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Get Started by: 
• Opening the folder 
• Taking out the story cards 
• Using numbers on cards, build the story map  
• Review the Opportunity canvas and personas



BEHAVIORAL DESIGN 
noun   |   be·hav·ior de·sign   |   \bē-ˈhā-vyər di-ˈzīn\ 

design that uses ideas taken from 
Behavioral Science - the study of why 

people behave as they do.
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The field’s central thesis: We 
shouldn’t blame humans for our 

failures in complex decision 
making. It’s on the designers of 

the system.
Kristen Berman, cofounder Common Cents Lab, 
based out of Duke University
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Opportunity Canvas!

Users & 
Customers
What types of users and customers have the 

challenges your solution addresses?


Look for differences in user’s goals or uses that 

would affect their use of the product.  Separate 

users and customers into different types based on 

those differences that make a difference.  It’s a bad 

idea to target “everyone” with your product.

Problems
What problems do prospective users and 

customers have today that your solution 

addresses?

Solution ideas
List product, feature, or enhancement ideas that 

solve problems for your target audience. 

User Value
If your target audience has your solution, how can 

they do things differently as a consequence?  And, 

how will that benefit them?

User Metrics
What user behaviors can you measure that will 

indicate they adopt, use, and place value in your 

solution?

Solutions Today
How do users address their problems today?


List competitive products or work-around 

approaches your users have for meeting their 

needs.

Adoption Strategy
How will customers and users discover and adopt 

your solution?

Business Problems
What problem for your business does building this product, feature, or enhancement

solve for your business?

Business Metrics
What business performance metrics will be affected by the success of this solution?


These usually change as a consequence of behavior metrics changing.

Title:

Date:

Iteration:

Budget
What’s it worth to you?

How much money and/or development would you 

budget to discover, build, and refine this solution?

Lists is a simple 

mobile app that 

allows users to 

create everything 

from shopping lists 

to simple plans that 

they share and work 

on with other people. 

•  Paper, pen, and 

notebooks 

•  Lots of phone calls 

•  Lots of email 

messages 

•  A variety of mobile 

and desktop tools 

that either do too 

much, or not 

enough 

When working with 

others it’s difficult to 

share plans and 

progress, especially 

when we’re in different 

locations, not working 

in front of a computer, 

and can’t easily talk. 

Miscommunication 

results in people 

frustrated with each 

other.  

•  Rate of adoption � 

downloads, uses, 

and continued use � 

look at pirate 

metrics. 

•  Rate of 

collaboration � 

people create lists 

and plans with each 

other more 

•  Rate of sharing � 

people invite others 

in to work together 

•  Rate of promoting � 

people recommend it 

to each other or 

talk about it in 

social media 

•  Customers don’t see us as a product design 

company, but as an outsource vendor 

•  We spend too much time pursuing low margin 

work  

 
Our Strategy: 

•  Create a successful consumer app that 

differentiates our company 

•  Focus on a ubiquitous problem � like lists  

•  Industry recognition of our app: good 

reviews, articles on our company 

•  # of Client who contact us asking for design 

work � not to bid on lists of requirements 

•  Higher profit margins on the work we do  

Everyone makes lists 

to plan routine 

things. Three general 

types of customers 

we’re looking at are: 

 
Small Business 

Users 

 
Couples and 

families 

 
Habitual List 

Makers and Note 

Takers 

 
 
 
 

•  User’s adopt and 

use the product to 

for lots or routine 

lists 

•  They share lists and 

work with each 

other 

•  They get more 

things done 

•  They have stronger 

communication 

We’re not sure yet � 

but hoping we don’t 

need to spend a lot 

of money marketing. 

2-3 months of effort 

for one of our 

stronger teams 

including mobile 

developers, backend 

developer, and UX 

designer 

Lists Mobile App 

@chr isshink le- Source Jeff  Patton





HOOK MODEL

- Nir Eyal

nirandfar.com



Trigger

- Hooked Model, Nir Eyal



Internal tell the user what to do next through 
associations stored in the user’s memory

External tell the user what to do next by placing 
information with the users environment

TRIGGERS CUE THE USER TO TAKE ACTION

@chrisshinkle



- Nir Eyal

The superficial takeaway from the 
Hook Model is to try to nag your 
customers into submission with lots of 
annoying triggers. 
Instead, your goal is to design 
for relevance and persuasion in order 
to overcome inertia and spark that 
intrinsic motivation.



EXERCISE 1: TRIGGERS

@chrisshinkle

1. Find a task or activity where there’s no associated trigger. 

2. Identify and create a trigger using the following narrative: Every 
time the user < trigger >, he/she < intended behavior > 

3. Is your trigger internal or external? 

4. If external, can you identify the corresponding internal trigger? 

5. Can you time an external trigger to fire as closely to when your user 
experiences their internal trigger?



Action

- Hooked Model, Nir Eyal



…understand the reason people 
use a product or service.  Lay out 
the steps to get the job done. 
Once the series of task from 
intention to outcome is 
understood, start removing steps 
until you reach the simplest 
possible process.
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Source: BJ Fogg, www.BehaviorModel.org@chrisshinkle



‣Time 
‣Money  
‣Physical effort 
‣Brain cycles 
‣Social deviance 
‣Non-routineness6

factors affecting Ability
@chrisshinkle Source: BJ Fogg, www.BehaviorModel.org



EXERCISE 2: ACTIONS

@chrisshinkle

1. From your trigger, count the number of steps it takes to 
reach the intended behavior?  

2. What might limit their ability to accomplish the intended 
activity: money, physical effort, brain cycles, social 
deviance non-routine? 

3. How can you remove any identified barriers?



Variable 
Reward

- Hooked Model, Nir Eyal



TRIBE: social rewards fueled by connectedness 
with other people.  
HUNT: material resources and information.  
SELF: intrinsic rewards of mastery, 
competence, and completion. 

VARIABLE REWARDS…

@chrisshinkle



EXERCISE 3: VARIABLE REWARDS

@chrisshinkle

1. What is the reward for completing the action?  Does it alleviate the 
user’s pain?  Is the reward fulfilling? 

2. What type is the reward: tribe, hunt, self? 

3. Is it variable by nature?  If not, could we add variance? 

4. How could we improve the reward received?

Source: Nir Eyal



Investment

- Hooked Model, Nir Eyal



- Kevin Richardson 
- game designer at MTV’s San Fran office

INVESTMENTS are 
about the anticipation 
of longer-term rewards, 
not immediate 
gratification
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• our tendency to overvalue our 
work 

• be consistent with past 
behaviors 

• avoid cognitive dissonance

INVESTMENTS CREATE PREFERENCE BECAUSE OF

@chrisshinkle



• come after the reward phase when 
users are primed to reciprocate 

• improve the service the more it is used 
• load the next trigger to start the cycle 

all over again

KEYS FOR INVESTMENTS…

@chrisshinkle



EXERCISE 4: INVESTMENT

@chrisshinkle

1. How can the user store value in the product 
through data, content, followers, reputation, or 
skill? 

2. What can you do to get the user to load the next 
trigger.



MY CHALLENGE TO YOU:
• Identify a product/service you caught yourself 

using with little or no conscious thought. 
• What triggered you to use the product?  Were you 

prompted externally or internally? 
• How could it be made easier to use? 
• How could it be made more rewarding? 
• How might it solicit more user investment?
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download slides at: 
info.sep.com/
productconf18
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