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Does audience gender influence your persuasive message?

Are you like them?

Men are man-like,
women are woman-
like

Priming the
primeval prime
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One of HFI's favorite buttons passed out at courses and trade shows is "Know thy
users for they are not you."

In the context of typical user interface design, this makes sense. There are
many variables that make other people different than the designer: computer
experience, domain experience, vocabulary - the usual run-down of "cognitive
differences". Therefore we conduct usability tests to insure we design for "them"
and not "me".

Nowadays we're moving to the next phase of design competency. We know we
can design to insure people "can do" the task. Our next challenge is to influence
people to "want to do" a given action. This is the science of persuasive design.
But are we aware of some pitfalls in designing persuasive messages? Are we
testing the right things? Do we know the tricky points?

How often have you done usability testing without much regard to the gender
of your subjects?

Well, it turns out that gender can alter your findings.
Two marketing professors, Wheeler (from Stanford) and Berger (from Wharton),

wondered how much influence gender had when people made choices when
answering preference questions presented on the Web.

To enjoy the drama of this research, we need to know some basic facts about
humans. It's all about "priming effects on behavior".

As humans go, we're pretty much suckers for being influenced by what we see
and do. This is the priming effect in short. And therein lies the story.
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Here's how the priming effect works. In one early example, subjects had to
unscramble sentences. (Sounds like an editorial job | had once.) Some subjects
got words associated with a stereotype of being elderly, like "wrinkled". Other
subjects got more neutral words.

Guess what? After concluding the study, subjects who unscrambled the elderly
sentences walked more slowly to the elevator than the subjects with the neutral
(control) sentences! They became more elderly in their gait.

This sounds like unconscious influences. And that's exactly how psychologists
treat it: an unconscious influence. They call it "priming". | call it priming the pri-
mal unconscious.

In the current research, Wheeler and Berger wondered if men and women may
end up responding differently to the same prime.

This means, of course, that other researchers would have to start being more
careful when interpreting findings. But it also means that you, the persuasion
designer, might have to check whether your persuasive messages have the same
or different effects on your various audiences.

For example, prior research shows that when shopping for clothes women tend
to select "possibility-driven" choices (or, "see what's out there"), and men tend
to select "purpose-driven" (or "get a necessary item"). (Notice the word "tend",
please.)

So now we have predictable outcomes from a known event. Shopping causes
men to behave one way, and women another way.

What if we used shopping as a "prime" or an unconscious influence? Would men
and women carry out a second, unrelated task, in the same manner as shopping,

when primed to think about shopping first?

| call this the "primal prime". (Shopping is a primal event)
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Doing the test

Will your answer be
influenced?

Researching the
prime mover
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Here's the "unrelated task". The authors compared men vs. women on how they
made decisions on a web questionnaire. Participants chose between two options
across eleven difference scenarios. Here's one example.

Pretend you're a participant in a usability test.

"You are driving across the country to help out your friend.
How would you prefer to do it?"

A. Do it in the fewest days possible to save time.
B. Take a longer time but make an event out of it, stopping along the way.

Pick a choice. No fair putting it off.

Yes, your answer probably has already been influenced. This is because you just
read about "shopping" and we already know that shopping creates a shopping
attitude.

Therefore, some men among you probably became more purpose-driven and
chose option A. And some women among you probably became more possibility-
driven and chose B.

Whereas, if I had not mentioned anything about shopping prior to you seeing
that question, men and women would be equally attracted to both A and B.

This is what the researchers found, as follows.

To address this issue, the researchers systematically primed their participants in
one of two ways. Prior to answering the 11 questions, all the participants were
randomly assigned to write about one of two different topics.

Half were asked "Imagine you are shopping for clothes. What would the experi-
ence be like?" (This question was already known to get different responses from
men vs. women.) When answering the 11 questions, participants receiving this
prime were influenced along gender lines we discussed.
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What this means
for you

Test for both user
experience and
usability
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The other half were asked about the geography of their home state. Participants
primed by writing about geography showed no gender differences in their choice
of responses in the 11 questions.

The authors conclude that "the same prime leads to different effects". That is,
participants were primed with shopping. And men and women answered unrelat-
ed questions using their shopping frame of mind.

Do your website users have a "shopping frame of mind" when visiting your site?
Maybe they just came from another site, like Amazon, and carry over the shop-
ping "prime" they received. In this research above, women tended to choose

possibility-driven choices, and men tended to choose purpose-driven choices.

Can the same thing happen to your site visitors? Probably so.

So the question remains, how do you support both of these interaction styles?

Our typical "usability" context tends to be "purpose-driven". We conduct
usability tests by asking participants to complete a task. What could be more
purpose-driven than that? But - typically we expect all our participants to have
that same attitude.

However, this research tells us that an alternative attitude could be driving
your site visitor. Perhaps they are "possibility-driven". Can your site support this

alternative?

How do you test your success in support of "browsing" or "exploring" or other
ways of "window-shopping'"?

Perhaps it's time to include alternative test questions, such as...
1. "Show me how you would explore this site?"

2. "Share your thoughts on what interests you or perhaps bores you
about this site?"
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3. "Compare your experience here with window shopping or browsing
a store for possibilities."

You get the idea. The same prime, like shopping, can have different effects on
different people. As we've seen, the contrast of men and women is just one
example of different approaches to the shopping prime.

Is it time to go beyond just "purpose-driven" usability?

Can we start including persuasive design with "possibility-driven"
user-experience?
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The battle for our customer brain cells is now moving from print and TV
advertising, into online media. UX professionals who are charged with moving
people toward conversion need to go beyond usability. We have to understand
how such priming effects can move customers... and priming is just a small part
of the arsenal of online methods of persuasion.

July 2009 8



@

Human Factors
International

410 West Lowe, P.0O. Box 2020
Fairfield, 1A 52556

Phone: 800.242.4480

Fax: 641.472.5412
hfi@humanfactors.com
www.humanfactors.com

© 2009 Human Factors International, Inc.




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


