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Principle 1

F O C U S  O N  S I G N A L L I N G  SA F E T Y

When people  feel  safe,  they are  more
open to  opposing v iews.



W hy i s  i t  m ea n i n gf u l?

I f  t ry ing to  shift  minds of conservat ives  ( l ikely s leepy 
middle) ,  there  is  some evidence that  i f  people  feel 
safe,  they are  more open to  opposing v iews and ideas. 
Some evidence that  progressives (act iv ist  leaning)  don’t 
understand conservat ives  the way conservat ives  understand 
progressives.  I t  matters  because most  folks  doing work in 
ant i-rac ism are  progressives try ing to  shift  minds of people 
and perspect ives  they don’t  real ly understand and some
evidence shows they struggle  to  empathize  with.

Po ss i b l e  I m p l i c at i o n s

· Prototypes with design e lements that  str ive  to  make  
  conservat ive  (s leepy middle  folks)  feel  safe.

· Might  be some seemingly absurd impl icat ions in  
  prototypes as  wel l .  In  one study,  i f  conservat ives  put  
  on hand sanit izer r ight  before  having a  conversat ion  
  around immigrat ion,  they were more l ikely to  be open  
  to  more progressive pol ic ies  around immigrat ion.

· Tension -  we can’t  only make people  feel  comfortable.  
  We wi l l  have to  have tough conversat ions as  wel l  in  the lab     
  process and possibly in  the prototype interact ions.



Principle 2

F O C U S  O N  E V I D E N C E  BA S E D  
PAT T E R N S  O F P E R S UA S I O N

1.  Reciprocity
2.  Scarc ity
3.  Author ity
4.  Consistency
5.  L ik ing
6.  Consensus



W hy i s  i t  m ea n i n gf u l?

There are  a  number of models  that  encourage behavior 
change.  The patterns could help with deeper leverage  
around changing behaviours  i f  appl ied to  persuasion of 
s leepy middle  to  be open to  reduce systemical ly covert  
rac ist  behaviours.

Po ss i b l e  I m p l i c at i o n s

S I X  P R I N C I P L E S  O F P E R S UA S I O N : 

Re c i p ro c i t y r u l e—be the f i rst  to  g ive.  Make sure  i t  is 
personal ized and unexpected.

S c a rc i t y r u l e—What are  the benef its ,  what  is  unique,  
and what  is  stood to  lose.

Au t h o r i t y—People  fol low the lead of credible , 
knowledgeable  experts .

Co n s i st e n c y— looks for voluntary,  act ive,  and publ ic 
commitments and gets  those commitments in  wr it ing. 
Ex:  Doctor off ice  lowered missed appointments  by 18% by 
gett ing pat ients  to  wr i te  deta i ls  on card .

L i k i n g— look for areas of s imi lar i ty you share with others  and 
pay genuine compl iments  before  you get  down to business.

Co n s e n s u s—point  to  what  others  a l ready are  doing,  and even 
more so,  point  to  what ’s  s imi lar about  what  others  are  doing. 
Especia l ly when uncerta in  people  wi l l  look to  act ions and 
behaviours  of others  to  determine their own.



Principle 3

F O C U S  O N  M A K I N G  B E H AV I O U R 
C H A N G E  C H O I C E S  E A SY:

1.  Easy
2.  Attract ive
3.  Socia l
4.  T imely



W hy i s  i t  m ea n i n gf u l?

There are  a  number of models  that  encourage behavior 
change.  The patterns could help with deeper leverage around 
changing behaviours  i f  appl ied to  persuasion of s leepy 
middle  to  be open to  reduce systemical ly covert  rac ist 
behaviours.

Po ss i b l e  I m p l i c at i o n s

E a sy—For example,  enrol l ing a l l  workers  in  a  company 
pension scheme,  and requir ing them to opt  out  i f  they do 
not  wish to  be members,  great ly increases savings rates 
compared with when non-membership is  the default .

At t ra c t i ve—making the desired choice more attract ive,  or 
at  least  more obvious,  ranges from making the wording on 
letters  about  late  payment of taxes more emphat ic  to  plac ing 
healthy food at  eye level  in  canteens.

S o c i a l— those that  communicate norms or draw on people’s 
networks.  A scheme tested in  Guatemala with help from the 
World  Bank and BIT tweaked the wording of letters  sent  to 
people  and f i rms who had fa i led to  submit  tax  returns the 
previous year.  The letters  that  framed non-payment as  an 
act ive  choice,  or noted that  paying up is  more common than 
evasion,  cut  the number of non-payers  in  the fol lowing year 
and increased the average sum paid. 

Ti m i n g— In  2014 Hamad Medical  Corporat ion,  a  health-care 
provider in  Qatar,  ra ised take-up rates  for d iabetes screening 
by offer ing i t  dur ing Ramadan.  That  meant  most  Qatar is  were 
fast ing,  so  the need to  do so before  the test  imposed no
extra  burden.



