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#CHOOSEHEALTH

BUENA
GOBERNANZA

FORTALECER LA GOSERNANZA Y LAS POLITICAS PARA QUE TODAS
1 LAS PERSONAS PUEDAN ELEGIR OPCIONES SALUDABLES ACCESIBLES Y ASEQUIBLES,

¥ PARA CREAR SISTEMAS SOSTENIBLES
QUE HAGAN REALIDAD LA COLABORACION DE TODA LA SOCIEDAD

\ CoNOCIMI-
\ ENTOS SOBRE
\ LA SALUD

CIUDADES
SALUDABLES

MEJORAR LOS CONOCIMIENTOS
Y LAS COMPETENCIAS SOCIALES PARA
AYUDAR A LAS PERSONAS A ELEGHR
LAS OPCIONES Y TOMAR LAS DECISIONES

MAS SALUDABLES PARA SU SALUD
Y LA DE 5US FAMILIAS

CREAR CIUDADES PREOCUPADAS POR '

EL MEDIO AMBIENTE QUE PERMITAN VIVIR, ¥
TRABAJAR Y DIVERTIRSE

EN ARMONIA Y BUENA SALUD

., adi NEEN Mundial
) . ion de de la Salud
Mundial de la Salud v wmsmmmsoon BREE 2010
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La promocion de la salud es el proceso que permite a las personas
incrementar el control sobre su salud para mejorarla (WHO, 1986)
Abarca no solamente las acciones dirigidas directamente a aumentar
las habilidades y capacidades de las personas... sino también las
dirigidas a modificar las condiciones sociales, ambientales y
econdmicas que tienen impacto en los determinantes de salud

(Fuente: Ministerio de Sanidad, Servicios Sociales e Igualdad)

Nuestros cuerpos son nuestros jardines, de
los cuales la voluntad es el jardinero.
W.Shakespeare (Otelo, Acto |, Escena lll)
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o Alimentacion

+ Actividad fisica + Promover comportamientos saludables

: 'sriil;il;,dagtms o Facilitar que las opciones saludables sean las mas faciles de tomar
dmgudgzgndencias » Modelos socioculturales favorables
o Estres

PUESVA'SER'QUENNO

iAh claro entonces...!
Si informamos a...
Si convencemos a...

Si facilitamos el acceso ainformacién de
calidad ........

En definitiva si COMUNICAMOS BIEN

Y LO SABES

iConseguiremos cambios permanentes!
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STANFORD PERSUASIVE TECH LAB SEARCH

HOME ABOUT PROJECTS RESOURCES EVENTS

Overview What is Captology? Aboutthe Lab About BJ Fogg Contact Newsletter

n [ :n?i;é:’)sc.rsonas les gusta esto. Registrarte para ver qué les gusta a tus SEC:A"(I:GEBB?)BK
What is Captology? GET CONNECTED

Enter your email address to
receive monthly or bimonthly
updates from the lab

Captology is the study of computers as persuasive technologies. This includes the design, research, ethics
and analysis of interactive computing products (computers, mobile phones, websites, wireless
technologies, mobile applications, video games, etc.) created for the purpose of changing people’s

attitudes or behaviors. BJ Fogg derived the term captology in 1996 from an acronym: Computers As GO
Persuasive Technologies = CAPT.

DESIGN RESOURCES
for BEHAVIOR CHANGE

Tools for understanding
human nature, hot

triggers, & new habits.

INFORMATION FOR:

Designers & Interventionists

Teachers & Trainers

Prospective Students

Researchers

Where Persuasion and Computers Intersect

Sponsors
The fiold Af rantalarmy and narciiacive tearhnnlamyy ic Aarsswings miieckihv Everns AdAav mare ~oamnt itins nrad inte P
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WHAT CAUSES BEHAVIOR CHANGE?

