
   

1	
  1	
  

Prepričljive tehnologije 
Matjaž Kljun in Klen Čopič Pucihar 
September 2015 
matjaz.kljun@upr.si in klen.copic@famnit.upr.si 



   

2	
  2	
  

Prepričevanje	
  je:	
  
	
  

}  vpliv	
  na	
  prepričanja,	
  stališča,	
  namere,	
  motivacije,	
  
ali	
  vedenje	
  posameznika	
  ali	
  skupine	
  

	
  
}  postopek	
  namenjen	
  spreminjanju	
  odnosa	
  ali	
  
vedenja	
  ljudi,	
  s	
  pomočjo	
  pisne	
  ali	
  govorjene	
  besede	
  
namenjene	
  posredovanju	
  informacij,	
  čustev	
  ali	
  
obrazložitev,	
  ali	
  njihove	
  kombinacije.	
  

Prepričevanje – persuasion  

http://en.wikipedia.org/wiki/Persuasion	
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BJ	
  Fogg,	
  Stanford	
  University	
  
	
  
	
  
“technology	
  that	
  is	
  designed	
  to	
  change	
  attitudes	
  or	
  behaviors	
  of	
  the	
  users	
  
through	
  persuasion	
  and	
  social	
  inHluence,	
  but	
  not	
  through	
  coercion”	
  	
  
Fogg	
  2002	
  	
  

Definicija 



BJ	
  Fogg:	
  http://captology.stanford.edu/about/what-­‐is-­‐captology.html	
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Vedenje 

}  Trajnostno	
  vedenje	
  
}  Zdravstveno	
  vedenje	
  
}  Potrošniško	
  vedenje	
  
}  Moralno	
  vedenje	
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Sprememba vedenja 

Agnis	
  Stibe.	
  Persuasive	
  Technology:	
  Practicing	
  Social	
  InHluence	
  Powers	
  to	
  Change	
  People's	
  Behaviors	
  
and	
  Attitudes	
  –	
  Twitter	
  Case	
  Studies	
  
	
  

 Behavior Change Support Systems: A Research Model and Agenda 9 

to human-computer dialogue help move towards achieving the goal set for using the 
BCSS. The perceived system credibility design principles relate to how to design a 
system so that it is more believable and thereby more persuasive. The design 
principles in the social influence category describe how to design the system so that it 
motivates users by leveraging social influence. 

 

Other users 

User Social 
influence 

Perceived 
system credibility

Human-computer 
dialogue 

Primary task 
support ! 

 

Fig. 1. Four categories of design principles for BCSSs 

Tørning and Oinas-Kukkonen [25] have analyzed the scientific research publications 
in the PERSUASIVE conferences during 2006-2008 as regards the software system 
features and the abovementioned categories. According to their study, the most utilized 
features have been tailoring, tunneling, reduction, and self-monitoring (representing the 
primary task category), suggestion (for supporting human-computer dialogue), surface 
credibility (in support of perceived system credibility), and social comparison, normative 
influence, and social learning (relating to social influence). 

Many types of research on software system features have been conducted. For 
instance, Harper et al. [26] studied the roles that social influence and social 
comparison may play in online communities for motivating members rather than 
editors to contribute and moderate content. Andrew et al. [27] studied the challenges 
in implementing suggestion and how it differs from and overlaps with other 
techniques, in particular tunneling, reduction, and self-monitoring. Räisänen et al. 
[28] studied the right-time suggestions of messages. Cugelman et al. [29] 
demonstrated that system credibility, in particular the system’s trustworthiness, 
affects a user’s behavioral intent. Gamberini et al. [30] showed that in some situations 
a persuasive strategy based on reciprocity is more effective than one based on reward, 
as well as that the presence of social proof features seems counterproductive when 
using a reciprocity strategy, whereas it seems to improve compliance with a request 
when using a reward strategy. At a more general level, Zhu [8] conducted a meta-
study of persuasive techniques in BCSSs motivating for regular physical activity. The 
results of this study suggest that very few previous studies resulted in achieving the 
intended goal. Only a few studies took advantage of any persuasive techniques, and 
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Sprememba vedenja – oblikovanje in psihologija 

Cristina	
  Vigano.	
  UX	
  Designer	
  at	
  Cyber-­‐Duck	
  
http://www.slideshare.net/criviga/persuasive-­‐technology-­‐49026860	
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Oblikovanje	
   Psihologija	
  

Privzeta	
  vrednost	
  –	
  donacija	
  
organov.	
  	
