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Recommendation

Your alarm wakes you and you stagger to the kitchen to brew a cup of coffee. You
reach for your smartphone to map the traffic to work, check the weather and get
an update on your friends. You perform these activities automatically, with little
thought. Yet, if you find Keurig, Weather.com or Facebook habit-forming, that’s
not an accident. Getting you to incorporate its products and services into your
habitual routine is the ultimate goal of every business. Consumer psychology
expert Nir Eyal developed the “Hook Model” to put this brass ring closer to
product developers’ grasp. He created his four-step model by researching the
traits that successful products have in common, drawing insights from behavioral
psychology and neuroscience, and extrapolating from his personal experience in
gaming and advertising. While his model seems particularly apt for digital
products, getAbstract recommends this user-friendly text to marketers, designers
and entrepreneurs across product categories.

In this summary, you will learn

« What advantages companies earn when they create habit-forming products
« What the “Hook Model” explains about how consumers form buying habits
« How the Hook Model hooks customers on your product or service

Take-Aways

« Habits are behaviors you carry out with “little or no thought.”
» Companies that produce habit-forming products reap multiple benefits.

« The “Hook Model” is a four-step process marketers use to “hook”
consumers.

« The four phases of the Hook Model are “Trigger, Action, Variable Reward
and Investment.”

« External and internal triggers instruct people to perform a desired action.
 People respond to triggers by acting in anticipation of a reward.

« Variable rewards are unpredictable, intermittent rewards that satisfy a
craving or solve a problem.
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Summary

“Like all technologies,
recent advances in the
habit-forming potential
of digital innovation
have both positive and
negative effects.”

“The technologies we use
have turned into
compulsions, if not full-
fledged addictions.”

“Hooked users become
brand evangelists —
megaphones for your
company, bringing in
new users at little or no
cost.”

Hooked Summary | Nir Eyal | PDF Download | MP3 Audio Book

« People are more likely to develop a habit around a product when they invest
time or effort in using it.

» Businesses exploit users’ pain by positioning products or services as oases of
relief.

« The “Manipulation Matrix” helps you analyze your motives for using the
Hook Model.

Habit-Forming Products

You carry out habitual behaviors with “little or no thought,” but when your use of
a product or service — like a smartphone or Twitter — becomes a habit, the
company behind it scores a meaningful win. Marketers try to engineer the
customer experience so that it becomes ingrained because a product’s success
requires loyal, habitual users. Smartphones, tablets and game consoles give
consumers around-the-clock access and connectivity. Marketers have two tools —
that constant entrée and detailed personal information gleaned through data
mining — for propelling the buyer behavior that most benefits them: Forming a
habit.

The Habit Advantage

Investors calculate a company’s “customer life-time value” (CLTV) to determine
its overall value. CLTV is the amount of money a business expects to make from a
single customer during his or her lifetime. The more habit-forming a product is,
the higher its CLTV. As consumers incorporate a product into their daily lives,
they become less resistant to increases in its price. Loyal users tell their friends
about products they routinely enjoy and recommend them via social networks.
Word-of-mouth advertising is credible and cheap.

Companies marketing habit-forming offerings stave off competition. New
entrants find it difficult to change buyers’ embedded behaviors, even when they
produce a superior product. For example, keyboards still use the QWERTY
configuration, designed in the 1870s for the first typewriters. Better layouts come
to market, but they don’t catch on. Once people become proficient at touch typing
on a QWERTY keyboard, they are loath to learn a new, even if more efficient,
system.

The “Habit Zone” is the sweet spot between the frequency of a behavior and its
“perceived utility,” the ease and convenience of continued use. Products and
services fall into two metaphorical categories: “vitamins and painkillers.”
Vitamins are nice-to-have, satisfying products that users can live without. People
feel good about taking vitamins but don’t feel terrible if they miss a day. People
feel pain if a painkiller-category product is out of reach. When something
becomes a habit, doing without it hurts. For example, some consumers can’t
imagine a morning without coffee or a day without Twitter.

The “Hook Model”

All businesses can use a four-step process — the Hook Model — to “hook”
consumers on their offerings. People who become hooked will use that offering
repeatedly, making advertising and marketing less necessary. The four phases of
this model are:

1. “Trigger: The Actuator of Behavior”

Triggers spark your behavior. They’re cues telling people what action to take.
Triggers are either external or internal. When you see, smell, taste, hear or touch
an external trigger, it prompts a reaction and points clearly toward a particular
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“Companies that suc-
cessfully change
behaviors present users
with an implicit choice
between their old way of
doing things and a new,
more convenient way to
fulfill existing needs.”