Principle 4

F O C U S  O N  C O M M O N  M OT I V E S  
A N D  T H I N G S  AG R E E D  O N

Facts  don’t  convince people—especia l ly  
i f  people  a l ready have an opinion.



W hy i s  i t  m ea n i n gf u l?

I f  facts  don’t  conform to our bel iefs  we disregard or 
rat ional ize  them away.  We are  skept ical  of those who are 
d ifferent  then us or outs ide our group (race,  re l ig ion etc. )  
but  a lso in  the form of ideas.  A study suggests  that  
when presented with facts  i t  causes people  to  polar ize  
even farther. 

Ex:  Present ing the facts  that  vacc ines  don’ t  cause
aut ism d id  not  change be l iefs  of ant i -vaxxers .  But  the
common goal  of heal thy ch i ldren and what  vacc ines
prevent  and the impact  the d iseases would  have on the
chi ldren with  no ment ion of aut ism,  then people  are
more l ike ly to  have the i r k ids  vacc inated after.

Po ss i b l e  I m p l i c at i o n s

· In  prototypes and lab process we don’t  a lways need to  
   go  against  someone’s  convict ion in  order to  change  
   their behaviour.

· I f  we can f ind a  way to  re late  to  people  (s leepy middle)  
   we disagree with,  and have them see us  in  a  posit ive  l ight    
   and as  a  part  of their in-group the s leepy middle  wi l l  be  
   more l ikely to  l isten and change.

· Giv ing people  information f i rst  without  consider ing  
   f i rst  where they are  coming from may backf i re .

· Str ive  for prototypes to  fac i l i tate  personal connect ions,  
   strengthening of re lat ionships and common ground of  
   polar ized people.



Principle 5

AVO I D  M O R A L O U T R AG E  
C A M PA I G N S  A S  T H E Y BAC K F I R E 

W H E N  WO R K I N G  W I T H  T H E  
S L E E PY M I D D L E

Moral outrage creates further polar izat ion
and less  openness to  other perspect ives  and 
can make wel l- intended in it iat ives  backf i re .



W hy i s  i t  m ea n i n gf u l?

Ideological  segregat ion poses a  ser ious r isk—moral outrage 
in  the d ig ita l  age can deepen socia l  d iv ides.  A recent  study 
suggests  a  desire  to  punish others  makes them seem less 
human.  Thus,  i f  d ig ita l  media  exacerbates moral  outrage, 
in  doing so i t  may increase socia l  polar izat ion by further 
dehumaniz ing the targets  of outrage. 

“For pol i t ic ized issues ,  moral  d isapproval  r icochets
with in  echo chambers  but  only occas ional ly escapes.”

Po ss i b l e  I m p l i c at i o n s

· Expect  cr i t ic ism that  th is  wi l l  conf l ict  with act iv ist  
   approaches.

· Remember we are  working to  shift  the s leepy middle,  
   not  overt  rac ism where outrage may be more warranted  
   for stopping and shutt ing down overt  rac ism.

· Tension—we can’t  only make people  feel  comfortable.  
   We wi l l  have to  have tough conversat ions as  wel l .



Principle 6

AVO I D  C H O I C E  OV E R LOA D

People  won’t  change i f they have  
too many choices.



W hy i s  i t  m ea n i n gf u l?

By l imit ing the amount of unnecessary information 
presented,  decreasing the number of choices presented,  
and increasing the meaningful  d ifferences between them,  
we can fac i l i tate  decis ion-making and prevent  the paralys is 
created by choice over load.

Po ss i b l e  I m p l i c at i o n s

· I f  we can reduce the choices and g ive a  few concrete  
   choices,  we’ l l  be  more l ikely to  affect  behaviour change,  
   than i f the choices of what  to  change is  vast  and  
   many s ided.

· Consider when creat ing prototypes how to s impl ify  
   choices of behaviour change they might  have to  make.



Principle 7

M OT I VAT I O N A L I N T E RV I E W I N G  
F O R  B E H AV I O U R  C H A N G E

Helps people  f ind their OW N  reasons for
change which is  more st icky and last ing.



W hy i s  i t  m ea n i n gf u l?

We tend to  th ink persuasion or motivat ion is  something
one person does to  another,  but  your job as  a  persuader  
is  to  reset  the context  and surface people’s  own reasons  
for doing something. 

Motivat ional Interv iewing (MI)  is  a  technique used in 
counsel l ing,  in  part icular addict ion counsel l ing that  works  
to  shift  people  from a place of indecis ion to  motivat ion  
and understanding of the d iscrepancy of where they are 
current ly at  and their own goals  towards change.

