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D e S I g n W I t h I n te n t The Cognitive Lens draws on research in behavioural economics and cognitive psychology looking at how people make decisions, and how this is affected

by ‘heuristics’ and ‘biases’. If designers understand how users make interaction decisions, that knowledge can be used to influence interaction behaviour.
Equally, where users often make poor decisions, design can help counter this, although this may lead to a ‘we know what's best for you’ attitude.
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Dozens of cognitive biases and heuristics have been identified which could potentially be applied to design. The patterns detailed in these cards are some
O g n I I v e e n S of the most commonly used; this selection draws particularly heavily on the work of Robert Cialdini, Dan Ariely, Richard Thaler and Cass Sunstein.

Assuaging guilt

Can you influence
users by helping
them reduce
feelings of guilt
about their
behaviour?

offee won't |
er taste in yo
h. It’s Fairtrad

This message both implies that one
should feel bad about the ethics of
coffee production, and offers an
easy way to take away the guilt
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