HOOKED HOW TO BUILD HABIT FORMING PRODUCTS

HOOKED HOW TO BUILD HABIT FORMING PRODUCTS IS A CRUCIAL CONCEPT FOR ANY PRODUCT CREATOR AIMING FOR SUSTAINED
USER ENGAGEMENT AND LONG-TERM SUCCESS. UNDERSTANDING THE PSYCHOLOGY BEHIND USER BEHAVIOR AND THE TRIGGERS
THAT LEAD TO HABITUAL USE IS PARAMOUNT. THIS ARTICLE WILL DELVE DEEP INTO THE PRINCIPLES OUTLINED IN NIR EYAL's
SEMINAL WORK, EXPLORING THE FOUR PHASES OF THE Hook MODEL: TRIGGER, ACTION, V ARIABLE REWARD, AND INVESTMENT.
\WE WILL DISSECT HOW TO EFFECTIVELY IMPLEMENT EACH PHASE TO CREATE PRODUCTS THAT USERS NOT ONLY ADOPT BUT
INTEGRATE INTO THEIR DAILY ROUTINES, FOSTERING LOYALTY AND REDUCING RELIANCE ON EXPENSIVE MARKETING EFFORTS. BY
MASTERING THESE MECHANICS, BUSINESSES CAN CULTIVATE POWERFUL USER HABITS, LEADING TO ORGANIC GROWTH AND A
COMPETITIVE EDGE IN TODAY'S CROWDED DIGITAL LANDSCAPE.
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THe Hook MoDEL EXPLAINED

THE CORE OF BUILDING HABIT-FORMING PRODUCTS LIES WITHIN NIR EYAL’S Hook MoDEL. THIS CYCLICAL FRAMEWORK
DESCRIBES FOUR DISTINCT PHASES THAT, WHEN EXECUTED EFFECTIVELY, GUIDE USERS THROUGH A PATTERN OF BEHAVIOR THAT
EVENTUALLY BECOMES AN UNCONSCIOUS HABIT. IT'S A POWERFUL TOOL FOR UNDERSTANDING AND ENGINEERING USER
ENGAGEMENT, TRANSFORMING CASUAL USERS INTO DEDICATED ONES. THE MODEL IS DESIGNED TO CREATE AN INTERNAL ITCH THAT
THE PRODUCT IS UNIQUELY POSITIONED TO SCRATCH, LEADING TO REPEATED USE WITHOUT EXPLICIT PROMPTING.

THE BEAUTY OF THE Hook MODEL IS ITS SIMPLICITY AND UNIVERSALITY. [T APPLIES NOT JUST TO DIGITAL PRODUCTS LIKE
SOCIAL MEDIA APPS AND PRODUCTIVITY TOOLS, BUT ALSO TO PHYSICAL PRODUCTS AND EVEN SERVICES. BY UNDERSTANDING
THE INTERPLAY BETWEEN THESE FOUR PHASES — TRIGGER, ACTION, V ARIABLE REWARD, AND INVESTMENT — PRODUCT DESIGNERS
AND MARKETERS CAN STRATEGICALLY INFLUENCE USER BEHAVIOR AND CULTIVATE LASTING HABITS. THIS MODEL ISN'T ABOUT
MANIPULATION; IT'S ABOUT CREATING VALUE FOR THE USER IN SUCH A WAY THAT THE PRODUCT BECOMES AN INDISPENSABLE
PART OF THEIR LIFE.

PHASE 1: TRIGGERS - THE STARTING GUN FOR HABIT FORMATION

TRIGGERS ARE THE CUES THAT PROMPT A USER TO TAKE A SPECIFIC ACTION. THEY ARE THE INITIAL SPARK THAT IGNITES THE
HABIT LOOP. UNDERSTANDING AND LEVERAGING TRIGGERS IS THE FIRST CRITICAL STEP IN CREATING A HABIT-FORMING PRODUCT.
THERE ARE TWO PRIMARY TYPES OF TRIGGERS: EXTERNAL AND INTERNAL.

