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Preface
      

      
      
      
      Psychology is all around us. It’s woven into everything we do. Nowhere is this more apparent than when you design products
         for human use. How will users engage with a product? Why do users behave the way they do? Which elements of your design are
         key to facilitating the behaviors you want users to engage in? Psychology helps answer these questions, guiding you to making
         effective design decisions. Yet psychological principles stem from academic research and literature, which can often be inaccessible
         for practitioners. I wrote this book to help you make sense of what we know about psychology and how to apply it to design.
      

      
      I became familiar with many principles of psychology through my education and pre-design work history. At the time, I was
         learning how psychology applied to communicating environmental issues to visitors in settings like science centers and zoos.
         Later, I started working as a researcher with Intuitive Company (IC), a digital design and development firm. I quickly realized
         everything I had learned about psychological theories and research was applicable to digital settings as well, particularly
         the psychology of persuasion and influence.
      

      
      In January 2014, I gave a presentation on the application of persuasive psychology to design to my colleagues at IC. As I
         gave the presentation, I felt the state known as flow—an immersive state of focus, full involvement, and energy that a person enters when performing an activity aligned with their
         passions. I knew I had stumbled across something I loved doing: teaching others the application of psychology to design. From
         there, I started writing about psychology and design. I wrote articles for A List Apart, Smashing Magazine, and UX Booth, and I realized there was more than enough relevant content to produce multiple books for practitioners. That’s when I decided
         to pursue a lifelong goal of writing a book.
      

      
      This book grew up alongside a baby. My wife was pregnant as I shopped my proposal, which eventually found a home at Manning
         Publications. I signed with Manning on March 2, 2015, and our daughter Eleanor was born on March 7. You can see the influence
         of my wife’s pregnancy and our newborn daughter throughout the pages of this book. I hope to someday read Eleanor, Emily,
         and Maxwell’s books about the world and how they see it.
      

      
      I’ve enjoyed receiving reactions from readers of the articles I’ve published. It’s been rewarding to witness the response
         of my colleagues and our clients as we discuss how our designs address key psychological principles. I’ve learned a lot about
         myself and about psychology while writing Design for the Mind. I’ll continue to write articles, perhaps shifting my focus some to cover content related to what I do on a daily basis—user
         experience research. I hope you’ll benefit as much from reading this book as I have from writing it, and that the book provides
         you with insight that will make your design more effective and help you understand why psychology matters when it comes to
         the products we design.
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About this Book
      

      
      
      
      This book is a both a primer and a how-to on the application of key principles of psychology to design. You don’t need to
         have a background in psychology to understand the concepts covered in this book. My purpose is to show students and practitioners
         of design, and those working with designers, how you can use psychology to enhance the usability of your product. If you’re
         already familiar with psychology, this book should provide concrete examples of how to address psychological models of behavior
         and persuasion you might already have familiarity with in your design. For every principle, I provide multiple examples and
         stories on how the principle’s components apply to design practitioners. I also provide a more in-depth case study of a specific
         digital property for each principle. Note that, with the exception of Intuitive Company, I have not had a professional relationship
         with any of the companies whose products I use as examples in this book.
      

      
      
      
Who should read this book
      

      
      This book is a guide to increasing users’ interest and engagement with your design. You’ll see how to convince users to make
         purchases and recommend your design to others, and how to maximize efficiency for both designers and users.
      

      
      You need to include psychology and other social sciences in your design strategy if you want to create a good user experience.
         I wrote this book for anyone focused on digital user experience. This includes interaction and visual designers, developers,
         researchers, project managers, and others contributing to the conversation of good design principles. If you’re currently
         a designer or work as a member of a design team, this book will allow you to improve the ability of your design to meet current
         users’ needs through psychology.
      

      
      Digital marketing professionals, design instructors/professors, students, and those transitioning from other fields will find
         value in this book as well. This book will show digital marketers how you can enhance the impact of your products’ marketing
         through the use of psychological principles. Professors, students, and readers transitioning from other fields will learn
         how users’ needs can be met through addressing psychological principles in a product’s design.
      

      
      I assume you have basic knowledge of digital design principles. I also assume you want to increase the use and usability of
         your designs. I make no assumptions as to your level of education or your background knowledge of psychology. I use design-focused
         language to explain each topic in this book.
      

