, we all want to feel like we’ve gotten a fair deal, and we use effort as a way to measure the value of the services we receive. We’re not experts in the realm of lock-picking, so it’s hard for us to truly appreciate the value of John’s thousands of hours of learning and training; we just assume that the more time and effort expended, the  better  the service we’re receiving.

The bottom line: We pay for effort. Describing how much work you are doing can increase how much your customers appreciate and value your services.

Product tip: When a user enters information into your application, just wait instead of immediately showing them the results. An unnamed airline company found that adding a delay accompanied by a “spinning wheel” animation after users submitted a flight search increased the number of flight bookings.

Why would this be?

The “spinning wheel” animation communicated to the user that work was being done, and subsequently increased user appreciation and trust in the results.

More example of how fairness has shown up in pricing models:

Amazon:  In 2000, Amazon did a bit of testing on price discrimination. They showed different prices for the same product to people from different demographics. They wanted to see if they could drive sales by catering the price to the customer type. However, when the pricing variation was discovered, customers were outraged. Why? It just didn’t seem fair. Due to the extreme customer reaction, Amazon hasn't done interesting experiments since.

Coca-Cola: Coke has done some experiments in which it has changed the price of its soda based on the weather—the hotter it is, the higher  the  price.  Customers  hated these trials so much that Coke had to stop the program and fire the manager who designed the initiative.

Restaurants: When was the last time you had a delicious meal at a restaurant and then ran out before the bill came? Chances are you’ve never done this. You’d likely feel very guilty. One reason that most of us feel okay streaming a pirated movie but not pulling a dine-and-dash is that we see the effort that has been put into making the food. We also see the effort  that the waiter has put  into making our experience memorable.









Principle 2: Relativity

Is $20.00 too much for a cup of coffee?

Is $7,500 a good price for a car?

You probably have a good sense of whether or not these are fair prices. After all, you
know what a cup of coffee generally costs and it’s likely that you’ve leased or purchased a car yourself.

Now let me tell you about a great piece of equipment. It’s called an ultra-quick blood analyzer (UBA). It sits on your hip and analyzes your blood throughout the day to tell you whether or not you’re eating properly, whether there are any health problems on the horizon, and how you can change your wellness habits for the better. In theory, it can increase your lifespan substantially.

How much would you pay for this?



	$100,000?

	$20,000?

	$300?



If you were to ask a sampling of your friends, you would probably get answers that are all over the place.

The reason it’s so hard to attach a price to this hypothetical product is that we don’t have any experience looking at similar or alternative products. After all, prices are relative; they’re determined by alternatives in the marketplace.

This is why companies that are introducing a novel product to the world are in a very powerful position to set a powerful anchor price. This is the reference point to which other similar future products will be compared.

However, this also teaches us a couple of things about how we should position our products in an already-established market.

Understand the anchors in your marketplace.


	What other products exist in your space? How are they priced?


Be sure to build your pricing model so that it seems reasonable in light of the market alternatives.

lf you don’t like the anchors, create your own.


	We call this “pulling a Starbucks.”


Before the now-ubiquitous coffee chain took over the world, coffee was a cheap commodity. It was something you purchased at diners and gas stations for a dime or quarter  a  cup.  But  these  low  prices  and  margins  would  not  successfully  build  a multinational corporation. So Starbucks made a few strategic moves that allowed them to break away from the existing coffee anchor prices and establish new, higher prices.

First, Starbucks changed the names of its beverage sizes.



	Instead of Small: Short

	Instead of Medium: Tall

	Instead of Large: Grande

	Instead of X-Large: Venti



By changing the names, they were able to set new anchors since they were able to make customers feel like they were purchasing an entirely different kind of drink and beverage size.

Second, Starbucks featured milk-based espresso drinks that were never commonly available before.

Not only did Starbucks change the language and perception of the drink sizes, they also offered new types of drinks that previously were seldom available in the States. They were able to set the anchor price of these novel products, and they set them high.

Play your offerings against each other.

Because of the above move, Starbucks set up a menu with powerful relativity effects.

In comparison to a $4.00 latte, a $1.50 cup of coffee seems reasonable. In a menu filled with new yet pricey drinks, old products can be overpriced yet still seem reasonable.

