Persuasive Technology

persuasion

e is a communication process in which the communicator seeks to elicit a
desired response from his receiver

e is a conscious attempt by one individual to change the attitudes, beliefs or
behaviours of another individual or group individual through the transmis-
sion of some messages.

The purpose of persuasion is to accomplish one of the following goals: to
induce the audience to take some action, to educate the audience (persuade them
to accept to accept information or data), or to provide the audience with an
experience. Tyler A.

In Interactive media, the field of application ranges from E-commerce, social
marketing (like AIDS campaign) to museum exhibits. E-commerce is an obvi-
ous example. To convince people to buy more, more persuasive messages and
technologies are developed through the use of humorous and emotional communi-
cation, agents (such as price finders) or 3D representations of products and shops.
For health campaigns (or any of your choice), one can imagine, 3D information
spaces with agents presenting different point of views and where users are given
different roles to play. In a museum you might want to highlight key points
through innovative and fun interactive exhibits.

The art of persuasion is to find innovative design perspectives and technologies
adapted to the audience and communication objectives.
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