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Demo 1: Outstanding Groups

• Team 14: Busy Bee

• Team 7: Wallistic
• Team 1: BeProductive
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https://drive.google.com/drive/folders/1bDOVR3gkXZqIiNNoq1B_gyX__1QDlFe_?usp=sharing
https://drive.google.com/drive/u/0/folders/1L1-f6CRS1ubvzQR6LsNbdHIvVCtzb_J6
https://drive.google.com/drive/folders/1UvSWQVaj9Eg-Yehk1kLz3lt55VVvz4t0?usp=share_link


Demo 2: Hi-fi Prototyping

• Mockups & design systems 20%
• Interactions (happy path) 20%
• Design critic (intra-tram peer review) 10%
• Usability test (inter-team peer review) 10%
• Design for Execution 40%

– Acquisition 10%
• A pitch 

– Activation 10%
• Design for the promised value

– Retention 10%
• Design for retaining users

– Referral 10%
• Design for growth

3



Two Sides of Design Considerations

• No, your don’t have a really good idea or spec
• No, your user/customer will not come automatically
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Execution
User 

needs



Product Launched… and Then?
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• User funnel
– Acquisition
– Activation
– Retention
– Referral
– Revenue

• Be prepared
at design phase
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How to Get My App Downloaded?



Outline:
Design for Acquisition & Activation

• A cognitive model of human brain

• Optimizing context or touchpoints

• Optimizing decision interface
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Thinking, Fast and Slow

• By Daniel Kahneman, who won Nobel Prize
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Thinking, Fast and Slow
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How Strong Is System 1?
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System 1 is Biased

• Which inner square is darker? 

• Highly depend on context
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• Low-level signals 🡪 association 🡪 concepts
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How Is Context 
Learned?



Concept?
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From Signals 
to Concepts



Outline:
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How to Get My App Downloaded?
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How to Get My App Downloaded?
What Context to Make?



Influence of 
Context
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Context Changes Behavior
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Your Value = Brand + Product 
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Unique Value Proposition

• More features in product?
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Unique Value Proposition

• New concepts?
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However, branding is usually costly…
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If you cannot change context, 
                         change touchpoints.
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Touchpoint Makes Big Difference
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The Path of App Discovery
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Search Engine Optimization (SEO)
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• Use Google trends & Ad Keywords Planner 
wisely

https://trends.google.com/trends
https://ads.google.com/intl/en_us/home/tools/keyword-planner/


App Store 
Optimization (ASO)

• Category matters

• Tie your 
title/description 
to keywords 
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Ranking Factors

• App Store: 
#ratings > #installs > trends > avg. rating

• Google Play: 
#ratings > #installs > avg. rating > trends
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Encourage Sharing

• To be discussed in the next lecture
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Outline:
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• A cognitive model of human brain

• Optimizing context or touchpoints

• Optimizing decision interface
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App Discovered.
Will they download it?



Decision 
Interface

• Small changes, 
huge impact
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How to Increase the Donation Rate?

36



3 Principles of 
Persuasive Decision Interfaces

• Tangibility
– To trigger heuristics

– Must have tangible and perceptible signals

• Immediacy
– System 1 prefers immediate rewards

• Certainty
– System 1 prefers the safe, certain choice
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Logo Design

• Human vision
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Logo Design

• How to stand out?
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• Attention: grab users’ attention to the product
– Context (tangibility)
– A “twist”? (curiosity)

• Interest: get users to know the product or features
– User problems
– Your solutions?

• Desire: make your audience want it
– Benefits?
– Social proof? (certainty)

• Action: call to action
– Immediacy
– What to lose without action?

AIDA Formula in Copywriting 
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Don’t Waste the Banner in Landing Page



Getting Social Proof

• Ask right after the activation time
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