ExTERNAL TRIGGERS

EXTERNAL TRIGGERS ARE EXPLICIT PROMPTS THAT TELL THE USER WHAT TO DO NEXT. THESE ARE OFTEN FOUND IN THE EARLY
STAGES OF A PRODUCT’S LIFECYCLE WHEN THE USER HASN'T YET FORMED AN INTERNAL ASSOCIATION. EXAMPLES INCLUDE
NOTIFICATIONS, EMAILS, ADVERTISEMENTS, AND EVEN PHYSICAL BUTTONS OR ICONS. For INSTANCE, A PUSH NOTIFICATION FROM
A FITNESS APP REMINDING YOU TO LOG YOUR WORKOUT SERVES AS AN EXTERNAL TRIGGER. THESE ARE ESSENTIAL FOR
ONBOARDING AND INITIAL ENGAGEMENT BUT ARE LESS EFFECTIVE IN CREATING SUSTAINED HABITS.



INTERNAL TRIGGERS

INTERNAL TRIGGERS ARE FAR MORE POWERFUL AND ARE THE ULTIMATE GOAL FOR HABIT-FORMING PRODUCTS. THESE ARE
EMOTIONAL CUES THAT BECOME ASSOCIATED WITH THE PRODUCT. THEY ARISE FROM WITHIN THE USER, OFTEN STEMMING FROM
FEELINGS OF BOREDOM, LONELINESS, FEAR OF MISSING OUT (FOMO), OR THE DESIRE FOR CONNECTION OR ACCOMPLISHMENT.
W/HEN A USER FEELS A CERTAIN WAY, THEY INSTINCTIVELY TURN TO THE PRODUCT TO ALLEVIATE THAT FEELING. For EXAMPLE,
FEELING BORED MIGHT TRIGGER A USER TO OPEN A SOCIAL MEDIA APP, OR FEELING UNSURE ABOUT SOMETHING MIGHT TRIGGER A
SEARCH ON GOOGLE. BUILDING PRODUCTS THAT TAP INTO THESE DEEP-SEATED EMOTIONS IS KEY TO CREATING TRULY HABIT-
FORMING EXPERIENCES.

PHASE 2: ACTION - MAKING THE DESIRED BEHAVIOR EFFORTLESS

ONCE A TRIGGER IS PRESENT, THE NEXT STEP IS TO MAKE THE DESIRED ACTION AS EASY AND SIMPLE AS POSSIBLE. THIS PHASE
FOCUSES ON REDUCING FRICTION AND MAKING THE BEHAVIOR FEEL NATURAL AND INTUITIVE. ACCORDING To Dr. BJ. FoGa's
BEHAVIOR MODEL, FOR A BEHAVIOR TO OCCUR, THREE ELEMENTS MUST CONVERGE AT THE SAME MOMENT: MOTIVATION, ABILITY,
AND A TRIGGER. THE Hook MODEL FOCUSES HEAVILY ON INCREASING THE “ABILITY” COMPONENT.

SIMPLICITY AND EASE oF UsE

THE EASIER A TASK IS TO COMPLETE, THE MORE LIKELY USERS ARE TO DO IT. THIS MEANS DESIGNING INTERFACES THAT ARE
INTUITIVE, STREAMLINING \WORKFLOWS, AND MINIMIZING THE NUMBER OF STEPS REQUIRED TO ACHIEVE A DESIRED OUTCOME. For
EXAMPLE, A ONE~CLICK PURCHASE OPTION SIGNIFICANTLY LOWERS THE BARRIER TO BUYING COMPARED TO A MULTI-STEP
CHECKOUT PROCESS. SIMILARLY/ A SOCIAL MEDIA APP THAT ALLOWS FOR QUICK PHOTO UPLOADS AND SHARING REDUCES THE
EFFORT INVOLVED IN CONTENT CREATION.