Not to be outdone by anyone, Starbucks changed the entire experience of going out for coffee. In doing so, the company created a unique luxury good that didn't exist before. This, in addition to their novel pricing scheme, helped create their affectionate and on-point nickname of “Fourbucks.”

The Economist used relativity in a masterful manner with their subscription-pricing page. They took advantage of what is called “The Decoy Effect,” using it to increase the amount of money they received from subscription sales.

Originally, they had a pricing page that looked like this:
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You’ll notice that the print-only option is the same price as the combined print & web option. This seems like a mistake, but the print-only option acts as a decoy, making the combined print & web option look like an amazing deal - a no-brainer.

To test whether or not having the extra option was, indeed, helping the overall subscription sales figures, the Economist staff worked with Dan to run an experiment. They created a second pricing page (see next page) as a control.
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It’s the same as a previous pricing page minus the print-only option.

Surprisingly, even though there are fewer options on this pricing page, the decision is much harder. There are pros and cons for each option. It would be nice to have a print version of the magazine, but is it worth an extra $66.00? Value calculations like this are tough and when faced with this quandary, most people chose the cheaper, web-only option.

However, if we add a decoy, and make one of the options seem like an obvious choice, the value-judgement process become much easier. We spring for the better of the two options (the decoy and the near-identical option). In this case, the print & web option.

See Relativity section for more information on creating decoys

The pricey print & web option became the dominant choice for consumers, allowing The Economist to earn substantially more money in subscriptions.

Market Skimming

Our last advice for playing your own offerings off one another is to use a tactic called Market Skimming.

Imagine that you have three different products at different prices, say $9.99, $11.99 and $39.99. The lower tiers are close to each other in price. However, the high tier is very high. The goal is not to encourage people to choose the high options, but instead help people reflect on the value of the middle tier by leveraging a very high-priced option.

The market skimming approach is often suggested as a temporary tactic, given the rationale that economists assume the market will fill in the gaps and prevent a scenario in which one firm profit-maximizes for too long. Like everything, this depends on your specific product, how defensible your product is, and how much brand and market power you have.

To summarize:



	Price is relative, based upon alternatives in the market and our past experience.

	A new, or seemingly new, product creates its own anchor.

	The Decoy Effect can be used to make a particular option look quite reasonable.










Principle 3: Endowment

The short version: We overvalue things that we own.

You’ve likely noticed this throughout your life.



	A friend finds a new apartment that is actually not very nice. Soon after signing the  lease,  however,  they  brag  to  you  about  how  great  the  place  is,  how
convenient the location is, and so on.

	A couple begins dating out of convenience, only to later tell their friends how much they “really, honestly liked” that person from the start.

	You buy a pair of shoes that are out of your budget but are very stylish and desirable.  But  after  wearing  them  only  once,  you  discover  they  are  also
extremely painful; you’re limping after only a short walk. You keep wearing them night after night, in the hopes that the pain will go away and it’s just a matter of breaking in the shoes.



In a classic experiment that magnified this effect, Daniel Kahneman and colleagues took a group of students and gave half of them mugs for free. The other half were instructed to buy the very same mugs.

On average, the buyers offered half as much as the mug-owners wanted for the same product.

So, what does this mean? Ownership instantly caused these people to double the perceived value of their mugs. That’s a powerful effect.

Research like this shows us that we overvalue things that we own.1 Study after study has shown that merely owning something increases our valuation of an object. This is called the Endowment Effect.

As the mug experiment shows us, we develop a sense of ownership very quickly. These people were merely given free mugs. These weren’t mugs that the study participants made themselves or had any time to attach real meaning to. Quite the opposite. They were cheap cups, most likely purchased from the campus bookstore, given to study participants at the beginning of the short experiment.


We generally like the things that we’ve spent time, money and energy on more than things we haven’t.

(See Loss Aversion Principle for more info on this.)



Interestingly, there are some ways we can super-charge the Endowment Effect. The more time, money and energy we invest in something, the more we will tend to overvalue it. This has also been dubbed “The IKEA Effect.” This is one of the reasons why the furniture store IKEA has been so successful. Objectively, many of the products that IKEA produces are of low-quality materials such as particleboard. Most of the products also require assembly. But after spending an entire afternoon assembling a bed or bookshelf and feeling extremely accomplished once it’s completed, we come to appreciate it much more than before.

