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Forget the 10,000 hour rule— what if it’s possible to learn the basics of any new skill in 20
hours or less? Take a moment to consider how many things you want to learn to do. What’s
on your list? What’s holding you back from getting started? Are you worried about the time
and effort it takes to acquire new skills—time you don’t have and effort you can’t spare?
Research suggests it takes 10,000 hours to develop a new skill. In this nonstop world when will
you ever find that much time and energy? To make matters worse, the early hours of practicing
something new are always the most frustrating. That’s why it’s difficult to learn how to speak a
new language, play an instrument, hit a golf ball, or shoot great photos. It’s so much easier to
watch TV or surf the web . . . In The First 20 Hours, Josh Kaufman offers a systematic
approach to rapid skill acquisition— how to learn any new skill as quickly as possible. His
method shows you how to deconstruct complex skills, maximize productive practice, and
remove common learning barriers. By completing just 20 hours of focused, deliberate practice
you’ll go from knowing absolutely nothing to performing noticeably well. Kaufman personally
field-tested the methods in this book. You’ll have a front row seat as he develops a personal
yoga practice, writes his own web-based computer programs, teaches himself to touch type on
a nonstandard keyboard, explores the oldest and most complex board game in history, picks
up the ukulele, and learns how to windsurf. Here are a few of the simple techniques he
teaches: Define your target performance level: Figure out what your desired level of skill looks
like, what you’re trying to achieve, and what you’ll be able to do when you’re done. The more
specific, the better. Deconstruct the skill: Most of the things we think of as skills are actually
bundles of smaller subskills. If you break down the subcomponents, it’s easier to figure out
which ones are most important and practice those first. Eliminate barriers to practice:
Removing common distractions and unnecessary effort makes it much easier to sit down and
focus on deliberate practice. Create fast feedback loops: Getting accurate, real-time
information about how well you’re performing during practice makes it much easier to improve.
Whether you want to paint a portrait, launch a start-up, fly an airplane, or juggle flaming chainsaws, The First 20 Hours will help you pick up the basics of any skill in record time . . . and
have more fun along the way.
A new, counterintuitive theory for how social networks influence the spread of behavior New
social movements, technologies, and public-health initiatives often struggle to take off, yet
many diseases disperse rapidly without issue. Can the lessons learned from the viral diffusion
of diseases improve the spread of beneficial behaviors and innovations? How Behavior
Spreads presents over a decade of original research examining how changes in societal
behavior—in voting, health, technology, and finance—occur and the ways social networks can be
used to influence how they propagate. Damon Centola's startling findings show that the same
conditions that accelerate the viral expansion of an epidemic unexpectedly inhibit the spread of
behaviors. How Behavior Spreads is a must-read for anyone interested in how the theory of
social networks can transform our world.
A new wave of products is helping people change their behavior and daily routines, whether
it’s exercising more (Jawbone Up), taking control of their finances (HelloWallet), or organizing
their email (Mailbox). This practical guide shows you how to design these types of products for
users seeking to take action and achieve specific goals. Stephen Wendel, HelloWallet’s head
researcher, takes you step-by-step through the process of applying behavioral economics and
psychology to the practical problems of product design and development. Using a combination
of lean and agile development methods, you’ll learn a simple iterative approach for identifying
target users and behaviors, building the product, and gauging its effectiveness. Discover how
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to create easy-to-use products to help people make positive changes. Learn the three main
strategies to help people change behavior Identify your target audience and the behaviors they
seek to change Extract user stories and identify obstacles to behavior change Develop
effective interface designs that are enjoyable to use Measure your product’s impact and learn
ways to improve it Use practical examples from products like Nest, Fitbit, and Opower
How should we think about and understand human behaviour? What’s the role of theoretical
models? How can – and should – such models be used in practice? And what can we learn
from the many different academic and practical perspectives on the subject? This book, aimed
at anyone with an interest in behaviour change, offers a fresh and challenging take on these
questions. It comprises a Dialogue, which sets out key debates in a lively and accessible way,
and 21 commentaries written from a wide range of standpoints, including academic,
commercial and public sector. The initial dialogue was constructed at the invitation of the
University College London (UCL) Centre for Behaviour Change, following an event with the title
‘Models of behaviour change: how useful are they?’ hosted by the Centre on 2nd June 2014.
Its content draws on the event itself, and on interviews with Jamie Brown (UCL), Nicola
Christie (UCL), Anthony Finkelstein* (UCL), Heather Gainforth (UCL), Graham Hart (UCL),
Kate Jeffery* (UCL), Mike Kelly (NICE when interviewed), Susan Michie (UCL), John Owens
(King’s College London), Alan Penn (UCL), Jeremy Watson (UCL) and Robert West* (UCL).