MEeeTING MOTIVATION NEEDS

\WHILE SIMPLICITY IS CRUCIAL, MOTIVATION ALSO PLAYS A ROLE. USERS NEED A REASON TO PERFORM THE ACTION. THIS
MOTIVATION CAN STEM FROM VARIOUS SOURCES, INCLUDING THE DESIRE FOR PLEASURE, AVOIDANCE OF PAIN, HOPE FOR A
REWARD, OR FEAR OF PUNISHMENT. PRODUCTS THAT ALIGN THEIR ACTIONS WITH THESE FUNDAMENTAL HUMAN MOTIVATIONS ARE
MORE LIKELY TO SUCCEED. FORrR INSTANCE, A PRODUCTIVITY APP MIGHT MOTIVATE USERS BY HIGHLIGHTING THE TIME THEY'VE
SAVED OR THE TASKS THEY'VE ACCOMPLISHED, APPEALING TO THEIR DESIRE FOR ACHIEVEMENT AND EFFICIENCY.

PHASE 3: VARIABLE REWARDS - SATISFYING THE UNPREDICTABLE |TCH

THIS IS ARGUABLY THE MOST CRITICAL PHASE OF THE HOOk MODEL AND THE ONE THAT TRULY DRIVES ENGAGEMENT. V ARIABLE
REWARDS EXPLOIT THE HUMAN BRAIN'S FASCINATION WITH NOVELTY AND UNPREDICTABILITY. UNLIKE PREDICTABLE REWARDS,
VARIABLE REW ARDS KEEP USERS ENGAGED BECAUSE THEY NEVER KNOW WHAT THEY'RE GOING TO GET, CREATING A SENSE OF
ANTICIPATION AND EXCITEMENT.

THE POWER OF V ARIABILITY

OUR BRAINS ARE WIRED TO PAY ATTENTION TO UNPREDICTABLE STIMULI. \W/HEN REWARDS ARE VARIABLE, THE BRAIN RELEASES
DOPAMINE, A NEUROTRANSMITTER ASSOCIATED WITH PLEASURE AND MOTIVATION, IN ANTICIPATION OF THE REW ARD. THis
CREATES A DESIRE FOR MORE, DRIVING USERS TO REPEATEDLY ENGAGE WITH THE PRODUCT. THINK OF SLOT MACHINES; THE
UNPREDICTABLE PAYOUT IS WHAT KEEPS PLAYERS HOOKED. IN DIGITAL PRODUCTS, THIS COULD MANIFEST AS AN UNPREDICTABLE
STREAM OF NEW CONTENT, PERSONALIZED RECOMMENDATIONS, OR THE CHANCE TO DISCOVER SOMETHING NEW AND EXCITING.



TyPes oF V ARIABLE REWARDS

NIR EYAL IDENTIFIES THREE MAIN TYPES OF VARIABLE REW ARDS:

e THE TRIBE: REWARDS OF THE HUNT FOR SOCIAL VALIDATION. THIS INCLUDES LIKES, COMMENTS, SHARES, AND THE
FEELING OF BELONGING TO A COMMUNITY. SOCIAL MEDIA PLATFORMS EXCEL AT THIS.

® THE HUNT: REWARDS OF MATERIAL RESOURCES OR INFORMATION. THIS COULD BE FINDING INTERESTING ARTICLES,
DISCOVERING NEW PRODUCTS, OR WINNING VIRTUAL CURRENCY IN A GAME.

® THE SELF: INTRINSIC REWARDS RELATED TO MASTERY, COMPETENCE, AND COMPLETION. THIS INCLUDES ACHIEVING A NEW
LEVEL IN A GAME, COMPLETING A TASK ON A PRODUCTIVITY APP, OR FEELING A SENSE OF ACCOMPLISHMENT.

BY CAREFULLY DESIGNING REWARDS THAT TAP INTO THESE VARIOUS HUMAN DESIRES AND INCORPORATING AN ELEMENT OF
UNPREDICTABILITY, PRODUCTS CAN CREATE A COMPELLING REASON FOR USERS TO KEEP COMING BACK.