As Michael Norton of Harvard Business School and Dan Ariely have shown, we value self-made products more than pre-assembled products. In other words, effort leads to increased valuation.2

In a series of experiments Norton did with IKEA boxes, origami, and Lego structures, he found that participants who were able to completely construct one of the above objects valued them substantially more than identical pre-assembled versions. However, the effect dissipated when participants were forced to either disassemble the finished object or they were unable to complete the construction. There’s something about a sense of completion that increases our feeling of ownership and therefore our valuation of the object.

We’re sure that you’ve all made a work of art when you were younger that you feel very attached to. If I offered you $50 for it, chances are you’d tell me to keep my money. But that same artwork probably wouldn’t fetch that amount at a gallery.

Because you created, own and invested a substantial amount of time and energy into that work of art, you value it much more than I do (it also has emotional, sentimental value). This is another example of the Endowment Effect.


Product Tip: The more you can get customers to invest in the creation process, the more they’ll value your product.












Principle 4: Emotion

The short version: Adding emotion to the purchase process can increase perceived value.

How much would you pay for this wooden doll?                  
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Okay, now let me tell you a little story about it…

“This little statue stood on the windowsill in my favorite aunt’s front hall. Perched between plants of varying shapes and sizes, surrounded by shards of broken pottery and miniature ceramic elephants from the Red Rose Tea box, dappled with sunlight shining through the leaded glass figures of St. Francis in his garden and the mossy Celtic Cross, the woodland creature stood by her cauldron, day after day, night after night, for all the years of my childhood.

Indistinct at first, her jack-knived features came, for me, to represent benevolence itself. What was she cooking, there in her pot? Was it a witches’ brew of bark and herbs, meant to quell my fears and slow my speeding thoughts? Was it essential oils, drawn from petals and seeds, distilled into droplets and lovingly collected to act as a salve, summoning spirits long forgotten to soothe my aching unconscious? I wondered who had made her, and of what type of wood. No one seemed to know. Was her burlap outfit, glued together and barely hemmed, some sort of disguise? My aunt put holy water in the cup on special occasions, but from time to time my uncle used it as a shot glass. To each his own, I guess.”

Now how much would you pay for this wooden doll?

This doll was originally purchased for $2.00 at a garage sale.

However, that story raised the perceived value to a whopping $50.00.

That’s a 25x value increase.

As you can see, it’s possible to substantially amplify the perceived value of an object by triggering emotion in the buyer. In this case, the researchers used a story to create the emotion but other tactics can be used as well, such as:



	Powerful imagery

	Specific visual/sensual language

	Sound/music



If you can get your users to associate powerful emotions with your product, it’s likely that they’ll pay more for it while they’re feeling emotional. An emotional story can also give your product a greater sense of meaning that people will pay for.









Principle 5: Deal—the pleasure of getting a good deal

The short version: We like to feel like we’ve received a good deal; it’s pleasurable.

We have a price we’re used to paying for certain goods or services in specific contexts. If the new price we encounter is higher, we feel like we’re getting a bad deal. If it’s lower, we feel like we’re getting a good deal.

To elucidate this, let me ask you a question: How much would you pay for a beer from a corner liquor store versus a 4-star resort’s bar?

Would there be a difference? Chances are, you would expect to pay more for the same beer at a fancy resort. That is because we expect to pay more for products at resorts than at corner stores. Due to this expectation, you would feel as though you got a good deal if you were able to buy a beer for corner-store prices at a fancy resort—and it always feels satisfying to get a good deal.3

We have reference prices for almost everything we purchase, based on our past experiences. The reference price is the price we expect to pay. When the difference between the reference price and the actual price is high, we either feel like we’re scoring a deal or that we’re getting ripped off.

This is one of the reasons that JCPenney and Ron Johnson failed. They took away the pleasure of getting a good deal.

In order to make your users feel like they’re getting a good deal, you can do two different things:



	Discount your product.

	State the full value.



