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This essay is Atkinson’s critique of B.J. Fogg’s Persuasive Technology: Using Computers to 
Change What We Think and Do. She outlines the major issues she has with Fogg’s work 
and suggests areas for improvement. I had read Persuasive Technology prior to reading 
Atkinson’s review, and was bothered by a few of the same issues that she addresses. There 
are three major points covered by Atkinson: the lack of a rigorous definition of persuasion; 
general issues with ambivalent usage of language, and finally, the overall ethical issue of 
persuasion. The latter point is one that I find particularly interesting.

To begin her paper, Atkinson quotes Robert Johnson’s review, which states that because 
captology, according to Fogg’s own definition, does not include unintended consequences, 
“an ethical impasse is created” (171). Atkinson herself concludes that it is only ethical to 
attempt to change someone’s attitude, belief, or behavior if the user is “aware of the inten-
tion from the outset of their participation with the program. Anything that occludes this 
function is a form of manipulation” (179). She also suggests that advocacy and education 
could be perhaps more “benevolent” tools of communication, stating that:

Exposure to both is cognitively enriching and can result in attitude, belief, and 
behavioral change, but both remain respectful of the individual’s own ability to 
synthesize the offerings provided by new information into a worldview that is 
meaningful for that individual. (180)

Personally, I do not believe persuasion is inherently wrong, and I do believe that all design 
has some persuasive elements, in the sense that designers utilize rhetoric and make choices 
of what to include and what to emphasize in their work (however subtle this might be). 
Nevertheless, Atkinson’s review is, for me, a welcome viewpoint. I believe that my thesis 
lies somewhere within the intersection of education and persuasion. Because of this, I 
wonder whether Atkinson would argue that advocacy, education, and persuasion are 
mutually exclusive, or whether they can be used in differing amounts depending on the 
situation.

Cialdini is well-known for his writing on persuasion, so it was with some interest that 
I read this article about persuasive Public Service Announcements (PSAs). PSAs are an 
 interesting genre. They are overtly persuasive, and the audience is asked to change a behav-
ior that will occur at a later point in time. As Bator and Cialdini point out, PSA creators 
have a tough job: they must obtain a distracted audience’s attention, and they must create 
a message memorable enough for the audience to remember later, when faced with the 
specific situation. For this reason, the authors advocate that campaign developers assume 
their audience will only be “mildly interested” in the message and that multiple mes-
sages will be needed to influence actual behavior. They also point out the importance of 
researching the target audience; this is, of course, a basic tenant of human-centered design.

Some interesting theories of persuasion are brought up by Bator and Cialdini, including 
McGuire’s 1989 “input-output matrix,” which provides ways “to better understand the 
communication variables (input) and the response steps (output)” that affect someone’s 
response to a message (529). In particular, the 12 stages defined in McGuire’s output 
matrix could provide, the authors suggest, a way to evaluate the effectiveness of a PSA. I 
plan to look more closely at McGuire’s input-output matrix and see whether I could use 
this as a way to evaluate my own thesis project.

Another important theory described is Petty and Cacioppo’s 1981 “Elaboration Likelihood 
Model” (530). This model elaborates on 2 routes to persuasion: a peripheral (or indirect) 
route, used when a person’s motivation or ability is low, and a central route, used “when 
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the audience for a persuasive message is motivated and able to take the time to consider 
its content” (531). Bator and Cialdini believe that a central route is better for more last-
ing changes. In addition, Petty and Cacioppo developed a sequence to enduring attitude 
change: 1) Attention, 2) Comprehension, 3) Elaboration, 4) Integration, 5) Enduring 
Attitude Change. I have learned from other readings that attitudes do not perfectly coor-
dinate with behavior. Still, these fundamental ideas are, I feel, important to be aware of, 
whether I decide to utilize their frameworks or not.

Overall, the author’s focus on PSA campaigns is helpful to me because these types of 
 campaigns are quite similar to my goal of designing for environmental causes. The article 
also contains some practical tips for increasing awareness and rememberance of a PSA: 
personalization, the importance of vivid details, and retrieval cues, for example.  
Providing these tips along with the theories to back them up makes this a practical  
and engaging article.