PHASE 4: INVESTMENT - COMMITTING TO FUTURE V ALUE

THE FINAL PHASE, |NVESTMENT, IS ABOUT ENCOURAGING USERS TO PUT SOMETHING INTO THE PRODUCT. THIS INVESTMENT
DOESN'T HAVE TO BE MONETARY, IT CAN BE TIME, DATA, EFFORT, SOCIAL CAPITAL, OR SKILL. THE ACT OF INVESTING MAKES THE
PRODUCT MORE VALUABLE TO THE USER OVER TIME AND INCREASES THE LIKELIHOOD THAT THEY WILL COMPLETE THE NEXT
CYCLE OF THE HOOK.

ADDING VALUE THROUGH User CONTRIBUTION

W/HEN USERS INVEST IN A PRODUCT, THEY BECOME MORE COMMITTED TO IT. THIS COULD INVOLVE CUSTOMIZING SETTINGS,
BUILDING A PROFILE, CREATING CONTENT, INVITING FRIENDS, OR EARNING REPUTATION POINTS. THESE ACTIONS MAKE THE
PRODUCT "STICKIER” BECAUSE THE USER HAS INVESTED RESOURCES THAT WOULD BE LOST IF THEY SWITCHED TO A
COMPETITOR. FOR EXAMPLE, BUILDING A PLAYLIST ON A MUSIC STREAMING SERVICE MAKES IT MORE VALUABLE THAN STARTING
OVER ON A NEW PLATFORM. SIMILARLY, ACCUMULATING FOLLOWERS ON A SOCIAL NETWORK CREATES A VESTED INTEREST IN
MAINTAINING THAT PRESENCE.

LoADING THE NEXT TRIGGER

THE INVESTMENT PHASE ALSO SERVES TO LOAD THE NEXT TRIGGER. AS USERS INVEST THEIR TIME AND EFFORT, THEY
NATURALLY CREATE CONDITIONS THAT WILL PROMPT THEM TO USE THE PRODUCT AGAIN. FOR INSTANCE, UPLOADING PHOTOS
TO A PHOTO-SHARING APP MIGHT LEAD TO RECEIVING COMMENTS OR LIKES (A RE\)(/ARD), WHICH IN TURN PROMPTS THEM TO
CHECK FOR MORE NOTIFICATIONS (LOADING THE NEXT TRIGGER). THIS ITERATIVE PROCESS ENSURES THE HABIT LOOP CONTINUES
TO CYCLE, REINFORCING THE USER'S ENGAGEMENT OVER TIME.

BUILDING HABIT-FORMING ProDUCTS WITH ETHICAL CONSIDERATIONS

W/HILE THE Hook MODEL PROVIDES A POWERFUL FRAMEWORK FOR BUILDING ENGAGING PRODUCTS, IT'S CRUCIAL TO CONSIDER
THE ETHICAL IMPLICATIONS OF CREATING HABIT-FORMING EXPERIENCES. THE LINE BETWEEN HEALTHY ENGAGEMENT AND ADDICTION
CAN BE THIN, AND RESPONSIBLE PRODUCT DESIGN IS PARAMOUNT. DEVELOPERS HAVE A MORAL OBLIGATION TO ENSURE THEIR
PRODUCTS GENUINELY IMPROVE USERS’ LIVES RATHER THAN EXPLOIT THEIR VULNERABILITIES.



AVOIDING EXPLOITATIVE DESIGN

HABIT-FORMING PRODUCTS CAN BE INCREDIBLY BENEFICIAL WHEN THEY HELP USERS ACHIEVE POSITIVE GOALS, SUCH AS
IMPROVING HEALTH, LEARNING NEW SKILLS, OR STAYING CONNECTED WITH LOVED ONES. I‘IO\X/EVER, IF A PRODUCT IS DESIGNED
TO EXPLOIT PSYCHOLOGICAL VULNERABILITIES FOR THE SOLE PURPOSE OF INCREASING ENGAGEMENT AND AD REVENUE, IT CAN
LEAD TO NEGATIVE CONSEQUENCES LIKE WASTED TIME, DECREASED PRODUCTIVITY, AND EVEN ADDICTION. IT IS ESSENTIAL TO
BUILD PRODUCTS WITH THE USER'S WELL-BEING AS A PRIMARY CONSIDERATION, NOT AN AFTERTHOUGHT.

