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Introduction
Most people in the advanced world have been relieved from true suffering and thus
since we have become freed from the struggle for survival, we now find that we
have the luxury to devoting more of our lives to the search of meaning. You can also
see this in Maslow’s hierarchy of needs (Maslow, A. H, 1943).

In history people have always been looking for a god or a higher meaning. Now it is
slowly shifting from religion and god towards technology. So what if technology and
data will become our new god?

Religion
According to Yuval Noah Harari, an Israeli historian and a tenured professor in the
Department of History at the Hebrew University of Jerusalem, technology and data
are the new religion. Most people think religion is about God, but Yuval says it’s not
(Harari, Y.N, 2014). Religion is about people. In the essence, religion is a story that
legitimizes human standards, values and laws and legitimizes a source of authority.
Religion is addressed when you seek an answer to a big life question. What is the
source of authority? Religion tells a story that explains the authority that can answer
your question(s). According to Judaism, authority is the word of God in the Bible.
When you ask yourself if two men can marry one another, ask the Bible if it’s possible and the Bible says it is not allowed. You don’t do it because the Bible says so.
That’s the authority. Then you also have a modern ideology like liberism that says
that the source of authority is not the bible, but that the source is the human feeling.
If you’re happy to get married with who you want, your partner agrees and you do
not hurt anyone with that, nothing is wrong with it. The highest source of authority is
not god or the bible but human feelings. If we see religion as a story of authority, we
will have a new dataistic religion in the twenty-first century or an maybe algorithmic
religion. It will tell people that the source of authority lies in big data and algorithms.
If you have a big or a small life question, the big data algorithm is the authority.

Persuasive design
So how about persuasive design? Does this play a role in the way people make
choices? In “Influence: The Psychology of Persuasion”, from psychologist Robert
Cialdini, there are a few principles that explain how people can be persuaded. As
Cialdini puts it, we’re in the age of information overload. We don’t have the time to
process all of the information and then to make informed decisions. This incapacity
makes us look for signals — signals that help us decide if we want to do something. Think about how people continuously subjected to hundreds of messages
everyday (online and offline). In the online world, these messages follow them every
time they open their inbox, every time they check their social updates and even while reading content. And, just like commercials during your favorite television shows,
they’re highly undesirable. But, if you play persuasion techniques well, you can
make the most of this exposure. You can make it not just valuable, but irresistible to
your audience. The principles are very well explained in the video you see beneath.

Changing behavior
Data is already influencing our way of living and making choices. We may not even
be beware of it, but when you really think about it we really do. A good example of
this is the Fitbit. The Fitbit keeps track of many data concerning your movement,
food, heart rate and much more. Fitbit manages to change peoples behavior with
the way they design the band and mostly the app. Fitbit makes smart use of data
and applies that data on the users needs and goals. For example your friends who
also have a Fitbit. They share data (steps in a week) within a ranking table so you
will feel competitive and the need to be better than the others. According to a user
test (Gupta S, 2015) users stating they felt more inclined to stay active, especially in terms of how much they walked, and they felt motivated to keep track of
what they ate throughout the day. The reason for this change of behavior? Users
felt they had a goal they had to work toward, encouraging them to walk that extra
mile. When asked what motivated them to keep using the Fitbit and checking the
app, users stated they enjoyed seeing the amount of calories they had burned and
how much closer they were to their goal. Some users even checked the Fitbit App
more because it not only showed their own activity progress, but it also synced their
friends’ activities. Once your mind begins paying attention to the device around your
wrist, building habits such as walking more or eating healthier becomes easier. The

constant feedback and accountability users get from Fitbit helps them stick to their
goals longer and makes them more aware of their eating and exercising habits.
It’s not just the device that leads people to have healthier life; it’s the fact that Fitbit
alerts people to lead a healthier life and gives them the awareness to change. Once
people become aware that their day-to-day choices matter, such as walking for an
extra thirty minutes a day instead of watching TV, their newly-formed habits and
routines give them the power to change for the better.

Conclusion
People are slowly shifting from the ‘traditional’ religions to trusting technology and
data. They are more and more making choices based on data. To really move people, you have to develop and design something that is different than what they are
used to. You have to look for what they really desire and design something that can
achieve that feeling. Something that they want to be like, carry out and tell their
friends about it.
So how can you use meaning to make it persuasive and make humans change their
behavior? Using the needs/goals of humans and the right data to reach and achieve
those needs.
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