In these chapters, Booth writes that the quality of our communication, and therefore, our 
lives, can be improved by rhetoric. He prefaces his book by giving a brief summary of the 
negative press that rhetoric has received. Controversy over whether rhetoric is a  valuable 
or superficial art goes back to the time of Socrates. Booth’s own view of rhetoric is quite 
broad: he writes that: 

“[Rhetoric] includes almost every corner of our lives. Rhetoric is employed at every 
moment when one human being intends to produce, through the use of signs or symbols, 
some effect on another - by words, or facial expressions, or gestures, or any symbolic skill 
of any kind” (xi). 

In his first chapter, “How Many Rhetorics?” Booth describes many different definitions 
of rhetoric. His own definition focuses on shared discourse and “the art of probing what 
we believe we ought to believe” (8). In another definition of rhetoric, Booth writes that 
it is “The whole range of arts not only of persuasion but also of producing or reducing 
misunderstanding” (xii). He appears to includes discussion and communication alongside 
persuasion as equal partners. Booth urges readers to practice “Listening-Rhetoric,” which 
broadens communication to include the full understanding of opposite views. In keeping 
with Bitzer’s seminal definition of rhetoric, Booth writes that rhetoric changes the realities 
of our lives. 

Booth’s inclusion of listening and understanding to essential qualities of rhetoric can well 
be applied to the practice of human-centered design. His point that rhetoric can change 
realities applies to my thesis project as well, in which I am attempting to change the reality 
of how individuals behave towards the world around them.

Persuasive Technology is an influential work in the area of Human-Computer Interaction. 
Fogg outlines many basic principles of persuasive technology, for which he coined the 
term “Captology” (Computers as Persuasive Technology). According to Fogg, captology 
“focuses on the design, research, and analysis of interactive computing products created 
for the purpose of changing people’s attitudes or behaviors. It describes the area where 
technology and persuasion overlap” (5). Although Fogg notes that there are many differing 
definitions of persuasion, he defines persuasion broadly as “an attempt to change attitudes 
or behaviors or both (without using coercion or deception)” (15). 

Persuasive Technology focuses on the frameworks and principles of captology. The examples 
range from Web sites to video games to mobile phone applications. Although technology 
has certainly changed greatly since 2003, in particular through social networking sites 
such as Facebook, and with the advent of the iPhone, I still found the examples relevant. 
Captology focuses on interactive technologies. Video is not included, because according to 
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Fogg, “interactive experiences can boost self-efficacy more than passive experiences” (73). 
While this means that large parts of my thesis project might not be classified as persuasive 
technology, particularly if I focus on motion design, I still find that this book contains 
many interesting and helpful ideas. 

The work draws from research in cognitive psychology, and gives details about studies 
undertaken by the Stanford Persuasive Technology Lab, which is directed by Fogg. One 
chapter which I think may prove immediately helpful for my project reports findings of  
a study on Web credibility, and provides principles for creating credibility online. Another 
chapter covers social influence theories and how they apply to persuasive technology; 
research which could prove especially helpful if, for example, I decide to branch into 
mobile applications or social networking sites next semester. 

One of my concerns regarding persuasion is an ethical concern about the nature of 
 persuasion. Is it right for me to try to persuade others that they should or should not  
hold certain attitudes, or should or should not act in certain ways? What about the fact 
that I’m trying to persuade on behalf of the environment, which literally cannot speak  
for itself? I had hoped that Fogg’s chapter on ethics might address these questions in some 
way. However, Fogg does not go into the ethics of persuasion itself; he focuses instead 
on  particular ethical issues which are unique to technology. Regarding my fundamental 
 question, in a short section entitled “Is Persuasion Unethical?” Fogg’s conclusion is that  
“it depends on whom you ask” (212) and “on how persuasion is used” (213).

Kinross’ article aims to convince the reader that there is no neutrality in information 
design. The moment a designer gives form to data, Kinross asserts, the data is no longer 
neutral, because the design still has some sort of effect on its audience. In order to explain 
why information design is often regarded as free from rhetoric, Kinross takes the reader on 
a short journey through the modernist movement, culminating in the post-World War II 
dream of an “ideologically neutral world made possible by advances in technology” (27). 
While acknowledging the desire for the human world to be “free from unpredictability” 
(27), Kinross nonetheless concludes his argument with a strong declaration that “nothing 
is free of rhetoric…that ideological vacuums do not exist” (29).

Kinross seems to be motivated by a great concern that information designers are in denial 
of the “rhetorical persuasion” in their work (29). While he does not expand upon this 
idea, he does end his article with a charge to be alert in “questioning and resisting” (29). 
I would argue that Kinross fears that the public will not be critical enough when viewing 
information design. I also strongly believe that designers should be aware of their ability to 
persuade, and have an ethical responsibility to take great care when presenting informa-
tion. For my thesis, this article is an important example of the history of the theoretical 
links between information and persuasion, and a moment in history during which the 
discipline of information design began to take shape.