Discounting is fairly straightforward. Just make sure that your product is priced below the commonly-understood reference price.

Stating the full value is a bit trickier. Let’s explain this with an example: the Lytro camera.

Lytro’s camera is the first to include “light field” technology, which allows you to endlessly refocus images after taking them, at a consumer price of $399. The only other  light  field  camera  on  the  market  that  a  consumer  could  purchase  sells  for
$50,000.

Most consumers will expect to pay anywhere from under $100 up to $600 for a basic point-and-shoot digital camera. In that price range, the Lytro camera seems rather expensive. However, the Lytro camera contains tens of thousands of dollars worth of technology, and is the result of millions of dollars of research and development. Instead of comparing its high-tech camera to the point-and-shoot price range, where it seems pricey, Lytro compared its product to the vastly more expensive $50,000 alternative. Now the Lytro seems like a great deal.

The full value of this camera is immense and makes the Lytro seem like a great deal in comparison. But consumers would never know this if Lytro hadn’t pointed it out to them in the first place.









Setting a Price

Now you know how to increase the perceived value of your product, but you still don’t know the best way to set a price for your product. In this section we’re going to teach you two research-backed concepts that will help you set up a pricing plan.



	Mental Accounting

	Anchoring










Mental Accounting

Have you ever expected to spend a certain amount of money on an item like a piece  of furniture, only to decide not to buy it later? It feels like you’ve just won a chunk of cash, doesn’t it? You likely spent it on something fun, a guilty pleasure that you probably wouldn’t  have indulged in earlier.

This is because we are mental accountants. We mentally sort our funds into categories that we create for ourselves. Amount A for rent, amount B for food, amount C for entertainment, and so on and so forth.

All of us classify our money as either being for “this or that” to varying degrees.

You might think of the first $2000 you earn each month as money for “rent and car payments.” If I asked you to take part of that money and spend it on a trip to Mexico, chances are you’d feel uncomfortable about it and irresponsible.4

To understand how we should frame the price of our product, it’s important to get a sense of how our average users budget their money. How do they perceive our product? Is it part of their entertainment fund? Is it a tool for work that they need? Is it a productivity-boosting option that would be nice to have? Sometimes it’s not as intuitive as we may think.

Let’s look at an example from behavioral economist Richard Thaler (next page).

Suppose you pre-order a case of Bordeaux wine at $400 a case. The wine will retail at approximately $500 a case when it is shipped. You do not intend to drink this wine for a decade. At the time that you acquire this wine, which statement more accurately captures your feelings?5

A. I feel like I just spent $400, much as I would feel if I spent $400 on a weekend getaway.

B. I feel like I made a $400 investment, which I will gradually consume after a period of years.

C. I feel like I just saved $100, the difference between what the case cost me initially and what the wine will sell for when delivered.”

Answer: Most people answer B.

Even though the wine is not a stock or bond, it is often mentally placed into the investment category since it has a high ticket price and potential long-term payoff.









Anchoring
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We already have talked about anchoring a bit in the first section. However, it’s an extremely powerful concept that should factor into your pricing strategy.

In the web realm, we can find a good example of anchoring with the crowd-funding site Rally. On each donation page, Rally defaults a specific donation amount.

This communicates to each user that this is the suggested/recommended amount.

However, not all anchors are this obvious. Before we get into subtle, subconscious anchors, do this little exercise:

 

Think about your Social Security number.

Are you thinking about it? Okay, good.

Now tell us how much you would you be willing to pay for a wireless mouse.


Dan Ariely, George Loewenstein and Drazen Prelec did a study in which students were presented with a random product and asked whether they would buy it for a price equal to the last two digits of their own Social Security number.6 Although subjects were reminded that their Social Security number is essentially random, those with high numbers were willing to pay more for the products. Much more, in fact.

Students with low Social Security numbers were willing to pay an average of $16.09 for a cordless keyboard. Those with the highest Social Security numbers, however, were willing to pay $55.64 on average—more than three times as much! They repeated this experiment with wireless mice, wine, books and chocolate. In most of the trials, those with the lowest Social Security numbers were only willing to pay one-third as much as those with the highest numbers. It’s amazing what a little anchoring can do.