Interviewees who were also speakers at the CBC event are marked with an asterisk. Further
chapters contributed by: 2. Katherine Hardyment - Associate Director, Good Business 3. Alan
Cribb - Professor of Bioethics and Education, Centre for Public Policy Research, King’s
College London 4. Richard L. Wright - Director of Sustainable Behaviour, Unilever 5. Nigel
Shardlow - Director of Planning, Sandtable Ltd 6. Robert Holtom - Freelance Consultant and
Writer 7. Chris Mills - Research Fellow, UCL Faculty of Laws 8. Michael P Kelly - Honorary
Senior Visiting Fellow, Institute of Public Health, University of Cambridge 9. Antonio Cabrales Professor of Economics, Department of Economics, University College London 9. Angel
Sa?nchez - Professor of Applied Mathematics, Grupo Interdisciplinar de Sistemas Complejos,
Departamento de Matema?ticas and Institute of UC3M-BS of Financial Big Data, Universidad
Carlos III de Madrid 10. John Fox - Professor, Department of Engineering Science, Oxford
University 11. Michelle Baddeley - Professor in Economics and Finance, UCL Bartlett Faculty
of the Built Environment, University College London 12. Dale Southerton - Director,
Sustainable Consumption Institute and Professor of Sociology, University of Manchester
(former Director, Sustainable Practices Research Group) 12. Daniel Welch - Research
Associate, Sustainable Consumption Institute 13. Peter Fonagy - Freud Memorial Professor of
Psychoanalysis, Research Department of Clinical, Educational and Health Psychology,
University College London 13. Liz Allison - Director, UCL Psychoanalysis Unit 13. Chloe
Campbell - Research Fellow, UCL Psychoanalysis Unit 14. Maurice Biriotti - CEO of SHM and
Professor of Medical Humanities, UCL 15. Peter Jones - Professor of Transport and
Sustainable Development, Centre for Transport Studies, UCL 16. David Tuckett - Director,
Centre for the Study of Decision-Making Uncertainty, UCL 17. David Newkirk - Corporate
advisor and educator; formerly CEO, Executive Education, University of Virginia’s Darden
School of Business and Senior Partner, Booz Allen Hamilton 18. Deborah Arnott - Chief
Executive, ASH (UK) 19. Rob Farrands - Director, Figure Ground Consulting 20. Jonathan
Rowson - Director, The Social Brain Centre, RSA 21. Victor J. Strecher - Professor and
Director of Innovation and Social Entrepreneurship, University of Michigan School of Public
Health What people are saying about the book: This is a wonderful cornucopia of disciplinary
perspectives on the age-old question of why we humans so often act against our own values
and goals – undermining population and planetary health, to name but two global problems
arising from this. Theresa Marteau, Director, Behaviour and Health Research Unit, University
of Cambridge Analysing the theories that provide insight into behavior change is critically
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important for public health. Doing so in the interdisciplinary context is crucial for patients.
Whether you want to understand, research, or implement behavior change, this book will
provide you with the tools and roadmap to do so. Karina W Davidson, Professor of Medicine,
Psychiatry & Cardiology Columbia University College of Physicians & Surgeons Changing
human behaviour is an example of what we at UCL call a 'grand challenge' – an issue of global
significance which requires a truly interdisciplinary response. This book rises to that 'grand
challenge', and shows what can be achieved if we talk and listen to each other. Prof G David
Price Vice-Provost (Research) University College London
NEW YORK TIMES BESTSELLER. A habit expert from Stanford University shares his
breakthrough method for building habits quickly and easily. With Tiny Habits you’ll increase
productivity by tapping into positive emotions to create a happier and healthier life. Dr. Fogg’s
new and extremely practical method picks up where Atomic Habits left off. “There are many
great books on the topic [of habits]: The Power of Habit, Atomic Habits, but this offers the most
comprehensive, practical, simple, and compassionate method I've ever come across.” ??—??
John Stepper, Goodreads user BJ FOGG is here to change your life??—??and revolutionize
how we think about human behavior. Based on twenty years of research and Fogg’s
experience coaching more than 40,000 people, Tiny Habits cracks the code of habit formation.
With breakthrough discoveries in every chapter, you’ll learn the simplest proven ways to
transform your life. Fogg shows you how to feel good about your successes instead of bad
about your failures. This proven, step-by-step guide will help you design habits and make them
stick through positive emotion and celebrating small successes. Whether you want to lose
weight, de-stress, sleep better, or be more productive each day, Tiny Habits makes it easy to
achieve??—??by starting small.