TRANSPARENCY AND User CONTROL

ETHICAL HABIT-FORMING PRODUCTS PRIORITIZE TRANSPARENCY AND USER CONTROL. THIS MEANS CLEARLY COMMUNICATING
HOW THE PRODUCT WORKS, WHAT DATA IS BEING COLLECTED, AND PROVIDING USERS WITH THE ABILITY TO CUSTOMIZE THEIR
EXPERIENCE AND OPT-OUT OF CERTAIN FEATURES IF THEY CHOOSE. EMPOWERING USERS TO MANAGE THEIR ENGAGEMENT FOSTERS
TRUST AND ENSURES THAT THE HABIT IS A CONSCIOUS CHOICE RATHER THAN AN UNCONSCIOUS COMPULSION.

ReEAL-W ORLD APPLICATIONS AND CASE STUDIES

THE PRINCIPLES OF THE HOOk MODEL CAN BE OBSERVED IN NUMEROUS SUCCESSFUL PRODUCTS ACROSS VARIOUS INDUSTRIES.
UNDERST ANDING THESE REAL-WORLD EXAMPLES PROVIDES CONCRETE ILLUSTRATIONS OF HOW THE FRAMEWORK IS APPLIED TO
DRIVE USER ENGAGEMENT AND LOYALTY.

CONSIDER SOCIAL MEDIA PLATFORMS LIKE FACEBOOK AND INSTAGRAM. THEY MASTERFULLY USE TRIGGERS (NOTIFICATIONS,
FEEDS), ACTIONS (SCROLLING, POSTING), VARIABLE REWARDS (LIKESI COMMENTS, NEW CONTENT), AND INVESTMENTS (PROFILE
BUILDING, FRIEND CONNECTIONS) TO CREATE DEEPLY INGRAINED HABITS. SIMILARLYI PRODUCTIVITY TOOLS LIKE EVERNOTE OR
SLACK LEVERAGE INVESTMENT THROUGH USER-GENERATED CONTENT AND CUSTOMIZATION, MAKING THEM INDISPENSABLE FOR
THEIR USERS. EVEN FITNESS TRACKERS EMPLOY THE HOOKk MODEL BY TRIGGERING REMINDERS, MAKING TRACKING EFFORTLESS,
OFFERING VARIABLE REWARDS (ACHIEVEMENTS, STI?EAKS)I AND ENCOURAGING INVESTMENT THROUGH PERSONAL DATA
ACCUMULATION AND SHARING.

BY ANALYZING THESE SUCCESSFUL PRODUCTS, ASPIRING BUILDERS CAN GLEAN VALUABLE INSIGHTS INTO THE PRACTICAL
APPLICATION OF EACH PHASE OF THE Hook MODEL. THIS EMPIRICAL EVIDENCE UNDERSCORES THE EFFICACY OF THE FRAMEWORK
WHEN THOUGHTFULLY IMPLEMENTED TO CREATE PRODUCTS THAT USERS GENUINELY VALUE AND USE REPEATEDLY.

THE ABILITY TO BUILD HABIT-FORMING PRODUCTS IS A SIGNIFICANT COMPETITIVE ADVANTAGE. BY UNDERSTANDING AND
ETHICALLY APPLYING THE Hook MODEL, CREATORS CAN DESIGN EXPERIENCES THAT NOT ONLY ATTRACT USERS BUT ALSO
RETAIN THEM, LEADING TO SUSTAINABLE GROWTH AND IMPACTFUL PRODUCTS. THE JOURNEY FROM INITIAL INTERACTION TO
INGRAINED HABIT IS A TESTAMENT TO SMART DESIGN AND A DEEP UNDERSTANDING OF HUMAN PSYCHOLOGY.

Q: WHAT ARE THE FOUR PHASES OF THE Hook MoDEL?