The Pain of Paying

Paying hurts. Every bill, large or small, pains us.

But  if  we  understand  the  circumstances  under  which  paying  is  most  painful,  it’s possible for us to devise a payment system that reduces that pain.

When you’re analyzing the pain your payment strategy causes, you need to ask yourself four questions:



	How often am I having my customers pay? (Frequency)

	Are my customers paying in physical dollars? (Concreteness)

	When are my customers paying? (Timing)

	Is my main product free? (Free)










How often am I having my customers pay? (Frequency)

The first step to understanding and then minimizing your payment strategy’s pain is by analyzing the frequency at which your users are asked to part with their money.

The more often people have to part with their money, the more pain they experience. This makes sense. However, there are some caveats to this.

To illustrate, we’re going to have you answer this question:

What would you rather pay?

A. One $200 charge

B. Four $40 charges

If you’re like most people, you’d pick option 2: four $40 charges.  After all,  you’d  be paying out less money overall. It’s the rational option. However, you would have chosen the more painful option. While a one-time $200 charge is more monetarily taxing than four separate $40 charges, multiple charges will be more emotionally painful.

Why? This is because the conscious decision to part with our money is painful. The more times we have to do this, the more pain we’ll experience. While parting with $200 is surely more painful than parting with $40, parting with the smaller sum on four separate occasions cause more pain in total

In a perfect world, we would make the decision to pay for things as infrequently as possible.

In a terrible world, we would have to pay for everything we use at the point of use. Imagine having to put money into a coin slot in order to turn on your lights or stove. Now think about the product you’re building. Imagine what would happen if your users paid for each individual use. They would think carefully about whether they really needed to use the product, weigh the need against the cost, and then make a decision. It’s obvious what would happen—usage would plummet. Can you imagine saving files to Dropbox if you were charged $0.10 for every file upload?

In order to reduce the pain of paying, we first need to decrease the frequency of payments.

How can we do this? One method is to bundle purchases and bills together.

To understand the principle, just think about the last car you bought. After you decided which model you would buy and committed to shelling out at least $20,000, the salesman likely went into his extra features and upselling mode. Heated seats for
$700? No problem. Satellite radio for only $360? Okay. By pushing all of these micro-purchases to the single point of sale, car salespeople are able to reduce the pain of paying. Additionally, because the cost of the car is so high, these purchases seem reasonable and cost-insignificant in comparison.7

Cruise vacation companies do this as well. They have customers pay for all-inclusive trips that include food, drink, and entertainment in the price tag. This way, vacationers only experience the pain of paying once and enjoy a low-stress and payment-free trip.

If a customer is making a large purchase with you, it may be a good opportunity to have them “add on” more products or features at the point of payment.


Pro Tip: Decreasing the decision of payment does not mean it’s okay to replace your monthly subscription fee with an annual one. We still, enjoy seeing lower numbers at checkout. It’s all about reducing how many times we have to make a decision to pay.












Are my customers paying in physical dollars? (Concreteness)

The most painful way to pay for something is by handing over dollar bills. The loss of money is extremely significant and concrete. It’s real.

When we swipe a credit or debit card, the monetary loss feels much less real.

When we pay for something in “points” or “credits,” as many gambling sites and games have you do, the financial cost becomes even less real. Points and credits are a step removed from real money. It doesn’t feel like we’re really losing cash from our wallets— we’re spending credits we purchased with money and not money itself. This is why the gaming company Zynga invented Farmbucks for its hugely-successful game Farmville. Additionally, Farmbucks can only be purchased with Facebook credits. That means that Farmbucks are actually two steps removed from actual money, further reducing the feeling that you’re spending real cash.


Not too fast It’s important to realize that abstracting the pain of paying will likely increase willingness to consume. While this is great for your product, it’s not good for your user’s savings account—they’ll notice this, sooner or later. We encourage increasing the pain of paying when you want to decrease consumption behavior.












When are my customers paying? (Timing)

Think about the difference between a weekend in Vegas and an all-inclusive cruise vacation. What are the main differences in how we pay for these?

In Vegas, you have to pay separately for each experience. You have a bill at the hotel, a bill at the club, a bill at the restaurant, a bill at the high-end shops. On a cruise ship, however, everything is included. The all-inclusive price tag means that you pay for everything at once.