Dan Lockton’s website, “Design with Intent: Using Design to Influence Behaviour” 
(http://architectures.danlockton.co.uk/) has been a good resource for postings and artifacts 
that relate to my thesis. Due to Lockton’s background as a product designer, many of the 
artifacts and examples shown center on product design; however, some principles can 
certainly apply to information design as well.

The Design with Intent Toolkit has been in the works for a while and is now available 
online as a download. The toolkit is robust, consisting of over 100 cards showcasing 
 “gambits,” or patterns, which provide many ways that designs can influence people’s 
behavior. The cards are organized into 8 lenses, or “disciplinary worldviews.” 

For my thesis, the Interaction Lens and the Cognitive Lens in particular could be helpful. 
Within Interaction, a few ideas include giving feedback summaries of behavior, either 

 Design with Intent Toolkit

Dan Lockton, with David Harrison 
and Neville A. Stanton, 2010

“ The Rhetoric of Neutrality”

Robin Kinross, in Design Issues 
2:2, 1985



Literature Review  •  First Draft  •  Jennifer Shirey  •  October 14, 2010 

Page 4

during behavior or later, to show people the effects of their actions. The Cognitive Lens 
section builds on principles of psychology, including those by Cialdini and Thaler and 
Sunstein (who wrote Nudge). I find the ideas of commitment, emotional engagement, and 
social proof especially interesting. The Ludic Lens is another helpful set; many of these 
cards showcase principles of games or play. I don’t at this time expect to delve into this 
type of design but it is an option I’ve considered for the future.

One aspect of the cards that surprised me on closer examination is the realization that 
many provide ideas which seem quite unethical in nature. The creators themselves even 
write in the card deck that, for example, the Machiavellian Lens approaches (which follow 
the principle that the ‘end justifies the means’) “will often be considered unethical, but 
nevertheless are commonly used to control and influence consumers.” The Security Lens 
and even some of the Cognitive Lens ideas also contain many questionable practices. 
Lockton says the cards are meant as a “idea generation tool, provoking design ideas by 
 asking questions and giving examples of particular principles in action” (www. danlockton 
.com/dwi/Main_Page). While I realize that the cards are meant to portray without judge-
ment a wide range of ways to design, I find it troubling that ideas such as “degrading 
performance,” “slow response,” and even “threat of injury” are included in this set of cards. 

This book provides a wealth of information, theories, and studies focusing on attitudes, 
attitude change, and behavior. I have found it extremely relevant and helpful for my thesis 
project. The authors present concepts from cognitive psychology in a non-threatening, 
easy-to-understand manner, and link them to real life examples. They cover a range of 
theories, both historical and more recent.

Chapter 3, “The Influence of Attitudes on Information Processing and Behavior,” is quite 
relevant to my thesis project. It shows that attitudes influence the information that we 
pay attention to, and even how well we remember information. For example, we tend to 
remember information that is consistent with our beliefs. This helps us to avoid cognitive 
dissonance—the negative feelings that result when we act in a way inconsistent with our 
beliefs, or when we encounter evidence that contradicts our beliefs. I have encountered 
the concept of cognitive dissonance in my course on Behavioral Decision Making as well, 
and am beginning to realize its power. This is clearly important to keep in mind as I am 
creating and testing informational materials, particularly if the messages contradict the 
audience’s beliefs. 

Chapter 4, “How Do Attitudes Influence Behavior?” shows that attitudes do not always 
correspond perfectly with behavior. The authors introduce Fishbein and Ajzen’s seminal 
Theory of Planned Behavior (69). In this model, behavior is shown to be influenced 
directly by a behavioral intention, and the intention is influenced by 1) a person’s attitude 
towards the behavior, 2) subjective norms, or beliefs about how other people view the 
behavior, and 3) perceived behavioral control. Thus, attitudes influence behavior  indirectly, 
along with other factors, such as norms and perceived control. Through this chapter, I 
realized how complex behavior change really is. It is one thing to introduce new informa-
tion to people that causes them to willingly change their attitude; it is another thing for an 
individual to translate a newly-held attitude into a new behavior. One message will most 
likely not lead to behavior change, and almost certainly not to lasting change.