“Only by understanding
what truly matters to
users can a company
correctly match the right
variable reward to their
intended behavior.”

“Companies increasingly
find that their economic
value is a function of the
strengths of the habits
they create.”

“Hooks can be found in
virtually any experience
that burrows into our
minds (and often our
wallets).”

Hooked Summary | Nir Eyal | PDF Download | MP3 Audio Book

act. For example, the login button on a home page is an online trigger. External
triggers fall into four categories:

« “Paid” — Advertising consists of paid triggers. Companies buy advertising
to attract new users to convert them into loyal customers.

« “Earned” — Companies invest time and energy to secure earned triggers.
Publicizing an event or producing a video in hopes that it will go viral are
earned triggers.

« “Relationship” — Word-of-mouth recommendations from one person to
another, or via social networks, are relationship-based triggers.

+ “Owned” — With a user’s permission, a company could provide reminders.
For example, a smartphone owner might permit an app company to send an
upgrade notice about its app.

Internal triggers are subconscious associations between an action or thought and
an emotion. Thus, boredom makes you check your email. People form habitual
reactions in response to the “tiny stressors” they experience through the day.
Businesses exploit users’ pain by positioning products or services as oases of
relief. Consumers habitually reach for products and services that provide comfort
or solve their problems. Businesses must understand the internal triggers that
cause people to use their products so they can tailor external triggers that propel
users to engage.

2, “Action: The Behavior Done in Anticipation of a Reward”

Action is what a trigger seeks to spur. An action is how you behave because you
expect an award. In the context of habits, people act instinctively, with almost no
deliberate thought. Dr. B.J. Fogg conducted research at Stanford University to
determine what instigates people to act. You can express his “Fogg Behavior
Model” in the formula “B=MAT” — that is, “Behavior” occurs in the presence of
sufficient “Motivation,” and “Ability” plus “a Trigger.” For example, you hear your
cellphone ring. If you buried it at the bottom of your handbag or briefcase, you
may let the call go to voice mail. Perhaps your phone is set on silent and you never
hear the ring. Some element of the formula is weak or missing, preventing an
action from taking place.

Fogg groups human motivators into three broad categories: “To seek pleasure and
avoid pain; to seek hope and avoid fear; to seek social acceptance and avoid
rejection.” Advertising capitalizes on these motivators. Sexual images in ads, such
as beautiful actresses promoting GoDaddy.com, provide the promise of pleasure.
Shots of men gathering to drink Budweiser and cheer for their team demonstrate
social acceptability.

The actions that form habits require little or no mental effort. The action the
trigger elicits should manifest its simplest form. Several successful digital
networks, such as Twitter, Facebook and Google, recognized the importance of
making the user experience as simple as possible. Evan Williams, one of the
founders of Twitter and Blogger, summarized this approach. “Take a human
desire, preferably one that has been around for a really long time...Identify that
desire and use modern technology to take out steps.” Conducting a search on
Google requires little time or effort. The ease of taking a photo with an iPhone
made it the popular choice.

Simplifying the decision-making process through “heuristics” or “mental
shortcuts” increases the habit-forming nature of your offering. Marketing
heuristics include insinuating scarcity, putting items on sale and shaping the sales
environment to create an appropriate context.

3. “Variable Reward: The Hook’s Ability to Create a Craving”
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“Ubiquitous access to the
web, transferring
greater amounts of
personal data at faster
speeds than ever before,
has created a more
potentially addictive
world.”

“Unfortunately, too
many companies build
their products betting
users will do what they
make them do instead of
letting them do what
they want to do.”

“The more users invest
in a product through
tiny bits of work, the
more valuable the
product becomes in their
lives and the less they
question its use.”

“The more effort — either
physical or mental —
required to perform the
desired action, the less
likely it is to occur.”

Hooked Summary | Nir Eyal | PDF Download | MP3 Audio Book

Craving is how the Hook Model builds your desire. Once people act, they
experience the relief of having their problem solved or their urge satiated.
Research into reward behavior shows that anticipation of an award activates the
brain’s nucleus accumbens, or pleasure center. However, as people come to expect
rewards, incentives begin to lose their allure. Introducing variable payoffs — that
is, unexpected or intermittent rewards — revives activity in the brain’s pleasure
center.

