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What’s up for today

1. Segments and personas

2.

5,

Personality neuroscience
Behavioral misinformation
Behavioral science and design
Social influence

Behavioral design - improv
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SEGMENTS AND
PERSONAS
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Audience




Travel Enthusiast »

& | ocation International
Male 65%

Female 35%

James »

The world i1s
my temple

Persona

June Sun »

I'll go
wherever the

wind takes me,

+ Add Persona



PERSONALITY
NEUROSCIENCE




What is personality? *

AlterSpark
Consistency in: Nature versus
« Temperament and mood nurture

Typical emotional response Caree SEaEl

I

« Cognitive disposition about 40% of a given
« Memories and habits trait
 Behavior

Our personality changes a lot, during our life.

Environmental factors also shape personality.



Advances in personality science

Hans Eysenck Jeffrey Alan Gray
Eysenck's personality Gray's biopsychological
Inventory (1950s) theory (1970)
®

Timothy Leary

Interpersonal circumplex (1957)

Hippocrates Freud, Carl Jung & Myers-Briggs
Four temperaments Psychological Types (1921)
(460 BC) & MBTI (1944)
o o

1. THEORTICAL

C. Robert Cloninger
Temperament &
Character Inventory (1980s)

Helen Fisher
Fisher Personality
Types (2009)

Cugelman et al
SPEAR Personality
Types (2016)

3. BIOLOGICAL

Ashton and Lee
HEXACO (2004)

Lewis Goldberg
BIG 5 (1980s)

2. PSYCHOMETRIC
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‘8 SPEAR

PERSONALITY TYPES

SPEAR 4-40

 Traditional
Routine-Liking
Risk-Avoiding

ANCHOR

Analytical, Decisive, Blunt

PA PRAGMAT PS

EA EMPAT ES

Emotional, Compassionate, Giving

HEAHHES dsS

HS

Risk-Taking
Routine-Avoiding
Non-Traditional



ANCHOR AP

AE

PA

EA

PRAGMAT

EMPAT

PS

dS

dS

We scored the gang with the
short SPEAR4-40 instrument.

They’re a bunch of
curious risk-takers.

The group leans
towards analytical, but
most had a good
balance of social
orientation too.




BEHAVIORAL
MISINFORMATION




B.S. vs. Behavior Science

B.S. Pop Psychology (Hype) Behavioral Science (Evidence)

1. Learn psychology so powerful, you must » Impacts ranged from 5-11%, but only in

promise never to use it for evil population X

2. You will HOOK users * There was no impact 4 months into the
program

3. Variable rewards will addict users » Reinforcement techniques produce

significant, but small impacts

4. You will learn “secret psychology” « Everything we teach comes from published
studies

5. Get psychological “superpowers” with our Hypothetical models are often nonsense,
magic model without scientific scrutiny and testing



Behavior change outcomes *

AlterSpark
Intended
TARGET OUTCOME
The outcome we are
trying to achieve.
Negative Positive
Outcome Outcome

BACKFIRE RISK UNEXPECTED BENEFITS
Unwanted outcomes, including the
Good outcomes that emerge by

luck, but which are good accidents.

opposite behavior or other negative
consequences.

Unintended

Stibe, A. & Cugelman, B. (2016, in press) Persuasive Backfiring: When Behavior Change Interventions
Trigger Unintended Negative Outcomes. PERSUASIVE 2016, LNCS 9638, Springer International
Publishing Switzerland 2016. pp. 1-13, 2016. DOI: 10.1007/978-3-319-31510-2_6 15



BEHAVIORAL
SCIENCE & DESIGN
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Psychological architectures Arersoark

Perceived value

>
Social norms
>

Perceived value

Buy
Product-X

Social comparison

Buy
Product-X

Behavioral insight reports can

Social recognition take 1-6 month to complete.
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Behavioral Science Hig Behavioral Design

s Psychology & neurology driven theory & research Psychology-inspired strategy & creative

P =%
4@* . v
g e

: ‘ A )
Moo R 4 - o

Handover from Behavioral Science to Behavioral Design



Behavioral psychometrics: sk
Automated behavioral insights AlterSpark

BETA
PERSONALITY
TYPES Al

We still need
creative thinking.

P T — — V)

Auto A
Behavioral
Insights

Segments &
Personas APl in

Report
@ p || E || F I G
]

Behavioral Insights  Behavioral Design

Prediction limitations
Using old /V4/ APl models with lower

Behavi | P h . quality SPEAR scores, and the
eénavioral Fsyc ometrics modest ranking SPEAR40 instrument. 19




SOCIAL INFLUENCE



Does social proof
describe all forms of
social psychology?