One encouraging example in the book, however, was a method of translating intentions 
into behavior. That is, a way to increase the chances of a person performing a behavior 
if they already intend to do it. This method, shown by numerous studies to work, is to 
create an “implementation intention.” The implementation intention is used to “focus an 
individual on specifying where, when, and how a behavior will be enacted”—for example, 
a person says, “when I encounter situation A, I will perform behavior B” (74). In a way, 
the implementation intention seems similar to B.J. Fogg’s Behavior Model, in which he 
states that in order for a behavior to happen, a person be motivated and have the necessary 
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ability, and finally must encounter a trigger that leads them to take action. The implemen-
tation intention takes the place of the trigger, but unlike the trigger, it is determined by 
the individual, not the designer. 

The authors provide numerous ways to increase the likelihood that someone will pay 
attention to a message (by increasing its personal relevance, for example). Furthermore, 
this book was a great dovetail to the work I read by Don Norman, in which he addresses 
design from a cognitive psychology perspective.

Katherine McCoy’s article was the piece of writing that first drew my attention to the 
less-explored research area of how information is or can be persuasive. McCoy writes of 
the traditionally-held view that information and persuasion are oppositional modes of 
communication, “representing the competing cultures of graphic design and advertising.” 
Persuasion, because of its connections with advertising, is usually viewed negatively and 
is shunned by communication designers. McCoy, however, believes that information and 
persuasion are more likely “modes of communication that overlap and interact.”

In a relatively short space, McCoy brings up many interesting ideas, including the point 
that all communications use persuasion, even if only to obtain a person’s attention in the 
first place. This is related to an idea in Things That Make Us Smart, in which Norman 
writes that a teacher must “entice and motivate the students into excitement and inter-
est in the topic” (30). McCoy notes that persuasive rhetoric can be as simple as “boldface 
type highlighting a name.” From her writing, it appears that McCoy, similarly to Robin 
Kinross, believes that all design is persuasive.

Personally, I found this article very stimulating, and I agree with many of McCoy’s views. 
For example, I do think that designers use persuasive or rhetorical devices to gain a 
 viewer’s attention. Many of these devices are mentioned in Tufte’s Envisioning Information, 
although I am unsure whether Tufte would agree with McCoy that this is a method of 
persuasion. I tend to lean more towards the school of thought that design = rhetoric, and 
I agree with McCoy when she points out that the interaction between information and 
persuasion is complex, and that it is an area that should be further explored.

I am glad that I read this book before attending the Design & Emotion Conference in 
October, during which it seemed that nearly every presentation referenced Don Norman 
in some way. The major base for this book is Norman’s theory that the human brain has 3 
different levels of processing (21). These three levels are:

 1. Visceral (the automatic, prewired layer) 
 2. Behavioral (processes that control everyday behavior) 
 3. Reflective (the contemplative part of brain)

Each of these levels, Norman says, requires a different style of design. The three levels are 
reminiscent of his earlier work, Things That Make Us Smart, in which Norman wrote about 
the two modes of cognition: experiential and reflective. In Emotional Design, however, 
Norman is specifically referring to our emotional responses to designed objects, which 
can be visceral (a “gut” reaction), behavioral (we like something because it’s useful), or 
 reflective (we like something because it conveys a certain image, or evokes a memory).

Regarding emotions, Norman writes that they aid in decision-making, by helping us 
“make rapid selections between good and bad, reducing the number of things to be 
 considered” (12). Emotions “change the way the human mind solves problems” (18).  
For example, Norman says that “Attractive things do work better—their attractiveness 
produces positive emotions, causing mental processes to be more creative, more tolerant  
of minor difficulties” (60). Positive emotions, Norman says, have a positive effect on  
our cognition as well. “Positive affect arouses curiosity, engages creativity, and makes  
the brain into an effective learning organism” (26). 

“ Information and Persuasion: 
Rivals or Partners?” 

Katherine McCoy, in Design Issues 
16.3, 2000

 Emotional Design: Why We Love 
(or Hate) Everyday Things

Donald A. Norman, 2004
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The idea that positive emotions actually facilitate learning is a concept that I had not 
considered previously. In The Psychology of Attitudes and Attitude Change, I read a slightly 
different viewpoint on emotions: that uncertain emotions, such as fear or surprise, cause 
us to carefully consider a message, and that happiness, a more “certain” emotion, causes 
us to accept a message without considering it carefully. I am still trying to decide how 
these different ideas fit with each other and whether they contradict or support each 
other. Norman’s writing seems more based on observation and intuition than theories and 
 studies. Nonetheless, his point that positive emotions help us to deal with stress is helpful 
for me. During my thesis project, I will be covering topics that can be quite stressful to 
think about. If I can find a way to help people feel positive emotions in spite of this— 
feelings of empowerment, for example—perhaps they will be more likely to engage in 
creative problem-solving and action.