      
      
      
      
Roadmap
      

      
      In part 1, “Introducing the application of psychology to design,” you’ll learn what principles the book will cover and why I chose
         these specific principles. I offer a comparison of a digital product designed without taking into account user psychology
         and another that reflects designing with user psychology in mind. Finally, I explain the difference between the type of persuasion
         I promote and the commonly frowned-on dark pattern and bait-and-switch type of persuasion that people often think of when
         they hear the word persuasion.
      

      
      Part 2, “Why do folks act like that? Principles of behavior,” covers three principles of psychology. Chapter 2 discusses planned behavior: the types of behavior that individuals knowingly engage in. Chapter 3 covers decisions people make in situations with uncertain outcomes. Academics refer to these as risky decisions, because outcomes often aren’t guaranteed. Chapter 4 introduces the principle of motivation, ability, and trigger. I based this principle on the work of BJ Fogg and his research
         on persuasive technology. You’ll learn that in order to maximize the likelihood of users engaging in the behavior you want
         them to (for example, clicking a link), you need to present them with the call to action at the right time: when they’re motivated
         and have the ability to engage in the action.
      

      
      Part 3, “Principles of influence and persuasion: not as evil as you’d think,” introduces principles directly tied to influence and
         persuasion. Chapter 5 provides everything you need to know to begin addressing influence using research-supported techniques. Chapter 6 expands the discussion of influence into the realm of social influence. People are inherently social, and your design should
         reflect this. Chapter 7 focuses on how to frame communication to your users. You’ll learn how to craft well-framed communication in this chapter.
         Chapter 8 presents a research-based model for how persuasion works. The Elaboration Likelihood Model explains that people are persuaded
         through deep processing of information as well as peripheral information, such as the credibility they give the source of
         the message. You’ll learn how to address both of these methods of persuasion with your product’s design.
      

      
      Part 4, “User experience design: putting it all together,” provides a review of the principles I’ve discussed and the conclusion
         of the book. Chapter 9 presents a case study, allowing you to practice what you’ve learned throughout the book. Chapter 10 shows how psychology fits into various stages of the design process, provides you with more information about research methods
         to help ensure that your design meets your users’ needs, and gives examples of how to measure the success of incorporating
         psychological principles into your product’s design.
      

      
      
      
      
How to read this book
      

      
      I wrote chapters 2 through 8 to be self-contained. You can turn to any of them and learn about the topic covered without needing the context of any previous
         or subsequent chapters.
      

      
      Additionally, each chapter

      
      

      
         
         	Provides a scenario highlighting the principle in action
            
         

         
         	Offers some academic background highlighting research relevant to the principle covered
            
         

         
         	Explains the principle and breaks down its major factors using digital design examples
            
         

         
         	Presents a case study to reinforce the principle’s application to design
            
         

         
         	Contains an end-of-chapter exercise for you to practice using the principle
            
         

         
         	Shows you how to “talk the talk” about the principle with non-experts in the field of psychology, such as clients, peers,
            and users
            
         

         
         	Summarizes what was learned about the principle
            
         

         
         	Includes an annotated list of additional resources and keywords to search online for more information
            
         

         
      

      
      I recommend keeping the following items in mind as you read the book:

      
      

      
         
         	Look for the connection between different features of your design and the principles covered.
            
         

         
         	Think critically about your design, the assumptions you have about users, and the decisions you make to influence their behavior.
            
         

         
         	Identify opportunities to improve how your design can use components of a principle to meet users’ needs; you don’t need to
            use every piece of every principle.
            
         

         
         	Look for opportunities to communicate to others how you address principles of psychology in your design.
            
         

         
         	Note opportunities for collecting data from users to complement your new knowledge of psychological principles.
            
         

         
      

      
      
      
      
End-of-chapter exercises
      

      
      I have included an end-of-chapter exercise for you to practice each of the principles covered in the book. I encourage you
         to participate in the book’s online forum by posting your responses to each exercise. You can find threads dedicated to each
         chapter’s exercise here: https://forums.manning.com/forums/design-for-the-mind.
      

      
      
      
      
      
About the author
      

      
      Victor Yocco, PhD, is a research director at a Philadelphia-based digital design firm. He received his PhD from The Ohio State
         University, where his research focused on psychology and communication in informal learning settings. Victor regularly writes
         and speaks on topics related to the application of psychology to design and addressing the culture of alcohol use in design
         and technology. He can be found at www.victoryocco.com or @victoryocco on Twitter.
      