7 Social Influence Principles | | SOCIAL INFLUENCE

. Facilitation

. Cooperation
. Competition
. Recognition

~NO O b WON -

Prof. Stibe & Dr. Cugelman
Easy article: https://www.alterspark.com/blog/7-principles-of-social-influence-for-digital-psychology

S [ [ [ I 1
Learning [ ]][[3[ J[}[J[[l[
. Comparison e | e
. Norms o | ]
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https://www.alterspark.com/blog/7-principles-of-social-influence-for-digital-psychology

Social learning
People learn by

seeing others
perform a task.

STAYING ALIVE

“Disco
can save
lives.”

> » o) 025/039

Hands-Only CPR (British Heart Foundation TV advert)

@ British Heart Foundation

Vinnie Jones shows how hard and fast Hands-only CPR to Stayin’ Alive by the Bee Gees can help

save the life of someone who has had a cardiac arrest

The Hollywood hardman stars in a British Heart Foundation TV advert urging more people to carry
out CPR in a medical emergency.

Nonprofits & Activism

How to Perform CPR video

SUBSCRIBE 12K

Jazz Cartier - Right Now (Audio)
ft. KTOE

How to triple your memory by

cintamm thia dulali | Nlaacda § faiua



Social comparison
(upward/downward)
People are constantly
comparing themselves to
others and making
evaluations of higher/lower
ranking.
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COMPETENT 89 CONFIDEINT 72
LIKADLE 91 AUTHINTIC 9
INFLUENTIAL 9 fun 83

e

CONFIDENT 64 SMART 45
AUTHENTIC 81  TRUSTWORTHY 63
fun 66 ATYRACTIVE L]

Digital Content Producer

Not sure what is in the background? Good pic

Scores

Great pix

—————
SMART ”
e
TRAUSTWORTHY 95
—_—
ATTRACTIVE 89

FAQ Blog

See How Others
See You

with the world’s #1 photo testing tool

Choose your business, social, and dating photos using hard
data about how you're coming across.

Use it free — or pay for faster results.

GET STARTED

Aeady using Pnototesier?

How it works

Data N

Warm smile, good eye contact, | like het

picture, although the lighting is 3 ba funery

Ry bt also smart

ground is a Ittle bit busy

Would wear a su jacket for maee influence

Part People, Part Artificial Intelligence

Get feedback from respectful, unbiased voters
Target them by gender and age

Machine learning vote score normalization &
voter fraud detection Al by Carnegie Mellon
University Ph.D. mathematicians ensure your
results are accurate and trustworthy.

Photofeeler has separate categories for
Business, Social and Dating photos and 9 traits
you can test for

overa Privacy

Photofecler is safer than any alternative, You
decide exactly when your photos will be visible,
to whom, and for how long

GET STARTED

Ak eady usng Potcteeer?



Social norm
When unsure how to
act in a situation,

amazon
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Social facilitation

The mere presence of
other people (real, virtual,
or imagined) increases
the performance of well-
known tasks, but reduces
the performance of
unfamiliar tasks.

§§o fitbit Dashboard

A A/ Leaderboard

Rankings for the past 7 days

URNotinMyLeague

2,470,839 steps
149,002 avo

Jeremie P.
865,778 steps

B 52,957 avo,

Natalie
822 525 steps
45770 avg

Francesco R.
4 750,866 steps
43,766 avg

3

-A RAMON c.
746,799 steps

S 44,752 ayg

Jack T.
614,840 steps

6 37,196 avg

Jayce
582,189 steps

7 33.658 avg

Community

| September IR

URNotinMyLeague

1,539 miles
94 avg

Felix C.
543 miles

2 34avg

Reginald C
502 miles
31avg

Jeremie P.
4 392 miles
24 avg

3

-A RAMON c.

365 miles

o 22 avg

Natalie
338 miles

6 19 avg

Francesco R.

305 miles

7 18 avg

URNotinMyLeague
13,987 mins active
825 avg

Jeremie P.
7,514 mins active

B 459 avg

A RAMON c.
5,925 mins active
356 avg

laufer e.
5,665 mins active
308 avg

3

Francesco R.
5,467 mins active

5 314 avg

John S.
5 166 mins active
311 avg

Carlo
5 164 Mmins active
9 avg



Cooperation

People cooperate to
achieve common goals,
creating a win-win context
that increases group
trust.