A: THE FOUR PHASES OF THE Hook MODEL ARE TRIGGER, ACTION, V ARIABLE REWARD, AND INVESTMENT.

QI How DO EXTERNAL TRIGGERS DIFFER FROM INTERNAL TRIGGERS IN HABIT FORMATION?

A: EXTERNAL TRIGGERS ARE EXPLICIT CUES LIKE NOTIFICATIONS OR EMAILS THAT PROMPT ACTION, TYPICALLY USED EARLY IN A
PRODUCT'S LIFECYCLE. INTERNAL TRIGGERS ARE EMOTIONAL CUES, SUCH AS BOREDOM OR LONELINESS, THAT USERS ASSOCIATE
WITH THE PRODUCT AND SEEK TO ALLEVIATE, REPRESENTING THE ULTIMATE GOAL FOR SUSTAINED HABITS.



Q: WHY ARE VARIABLE REWARDS SO EFFECTIVE IN BUILDING HABITS?

A: V ARIABLE REWARDS ARE EFFECTIVE BECAUSE THEY TAP INTO THE BRAIN'S NATURAL FASCINATION WITH UNPREDICTABILITY.
THIS UNPREDICTABILITY TRIGGERS THE RELEASE OF DOPAMINE, CREATING ANTICIPATION AND A DESIRE FOR MORE, THUS
ENCOURAGING REPEATED ENGAGEMENT.

Q: WHAT CONSTITUTES AN “INVESTMENT” IN THE HoOk MODEL?

A: AN INVESTMENT IN THE HOOk MODEL CAN BE ANY CONTRIBUTION A USER MAKES TO A PRODUCT, SUCH AS TIME, DATA,
EFFORT, SOCIAL CAPITAL, OR SKILL. THESE CONTRIBUTIONS INCREASE THE PRODUCT'S VALUE TO THE USER OVER TIME AND
ENHANCE THEIR COMMITMENT.

Q: CAN THE Hook MODEL BE APPLIED TO NON-DIGITAL PRODUCTS?

A: YES, THE Hook MODEL CAN BE APPLIED TO A WIDE RANGE OF PRODUCTS AND SERVICES, NOT JUST DIGITAL ONES. THE
PRINCIPLES OF TRIGGERS, MAKING ACTIONS EASY, PROVIDING VARIABLE REWARDS, AND ENCOURAGING INVESTMENT ARE
UNIVERSALLY APPLICABLE TO INFLUENCING BEHAVIOR.

Q: WHAT ARE SOME EXAMPLES OF THE " TRIBE” REWARD IN THE V ARIABLE REWARDS
PHASEP

A: REWARDS OF THE “TRIBE” INCLUDE SOCIAL VALIDATION, SUCH AS RECEIVING LIKES, COMMENTS, SHARES, AND THE FEELING OF
BELONGING TO A COMMUNITY.

Q: How poes BJ. FoGG's BEHAVIOR MODEL RELATE TO THE Hook MoDEL’s AcTIoN
PHASE?

A:BJ. FOGG's BEHAVIOR MODEL STATES THAT BEHAVIOR OCCURS WHEN MOTIVATION, ABILITY, AND A TRIGGER CONVERGE.
THe Hook MoDEL’S ACTION PHASE HEAVILY FOCUSES ON INCREASING THE “ABILITY” COMPONENT BY MAKING THE DESIRED
ACTION AS SIMPLE AND EFFORTLESS AS POSSIBLE.

Q: WHAT ARE THE ETHICAL CONSIDERATIONS WHEN BUILDING HABIT-FORMING
PRODUCTS?

A: ETHICAL CONSIDERATIONS INVOLVE AVOIDING EXPLOITATIVE DESIGN THAT PREYS ON USER VULNERABILITIES. |NSTEAD/ FOCUS
ON TRANSPARENCY, USER CONTROL, AND ENSURING THE PRODUCT GENUINELY IMPROVES USERS' LIVES, RATHER THAN SOLELY
MAXIMIZING ENGAGEMENT FOR PROFIT.
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