
Persuasive Technology & Public Confidence in the Police



Introduction Public Confidence in the Police

What is it?

“In Britain, public confidence in policing has become a short-hand for trust, 

legitimacy and consent … trust might capture the interpersonal relationship between 

citizens and individual police officers. By contrast, confidence might be more of a set 

of attitudes towards the police as an institution”
Jonathan Jackson & Ben Bradford, 2009

Raising the level of public confidence is the sole target for the Police:
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“I have a single-minded focus on building public confidence in policing and that 

means the police should be answering to the public, not the government. That is why 

I have scrapped all but one central target for the police - to raise public confidence”
Jacqui Smith, March 2009

Public confidence currently varies between 38% and 54% (average 49%)

The new target is 60% by 2012



Introduction Factors associated with public confidence

Public confidence is currently measured by responses to the question:

“whether the public agree that the police and local councils are dealing with the anti-

social behaviour and crime issues that matter locally”

From existing research we know certain things about public confidence.

Public confidence is higher when:
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• People perceive the police are dealing with things that matter to their community

• People perceive that local police treat people fairly and with respect 

• People perceive low levels of crime and anti-social behaviour in their area

• People are satisfied with the way that the police dealt with them

Many of these associated factors could be expressed as behaviours.



Introduction Understanding behaviour

Encouraging people to change their behaviour is difficult, particularly on a large 

enough scale to have a meaningful effect.

The economic model of human behaviour is often used to develop national-scale 

interventions to influence behaviour:

This rational man theory models people as agents that weigh up all the costs and 

benefits of each possible action and choose the one that benefits them most.
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A better approach is given by behavioural economics, which shows us that:

• Other people’s behaviour has an impact on our own

• Habitual behaviour is important

• People are bad at computation

Behavioural economics gives us some useful insights, but knowing what to do with 

them can be difficult.

This is where design becomes more important.



QuickTime™ and a
 decompressor

5 of 19

 decompressor
are needed to see this picture.



Introduction Design & behaviour

Making one behaviour more fun is one way to influence people, but design and 
technology can encourage behaviour change with three main approaches:

• Enable behaviour
• Encourage behaviour
• Constrain behaviour

6 of 19

Technology provides a powerful way to put insights like those from behavioural 
economics to use; persuasive technology is the field of research that explores how 
products, services or environments can consciously attempt to influence people’s 
behaviour.