Our globalised world is encountering problems on an unprecedented scale. Many of the issues
we face as societies extend beyond the borders of our nations. Phenomena such as terrorism,
climate change, immigration, cybercrime and poverty can no longer be understood without
considering the complex socio-technical systems that support our way of living. It is widely
acknowledged that to contend with any of the pressing issues of our time, we have to
substantially adapt our lifestyles. To adequately counteract the problems of our time, we need
interventions that help us actually adopt the behaviours that lead us toward a more sustainable
and ethically just future. In Designing for Society, Nynke Tromp and Paul Hekkert provide a
hands-on tool for design professionals and students who wish to use design to counteract
social issues. Viewing the artefact as a unique means of facilitating behavioural change to
realise social impact, this book goes beyond the current trend of applying design thinking to
enhancing public services, and beyond the idea of the designer as a facilitator of localised
social change.
User experience doesn’t happen on a screen; it happens in the mind, and the experience is
multidimensional and multisensory. This practical book will help you uncover critical insights
about how your customers think so you can create products or services with an exceptional
experience. Corporate leaders, marketers, product owners, and designers will learn how
cognitive processes from different brain regions form what we perceive as a singular
experience. Author John Whalen shows you how anyone on your team can conduct
"contextual interviews" to unlock insights. You’ll then learn how to apply that knowledge to
design brilliant experiences for your customers. Learn about the "six minds" of user experience
and how each contributes to the perception of a singular experience Find out how your
team—without any specialized training in psychology—can uncover critical insights about your
customers’ conscious and unconscious processes Learn how to immediately apply what
you’ve learned to improve your products and services Explore practical examples of how the
Fortune 100 used this system to build highly successful experiences
The New York Times best-selling book exploring the counterproductive reactions white people
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have when their assumptions about race are challenged, and how these reactions maintain
racial inequality. In this “vital, necessary, and beautiful book” (Michael Eric Dyson), antiracist
educator Robin DiAngelo deftly illuminates the phenomenon of white fragility and “allows us to
understand racism as a practice not restricted to ‘bad people’ (Claudia Rankine). Referring to
the defensive moves that white people make when challenged racially, white fragility is
characterized by emotions such as anger, fear, and guilt, and by behaviors including
argumentation and silence. These behaviors, in turn, function to reinstate white racial
equilibrium and prevent any meaningful cross-racial dialogue. In this in-depth exploration,
DiAngelo examines how white fragility develops, how it protects racial inequality, and what we
can do to engage more constructively.
Behavior change design creates entrancing—and effective—products and experiences. Whether
you've studied psychology or are new to the field, you can incorporate behavior change
principles into your designs to help people achieve meaningful goals, learn and grow, and
connect with one another. Engaged offers practical tips for design professionals to apply the
psychology of engagement to their work.
Sarafino's goal in Principles and Procedures for Modifying Behavior is to create a clear and
engaging instrument that describes ways to analyze one's own specific behaviors in terms of
the factors that lead to and maintain them and ways to manage those factors to improve the
behaviors. The text is based on research, theory, and experiences to explain and provide
examples of the concepts and methods of self-management in a comprehensive text. It
focuses on topics in applied behavior analysis, behavior modification, behavior therapy, and
psychology of learning. Two general topics shaped this text: making the book relative to a
variety of fields by describing applications in psychology, education, counseling, nursing, and
physical therapy and different academic levels and preparation. Several important objectives
guided the content and organization of the text which is designed to cover a large majority of
tasks or concepts that the Behavior Analyst Certification Board (www.bacb.com) has identified
as the field's essential content and should be mastered by all behavior analysts.
Fast Company, the world’s leading business media brand, offers a comprehensive and vibrant
look at the way design has permeated all areas of life and work Design has become a critical
part of doing business in today’s economy. Some of the most innovative companies in
tech—Apple, Airbnb, Google, Tesla, and many more—have made human-centered design a
hallmark of their brands. From fashion to architecture to office plans, and from digital
processes to artisanal craftsmanship, design is having a moment in business. Or maybe
business is finally having its design moment. Fast Company Innovation by Design highlights
the people, companies, and trends that have steadily advanced design to the forefront of the
business conversation. Drawing from Fast Company’s vast library of stories that chronicle
innovation in technology, leadership, world-changing ideas, and creativity, this lively book is
urgent reading for any anyone seeking to understand the ways that design is fundamentally
changing and enhancing business and daily life. A focus on “green” and socially conscious
design draws attention to creative solutions to the most pressing concerns we face today.
