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" 1. FIND SOMEONE YOU DO NOT KNOW
2. SAY HI, MY NAME IS...
& 3. ASK THEM: “WHAT IS YOUR DREAM?”










where to eat in Chicago S

340.000.000 results (0.58 seconds)
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@NEWS GPS Tracking Disaster: Japanese Tourists Drive
Straight into the Pacific

By Akiko Fujita



https://abcnews.go.com/blogs/headlines/2012/03/gps-tracking-disaster-japanese-tourists-drive-straight-into-the-pacific
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The Rise of Dataism: A~
Threat to Freedom or a
Scientific Revolution?

By Steven Parton - September 30,2018 @ 10,176




““LISTEN TO GOOGLE"

FROM THEISM - TO HUMANISM Y%
- TO DATA-ISM


https://www.youtube.com/watch?v=Hw2jBiqZ4N8
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The Bat
And the Ball
(Experiment)




A bat and a ball
together cost $1.10

The batis $1 more
expensive than the ball

Ball 7777




A bat and a ball
together cost $1.10

The batis $1 more
expensive than the ball

Bat $1.10
Total $1.20



A bat and a ball
together cost $1.10

The bat is $1 more
expensive than the ball

Bat $1.05
Total $1.10


















FABIO
SHARES
HIS
FITNESS
SECRETS
WITH YOU

- WITH FITNESS EXPER? B!ENDA DYKGRA&I'"

=

6

’r_,}!’:i‘JJJ"JJ Jf"“u _JT’J: iild K
COYEFS OF LJJJ. Nnce
yels fo 1al JJ-,_
‘yz.u) JJJ.;I:.] ﬁ’l]]"‘
- ‘special woman!

e stillineens

=
||

)

4







—

-

e e . "

;.

-



MIRROR
= ’fﬁ'




Smart Mirro

r

https://www.thoughtworks.com/clients/standardcharteredbank




-










THINKING,

FAST.wSLOW ) COGNITIVE
Nudge PSYCHOLOGY

BOOKS

S R

¥ o Heatden Sovces T
T

DANIEL P
KAHNEMAN SR ARIELY

) )
/s —@ R

o - »

= - g ,



)1034d

M
E

AlgV1



Edward H. Adelson S



Edward H. Adelson



4%

Denmark

99%

Austria




99%

DEFAULT

4%
I

Bl ]
N 1
Denmark Austria

Images courtesy of Shutterstock



s-of-psychology/

»
:
N g
: aouesy :
&
o wnibjag
w
N
:: 2 _ _
& | Aueuwen

~
= | wopBury payun

|| spuepeyion

N

S3IRBBIVBI=C

ou...zcoo._oa JUISUO0D 2AN29)T




Q
3100- 99.98 98 9991 99.97
g 90 -
80 -
8. 70-
g oo
e 50
S 40-
g 30 - 27.5
§ 20 - 17.17
= 104 4.25 I I
w 0 n_' '—D T
§ ¢ 5§ F £ 5 : § : %
s 3§ 2 E 3 % 5 e 3
a % g 3 T o
B = § —
Nl T

fective consent rates, by country. Explicit consent (opt-in, gold) and presumed consent (opt-

http://danariely.com/2008/05/05/3-main-lessons-of-psychology/

Images courtesy of Shutterstock



Normal

Hover

Checked

Disabled

Disabled & checked

Normal

Checked

Disabled

Disabled & checked

Digital Defaults

Normal

Hover

Checked

Disabled

Disabled & checked

v Checked



| | 1 do not want to receive emails

What happens on
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Amazon Patents -

“Anticipatory” Shipping

To Start Sending Stuff Before You've Bought It

https://techcrunch.com/2014/01/18/amazon-pre-ships/
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“A designer who doesn’t understand human
psychology 1s going to be no more
successful than an architect who doesn’t
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Insurance that
doesn’t suck
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Fabio Parair Ve Chat between Dan Ariely
) Dan Ariely and Fabio Pereira Feb 2015 . _ el Pereura
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Dear friend,

| am trying to save on typing (lots of challenges with my hands), so here is an audio
recording of my reply .....






NUDGES are small and powerful
Interventions in the
environments where we
make decisions
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Consciousness & Technology 4- ' - eckhart

taachings

79,003 views * 8 Oct 2018 3 Youlube™



#DigitalNudge
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HARVARD BUSINESS SCHOOL

The “IKEA Effect”:

When Labor Leads to Love

Michael 1. Norton
Daniel Mochon
Dan Ariely
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2 TYPES OF
INFLUENCE

#DigitalNudge

http.//www.nirandfar.com/2017/04/deal-persuasive-technology-video.htm/ (Nir)
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Dark Pauerns Browse Library ~ Submit a Pallermn ~ Aboul Us

Dark Patterns: User Interfaces Designed to Trick People

Are you interested in helping darkpatterns.omg?
We need your help acding naw examples to the site. If you're interestad emall submissions@darkpatterns.org




Dark Patterns Browse Library~ Suomit a Pattern~ About Us

Bait and Switch
Disguised Ads

Faraway Bill

Dark Patierns: U

Forced Continuity

Forced Disclosure

Friend Spam

Hidden Ccsts

Misdirection

Frice Comparison Frevertion
Privacy Zuckerng

Roach Motel

Road Block

Sneak intc Basket

Trick Questions

Are you interested in helping darkpatterns.org?
We need your help edding new examples to the site. If you're nterested emall submissions@carkcatterns.org
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New team, new website!

Mark Leiser, Cristiana Santos and Knsha Doshi have joined forces
with Horry Brignull, bringing you new sections on laws and legal

cases,

Get started About the team
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Featured Session: Machine or Human?@ he Ethics )
Behind Smarter Al %

B Mar18,2022 © 4:00pm - 5:00pm CT Austin Convention Center Ballroom EF

@ Technology Al/MI
Elizabeth Bramson- _ Rana el Kaliouby
< Boudreau i Smart Eye
MIT Technology Review

f Add to Favorites

* Add to Favorites
https://schedule.sxsw.com/2022/events/OE42668
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The Future of Influence Poesn’t Involve Humans

B Mar 12,2022 © 4:00pm - 5:00pm CT Hilton Austin Downtown ¥ Salon C

¥ Virtual Production Social Media
Mark Cuban n Shep Ogden
- Offbeat Media Group
W Add to Favorites
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Christopher Travers

VirtualHumans.org
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https://schedule.sxsw.com/2022/events/PP118005
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Presented by House of Creative Denmark

_Ethical Digital Desighjas a Competitive Advantage

B Mar 15,2022 © 3:15pm - 4:45pm CT Wanderlust Wine Co @ Policy Brand Identity

https://schedule.sxsw.com/2022/events/OE42668
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jg\The Ethics of Deepfakes: Are They Always Bad?

@ Mar 16,2022 © 2:30pm - 3:30pm CT Hilton Austin Downtown SalonJ W Policy Content Creation Al/MI

Andy Parsons
Adobe

Henry Ajder
Metaphysic
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* Add to Favorites
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Amazon SageMaker Clarify

Detect bias in ML models and understand model
predictions
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https://aws.amazon.com/sagemaker/clarify
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http://moralmachine.mit.edu/



[ Center for Humane Technology ]

The Problem The Way Forward

Realigning
technology

with humanity's
best interests.

http://humanetech.com/

Qur Team

Take Control

Get Involved
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FABIO PEREIRA £°T0

Book Signing

NOW!

www.fabiopereira.me
www.digitalnudge.org




