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▸ 15 years in mobile development 

▸ 7 years at ING (Top 10 European Banks) 

▸ 5 years in a Capabilities team (Core/Platform/

Infra) 

▸ Worked in Health Care, Tourism, Retail, Dating
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▸ I’ll help you (as a producer) to influence your customers
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A BIT OF A HISTORY…



INFLUENCE IN ANCIENT GREECE

0 500 AD 1000 AD 1500 AD 2000 AD500 BC



INFLUENCE IN ANCIENT GREECE

0 500 AD 1000 AD 1500 AD 2000 AD500 BC



INFLUENCE IN ANCIENT GREECE

Aristotle (384 - 322 BC)

0 500 AD 1000 AD 1500 AD 2000 AD500 BC



INFLUENCE IN ANCIENT GREECE

Ancient persuasion - RhetoricAristotle (384 - 322 BC)

0 500 AD 1000 AD 1500 AD 2000 AD500 BC



INFLUENCE IN ANCIENT GREECE

Ancient persuasion - Rhetoric

▸ Ethos (appeal to credibility)

Aristotle (384 - 322 BC)

0 500 AD 1000 AD 1500 AD 2000 AD500 BC



INFLUENCE IN ANCIENT GREECE

Ancient persuasion - Rhetoric

▸ Ethos (appeal to credibility)

▸ Pathos (appeal to emotion)

Aristotle (384 - 322 BC)

0 500 AD 1000 AD 1500 AD 2000 AD500 BC



INFLUENCE IN ANCIENT GREECE

Ancient persuasion - Rhetoric

▸ Ethos (appeal to credibility)

▸ Pathos (appeal to emotion)

▸ Logos (appeal to reason)

Aristotle (384 - 322 BC)

0 500 AD 1000 AD 1500 AD 2000 AD500 BC



INFLUENCE IN ANCIENT GREECE

Ancient persuasion - Rhetoric

▸ Ethos (appeal to credibility)

▸ Pathos (appeal to emotion)

▸ Logos (appeal to reason)

▸ Kairos (the right moment)

Aristotle (384 - 322 BC)
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INFLUENCE IN 20TH AND 21ST CENTURIES

▸ Mass communication (radio, industrialized press, television, 

Hollywood) 

▸ High stakes (government propaganda → commercial ads) 

▸ Two-way information channel (the Internet) 

▸ Personalization, faster feedback loops (AI)

0 500 AD 1000 AD 1500 AD 2000 AD500 BC
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SOCIAL MECHANICS: SOCIAL VALIDATION



Sean Parker, the founding president of Facebook 
(November 2017, interview with Axios)

We give you a little 
dopamine hit every once in 
a while because someone 
liked or commented on a 
photo or a post
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Evolution of the Facebook feed
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Ephemeral content
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COGNITIVE BIASES: ENDOWED PROGRESS

Punch card experiment, 2006 
by Joseph Nunes and Xavier Drèze

Completion rate: 80% more
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COGNITIVE BIASES: GOAL GRADIENT EFFECT

Rat maze experiment, 1932 
by Clark Hull



COGNITIVE BIASES: GOAL GRADIENT EFFECT



Conformity 

Urgency 

Scarcity 

Commitment 

Colors
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ABILITY: REGISTRATION FLOW

▸ Insert an email 

▸ Verify an email 

▸ Create a password (remember/add to the manager) 

▸ Fill in the details 

▸ …



ABILITY: OAUTH
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ABILITY: AUTOPLAY



ABILITY: SLUDGE

Nudge

Sludge
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ABILITY: SLUDGE (FLOW)
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EXTERNAL TRIGGERS

▸ Advertisement 

▸ Push notifications 

▸ Badges on the icons 

▸ Realtime statuses (“was online 1 min ago”, “typing”) 

▸ …



ANCIENT INFLUENCE - RHETORIC

▸ Ethos — appeal to credibility 

▸ Pathos — appeal to emotion 

▸ Logos — appeal to reason 

▸ Kairos — the right moment

Aristotle (384 - 322 BC)
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EXTERNAL TRIGGERS

▸ Adjusted to your location

▸ Adjusted to a specific time

▸ Adjusted to the user’s condition
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INVESTMENT

▸ Contributing to your 

streak 

▸ Filling in your profile 

▸ Making playlists 

▸ Accumulating a history 

record 

▸ Building a social graph
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AI & INFLUENCE
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AI PERSONALIZATION: BETTER TRIGGERS

Sending push notification at 7pm

Sending push notification at 6:43pm on Tuesday





MEDIA EQUATION



AI PERSONALIZATION: CREDIBILITY & REASONING

▸ Building a connection 

▸ Building a history and learning on it 

▸ Personalized tone, reactions, trusted sources
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AI PERSONALIZATION

AI PERSONALIZATION: BETTER TRIGGERS

AI PERSONALIZATION: EMOTIONS

AI PERSONALIZATION: REASONING

AI PERSONALIZATION: CREDIBILITY
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ANCIENT PERSUASION - RHETORIC

▸ Ethos — appeal to credibility 

▸ Pathos — appeal to emotion 

▸ Logos — appeal to reason 

▸ Kairos — the right moment

Aristotle (384 - 322 BC)
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THE KNOWLEDGE ASYMMETRY

A/B tests

Variable reward

AI personalization

Optimized triggers

Habit forming technics

Cognitive biases

Nudge and sludge

Dark patterns

Digital products

Customers
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MISALIGNED WITH OUR GOALS

▸ Keeping the user in the app longer 

▸ Getting access to personal data 

▸ Getting permissions to distract the user with external triggers 

▸ Making the user buy something 

▸ Redirecting the user’s attention



ALIGNED WITH OUR GOALS

Education Fitness Focus



Is it aligned with your goals?

Does it bypass your rationality?

Are you aware of it?

GOOD OR BAD INFLUENCE?
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▸ Unsettling title - the trigger

▸ Appealing to my credibility

▸ A story in the intro - pathos

▸ Section navigation
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