In this book, Norman writes from a human-centered design perspective and a cognitive 
psychology perspective. The first five chapters in particular are relevant for my thesis, 
 providing insight into people’s learning process, and how design can aid in that process. 

Chapters 1 and 2 focus on two modes of cognition: experiential cognition and  reflective 
cognition (15-17). Experiential cognition is “a state in which we perceive and react 
to the events around us, efficiently and effortlessly” and reflective cognition is “that of 
 comparison and contrast, of thought, of decision-making.” Both are necessary for life 
(16). Norman says reflection “is a natural, human state. But effective reflection requires 
some structure and organization. Reflection is greatly aided by systematic procedures and 
 methods, and these are learned primarily by being taught” (17). Of experiential cognition, 
he says “one can have new experiences in this manner, but not new ideas, new concepts, 
advances in human understanding” (17). Because of this, I believe that I need to focus on 
fostering reflection through my thesis project. This doesn’t mean that experience will be 
completely left out—perhaps participants can reflect on an experience. It seems, however, 
that reflection will be the best way to promote thoughtful awareness of environmental 
issues. Norman also introduces the concept of restructuring, which is “the hard part of 
learning, where new conceptual skills are acquired” (30). 

Chapters 3 and 4 contain many examples of information design, and chapter 3 provides 
guidelines for good representations. He urges designers to make representations clear and 
appropriate to the artifact being represented, and reminds us that “the mind is well-
equipped to retain large amounts of meaningful material, as long as the material has pat-
tern and structure” (77). This is a great quote to keep in mind as I begin to create artifacts. 
He brings up the idea of pattern again in later chapters, saying that we “remember the 
substance and meaning of events, not the details,” “we tend to remember novel and unex-
pected events better than regular, recurring ones,” and we “are pattern-recognition animals, 
matching things that appear similar to past events” (131).

In addition, “people map problems back onto their own personal knowledge and experi-
ences” (228). Being able to present information about the environment in a way that it has 
substance and meaning, and so that viewers can map it to their own lives, is a challenging 
task, but one that I think will be crucial in gaining participants’ interest and attention, and 
in leading them to a state of reflection. As Norman says, “the trick in teaching is to entice 
and motivate the students into excitement and interest in the topic, and then to give them 
the proper tools to reflect” (30).

 Things that Make Us Smart

Donald A. Norman, 1993
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I have read Emily Pilloton’s nearly 50-page introduction to Design Revolution twice now. 
More like a manifesto than an introduction, I am always personally inspired by her 
 positive perspective and call to action. Her writing is, for me, a reminder of why I chose 
this project in the first place. 

An aspect of Pilloton’s article that I find thought-provoking is her point that the word 
“sustainability” should not relate only to the environment, but to other aspects of respon-
sibility and foresight as well: environmental, social, economic, cultural, and humanitarian. 
She writes that “Environmental and social sustainability are, in fact, based on the same 
central tenet: the support, health, and empowerment of our world, both human and 
natural” (31). 

Framing is everything. Thinking of my thesis project as a way to empower  individuals—
to give them the information they need to start taking care of the environment—will 
help me to work with my audience, rather than thinking of them as people who must 
be  persuaded. This is very much within Pilloton’s worldview. She writes repeatedly that 
designers should design with and within communities. She also writes that we as  designers 
“have a duty to understand the people and environment for which we are designing as 
fully as possible before beginning to explore potential solutions” (41).

In summary, “Design Can Change the World” provides me with the perspective of design 
as empowerment, and it also reminds me of the importance of understanding the people 
for whom I’m designing—designing with them, not for them, as much as possible. These 
are high standards, but I believe they are crucial to design that is good, in both senses of 
the word.

Persuasive 2010 was the 5th annual international conference that showcased new knowl-
edge in the field of persuasive technology, emphasizing social, psychological, rhetorical, 
and ethical issues. The conference proceedings contain a wide variety of papers presented 
and have been a great resource to me, not only to read about current research in the field, 
but also on a practical level to gain ideas for ways to structure research exercises. Some 
articles were extremely interesting but at this point do not directly relate to my thesis; for 
example, one researcher used participatory methods to engage participants in persuasive 
technology for environmental sustainability. The following two articles were most relevant.

