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One of Al’'s superpowers is
that it Iimitates a person

Luckily, that’s exactly who you’re trying to influence and save



Build-a-Person

* Demographic variables tied to some dangerous activity.

* e.g.: Cell phone use while driving is correlated to age, socioeconomic
status, etc.

* Personality variables likely correlated to some dangerous activity.
* e.g. Traits from the Big Five

* Add in-groups and out-groups
* Have Al build this into a test group of people.



What are the demographic variables of a person who is likely to use a
cell phone while driving?

What personality variables are most likely to be correlated to using a
cell phone while driving?

Please create 7 hypothetical individuals based on a random
assignment of the above demographics and traits who are likely to
use a cell phone while driving.

All of these individuals are from Minnesota. What are some common
In-groups and out-groups for them? What are some playful or good-
natured rivalries?



1.

"Jake" — The Overconfident College Senior
Age: 22
Gender: Male
Location: Urban
Income/Education: Middle-class, college student
Personality: High sensation seeking, low conscientiousness, very overconfident

Behavior: Often texts in traffic, watches TikToks at red lights, and uses Snapchat while driving friends

around. Believes he's “a great multitasker.”

v

"Jessica” — The Anxious Multitasker
Age: 25
Gender: Female
Location: Urban
Income/Education: Mid-level income, bachelor's degree
Personality: High polychronicity, moderate narcissism, low risk perception

Behavior: Sends voice messages while driving and checks texts “just in case it's important.” Thinks

others depend on her quick replies.



Leverage In-Group Loyalty in
Localized Messaging

Urinal study
e Wouldn’twork atU of M

* Al can identify what individuals in a particular locale will
rally around, or more particularly what they will rally
against.

* |nagiven area, whois the “us” and who is the “them?”

* Prompt example: “Who would the people living in each
county in MN consider to be their rivals?”

* In short, Al allows for the rapid creation of targeted
messaging which would otherwise be prohibitively time-
consuming to develop.




& 6. True Minnesotans vs. Fake Outdoor Enthusiasts
* Shared pride: Camping, canoeing, snowshoeing—true outdoor cred.
* Out-group: Instagram hikers, suburban REI shoppers, or Californians who “glamp.”
* Common roast:
* “You brought an espresso machine to the Boundary Waters?”

e "If there’s cell signal, it doesn’t count as nature.”

@ Outcome: From Tyler’s cabin to Malik’s backpack, they bond over real outdoor pride.

#. 5. Minnesota Drivers vs. Everyone Else

¢ Shared annoyance: Out-of-state drivers on I-94 or summer tourists “ruining traffic.”

Out-group: lllinois drivers (“Chicagoland chaos”), South Dakota plates (“Farmers in the fast lane”), and

Florida snowbirds.

Shared venting:
e “Signal, then turn. It's not hard.”

e “This isn't NASCAR, buddy.”

@ Outcome: Even distracted drivers like Jake and Alicia agree that other states drive worse.

& 2. Minnesotans vs. Anyone Complaining About the Cold
e Shared pride: "If you can't handle -20°F, you don't belong here.”
¢ Playful out-group: Transplants from California, Texas, or Florida who freak out at the first snowflake.
s Common jabs:
* “You wore what in November?”
* "Yes, your eyelashes do freeze. That's normal.”

@ Outcome: They all laugh together at TikToks of Southerners trying to scrape snow off their car with a

spatula.

2. Sports Rivalries
» Gophers vs. Badgers (University of Minnesota vs. University of Wisconsin):

s Even Minnesotans who didn't go to the U of M often root for the Gophers over their cheese-loving

rivals.
* Jake, as a college senior, might hate Wisconsin with passion.
* Vikings vs. Packers:
* A deeply entrenched rivalry.

* Someone like Tyler might stir the pot by secretly being a Packers fan—purely to annoy.




Think Regionally

* Chocobo Mug could not exist 25 years
ago

* Data-scraping companies showed us
how effective targeted advertising can
be

* Al allows for you to consider a
population in a targeted way

* The overhead for these campaigns is
smaller, but they will be more effective
because they are novel and direct

* Prompt example: “What are some
things that the people of Todd county
MN identify with?” Then, “Repeat this
process for every county in
Minnesota.”




Messing with Messages

« The Al won't spit out great ideas for messages, but it can get you started and, more importantly,
allow you to test their effectiveness.

* You can make adjustments to the message to improve effect.
» Cialdini: We prefer to comply with people we like.
» Similarity - People who resemble us
* Complimentary - People who express some kind of liking toward us
» Cooperative - People who share our goals and assist us with them
» Consistency - People are more likely to behave in a manner they have agreed to behave in
» Reciprocity - We are obligated to give something in return when someone gives us something

* Foot-in-the-door - People who have complied with a small request are more likely to comply with a subsequent larger
request



| would like to create a positively framed message that leverages in-
group loyalty to encourage people to not use their cell phones while
driving. Any ideas?

® 3. "We Don’t Text on lce—and We Don’t Text on Roads."

"Driving in Minnesota takes skill. Let’s keep our heads up and phones down—like true Minnesotans do."

Humorous and relatable—especially for winter driving pride.

| like option three, but let's lose the part where it says "like true
Minnesotans do." Create a focus group of the 7 individuals and let's
get their honest reactions to the message.