Pull requests Issues Marketplace Explore

3 cugels / intuition_templates rrvate Ounwakh~y 3 KSur 0 0
odq ssues 0 Pull requests 0 Projects 0 Wiki M[ lr‘nS:g}‘.lS

Contributions: Commits v

Jun 10, 2018 — Sep 18, 2018

Contributors

T dhanushkap ' rﬂ_cugels

E Thoyes97 3 H kittyloco



Competition

People compete when
working against each
other to achieve their
goals, fostering a win-
lose context.

. ' . Brian Cugelman
BOOklng uss L B e orey ’ @ Frequent Traveller [P

Q Your apartment o Enter your details -3} Final details

Great choice! You're almost done, Brian.

Your booking details

Pittsfield Apartments + Suites
Checkin: |ﬁ> Parking TT' 2 restaurants on site
Just 6 days away!

Sunday 23 September 2018 from 16:30

Y 55 E Washington St Chicago IL, Chicago Loop, Chicago, 60602, USA - In city centre
This property is in a good location. Guests have rated it 9.1!

Check-out:
Tuesday 25 September 2018 until 10:00

One of our top picks in Chicago

Total length of stay:

2 nights
Traveliing on different dates?
You selected: Jl’. 4 people are booking this property right now.

Standard Two-Bedroom Apartment

ange
gé

your selection

@ Congratulations! You've chosen the cheapest apartment at Pittsfield Apartments + Suites. Don’t miss out, book now!

Vasr hankine nsclicdae



Recognition

Group approval and
acceptance is
motivating while group
rejection and
disapproval are
demotivating.

3 Brian
-
4 Increase

Encounters
People nearby
Messages

Liked you

Add me here - Get seen by millions

230
GOS0
DO 6

This photo isn't doing so well, try replacing it for a better rating

8

Your default photo

)

7,




BEHAVIORAL
DESIGN - IMPROV




Oli Grdner

Shanelle Mullin

With special guests,
and target audiences:

Talia Wolf Brian Cugelman

e

49 i
E ] + Special guest Debra

~—

Brian Massey

31



How to play

Let’s pick the following:
1. Audience
2. Conversion goal

3. Auto behavioral insights

32



PA

ANCHOR AP

AE

Group predictions

Learning

Social facilitation

Social learning

Social norms

39%

PRAGMAT PS

@

o

62%

55%

EREER ds

REREEN

EN

Social hierarchy

Social comparison

Sensitive to status

Social recognition

e
o

Co-ompetition

Commitment

Cooperation

Competition

489

54%

<63%’

( 59% >
( 69% ’
( 62% >

A Web Poge onVerSi
O Q x Q {http.//www creative-ideas com uto b On goal
-0 behavigrg
lnS[ghtS
(4

89
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Now, come U
strategies th
diverse groups:

1. Audience
2 Conversion goal
3. Auto pehavioral

insights

P W'lth

Ol

Learning

Social facilitation

Low

Social learning

Low

Social norms

32%

Low

Co-ompetition

Commitment

Low

Cooperation

Low

Competition

Low

65%
High
59%
High
High
63%
High
75%
High
65%
High

Learning

Social facilitation

Low

Social learning

Low

Social norms

Low

Co-ompetition

Commitment

Low

Cooperation

Low

Competition

41%

Low

69%
High
59%
High
65%
High
62%
High
79%
High
High

34
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Now, come U
strategies th
diverse groups:

1. Audience
2 Conversion goal
3. Auto pehavioral

insights

P W'Ith
at work for

Ol

Learning

Social facilitation

Low

Social learning

Low

Social norms

32%

Low

Co-ompetition

Commitment

Low

Cooperation

Low

Competition

Low

65%
High
59%
High
High
63%
High
75%
High
65%
High

Learning

Social facilitation

Low

Social learning

Low

Social norms

Low

Co-ompetition

Commitment

Low

Cooperation

Low

Competition

41%

Low

Debra

69%
High
59%
High
65%
High
62%
High
79%
High
High

35
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For Oli and Debra,
how would you
apply gamification?

Co-ompetition

Commitment

Low

Cooperation

Low

Competition

Low

Social hierarchy

Social comparison

Sensitive to status

Social recognition

63%
High
75%
High
65%

High

High
58%
High
69%

High

Co-ompetition

Commitment

Low

Cooperation

Low

Competition

41%

Low

Social hierarchy

Social comparison

45%
|
Sensitive to status
Lo
Social recognition

A

62%

79%

72%

%

36
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THANK YOU

Brian Cugelman, PhD
@cugelman

AlterSpark
www.alterspark.com

Persona SPARK beta
www.personaspark.com