  
	
  
Negativno	
  in	
  pozitivno	
  poudarjeno	
  vedenje	
  
s	
  preprosto	
  oblikovno	
  odločitvijo	
  –	
  privzeta	
  
vrednost	
  na	
  obrazcu.	
  

	
  

Three	
  studies	
  explored	
  whether	
  odor	
  can	
  
inHluence	
  people’s	
  cognition	
  and	
  behavior	
  
without	
  their	
  being	
  consciously	
  aware	
  of	
  the	
  
inHluence	
  ...	
  Finally,	
  a	
  third	
  study	
  established	
  
that	
  the	
  mere	
  exposure	
  to	
  the	
  scent	
  of	
  all-­‐
purpose	
  cleaner	
  caused	
  participants	
  to	
  keep	
  
their	
  direct	
  	
  environment	
  	
  more	
  	
  clean	
  	
  
during	
  	
  an	
  	
  eating	
  	
  task.	
  
	
  

Sprememba vedenja 

Eric	
  J.	
  Johnson,	
  Daniel	
  Goldstein.	
  Do	
  Defaults	
  	
  
Save	
  Lives?	
  Science	
  21	
  November	
  2003.	
  

Smells	
  like	
  Clean	
  Spirit,	
  Rob	
  Holland	
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Sprememba vedenja – Družbeni vpliv 

Ko	
  se	
  čustva,	
  mnenja	
  ali	
  vedenje	
  spremeni	
  zaradi	
  vpliva	
  drugih.	
  	
  
	
  
Družbeni	
  vpliv	
  (social	
  inHluence)	
  se	
  kaže	
  v	
  obliki:	
  	
  
•  prilagajanja,	
  ugajanja,	
  socializacije,	
  poslušnosti,	
  
•  vodenja,	
  prepričevanja,	
  trženja.	
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}  Vzajemnost	
  –	
  vrniti	
  uslugo	
  
}  Zavezanost	
  in	
  Doslednost	
  –	
  slediti	
  cilju	
  
}  Družbeno	
  prilagajanje	
  –	
  pogled	
  v	
  zrak	
  sredi	
  trga	
  
}  Slediti	
  avtoriteti	
  –	
  Milgramov	
  poskus	
  z	
  
elektrošokom	
  pri	
  napačnem	
  odgovoru	
  
https://www.youtube.com/watch?v=xOYLCy5PVgM	
  	
  

}  Naklonjenost	
  –	
  slediti	
  ljudem,	
  ki	
  so	
  nam	
  všeč	
  (npr.	
  
Reklame,	
  Bernie	
  Madoff	
  ponzi)	
  

}  Pomanjkanje	
  –	
  samo	
  še	
  3	
  primerki	
  na	
  voljo!	
  

Šest ključnih načel vpliva na vedenje ljudi: 

https://en.wikipedia.org/wiki/Robert_Cialdini	
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Fogg-ova mreža vedenja 

Tip	
  vedenja	
  

Tr
aj
an
je
	
  v
ed
en
ja
	
  

SJ	
  Carter,	
  Persuasive	
  Technology	
  Lab	
  at	
  Stanford	
  Stanford	
  University,	
  simpliHied	
  Fogg’s	
  Behavior	
  grid	
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Foggova mreža - primeri 
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}  Namestimo	
  solarne	
  celice	
  na	
  hišo.	
  
}  Danes	
  za	
  malico	
  jejmo	
  alge.	
  