“Behavior Wizard: A Method for Matching Target Behaviors with Solutions”  
B.J. Fogg and Jason Hreha, pages 117–131

In this article, the authors explain their Behavior Wizard, a tool that is meant to help 
designers and other professionals think more clearly about behavior change. The article 
outlines three steps to using the Behavior Wizard: 1) Clarifying the target behavior  
(one way of doing this is to use the decision tree the authors created, available at  
www.behaviorwizard.org), 2) Identify what triggers the behavior, and 3) Highlight 
concepts and solutions related to the target behavior (which will eventually be available 
through a variety of resource guides). These three steps could potentially be a framework 
for behavior change, even if I do not specifically use the Behavior Wizard.

The Behavior Wizard is influenced by concepts from psychology. One influence is the  
idea of behavior change from the perspective of control; in particular, Bandura’s Efficacy 
Theory, which posits that control is inside the individual; Dweck’s theory of mindset 
as a continuum of control; and Ross and Nisbett’s Attribution Theory, which explains 
how context affects behavior. The second influence is Prochaka and DiClement’s 
Transtheoretical (or “Stages of Change”) Model. These models and theories could be 
 helpful for me in the context of my thesis project.

 Persuasive technology 5th 
International Conference,  
2010 Proceedings 

Thomas Ploug, Per Hasle, &  
Harri Oinas-Kukkonen, editors, 2010

“ Design Can Change the World” 

Emily Pilloton, Introduction to  
Design Revolution, 2009
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“Behavior Change Support Systems: A Research Model and Agenda”  
Harri Oinas-Kukkonen, Pages 4-14

According to the author, “A behavior change support system (BCSS) is an information sys-
tem designed to form, alter or reinforce attitudes, behaviors or an act of complying with-
out using deception, coercion or inducements” (6). What is most relevant to me within 
this article is this author’s categories of behavior change. The types of behavior changes are 
(in ascending order of difficulty): C-change: change in act of complying, B-change: change 
in behavior, and A-change: change in attitude. The author writes that an attitude change 
is actually the most difficult change, but that “a sustainable B-change occurs only through 
an A-change” (7). He also examined the literature from all previous Persuasive conferences 
and noted that only 16% of the research addressed A-change. 

This is interesting to me in part because my own thesis project is addressing people’s 
attitudes, and in part because I’m beginning to realize how different researchers’ views are 
on the links between attitude and behavior. Fogg, for example, strictly warns designers to 
begin addressing behavior change by focusing on the trigger or making the behavior easier, 
not by addressing the underlying attitude. And Maio and Haddock, in The Psychology of 
Attitudes and Attitude Change, show that whether attitudes actually do predict behavior 
is a very complex topic and depends on many variables (57-66). This article was another 
step toward making the connections in my own mind between various ways of looking at 
attitudes and behavior change.

Tufte has written several masterpieces on information design. Envisioning Information gives 
many examples of information design where the information is complex and detailed, yet 
the designs are clear, beautiful, and thoughtful. Along with many images, Tufte gives prin-
ciples for the organization and design of complex information dealing with time, physical 
characteristics, and other elements that can be difficult to describe visually. While I do not 
expect to be creating infographics at the level of complexity or detail of those found in this 
book, I found three chapters in particular provide helpful principles to keep in mind.  

For example, in “Micro/Macro Readings,” Tufte addresses the issue of information over-
load, and the misconception (in his view) that data must be boiled down and simplified. 
His response to these concerns is that: “Clutter and confusion are failures of design, not 
attributes of information” (51). In “Layering and Separation,” Tufte explains Josef Albers’ 
principle “1 + 1 = 3 or more,” meaning that two visual elements can combine to create 
unintentional distracting by-products. In “Color and Information,” he shows examples 
of both good and bad uses of color in graphs and maps. Color can be extremely  effective 
when “small spots of intense, saturated color” contain important information (63) 
 particularly against a muted field (83). 

Overall, Tufte stresses the importance of the data, not the design, standing out. He writes 
that designs should be “so good that they are invisible” (33). While I agree largely with 
Tufte, I do think that this last idea is sometimes a matter of taste. This is an extremely 
readable book with beautiful examples and thoughtful principles that will no doubt 
remain with me well beyond the next year.  

 Envisioning Information 

Edward Tufte, 2006