Innovation and design need not be about the search for a killer app. Innovation and design can
start in people's everyday activities. They can encompass local services, cultural production,
arenas for public discourse, or technological platforms. The approach is participatory,
collaborative, and engaging, with users and consumers acting as producers and creators. It is
concerned less with making new things than with making a socially sustainable future. This
book describes experiments in innovation, design, and democracy, undertaken largely by
grassroots organizations, non-governmental organizations, and multi-ethnic working-class
neighborhoods. These stories challenge the dominant perception of what constitutes
successful innovations. They recount efforts at social innovation, opening the production
process, challenging the creative class, and expanding the public sphere. The wide range of
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cases considered include a collective of immigrant women who perform collaborative services,
the development of an open-hardware movement, grassroots journalism, and hip-hop
performances on city buses. They point to the possibility of democratized innovation that goes
beyond solo entrepreneurship and crowdsourcing in the service of corporations to include
multiple futures imagined and made locally by often-marginalized publics. ContributorsMåns
Adler, Erling Björgvinsson, Karin Book, David Cuartielles, Pelle Ehn, Anders Emilson, PerAnders Hillgren, Mads Hobye, Michael Krona, Per Linde, Kristina Lindström, Sanna Marttila,
Elisabet M. Nilsson, Anna Seravalli, Pernilla Severson, Åsa Ståhl, Lucy Suchman, Richard
Topgaard, Laura Watts
Design impacts every part of our lives. The design of products and services influences the way
we go about our daily activities and it is hard to imagine any activity in our daily lives that is not
dependent on design in some capacity. Clothing, mobile phones, computers, cars, tools and
kitchenware all enable and hold in place everyday practices. Despite design’s omnipresence,
the understanding of how design may facilitate desirable behaviours is still fragmented, with
limited frameworks and examples of how design can effect change in professional and public
contexts. This text presents an overview of current approaches dedicated to understanding
how design may be used intentionally to make changes to improve a range of problematic
social and environmental issues. It offers a cross-disciplinary and cross-sectoral overview of
different academic theories adopted and applied to design for behaviour change. The aim of
the volume is twofold: firstly, to provide an overview of existing design models that integrate
theories of change from differing scientific backgrounds; secondly, to offer an overview of
application of key design for behaviour change approaches as used across case studies in
different sectors, such as design for health and wellbeing, sustainability, safety, design against
crime and social design. Design for Behaviour Change will appeal to designers, design
students and practitioners of behavioural change.
Most organizations spend much of their effort on the start of the value creation process:
namely, creating a strategy, developing new products or services, and analyzing the market.
They pay a lot less attention to the end: the crucial “last mile” where consumers come to their
website, store, or sales representatives and make a choice. In The Last Mile, Dilip Soman
shows how to use insights from behavioral science in order to close that gap. Beginning with
an introduction to the last mile problem and the concept of choice architecture, the book takes
a deep dive into the psychology of choice, money, and time. It explains how to construct
behavioral experiments and understand the data on preferences that they provide. Finally, it
provides a range of practical tools with which to overcome common last mile difficulties. The
Last Mile helps lay readers not only to understand behavioral science, but to apply its lessons
to their own organizations’ last mile problems, whether they work in business, government, or
the nonprofit sector. Appealing to anyone who was fascinated by Dan Ariely’s Predictably
Irrational, Richard Thaler and Cass Sunstein’s Nudge, or Daniel Kahneman’s Thinking, Fast
and Slow but was not sure how those insights could be practically applied, The Last Mile is full
of solid, concrete advice on how to put the lessons of behavioral science to work.
Designing for Behavior ChangeApplying Psychology and Behavioral Economics"O'Reilly
Media, Inc."
Want to know what your users are thinking? If you’re a product manager or developer, this
book will help you learn the techniques for finding the answers to your most burning questions
about your customers. With step-by-step guidance, Validating Product Ideas shows you how to
tackle the research to build the best possible product.
The #1 New York Times bestseller. Over 3 million copies sold! Tiny Changes, Remarkable
Results No matter your goals, Atomic Habits offers a proven framework for improving--every
day. James Clear, one of the world's leading experts on habit formation, reveals practical
strategies that will teach you exactly how to form good habits, break bad ones, and master the
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tiny behaviors that lead to remarkable results. If you're having trouble changing your habits, the
problem isn't you. The problem is your system. Bad habits repeat themselves again and again
not because you don't want to change, but because you have the wrong system for change.