Po ss i b l e  I m p l i c at i o n s

EXAMPLE:  
Ask your daughter Mar ia  to  c lean her room. Mar ia  on scale  
of 1  to  10.  1  meaning I  am not  ready at  a l l ,  10 meaning  
I ’m ready r ight  now,  how ready are  you to  c lean your room?  
Mar ia :  “ I ’m a  2”.  Okay,  you’re  a  2—why didn’t  you pick a
lower number?

With the second quest ion she begins  art iculat ing her own 
reasons for doing something.  When they ident ify their own 
reasons for doing something they bel ieve those reasons  
more deeply and adhere to  the behaviour more strongly.



Principle 8

F O C U S  O N  D R I P C A M PA I G N S ,  
G OA L S E T T I N G ,  S T R E A K S  A N D  

G A M I F I C AT I O N  R E WA R D  N U D G E S

Psychologists  and v ideo game designers
have long known that  encouragement
toward a  concrete  goal  can motivate

people  to  complete a  task.  
(Hey you’re  halfway there! ) .



W hy i s  i t  m ea n i n gf u l?

Techniques can be used to  get  people’s  attent ion and
change behaviour.  One such example is  loss  avers ion -
people  respond when there  is  a  r isk  of loss  rather then
opportunity to  gain. 
Intr ins ic  rewards are  more long last ing for longer term 
behaviour change.  Extr ins ic  rewards only work in  short  term 
and the rewards have to  keep coming.  I f  the
rewards stop,  the behaviour change stops.
Rather than providing rewards for behavior,  designers
can create systems that  help  users  f ind their own
reasons for engaging with the behavior.  The theory behind 
how to do this  is  known as  Self-Determinat ion
Theory.  The concept  behind this  theory is  that  intr ins ic
motivat ion is  a  combinat ion of three psychological
needs:  competence,  autonomy,  and re latedness.

Po ss i b l e  I m p l i c at i o n s

Co m p et e n ce  is  when part ic ipants  feel  that  they have 
mastered something wel l  enough to  make a  d ifference in  the 
world;  when the part ic ipant  no longer feels  able  to  make a 
d ifference,  he or she then seeks new ways to  increase their
competence.

Au t o n o my  is  exper ienced when the act ions and behaviors 
that  someone engages in  matches their own sense of who 
they are,  and the extent  to  which someone makes h is  or her 
own decis ions about  behavior. 

Re l at e d n e ss  is  based upon the connect ions that  an 
indiv idual feels  with other people  through their behaviors . 
Intr ins ic  motivat ion is  a  construct  that  combines these three 
concepts  of competence,  autonomy,  and re latedness.



P r i n c i p l e  8 :  Po ss i b l e  I m p l i c at i o n s  co n' t

Meaningful  gamif icat ion incorporates the fol lowing  
6  e lements:

P l ay—faci l i tat ing the freedom to explore  and fa i l  
within  boundar ies.

E x p o s i t i o n—creat ing stor ies  for part ic ipants  that  are 
integrated with the real-world  sett ing and al lowing them  
to  create their own.

C h o i ce—developing systems that  put  the power in  the  
hands of the part ic ipants.

I nfo r m at i o n—using game design and game display  
concepts  to  a l low part ic ipants  to  learn more about  the  
real-world  context .

En g a ge m e nt—encouraging part ic ipants  to  d iscover and  
learn from others  interested in  the real-world  sett ing.

Ref l e c t i o n—assist ing part ic ipants  in  f inding other  
interests  and past  exper iences that  can deepen  
engagement and learning.





Principle 9

E M PAT H Y I M M E R S I O N  
I N T E R AC T I O N S  C A N  E L I C I T  

D E E P E R  I N S I G H T S

Interact ive  exper iences can create  
deeper ins ights  because they use  

mult ip le  learning modal i t ies .



W hy i s  i t  m ea n i n gf u l?

Empathy immersion is  more than just  l istening.  I f  people 
part ic ipate in  an interact ive  exper ience,  ins ights  may be 
deeper and affect  behaviour change more.

Behaviour change does not  have to  be invis ible  or ser ious.  
I t  can be part ic ipatory,  v is ib le ,  interact ive,  whi le  a lso 
engaging people  to  th ink and act  outs ide of their norms.

Po ss i b l e  I m p l i c at i o n s

· Quest ion to  consider :  Are  people  who are  wi l l ing to  
   engage in  these types of empathy exhibits  at  a  “stage of  
   readiness”  for change? Is  there  a  way to  encourage/nudge  
   to  readiness so that  “unl ikely”  part ic ipants  engage as  wel l?

· So what-  ensure there  is  a  cal l  to  act ion after an empathy  
   immersion exper ience.

· How can you put  VR exper iences in  the hands of people  
   who make decis ions for mi l l ions of people  -  who might  
   not  ever exper ience the l ives  they are  impact ing?  
   For example:  ins ide a  refugee camp in  Jordan.


