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I developed the following guidelines for myself to use throughout the year.  
The following principles are not meant to be a complete set; rather, my hope 
is that they will give the design community something to aim toward as we 
attempt to create design that is good, in all senses of the word.

PRINCIPLE 1: BE TRANSPARENT 

This guideline is often suggested when it comes to the ethics of persuasion 
(Deterding 2009, 141; Fogg 2003, 224). It is clear that we should avoid decep-
tion or coercion in all cases, but some persuasive strategies are subtle. Whether 
it is ethical to attempt to change someone’s behavior without informing them 
of your intentions may need to be evaluated on a case-by-case basis. I believe 
that in nearly all cases, a person should be aware when someone is attempting 
to use a designed artifact to influence his or her behavior. 

We can be transparent in many ways. Transparency can be a subtle as a small 
button that says “learn more,” or as explicit as directly asking people to change. 
With my studies, I chose to ask my participants if they wanted to change  
their behavior. By giving people the option to say no, we run the “risk” of non- 
compliance, but we preserve the integrity and agency of the individual.

PRINCIPLE 2: BE EMPOWERING

In addition to being transparent, I tried to maintain my participants’ agency 
by designing in an empowering manner. Empowerment as a mindset helps us 
remember that the power to act resides in the end-user, not the designer. Emily 
Pilloton writes that “environmental and social sustainability are, in fact, based 
on the same central tenet: the support, health, and empowerment of our world, 
both human and natural” (Pilloton 2009, 31, my emphasis).

We can give people information and tools to aid in reflecting, creating, 
and sustaining new habits, and aim to give the individual more than what 
they  currently have, not less—more knowledge, more power, more choice. 
Constraint is indeed one way of designing for persuasion, but because it is 
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