® Jake (22, college student, impulsive, sensation-seeking):

“Okay, that's kinda clever. Like, the ice part? That's funny ‘cause yeah, I've done donuts in a parking lot
and definitely texted while doing it. Not proud. But this kinda makes me feel like... 'yeah okay, maybe
time to grow up.”

@ Sophia (31, teacher, conscientious, rule-following):

“It works. It's not preachy. | think the ice reference is culturally on point. And the message is
straightforward without guilting people.”

{» Malik (26, retail worker, extraverted, high phone use):

“The pun'’s solid. Honestly? It made me think. | check TikTok on red lights—not great. But this made me
go: ‘'Huh. What if someone thinks I'm the dumb one texting on ice?’ That's embarrassing.”



Create a population of 5 million people who are all the 7 individuals
we generated earlier. What would you expect annual fatalities in

crashes where the driver was using a cell phone to be?

Now, let's say that we had a campaign amongst that population using
the slogan we tested above with the focus group. What is the new
anticipated fatalities per year?

I Adjusted Estimate:

7.5 deaths/year x 4 = 30 cell phone-related fatalities per year

# Final Answer:

In a population of 5 million people composed entirely of the high-risk individuals we generated, you
could reasonably expect ~30 traffic fatalities per year due to cell phone use while driving.

Let's consider three plausible scenarios for behavior reduction:

Campaign Effectiveness Fatality Reduction New Estimated Fatalities ()
10% reduction (modest impact) 3 fewer deaths/year 27/year
20% reduction (strong impact) 6 fewer deaths/year 24/year
30% reduction (high impact) 9 fewer deaths/year 21/year

Given how well the focus group responded—laughing, reflecting, and even wanting to share the message—a

20-30% reduction is realistic in a highly saturated, well-targeted campaign.

¥ Estimated Post-Campaign Fatalities:

With strong campaign adoption, expect ~21 to 24 cell phone-related fatalities per year, down from 30.

That's 6 to 9 lives saved per year—which is significant at a population level.



Refine messaging by applying persuasive
constructs

Take the message we were using and apply Cialdini's concept of

cooperativeness to increase liking. What are some variations on that 4. "We Don‘t Text on lce—And We Don’t Drive Alone Out Here."
message with that idea?

Every driver's part of the team. Let’s keep each other sdfe.

| like option 4. Ask the focus group whether they prefer the original
message or this new one. 4. Sierra (21, low agreeableness, defiant):
“I don't like being told what to do, but if it's framed like we're all in it together... 'm more likely to listen.

Option B wins."
# Prefers Option B

5. Jake (24, rural, independent):

“The team angle feels kind of cheesy, but | do appreciate the ‘we're not alone’ part. Winter driving is a group
effort. Yeah, B”
# Prefers Option B



Other Useful Intuitions

There are fundamental processes that fire off prior to having a conscious thought, on
which our subsequent thoughts are based.

 These are often referred to as “altruistic” or “moral” intuitions.

Because they operate prior to thought, employing them assists in generating attention and
a sense that the information presented is right.

In the United States, the most powerful pair in general are Care and Fairness

* In very conservative areas, Authority and Purity will also work well, and make the information feel more
local.

These intuitions are from a theoretical paradigm called Moral Foundations Theory, which
Al is quite good at understanding.

« Sample prompt: “Improve this message by incorporating the Care intuition from Moral Foundations Theory.”



Elicitation
Interview

What do you like/ dislike about behavior X?

What are some disadvantages of doing behavior X?

Who would be against your doing behavior X?

Who can you think of that would do behavior X?

What things make it hard for you to do behavior X?

If you want to do behavior X, how certain are you that
you can?




Al Elicitation Interview

Conduct an elicitation interview with Raj with not using a cell phone

while driving as the desired behavioral intention.

Attitude Toward the Behavior

Q1: What do you see as the advantages of not using your phone while driving?

Raj: Well, first off, | wouldn’t be as distracted. I've had a few close calls. I'd probably drive more smoothly,

and it might help me avoid getting pulled over or worse, crashing.

Q2: Are there any disadvantages to not using your phone while driving?

Raj: | guess the only one is not being able to respond right away—especially if I'm coordinating something

with friends or trying to find an address. It can feel inconvenient.

Behavioral Intention

Q7: What would make you more likely to decide to never use your phone while driving?

Raj: Honestly, reminders that other people count on me to drive safe. Like... if my girlfriend or little cousin

were in the car, | wouldn't even think about it. If | had something like that in my head when | was driving

alone, that might help.

@ Key Elicitation Takeaways:

Attitude: Raj sees clear safety benefits, but is bothered by inconvenience.
Norms: Social approval is strong—people around him generally disapprove of phone use while driving.
Control: Notifications and boredom are barriers; pre-setting apps and using DND mode are facilitators.

Motivation Cue: Messages that connect his safe driving to people he cares about are likely to be most

effective.



¥ Tailored Message for Raj:

"They trust you to drive safe. Prove them right."
One text can wait. Their lives can't.

Turn on Do Not Disturb. Set your playlist. Keep your hands on the wheel—because the people who love you
are counting on you.

® Why This Works:
¢ "They trust you" taps into subjective norms and makes safe driving a relationship-based obligation.
¢ "Prove them right” turns it into a positive, pride-based action, not scolding.

¢ The second line adds emotional urgency while staying non-graphic.

Final lines offer doable solutions that match his habits: DND, playlists, pre-driving prep.
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