Novo vedenje – enkratno 
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Piano stairs 

Piano	
  stairs	
  -­‐	
  TheFunTheory.com	
  https://www.youtube.com/watch?v=2lXh2n0aPyw	
  	
  

https://c1.static<lickr.com/3/2465/3669721910_7ea5f0de8e.jpg	
  

66%	
  več	
  ljudi	
  je	
  uporabilo	
  stopnice	
  kot	
  ponavadi.	
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}  Počnimo	
  jogo	
  vsak	
  dan	
  po	
  pol	
  ure	
  dva	
  tedna.	
  
}  Naslednji	
  teden	
  s	
  vozimo	
  s	
  sodelavcem	
  	
  
v	
  službo.	
  

Novo vedenje – daljše obdobje 
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}  Začnimo	
  vrtnariti,	
  zbirati	
  znamke	
  …	
  

Novo vedenje – trajno 
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The Urinal Fly 

Letališče	
  Amsterdam	
  –	
  80%	
  manj	
  razlitij	
  
	
  

Blake	
  Evans-­‐Pritchard.	
  Aiming	
  To	
  Reduce	
  Cleaning	
  Costs.	
  Works	
  That	
  Work,	
  No.1,	
  2013.	
  	
  
https://worksthatwork.com/1/urinal-­‐Hly	
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}  Mami	
  povejmo	
  za	
  ekološko	
  milo	
  in	
  kako	
  nam	
  
odgovarja.	
  

}  Danes	
  očistimo	
  	
  
zobe	
  z	
  	
  
zobno	
  	
  
nitko.	
  

Znano vedenje – enkratno 
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Ponovna uporaba brisač v hotelih 
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}  HELP	
  SAVE	
  THE	
  ENVIRONMENT.	
  
You	
  can	
  show	
  your	
  respect	
  for	
  nature	
  and	
  help	
  save	
  the	
  environment	
  by	
  reusing	
  
your	
  towels	
  during	
  your	
  stay.	
  
	
  

}  PARTNER	
  WITH	
  US	
  TO	
  HELP	
  SAVE	
  THE	
  ENVIRONMENT	
  
In	
  exchange	
  for	
  your	
  participation	
  in	
  this	
  program,	
  we	
  at	
  the	
  hotel	
  will	
  donate	
  a	
  
percentage	
  of	
  the	
  energy	
  savings	
  to	
  a	
  nonpro<it	
  environmental	
  protection	
  
organization.	
  The	
  environment	
  deserves	
  our	
  combined	
  efforts.	
  You	
  can	
  join	
  us	
  by	
  
reusing	
  your	
  towels	
  during	
  your	
  stay.	
  
	
  

}  JOIN	
  YOUR	
  FELLOW	
  GUESTS	
  IN	
  HELPING	
  TO	
  SAVE	
  THE	
  ENVIRONMENT	
  
Almost	
  75%	
  of	
  guests	
  who	
  are	
  asked	
  to	
  participate	
  in	
  our	
  new	
  resource	
  savings	
  
program	
  do	
  help	
  by	
  using	
  their	
  towels	
  more	
  than	
  once.	
  You	
  can	
  join	
  your	
  fellow	
  
guests	
  to	
  help	
  save	
  the	
  environment	
  by	
  reusing	
  your	
  towels	
  during	
  your	
  stay.	
  
	
  

}  WE’RE	
  DOING	
  OUR	
  PART	
  FOR	
  THE	
  ENVIRONMENT.	
  CAN	
  WE	
  COUNT	
  ON	
  YOU?	
  
Because	
  we	
  are	
  committed	
  to	
  preserving	
  the	
  environment,	
  we	
  have	
  made	
  a	
  
Hinancial	
  contribution	
  to	
  a	
  nonproHit	
  environmental	
  protection	
  organization	
  on	
  
behalf	
  of	
  the	
  hotel	
  and	
  its	
  guests.	
  If	
  you	
  would	
  like	
  to	
  help	
  us	
  in	
  recovering	
  the	
  
expense,	
  while	
  conserving	
  natural	
  resources,	
  please	
  reuse	
  your	
  towels	
  during	
  
your	
  stay.	
  