You do not rise to the level of your goals. You fall to the level of your systems. Here, you'll get
a proven system that can take you to new heights. Clear is known for his ability to distill
complex topics into simple behaviors that can be easily applied to daily life and work. Here, he
draws on the most proven ideas from biology, psychology, and neuroscience to create an easyto-understand guide for making good habits inevitable and bad habits impossible. Along the
way, readers will be inspired and entertained with true stories from Olympic gold medalists,
award-winning artists, business leaders, life-saving physicians, and star comedians who have
used the science of small habits to master their craft and vault to the top of their field. Learn
how to: • make time for new habits (even when life gets crazy); • overcome a lack of
motivation and willpower; • design your environment to make success easier; • get back on
track when you fall off course; ...and much more. Atomic Habits will reshape the way you think
about progress and success, and give you the tools and strategies you need to transform your
habits--whether you are a team looking to win a championship, an organization hoping to
redefine an industry, or simply an individual who wishes to quit smoking, lose weight, reduce
stress, or achieve any other goal.
If you are in business, you are in the business of behaviour – and unless a business influences
behaviour, it will not succeed. In the last 50 years we have learnt more about how we behave
than over the previous 5,000. This book shows how behavioural science has revolutionised our
understanding of how people really think (or don’t) – and how we can use those insights in our
businesses to influence behaviour and gain competitive advantage. Richard Chataway works
for the BVA Nudge Unit, a global consultancy specialising in behavioural change, and has
experience in everything from getting people to join the armed forces, drink spirits rather than
wine, and buy flatpack furniture – to developing the world’s most successful stop-smoking
mobile app. Introducing the leading thinkers and practitioners from this new field (and sharing
dozens of real-world examples), Richard guides readers through the hidden influences, biases
and fallacies that influence the behaviour of customers, employees, and business leaders alike
– and shows how we can ethically use these insights to: • powerfully attract and retain
customers • fuel true and lasting innovation • stand apart in the new world of increasing
automation and artificial intelligence • change workplaces and maintain happy and productive
employees and teams • and a lot more! It’s time to shape behaviour instead of simply reacting
to it. The Behaviour Business is the eye-opening, practical guide you have been waiting for.
Nudge meets Hooked in a practical approach to designing products and services that change
behavior, from what we buy to how we work. Deciding what to create at modern companies
often looks like an episode of Mad Men: people throw ideas around until one sounds sexy
enough to execute and then they scale it to everyone. The result? Companies overspend on
marketing to drive engagement with products and services that people don't want and won't
help them be happier and healthier. Start at the End offers a new framework for design,
grounded in behavioral science. Technology executive and behavioral scientist Matt Wallaert
argues that the purpose of everything is behavior change. By starting with outcomes instead of
processes, the most effective companies understand what people want to do and why they
aren't already doing it, then build products and services to bridge the gap. Wallaert is a
behavioral psychologist who has led product design at organizations ranging from startups like
Clover Health to industry leaders such as Microsoft. Whether dissecting the success behind
Uber's ridesharing service or Flamin' Hot Cheetos, he underscores with clarity and humor how
this approach can improve the way we work and live. This is an essential roadmap for building
products that matter--and changing behavior for the better.
Designers and managers hope their products become essential for users--integrated into their
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lives like Instagram, Lyft, and others have become. Such deep integration into people's lives
isn't accidental: it's a process of careful design and iterative learning, especially for technology
companies. This guide shows you how to apply behavioral science--research that supports
many products--to help your users achieve their goals. In this updated edition, Stephen
Wendel, Head of Behavioral Science at Morningstar, takes you step-by-step through the
process of incorporating behavioral science into product design and development. Product
managers, UX and interaction designers, and data analysts will learn a simple and effective
approach for identifying target users and behaviors, building the product, and gauging its
effectiveness. Learn the three main strategies to help people change behavior Identify
behaviors your target audience seeks to change--and obstacles that stand in their way
Develop effective designs that are enjoyable to use Measure your product's impact and learn
ways to improve it Combine behavioral science with data science, using data analysis to
pinpoint problems and test potential solutions
Social problems in many domains, including health, education, social relationships, and the
workplace, have their origins in human behavior. The documented links between behavior and
social problems have compelled governments and organizations to prioritize and mobilize
efforts to develop effective, evidence-based means to promote adaptive behavior change. In
recognition of this impetus, The Handbook of Behavior Change provides comprehensive
coverage of contemporary theory, research, and practice on behavior change. It summarizes
current evidence-based approaches to behavior change in chapters authored by leading
theorists, researchers, and practitioners from multiple disciplines, including psychology,
sociology, behavioral science, economics, philosophy, and implementation science. It is the goto resource for researchers, students, practitioners, and policy makers looking for current
knowledge on behavior change and guidance on how to develop effective interventions to
change behavior.