Variable awards fall into three types: “the tribe, the hunt and the self.” Tribe
rewards tap into the desire to connect socially and to feel included. Social media
sites such as Pinterest, Facebook and Twitter, and computer games such as
League of Legends, deftly exploit this universal craving. People visit Facebook
repeatedly to see if their friends “like” their posts. League of Legends players set
out to earn “honor points” in recognition of their fair conduct.

Hunting for food and shelter is a deep-seated human behavior, so hunt rewards
are satisfying. Gambling online or scrolling through Pinterest provides rewards
associated with gathering “resources or information.”

People feel compelled to overcome obstacles; that self-rewards them in the form
of feelings of accomplishment and performance satisfaction. Playing video games
is an obvious expression of this need. However, few products offer “infinite
variability.” Even the most popular, exciting offerings become commonplace with
use and repetition. Keeping variable rewards fresh requires the continuous input
of new ideas, experiences and content.

4. “Investment: The User Does a Bit of Work”

When you put in effort, you become more committed to your purchase. People are
more likely to develop a habit around a product or service when they invest in its
use. Even small investments of time or energy forge strong bonds. For example,
IKEA knows that customers love their furniture more when they assemble it, than
when they purchase it ready-made.

Once people commit to a behavior, they’re more likely to repeat it in the future.
For example, people may at first be reluctant to erect a sign in their yard
promoting a political candidate, but after the initial time, their resistance drops
substantially.

People avoid “cognitive dissonance,” the need to revise an established perception
to fit into a comfortable context. The fable of the fox declaring grapes too sour
when he couldn’t reach them is a classic example of cognitive dissonance. In
terms of product investment, people are willing to try something other people
enjoy, such as drinking coffee or alcohol, even if their first taste is unpleasant.

The more time and energy users invest in a product, the more likely they are to
keep using it. The accrual of “stored value” in the form of “content, data,
followers, reputation and skill” keeps them hooked. For example, once people
build a music library on iTunes, they’re reluctant to leave and begin again with
another provider. When users post their résumés on LinkedIn and add data to
their profiles, they are unlikely to switch to another site. People work to build a
good reputation on sites such as eBay, TaskRabbit and Airbnb. Once they've
achieved a high rating, they’re averse to giving it up.

The Hook Model is circular — embedded external triggers encourage users to
return, strengthening their habits. Pinterest demonstrates the four phases of the
Hook Model in operation. First, the site offers a distraction from boredom by
displaying a variety of appealing images. New users enjoy browsing; they
experience social connection by commenting and posting images. As they pin
images, their investment of time engenders loyalty; their stored value keeps them
clicking. When other people contribute or comment on their posts, that provides
an external trigger that retains users through another cycle.
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“Without variability we
are like children in that
once we figure out what
will happen next, we
become less excited by
the experience.”

“The products and
services we use
habitually alter our
everyday behavior, just
as their designers
intended.”

About the Author

Hooked Summary | Nir Eyal | PDF Download | MP3 Audio Book

Assess and Follow Up

Advances in neuroscience, coupled with technology-enabled connectivity and big-
data mining, make marketing’s behavior-changing techniques more targeted and
effective. If you use the Hook Model, examine your motivations to make sure your
purposes are altruistic and that you are not exploiting others for your own
advantage.

The “Manipulation Matrix” is a four-quadrant chart that helps you analyze your
motives for using the Hook Model. Which quadrant describes you?

+ “The Facilitator” — Creators who believe their product or service makes a
positive contribution and who would use it themselves.

+ “The Peddler” — Sellers who believe their product has value, but may not
use it themselves. Advertising is an example of peddling.

+ “The Entertainer” — It doesn’t damage anyone to create art and
distraction for people’s enjoyment, but entertainment is a “hits-driven”
business.

« “The Dealer” — Manipulators who use their offerings as a way to make a
buck.

Assess whether your offering has habit-forming potential by testing your idea
against the Hook Model. Continually evaluate your hook tactics to review how you
perform. Experiment with new ideas and strategies, and analyze how well they
promote the user behavior you hope to elicit. Use the three-step “Habit Testing”
process for your analysis. First, consider how often you expect a typical customer
to use your product, and what comprises either normal or excessive usage. Next,
categorize this use by estimating how many users you need to make your business
successful. Then, modify your tactics to turn casual users into devotees with a
habit.

Nir Eyal is a video-gaming industry and advertising veteran. He writes, speaks and teaches about applied

consumer psychology.

This document is restricted to the personal use of Firas Horany (Firas.horany@gmail.com)
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