KATERA	
  je	
  NAJBOLJŠA?	
  

Robert	
  Cialdini.	
  Don’t	
  Throw	
  in	
  the	
  Towel:	
  Use	
  Social	
  InHluence	
  Research.	
  	
  
http://www.psychologicalscience.org/index.php/publications/observer/2005/april-­‐05/dont-­‐throw-­‐in-­‐the-­‐towel-­‐use-­‐social-­‐inHluence-­‐research.html	
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}  Druga:	
  ti	
  narediš	
  nekaj	
  in	
  jaz	
  bom	
  naredil	
  nekaj	
  
nazaj!	
  Ljudje	
  ne	
  radi	
  najprej	
  nekaj	
  dajo	
  v	
  zameno	
  
za	
  nakaj,	
  za	
  kar	
  ne	
  vedo	
  če	
  se	
  bo	
  v	
  resnici	
  zgodilo.	
  

}  Zadnja	
  -­‐>	
  družbeni	
  vpliv.	
  Mi	
  smo	
  nekaj	
  že	
  naredili,	
  
zdaj	
  si	
  ti	
  na	
  vrsti.	
  Ljudje	
  se	
  počitijo	
  primorane	
  
vrniti	
  darilo.	
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}  Kolesarimo	
  v	
  službo	
  naslednja	
  dva	
  meseca.	
  
}  Pijemo	
  vodo,	
  ko	
  vstanemo	
  naslednjih	
  30	
  dni.	
  

Znano vedenje – daljše obdobje  
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}  Ugasnemo	
  luč,	
  ko	
  zapustimo	
  sobo.	
  
}  Vsakič	
  ko	
  gremo	
  na	
  sonce,	
  se	
  namažemo	
  s	
  sončno	
  
kremo.	
  

Znano vedenje – trajno 
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Henry Ellis-Paul’s Tap Meter 

Dan	
  Lockton.	
  Changing	
  behaviour:	
  water	
  meter	
  taps.	
  Architectures.	
  Tap	
  Meter,	
  by	
  Henry	
  Ellis-­‐Paul	
  
http://architectures.danlockton.co.uk/2007/06/28/changing-­‐behaviour-­‐water-­‐meter-­‐taps/	
  

V	
  razmislek:	
  a	
  je	
  tak	
  	
  
merilec	
  rešitev	
  težav	
  	
  
ali	
  povečuje	
  občutek	
  	
  
krivde?	
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Henry Ellis-Paul’s Tap Meter 

Dan	
  Lockton.	
  Changing	
  behaviour:	
  water	
  meter	
  taps.	
  Architectures.	
  Tap	
  Meter,	
  by	
  Henry	
  Ellis-­‐Paul	
  
http://architectures.danlockton.co.uk/2007/06/28/changing-­‐behaviour-­‐water-­‐meter-­‐taps/	
  

V	
  razmislek:	
  a	
  je	
  tak	
  	
  
merilec	
  rešitev	
  težav	
  	
  
ali	
  povečuje	
  občutek	
  	
  
krivde?	
  
	
  
Splahnjevanje	
  posode:	
  
nožni	
  pedal	
  nam	
  omogoča	
  	
  
da	
  med	
  splahnjevanjem	
  	
  
dveh	
  krožnikov	
  zapremo	
  
dovod	
  vode.	
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Števec s prikazano porabo 

http://4.bp.blogspot.com/-­‐QLHk88I3Fxg/ULbN3MVIAwI/AAAAAAAADgo/qil5RnneDQY/s1600/Speedometer.JPG	
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}  Danes	
  bodimo	
  pozorni	
  med	
  	
  
kosilom	
  na	
  dogajanje	
  okoli	
  nas.	
  

}  Posadimo	
  več	
  dreves.	
  