Major New York Times bestseller Winner of the National Academy of Sciences Best Book
Award in 2012 Selected by the New York Times Book Review as one of the ten best books of
2011 A Globe and Mail Best Books of the Year 2011 Title One of The Economist's 2011 Books
of the Year One of The Wall Street Journal's Best Nonfiction Books of the Year 2011 2013
Presidential Medal of Freedom Recipient Kahneman's work with Amos Tversky is the subject
of Michael Lewis's The Undoing Project: A Friendship That Changed Our Minds In the
international bestseller, Thinking, Fast and Slow, Daniel Kahneman, the renowned
psychologist and winner of the Nobel Prize in Economics, takes us on a groundbreaking tour of
the mind and explains the two systems that drive the way we think. System 1 is fast, intuitive,
and emotional; System 2 is slower, more deliberative, and more logical. The impact of
overconfidence on corporate strategies, the difficulties of predicting what will make us happy in
the future, the profound effect of cognitive biases on everything from playing the stock market
to planning our next vacation—each of these can be understood only by knowing how the two
systems shape our judgments and decisions. Engaging the reader in a lively conversation
about how we think, Kahneman reveals where we can and cannot trust our intuitions and how
we can tap into the benefits of slow thinking. He offers practical and enlightening insights into
how choices are made in both our business and our personal lives—and how we can use
different techniques to guard against the mental glitches that often get us into trouble. Winner
of the National Academy of Sciences Best Book Award and the Los Angeles Times Book Prize
and selected by The New York Times Book Review as one of the ten best books of 2011,
Thinking, Fast and Slow is destined to be a classic.
From New York Times and USA Today bestselling author, Dr Daniel Crosby, comes the
behavioral finance book all investors have been waiting for.
In The Laws of Wealth, psychologist and behavioral finance expert Daniel Crosby offers an
accessible and applied take on a discipline that has long tended toward theory at the expense
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of the practical. Readers are treated to real, actionable guidance as the promise of behavioral
finance is realised and practical applications for everyday investors are delivered. Crosby
presents a framework of timeless principles for managing your behavior and your investing
process. He begins by outlining ten rules that are the hallmarks of good investor behavior,
including 'Forecasting is for Weathermen' and 'If You're Excited, It's Probably a Bad Idea'. He
then goes on to introduce a unique new taxonomy of behavioral investment risk that will enable
investors and academics alike to understand behavioral risk in a newly coherent and complete
way. From here, attention turns to the four ways in which behavioral risk can be combatted and
the five equity selection methods investors should harness to take advantage of behaviorallyinduced opportunities in the stock market. Throughout, readers are treated to anecdotes,
research and graphics that illustrate the lessons in memorable ways. And in highly valuable
'What now?' summaries at the end of each chapter, Crosby provides clear, concise direction
on what investors should think, ask and do to benefit from the behavioral research. Dr.
Crosby's training as a clinical psychologist and work as an asset manager provide a unique
vantage and result in a book that breaks new ground in behavioral finance. You need to follow
the laws of wealth to manage your behavior and improve your investing process!
"Behavior Modification,10/e assumes no specific prior knowledge about psychology or
behavior modification on the part of the reader. The authors begin with basic principles and
procedures of behavior modification and then provide readers with how-to-skills such as
observing and recording. Next, the authors provide advanced discussion and references to
acquaint readers with some of the empirical and theoretical underpinnings of the field. Readers
will emerge with a thorough understanding of behavior modification in a wide variety of
populations and settings"-- Publisher's summary.

Planning Health Promotion Programs This thoroughly revised and updated third
edition of Planning Health Promotion Programs provides a powerful, practical
resource for the planning and development of health education and health
promotion programs. At the heart of the book is a streamlined presentation of
Intervention Mapping, a useful tool for the planning and development of effective
programs. The steps and tasks of Intervention Mapping offer a framework for
making and documenting decisions for influencing change in behavior and
environmental conditions to promote health and to prevent or improve a health
problem. Planning Health Promotion Programs gives health education and
promotion professionals and researchers information on the latest advances in
the field, updated examples and explanations, and new illustrative case studies.
In addition, the book has been redesigned to be more teachable, practical, and
practitioner-friendly.
Making Shift Happen teaches you how to use the same behavioral strategies
corporations use to sell you stuff you don't need - but to help the planet instead.
Learn what drives human decision-making, and how to design and implement
effective behavior change strategies that move people to take environmental
action.
