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COGNITIVE BIAS CODEX

We store memories differently based
on how they were experienced

We reduce events and lists
What Should We to their key elements ®
Remember?

We notice things alreadly primed in
memory or repeated often

Bizarre, funny, visually-striking, or
@ anthropomorphic things stick out more
than non-bizarre/unfunny things
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We discard specifics

to form generalities
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We notice when
L) something has changed
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We edit and reinforce
some memories after the fact

We are drawn to details
@ thatconfirm our own
< U existing beliefs
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Outcome bias

To act, we must be confident we
can make an impact and feel what

we do is important

We imagine things and people
we're familiar with or fond of
as better

Hindsight bias *

Rosy retrospection ®
Telescoping effect ®

We simplify probabilities and numbers Not Enough
L4 to make them easier to think about
We project our current mindset and

Meaning
We think we know what
L]
assumptions onto the past and future L4 other people are thinking
DESIGNHACKS.CO - CATEGORIZATION BY BUSTER BENSON

ALGORITHMIC DESIGN BY JOHN MANOOGIAN 11l (JM3) - DATA BY WIKIPEDIA @ggative. . ®@ attribution - share-alike




O
)
— -
© O
O
=




TARGET GROUP

|

TARGET BEHAVIOR

TARGET MOTIVATION

INTERVENTION CONTEXT

CONSUMPTION CONTEXT
TARGET FREQUENCY




Target group

Whose behavior are you trying to change?

LAW
ENFORCEMENT

POACHERS &

TRAFFICERS CONSUMERS



Target behavior

What behavior are you trying to change?

LAW
ENFORCEMENT
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DISCOURAGE MOTIVATE

CORRUPTION ENFORCEMENT
OFFICERS




Target behavior

What behavior are you trying to change?

CONSUMERS

DISCOURAGE
THE CONSUMPTION PROMOTE ALTERNATIVE

CONSUMPTION CHOICES



Target behavior

What behavior are you trying to change?

POACHERS &
TRAFFICERS

DISCOURAGE

POACHING AND PROMOTE
TRAFFICING ALTERNATIVE LIVLIHOODS



Target motivation

What is the primary motivation
driving you are trying to change?
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Target frequency

What is the frequency of the
behavior you trying to change?

Once-oft/ occasional

Once a year or every few months. (For
example, an annual or semi-annual
holiday.)

Frequent/ Habitual

Once a day or more. (For example, a practice
that is a daily ritural for the agent.)



Consumption context

In what context do consumers purchase
the product?
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Implementation context

In what context will you be implementing
your behavior change project?
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