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Abstract. This workshop will discuss the research efforts that are being made
aimed at changing human behavior and attitude. It will engage the persuasive
technology community to jointly look at where do we stand and where do we
want to go with the field. In 2018, it will be fifteen years since the seminal book
on persuasive technology was published. Since then, already twelve annual con-
ferences have been held on the topic. At the same time, not all expectations have
been met over the last decade. Therefore, our community needs to come together
and discuss ways for natural expansion and strategic growth. We need
acknowledge weaknesses in the area of behavior change interventions and seek
for ways to overcome them. This workshop will help facilitating discourses
around human behavior, behavior change, persuasive technology, persuasive de-
sign, design with intent, personalized persuasion, health behavior change sys-
tems, socially influencing systems, user experience design for behavior change,
persuasive cities, computer-supported influence, persuasive backfiring, dark pat-
terns, and more. The workshop will discuss open questions, promote a healthy
debate amongst academics, create strategic directions, and unify us around the
essentials for advancing our community in a fundamentally fresh and novel way.

Keywords: Behavior Change, Persuasive Technology, Making a Difference,
Models, Frameworks, Community, Strategic Directions.

1 Opening

People have unique beliefs and values that shape up their personalities over time. How-
ever not many act in accordance with their beliefs and values. It is not surprising to find
a contradiction between peoples’ beliefs and actual actions. Such inconsistencies gave
birth to the Theory of Cognitive Dissonance [1]. Indeed, it was this particular gap in
people's’ beliefs and actual actions that was recognized by academics, psychologists
and researchers leading to the manifest role of Persuasive Technology to shape up hu-
man behavior.



2 Advancing

While several scholars studied human behavior and early interventions were designed
to guide users through behavior change process [2,3], Brendryen and Kraft highlighted
that technology-based interventions had the potential to change people's’ behaviors [4].
Fogg (2003) introduced a new research area now known as Persuasive Technology [5].
His work originates from Human Psychology and hence it is essential to understand the
interplay between the fields of Psychology and Information Technology when inter-
ventions are developed to shape up human behavior. The research field of Persuasive
Technology highlights the potential of technology as a tool for persuasion where the
earlier acts both as a medium and a social actor [5]. Following Fogg’s work, researchers
from around the globe started developing and analyzing persuasive technologies for a
wide range of areas including but not limited to promotion of physical activity [6], sav-
ing energy [7], living happily [8], reducing soda consumption [9], managing mental
disorders [10] and persuasive cities [11].

3 Learning from Success!

Published research on Persuasive Technology largely provides evidence of learning
from success. In other words, it is relatively hard to find scientific publications in the
area of Persuasive Technology that highlight failures. This compels us to think whether
we as researchers can learn from success only? Or is it so that our research settings are
flawless that the research outcomes are always positive? It remains a fact that real
knowledge is verified knowledge in a way that the knowledge base should be proven
by intelligence or by (logical) evidence. Further, scholarly integrity in any research dis-
cipline demands abstaining from any unverified remarks [12]. We believe that the re-
search in Persuasive Technology, while still a relatively young field must be devoid of
biased and speculative results.

Persuasive Technology has received a great deal of attention from researchers who
have often developed and / or analyzed stand-alone applications to promote desirable
behaviors. However, a quick look at the previous conference proceedings indicates that
researchers are still focused on application-driven studies with little attention to theo-
retical grounds. Hence there is a lack of balance between studying technologies and
theories that support such work.

4 Bias?

Another area that calls for discussion is an evident lack of publications that has high-
light failures. This is in line with a review of empirical studies by [13] who investigated
a variety of persuasive information systems and reported that reviewed studies primar-
ily reported fully and/ or partially positive effects [13]. We argue that partial reason for
an almost absence of publications that report failures is because of publication bias that
pertains to acceptance of only those manuscripts that have statistically significant level



of results while all other submissions are more or less rejected. Similar reservations
have also been put forward by [14]. Such a practice is equivalent to publication sup-
pression that obstructs what could otherwise prove to be quality papers from being ac-
cepted. When it comes to Persuasive Technology this would result in serious inaccuracy
rates in published literature. There is substantial evidence that convinces the existence
of publication bias. Banks and colleagues propose that the degree of publication bias
has grown to such an extent that available research results are unreliable of all research.
They further highlight that publication bias is one of the greatest threats to the legiti-
macy of meta-analytic articles, which in turn are among the most significant instru-
ments for advancing scientific research [14]. There could be several reasons for publi-
cation bias. One of the reasons could be authors’ decision. In simple terms, authors
have more control of their data. A classic example would be a situation where authors
would not submit their work because of small sample size, statistically insignificant
results or because of findings that contradict previous research.

5 Heading Where?

The issue of publication bias applies to almost all the research disciplines and the re-
search area of Persuasive Technology is no exception. Here, we would highlight an-
other issue that is similar to publication bias. This critical issue is what we generally
call as conflict of interest. If we go through the proceedings of all the conferences on
Persuasive Technology, it is evident that prominent names seem to appear both in the
scientific committees as well as in the list of authors of accepted publications. This is a
clear case of conflict of interest, one would argue. We cannot undermine experience
and contribution of senior researchers. However, we believe that an interesting and
constructive dialogue can be held where both senior and relatively new researchers can
share their views on the subject.

6 Outcomes

The proposed workshop aims to bring researchers together to a forum that facilitates
constructive discussion and debate. The research area of Persuasive Technology is re-
ceiving increasing interest from across the globe and deservingly so. Yet it is observed
that the audience at Persuasive Technology conferences revolves mainly around the
same crowd with a few exceptions. It is anticipated that the workshop will provide an
opportunity for researchers from different disciplines to address the issue and come up
with constructive recommendations leading to a change for the advancement of Persua-
sive Technology Community. Methodologically, the workshop will apply creative
methods and artefacts in order to secure a positive and reflective dialogue amongst the
participants. Inspired by Future Workshops [16], we aim to create a third space where
discussions may include both constructive criticism, and definitions of desirable steps
forward. We anticipate that this workshop will be an ideal platform for researchers to
have their voices heard and at the same time contributing to the community.



We welcome topics included but not limited to: significance of theory-driven per-
suasive design, overcoming the fear to report failures, multidisciplinary contributions,
publication bias, and attracting larger audience.
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