Why attractive things work better and other crucial insights into human-centered
design Emotions are inseparable from how we humans think, choose, and act. In
Emotional Design, cognitive scientist Don Norman shows how the principles of
human psychology apply to the invention and design of new technologies and
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products. In The Design of Everyday Things, Norman made the definitive case
for human-centered design, showing that good design demanded that the user's
must take precedence over a designer's aesthetic if anything, from light switches
to airplanes, was going to work as the user needed. In this book, he takes his
thinking several steps farther, showing that successful design must incorporate
not just what users need, but must address our minds by attending to our visceral
reactions, to our behavioral choices, and to the stories we want the things in our
lives to tell others about ourselves. Good human-centered design isn't just about
making effective tools that are straightforward to use; it's about making affective
tools that mesh well with our emotions and help us express our identities and
support our social lives. From roller coasters to robots, sports cars to smart
phones, attractive things work better. Whether designer or consumer, user or
inventor, this book is the definitive guide to making Norman's insights work for
you.
It's hard to make time for a meaningful spiritual life. This book can help you do it:
by making small, clever changes to your environment. Spiritual Design offers a
wealth of research to help you enrich your spiritual life, whether your goal is to
meditate or pray regularly, follow a personal calling, or anything in between.
You'll also learn about breaking bad habits and avoiding the moments of
weakness we later regret. You'll apply lessons from behavioral science - the
interdisciplinary study of how people make decisions in their daily lives - to
design your environment to support spiritual growth and practice. This process,
Spiritual Design, includes: Understanding how our minds are wired, and how our
cognitive biases can lead us into temptation or hinder us from following through
on our spiritual leadings, Overcoming the common obstacles that we face, and
building habits that help us make time for our spiritual life, Learning why our daily
lives are structured to distract us from what matters, and how to change that. Dr.
Stephen Wendel is a behavioral scientist, who leads a team of researchers that
helps people overcome behavioral obstacles in their lives. In Spiritual Design, he
offers practical lessons on applying behavioral science in one's spiritual practice
regardless of one's beliefs or denomination. To learn more about Spiritual
Design, read Steve's blog at www.spiritualdesign.co.
This manual provides guidance on proven disease prevention strategies and
practical behavioral science principles for health workers involved in all levels of
planning and operating local and regional health programmes. Issues discussed
include: basic disease prevention principles; community health intervention
strategies; improving health throughout the life cycle; leading forms of death and
disability including brain and behavioural disorders, cardiovascular diseases,
strokes and cancers; and successful strategies for behavioural change.
Designing Interventions' brings together theory-based tools developed in
behavioural science to understand and change behaviour to form a step-by-step
intervention design manual. This book is for anyone with an interest in changing
behaviour regardless of whether they have a background in behavioural science.
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This book offers a snapshot of cutting-edge applications of mobile sensing for
digital phenotyping in the field of Psychoinformatics. The respective chapters,
written by authoritative researchers, cover various aspects related to the use of
these technologies in health, education, and cognitive science research. They
share insights both into established applications of mobile sensing (such as
predicting personality or mental and behavioral health on the basis of
smartphone usage patterns) and emerging trends. Machine learning and deep
learning approaches are discussed, and important considerations regarding
privacy risks and ethical issues are assessed. In addition to essential background
information on various technologies and theoretical methods, the book also
presents relevant case studies and good scientific practices, thus addressing
researchers and professionals alike. To cite Thomas R. Insel, who wrote the
foreword to this book: “Patients will only use digital phenotyping if it solves a
problem, perhaps a digital smoke alarm that can prevent a crisis. Providers will
only use digital phenotyping if it fits seamlessly into their crowded workflow. If we
can earn public trust, there is every reason to be excited about this new field.
Suddenly, studying human behavior at scale, over months and years, is
feasible.”
Technology and Health: Promoting Attitude and Behavior Change examines how
technology can be used to promote healthier attitudes and behavior. The book
discusses technology as a tool to deliver media content. This book synthesizes
theory-driven research with implications for research and practice. It covers a
range of theories and technology in diverse health contexts. The book covers
why and how specific technologies, such as virtual reality, augmented reality,
mobile games, and social media, are effective in promoting good health. The
book additionally suggests how technology should be designed, utilized, and
evaluated for health interventions. Includes new technologies to improve both
mental and physical health Examines technologies in relation to cognitive change
Discusses persuasion as a tool for behavioral and attitudinal changes Provides
theoretical frameworks for the effective use of technology
This book aims to facilitate the task of reviewing and selecting relevant theories to
inform the design of behaviour change interventions and policies. The main goal is to
provide on accessible source of potentially useful theories from a range of disciplines
beyond those usually considered. It also provides on opportunity to analyse brood
issues around the use of theory in the design of behaviour change interventions and
examine areas where there is scope for improvement.