Poudarimo vedenje – enkratno 
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}  Povečamo	
  dolžino	
  spanja	
  na	
  8	
  	
  
ur	
  cel	
  naslednji	
  teden.	
  

}  Striktno	
  recikliramo	
  vse	
  smeti	
  	
  
naslednji	
  mesec.	
  

Poudarimo vedenje – določeno obdobje 
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Persuasive mirror 

http://www.microsite.accenture.com/SiteCollectionDocuments/PDF/persuasive_mirror.pdf	
  	
  

Vizualizacija	
  	
  
prehranjevalnih	
  
in	
  spalnih	
  
navad,	
  ter	
  	
  
posledic	
  	
  
kajenja	
  in	
  	
  
sončenja.	
  



   

30	
  30	
  

The	
  slow,	
  step-­‐by-­‐step	
  
program	
  starts	
  by	
  
tracking	
  how	
  much	
  you	
  
move	
  every	
  day.	
  We’ll	
  
help	
  you	
  set	
  goals	
  and	
  
track	
  your	
  progress.	
  
We’ll	
  make	
  suggestions	
  
about	
  how	
  to	
  increase	
  
your	
  activity	
  levels	
  at	
  
your	
  own	
  pace,	
  and	
  
provide	
  you	
  a	
  personal	
  
coach	
  who	
  can	
  help	
  you	
  
stay	
  motivated.	
  It’s	
  a	
  
program	
  you	
  can	
  stick	
  
to	
  for	
  the	
  long	
  term,	
  
because	
  it’s	
  custom	
  
built	
  for	
  you.	
  	
  
	
  

Philips DirectLife 

http://www.directlife.philips.com/	
  



   

31	
  31	
  

BinCam 

Thieme	
  A,	
  Comber	
  R,	
  Miebach	
  J,	
  Weeden	
  J,	
  Kraemer	
  N,	
  Lawson	
  S,	
  Olivier	
  P.	
  "We've	
  bin	
  watching	
  you":	
  	
  
designing	
  for	
  reHlection	
  and	
  social	
  persuasion	
  to	
  promote	
  sustainable	
  lifestyles.	
  CHI'12	
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}  Od	
  danes	
  naprej	
  	
  
preživimo	
  več	
  časa	
  z	
  
družino	
  in	
  prijatelji.	
  

}  Od	
  danes	
  kupujmo	
  več	
  	
  
lokalnih	
  izdelkov.	
  

Poudarimo vedenje – trajno 
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Tehtnica v Abri na postajališču 

Oblikovanje	
  N5	
  

http://www.wired.com/2009/03/weight-­‐revealin/	
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}  Kaj	
  je	
  narobe	
  s	
  to	
  tehtnico?	
  
}  Reklama	
  za	
  Hitnes.	
  Lahko	
  bi	
  bila	
  pa	
  trajna	
  
namestitev.	
  

}  Ljudi	
  razgalja	
  v	
  javnosti.	
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}  Kupimo	
  le	
  eno	
  plastenko	
  vode	
  danes.	
  
}  Zvečer	
  pojemo	
  le	
  polovico	
  (obilne)	
  	
  
večerje.	
  

Zmanjšamo vedenje – enkratno 
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}  Popijemo	
  le	
  eno	
  kavo	
  na	
  dan	
  ta	
  teden.	
  
}  Skrajšamo	
  čas	
  pod	
  tušem	
  naslednja	
  dva	
  tedna.	
  

Zmanjšamo vedenje – določeno obdobje 



   

37	
  37	
  

}  Zmanjšamo	
  količino	
  sladkarij	
  dnevno.	
  	
  

Zmanjšamo vedenje – trajno 
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}  Ugasnemo	
  gretje	
  danes	
  ponoči.	
  
}  Med	
  današnjim	
  nakupom	
  ne	
  kupimo	
  sladkarij.	
  

Končamo vedenje – enkratno 
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}  Ne	
  zalivamo	
  	
  
trave	
  celo	
  	
  
poletje.	
  