THEFOGG BEHAVIOR MODEL (FBM) SHOWS THAT THREE ELEMENTS MUST CONVERGE AT THE SAME MOMENT FOR A BEHAVIOR TO OCCUR:
MOTIVATION, ABILITY, AND TRIGGER (MAT). WHEN A BEHAVIOR DOES NOT OCCUR, AT LEAST ONE OF THE THREE ELEMENTS IS MISSING.

THE FOGG BEHAVIOR MODEL BEHAVIOR CHANGE ELEMENTS
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Core Motivators
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10) Understand the Six Elements of Simplicity that prevent
people from taking actions (by B.J. Fogg)

O Time 2 b

$ Money & Simplicity is a
% Physical Effort T function of
> your scarcest
resource at

@ Social Deviance | that moment.
& Non-Routine 5 y

& Brain Cycles U

Time refers to how long it takes to complete an action. Money
represents that fiscal cost of taking an action. Physical effort is the
amount of labor involved in taking the action. Brain cycles involve
the level of mental effort and focus required to take an action.
Social deviance is the extent to which the behavior is accepted by
others. Non-routine refers to how much the action matches or
disrupts existing routines.
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CHARLES DUHIGG

EL PODER DE LOS

HABITOS

»o

SON BUE HALEFON LT DUt SACENES
AN YDA LA S
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THE HABIT FORMATION LOOP

The trigger that initiates the habit. The action or activity that you perform.
(Example: Pillsy beeping and sendinga = E (Example: You take a vitamin or medication)
notification to your phone)

REWARD

The benefit that you gain from performing the action.
(Example: You get a positive notification. You send a

text message to a loved one telling them they did a
" plllsg good job.)

1S5
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¢En qué estamos trabajando?
Metodologia DARCA

* “Disefiando comportamientos”

* Disefiando interacciones emocionales/Persona-
Robot?

* Incorporando a nuestras ecuaciones nuevas
variables (éloT 6 IoR?)

* Realizando estudios/autopsias tedricas
e ¢Genes sociales de las intervenciones?

* Probando y equivocandonos en condiciones
experimentales

e Diseflando nuevas teorias én=1?

e ¢Hacia una “intervencion realmente
personalizada”?

uoc.edu

METODOLOGIA DARCA
(en desarrollo)

25
15, 2
1 3
0
3 s
——1ra prondad
263 priondad
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n 6
1
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Ejercicio?
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1

Robot personal
para mejorar
adhesion?
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Intervencion “blended
dieta sana
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Rehabilitacion a
distancia?
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PERSUASIVE DESIGN FEATURES
PERSUASION PRIMARY TASK DHALOGUE CREDIBILITY SOCIAL
COMNTEXT SUPPORT SUPPORT SUPPORT SUPPORT
The Intent Reduction Praize Trustworthimess Social leaming
Persuader Tuwnneling Rewarnds Expartise Social compaisan
Change type Tailaring Reminders Surface credibiity | Mormative
inffluance
The Event ParsonaiZation Suvggesiion Real world feel
Social feciitation
Use context” Saifmonitoring Similarity Authority
Cooperation
User cantext” Simuilation Liking Third pasty
Technology contex BNOOrsemeants Compafifion
r Rehesarsal Social mole
Werniabiity Recogrition
The Sitrategy
Message
Roule

: Problem domain dependent features
User dependeant features a.g. goals, motivation, lifestyles. and aothars
" Technology dependent features

@ Copyright Policy - open-access
License 1 - License 2

Related In: Results - Collection
Show All Figures

figure2: PSD Model (adapted from Oinas-Kukkonen and Harjumaa [26])
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El Modelo DARCA de Alfabetizacion Digital en Salud
(Armayones, 2018)

Personalizacion Tecnologia
Incorporando la
posibilidad de
trabajo con
(de
momento video..)

Alfabetizacion en
Persuasion Salud
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Si hacer fuera tan facil como saber lo que hay que
hacer, las capillas seriaiglesias y las casas de los
pobres, palacios de ricos.

W.Shakespeare
(El mercader de Venecia, Acto |, Escenalll).

iMuchas gracias!

@armayones
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