Which has the higher pain of paying?

Vegas.

Why? The cruise vacation has you pay for your vacation all at once, at the very beginning. You never have to take your wallet out or even think of money once you get on board the ship; it’s already been taken care of. In Vegas, your wallet is ever-present in your pocket, and the cost of your experiences is likely a constant companion as you contemplate different bars, shows, restaurants, clubs, and shops.

Why does this make us happier?

As George Lowenstein and his colleagues found, consuming something that we have already purchased is treated as if it was free—and we all know how excited people get over free T-shirts and bobblehead figurines.8 Now imagine these people getting “free” endless steak buffets, cocktails, and concerts everyday for a solid week.

To further illustrate the power of pre-payment, we want you to imagine that you’re going out to dinner with your spouse for a monthly date night. You have a four-year- old child at home, so you’ve hired a local neighborhood teenager to babysit. She charges $25 an hour. As you enjoy dinner and a night out, does the steadily-increasing babysitting bill cross your mind? When you hit the second hour of the night, do you think about the extra $50 your date night cost? Chances are, thoughts of your impending babysitting bill will nag at you several times. Even if it’s a small annoyance, it still takes away from your experience.

Now imagine that you’ve paid the babysitter up front for four hours of her time. That’s
$100. Surely, the payment hurts a bit. But the thought of having a nice, leisurely dinner with the love of your life with zero distractions?9 It’s relaxing. There’s no bill waiting for you at home. It’s already been taken care of.

By separating the purchase from the consumption, it’s possible for us to get rid of any unpleasant thoughts of paying, which often diminishes our enjoyment of a product/ experience.


Pro Tip: If the daily, weekly or monthly payments are taken directly from one’s credit card or bank account with little/zero awareness and effort on the part of the consumer, it’s just as good as (if not better than) an upfront payment. The pain of paying is all about AWARENESS of paying. So if we can keep these micro-payments out of the mind of the consumer, we can equally minimize the pain.












Exercises: Principles of Value

Question 1: Fairness

How can you show the value of work in order to elicit a higher price? How do you do this currently, and how could you do this for your application?



	Show how many man hours went into the product’s latest feature development

	How many people do you have on payroll?

	How many ideas did you go through before landing on this feature idea?





Question 2: Relativity
Please list what products your customers are currently comparing to your product.

What other products exist in your space? How are they priced?



Your pricing model must seem reasonable compared to the market alternatives that customers will inevitably compare you to.

How could you create anchors for your customers? Reflect on the Starbucks principles.



Question 3: Endowment

How can you increase the perceived value of your product by giving people a sense of ownership?



	Give them status that they may lose (ex: VIP membership)

	Give them a free feature before they have committed to purchasing the whole product

	Have them customize the product in some small way immediately after they sign up or even during the sign-up process





Question 4: Emotion

How  can  you  present  your  users  with  a  compelling  story  during  the  purchasing process?



At the point of purchase, how can you induce these powerful emotions in your users? Below, brainstorm some words, images, and other ways you can do this.



Question 5: (The) Pleasure of Getting a Good Deal

How would you increase the perceived value by showing people they got a good deal?

Try to create the scenario in which you show the high end of what people may expect to pay, therefore making them feel like they’re getting a good deal by purchasing your product.











Exercises: Setting a Price

Question 1: Mental Accounting

What budget category is your product taking money away from? The rent and utilities? The entertainment fund? The retail/shopping budget? What category does your product fit into?



Fill in the blank:

My product is a better alternative to 

Question 2: Mental Accounting

What purchases does your user currently make that your product could displace?

Ideas:



	Art is a very expensive purchase. Could you suggest that instead of repainting your entire house, a work of art is more cost-effective and less labor-intensive?

	Another way to figure out spending intent is to anticipate future needs and purchases (ex: “What are you planning on buying for accounting software? We
have  something  better”)  before  prompting  them  to  purchase  or  use  our product.

	Acknowledge this prior intent to solve a new problem is helpful in triggering thoughts about the mental accounting category you fit into.