}  Naslednji	
  teden	
  pri	
  	
  
kosilu	
  ne	
  omenjamo	
  	
  
službenih	
  zadev.	
  

Končamo vedenje – daljše obdobje 
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}  Nikoli	
  več	
  ne	
  smetimo.	
  
}  Ne	
  jemo	
  več	
  hitro	
  pripravljene	
  hrane.	
  

Končamo vedenje – trajno 
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Negativno končanje vedenja 

Nespremenjeno	
  privzeto	
  geslo	
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}  Zmanjšanje	
  (reduction)	
  
}  Usmerjanje	
  (tunneling)	
  	
  
}  Prikrojevanje	
  (tailoring)	
  
}  Namigovanje	
  (suggestion)	
  
}  Osebno	
  spremljanje	
  (self-­‐monitoring)	
  
}  Pogojevanje	
  (conditioning)	
  

Orodja pri oblikovanju  

Vsi	
  naslednji	
  primeri	
  povzeti	
  po	
  Cristina	
  Vigano.	
  UX	
  Designer	
  at	
  Cyber-­‐Duck.	
  @CrVigano	
  
http://www.slideshare.net/criviga/persuasive-­‐technology-­‐49026860	
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Zmanjševanje 
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Zmanjševanje 
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Zmanjševanje 
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Usmerjanje 
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Usmerjanje 
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Prikrojevanje 
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Prikrojevanje 
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Namigovanje 
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Namigovanje 
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Osebno spremljanje 
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Osebno spremljanje 
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Pogojevanje 
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“Measuring	
  behavior	
  is	
  core	
  to	
  Persuasive	
  
Technology”	
  Jaap	
  Ham,	
  TU/e	
  	
  
	
  
Trajnostno,	
  Zdravstveno,	
  Potrošniško,	
  Moralno	
  

	
  

Merjenje vedenja 
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#1:	
  Relying	
  on	
  Willpower	
  for	
  Long-­‐Term	
  Change	
  
Imagine	
  willpower	
  doesn’t	
  exist.	
  
#2:	
  Attempting	
  Big	
  Steps	
  Instead	
  of	
  Baby	
  Steps	
  
Seek	
  tiny	
  success	
  one	
  after	
  another.	
  
#3:	
  Ignoring	
  How	
  Environment	
  Shapes	
  Behaviour	
  
Change	
  your	
  context.	
  You	
  change	
  your	
  life.	
  
#4:	
  Trying	
  to	
  Stop	
  Old	
  Behaviours	
  Instead	
  of	
  Creating	
  New	
  Ones	
  
Focus	
  on	
  Action,	
  not	
  avoidance.	
  
#5:	
  Blaming	
  Failures	
  on	
  Lack	
  of	
  Motivation	
  
Make	
  the	
  behaviour	
  easier	
  to	
  do.	
  
#6:	
  Understanding	
  the	
  Power	
  of	
  Triggers	
  
No	
  behaviour	
  happens	
  without	
  a	
  trigger.	
  
#7:	
  Believing	
  That	
  Information	
  Leads	
  to	
  Action	
  
We	
  humans	
  aren’t	
  so	
  rational.	
  
#8:	
  Focusing	
  on	
  Abstract	
  Goals	
  More	
  Than	
  Concrete	
  Behaviours	
  
Abstract:	
  get	
  in	
  shape.	
  Concrete:	
  walk	
  15	
  mins	
  today.	
  
#9:	
  Seeking	
  to	
  Change	
  a	
  Behaviour	
  Forever,	
  Not	
  For	
  a	
  Short	
  Time	
  
A	
  Hixed	
  period	
  works	
  better	
  than	
  “forever”.	
  
#10:	
  Assuming	
  That	
  Behaviour	
  Change	
  Is	
  Dif_icult	
  
Behaviour	
  change	
  is	
  not	
  so	
  hard	
  when	
  you	
  have	
  the	
  right	
  process.	
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