[A] stimulating examination of how the teachings of the world's greatest thinkers and
philosophers dovetail (or don't) with Ellis's three core concepts: unconditional
acceptance of the self, others and the world....The book, which includes multiple selfacceptance exercises, may be among his best: Every page offers a fresh insight into
rational emotive behavior therapy, Ellis's doctrine of modern stoicism.- Psychology
TodayAlbert Ellis is a contemporary prophet whose ideas will be remembered along
with those of Jesus, Buddha, Lao Tzu and Sartre. In this important book, he shows how
to develop self-acceptance as well as to learn how to create healthy relationships. In a
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world of increasing involvement with machines (i.e., computers, televisions, video
games) and decreasing involvement with people, nothing could be more needed.-Jon
Carlson, PsyD, EdD, ABPP, Distinguished Professor, Governors State UniversityThis
wonderful book, as it helps us move toward greater compassion for ourselves, for
others, and for our troubled world, is one more significant contribution by Dr. Ellis - not
only toward greater personal happiness, but also toward a better world.-Howard C.
Cutler, M.D., coauthor (with the Dalai Lama) of The Art of Happiness, A Handbook for
LivingWhat exactly is self-esteem? Most people, as well as many psychologists and
educators, believe we need it, that it's good for our emotional well-being, and that it
makes us more successful. World-renowned psychologist Albert Ellis says NO, it's all a
myth.According to Ellis, self-esteem is probably the greatest emotional disturbance
known to humans. Self-esteem results in each of us praising ourselves when what we
do is approved by others. But we also damn ourselves when we don't do well enough
and others disapprove of us. What we need more than self-esteem, Ellis maintains, is
self-acceptance!In The Myth of Self-Esteem, Ellis provides a lively and insightful
explanation of self-esteem and self-acceptance, examining the thinking of great
religious teachers, philosophers, and psychologists, including Lao Tsu, Jesus, Spinoza,
Nietzsche, Kierkegaard, Buber, Heidegger, Sartre, Tillich, D.T. Suzuki, the Dalai Lama,
Carl Rogers, and Nathaniel Branden, among others. He then provides exercises for
training oneself to change self-defeating habits to the healthy, positive approach of selfacceptance. These include specific thinking techniques as well as emotive and
behavioral exercises.He concludes by stressing that unconditional self-acceptance is
the basis for establishing healthy relationships with others, along with unconditional
other-acceptance and a total philosophy of life anchored in unconditional lifeacceptance.
As applied behavioral science has become more widespread, a need has emerged for
guidance on how to build and integrate behavioral science functions within an
organization. This book draws on the collective wisdom of applied behavioral scientists
with deep experience within their respective practice areas to provide practical
guidance on building a behavioral science function that has a meaningful impact for
your organization.
With the wide variety of devices, touch points, and channels in use, your ability to
control how people navigate your well-crafted experiences is fading. Yet it’s still
important to understand where people are in their journey if you’re to deliver the right
content and interactions atthe right time and on the right device. This practical guide
shows you how storytelling can make a powerful difference in product design. Author
Anna Dahlström details the many ways you can use storytelling in your projects and
throughout your organization. By applying tried-and-tested principles from film and
fiction to the context of design and business, you’ll learn to create great product
experiences. Learn how the anatomy of a great story can make a difference in product
design Explore how traditional storytelling principles, tools, and methods relate to key
product design aspects Understand how purposeful storytelling helps tell the right story
and move people into action Use storytelling principles to tell, sell, and present your
work
When Designing Your Life was published in 2016, Stanford’s Bill Burnett and Dave
Evans taught readers how to use design thinking to build meaningful, fulfilling lives
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(“Life has questions. They have answers.” –The New York Times). The book struck a
chord, becoming an instant #1 New York Times bestseller. Now, in DESIGNING YOUR
WORK LIFE: How to Thrive and Change and Find Happiness at Work they apply that
transformative thinking to the place we spend more time than anywhere else: work.
DESIGNING YOUR WORK LIFE teaches readers how to create the job they
want—without necessarily leaving the job they already have. “Increasingly, it’s up to
workers to define their own happiness and success in this ever-moving landscape,”
they write, and chapter by chapter, they demonstrate how to build positive change,
wherever you are in your career. Whether you want to stay in your job and make it a
more meaningful experience, or if you decide it’s time to move on, Evans and Burnett
show you how to visualize and build a work-life that is productive, engaged, meaningful,
and more fun.
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