Question 3: Mental Accounting

Is your product something that your users have experience buying? If so, what do they usually pay for it?

Idea starters:



	Where can you include references to higher prices on your site (ex: in case studies or testimonials, etc.)

	If your product is not something users have experience buying, you can create your  user  base’s  anchor  for  this  particular  product  type.  Consider  creating
another product of higher value to set the anchor price high.













Exercises: The Pain of Paying

Question 1:

How frequently  are  your  users  paying  you?  Add up  how  many  times  during  the purchase process or the billing process a user must make the decision to pay you.



	When they look at their credit card bill, do you show up more than once in a short time frame?

	Are you asking them to total up the cost more than once during the purchase process?





Question 2:

If your users are paying you in dollars, is your product or service something that can leverage virtual payments?



Question 3:

Map out the time lapse between the point of payment and when the user actually begins using your product.



How can you spread these activities out? Are you Vegas or the cruise ship? Move payment ahead of consumption.



One idea for this is to offer the user the opportunity to take a beta survey in exchange for getting your product for free. By having them do something special, we avoid completely devaluing the product because they must acknowledge that the product normally costs X amount of dollars.
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Question Non-aroused  Aroused  Difference  p (¢ (23)]
Would you take a date to a fancy restaurant to increase your ~ 55(5.86)  70(383) 15 001
chance of having sex with her?

Would you tell a woman that you loved her to increase the 3040 51454 21 0001
chance that she would have sex with you?

Would you encourage your date to drink to increase the chance 46 (5.80) 63 (287) 17 <0.005
that she would have sex with you?

‘Would you keep trying to have sex after your date says “no” 20 (432)  45(344) 25 <0001
Would you slip a woman a drug to increase the chance that 55) 260365 21 <0001

she would have sex with you?

Note: Each question was presented on a visual-analog scale that stretched between “no” on the left (0) to “possibly” in the middle (50)
to “yes” on the right (100).
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‘Table 2. Mean response, standard deviations, and differences for the different questions on the attractiveness of different

activities

Question Non-aroused  Aroused Difference p [t (23)]
Are women'’s shoes erotic? 42(59) 65 (4.06) 23 <0001
Can you imagine being attracted to a 12-year-old girl? 2B@1)  46(608) 23 <0001
Can you imagine having sex with a 40-year-old woman? 58(3.32) 77 207) 19 <0001
Can you imagine having sex with a S0-year-old woman? 28 (4.80) 55 (4.69) 27 <0001
Can you imagine having sex with a 60-year-old woman? 7(255) 23 (461) 16 <0001
Can you imagine having sex with a man? 8 (247) 14 378) 6 0.14 (ns)
Could it be fun to have sex with someone who 13 (4.30) 24(529) 1 <005
was extremely fat?

Could you enjoy having sex with someone you hated? 53 (6.04) 77 (359) 24 <0001

If you were attracted to a woman and she proposed 19 (4.97) 34.(7.10) 25 <0005

a threesome with a man, would you do it?

Is a woman sexy when she’s sweating? 56 (3.1) 72(562) 16 <001

Is the smell of cigarette smoke arousing? 13 (3.88) 22 (6.00) 9 <003
‘Would it be fun to get tied up by your sexual partner? 63 (5.09) 81 (4.49) 18 <0005
Would it be fun to tie up your sexual partner? 41(322) 75 (3.89) 28 <0001
Would it be fun to watch an attractive woman urinating? 25 (557) 32(553) 7 <003
Would you find it exciting to spank your sexual partner? 61 (535 72 (470) 1 <0l
Would you find it exciting to get spanked by an 50 (3.40) 68 (5.29) 18 <0003
attractive woman?

‘Would you find it exciting to have anal sex? 46 (4.91) 77 (358) 31 <0001
Can you imagine getting sexually excited by 6(255) 16 (4.19) 10 <002
contact with an animal?

Do you prefer to have sex with the light on? 52 (5.84) 50 (5.15) -2 =046 (ns)
s just kissing frustrating? 41 (4.43) 69 (437) 28 <0.001

Note: Each question was presented on a visual-analog scale that stretched between “nio” on the left (0) to “possibly” in the middle (50)

10 “yes” on the right (100).
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