      
      
      

Author Online
      

      
      
      
      Purchase of Design for the Mind includes free access to a private web forum run by Manning Publications where you can make comments about the book, ask technical
         questions, and receive help from the author and from other users. To access the forum and subscribe to it, point your web
         browser to https://www.manning.com/books/design-for-the-mind. This page provides information on how to get on the forum once you’re registered, what kind of help is available, and the
         rules of conduct on the forum.
      

      
      Manning’s commitment to our readers is to provide a venue where a meaningful dialog between individual readers and between
         readers and the author can take place. It is not a commitment to any specific amount of participation on the part of the author,
         whose contribution to Author Online remains voluntary (and unpaid). We suggest you try asking the author some challenging
         questions lest his interest stray! The Author Online forum and the archives of previous discussions will be accessible from
         the publisher’s website as long as the book is in print.
      

      
      
      
      


Part 1. Introducing the application of psychology to design
      

      
      
      What is psychology? How can you apply psychology to design? What principles of psychology will you learn about in this book?
         Isn’t persuasion a bad word, or even a dark art? What does it look like to design without consideration of users’ psychology?
         I’ll answer each of these questions in part 1. You’ll learn what principles the book will cover, and why I chose these specific principles. I’ll discuss why you should read this book, and how you should read it. I’ll offer a comparison of a digital product designed without taking into account user psychology and
         one that was designed with user psychology in mind. I’ll explain the difference between the type of persuasion I promote and
         the commonly frowned upon dark pattern and bait-and-switch type of persuasion that people often think of when they hear the
         word persuasion. Finally, I’ll provide a cheat sheet to help you decide whether to read the book from cover to cover, or immediately go to
         the principles that are most relevant to your product.
      

      
      
      
      
      


Chapter 1. Meeting users’ needs: including psychology in design
      

      
      This chapter covers

      
      

      
         
         	Why you should read this book
            
         

         
         	Knowledge and skills you’ll gain
            
         

         
         	Effective UX design using psychological principles
            
         

         
      

      
      If I told you that after you invest a few hours of your time you can learn things that will enhance the rest of your design
         career, you’d probably demand that I tell you how, right now. That’s the purpose of this book. This book focuses on psychology, the study of the mental processes that lead to human behavior, and how you can apply it to design. Good design reflects
         users’ psychology as a way of meeting their needs. As a product designer, you want to understand psychological principles
         so that you can adapt your product to new technologies or social contexts without relearning concrete design patterns. Whether
         you want to tweak an existing website to make it more intuitive or build a digital experience aligned with how users make
         decisions, this book is the tool for you. You’ll learn principles of psychology that allow your design to
      

      
      

      
         
         	Create or change user behavior
            
         

         
         	Account for users making quick decisions
            
         

         
         	Present users with a call to action at the right time
            
         

         
         	
Shape users’ positive attitudes toward your design
            
         

         
         	Incorporate social elements and interactions to influence users
            
         

         
         	Persuade users to engage deeper with your product
            
         

         
         	Communicate meaningfully with users about your design
            
         

         
      

      
      Ultimately, you’ll create happier users when you account for principles of psychology in your design (figure 1.1).
      

      
      
      
      Figure 1.1. You reap the benefits of happy users when you incorporate psychology into your design.
      

      
      [image: ]

      
      
      
      
1.1. Principles included in this book
      

      
      This book covers seven commonly accepted principles of psychology:

      
      

      
         
         	Planned behavior
            
         

         
         	Prospect theory and heuristics
            
         

         
         	Fogg’s behavior model
            
         

         
         	Influence
            
         

         
         	Social influence
            
         

         
         	Framing communication
            
         

         
         	Persuasion
            
         

         
      

      
      I’ve broken the principles into two sections.

      
      
      1.1.1. Design to create and change behaviors
      

      
      This section covers three principles explaining how to create usable designs that encourage users and their peers to successfully
         engage with your product. This includes simple user behaviors such as reading or posting a message, as well as more complex
         behaviors such as making a purchase or using your product to manage their finances. These topics are covered in part 2:
      

      
      

      
         
         	
Chapter 2, “Designing for regular use: addressing planned behavior” —This chapter shows how to make users want to engage with your product to meet their needs.
            
         

         
         	
Chapter 3, “Risky decisions and mental shortcuts” —This chapter examines how you can design to reduce users’ mental effort, making you the go-to product for these users.
            
         

         
         	
Chapter 4, “Motivation, ability, and trigger—boom!” —This chapter looks at how and when to present users with the opportunity to use your product.
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