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Senior User Experience (UX) designer Jon Yablonski compiled a list of laws built 
on the basis of psychology and the trends seen in how humans perceive various 
aspects of design. In this guide, we’ll define and discuss the same laws through the 
lens of digital storytelling. 

By putting the UX laws into practice in your pharma marketing endeavors, you’ll 
have more control over the ways in which HCPs and patients interact with your 
content, absorb your messages, and feel about the experience afterward. 

Think of the UX laws as sanding tools, helping you create the smoothest user 
experience possible!

Introduction

https://lawsofux.com/
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Timing and Simplicity

Doherty Threshold

The gist: To hold your audience’s attention, responses should be provided 
within 400 milliseconds. Don’t leave HCPs and patients waiting.

Application: Aside from quickly providing system feedback, you should 
include progress bars or engaging animations in your digital stories to make 
wait times more tolerable.

Take HCPs’ busy schedules into account and show you respect their 
time. The average doctor already spends 8.7 hours on administrative 
tasks per week (16.6% of working hours), so don’t bog them down with 
slow-moving, lengthy promotional content.

Hick’s Law

The gist: The more options with which you present a user, the more time it 
will take them to make a decision.

Application: When creating your digital stories, reduce the number of choices 
available and break up complex tasks to make it easier for HCPs and patients 
to come to a decision. You’ll be pleasantly surprised to see the positive impact 
this will have on campaign engagement levels.

HCPs and patients have to regularly exercise their decision-making 
muscles when it comes to choosing treatments and planning next steps. 
In one study, 10 physicians contributed a total of 1188 decisions over 7.5 
days. Give them a break.

Tesler’s Law

The gist: There will always be some aspects of complexity that cannot be 
reduced completely in your designs.

Application: You may not be able to eliminate complexity entirely, but you 
can make a user’s experience less complicated by putting extra work in 
behind the scenes during development.

Patients are already burdened with the complexities of their treatments 
and ailments. Keep your digital stories simple and straightforward.

https://pubmed.ncbi.nlm.nih.gov/25626223/
https://pubmed.ncbi.nlm.nih.gov/25626223/
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4283550/
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4283550/
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Law of Prägnanz

The gist: Users will perceive complex images in their simplest form, that 
being what requires the least amount of effort.

Application: The simpler you keep the designs and figures within your digital 
stories, the more likely it is that HCPs and patients will fully process any given 
information, correctly extracting its meaning. 

A 2017 study showed that about 44% of physicians in the US reported 
experiencing at least one symptom of burnout. Don’t make them 
expend any more energy than necessary.

Goal-Gradient Effect

The gist: Users work more quickly to reach their goal or finish a task the closer 
they get to completion or reward.

Application: Ensure HCPs and patients know how close they are to the end of 
your digital stories. You could do this by adding a progress bar, as suggested 
above, or by adding page numbers throughout.

According to the American Association for Physician Leadership, HCPs, 
like primary care physicians, see an average of 20 patients a day, so if 
they don’t see an end to your digital story, they may close out early.

Goal-Gradient Effect

https://www.frontiersin.org/articles/10.3389/fpubh.2021.679397/full
https://www.physicianleaders.org/articles/how-many-patients-can-primary-care-physician-treat
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Memory

Serial Position Effect

The gist: Users tend to best remember the first and last pieces of information 
in a series.

Application: Set up the problem on page one of the digital story and present 
the solution and call-to-action on the last page. 

Set up the negative impact the disease has on patient’s lives, then 
introduce your brand as the hero.

Miller’s Law 

The gist: The average person can only hold about seven items in their 
working memory. 

Application: HCPs and patients have what STORYSOFT calls a Retention 
Meter™. It fills up quick. Keep your digital stories snackable. Less is more.

With the substantial decline in attention span over the past 15 years, 
avoid inundating HCPs and patients with facts and stats off the bat. 
Less important messages can always be delivered in a second digital 
story.

Von Restorff Effect

The gist: When a group of similar items is presented to a user, the one that is 
least similar is better remembered. 

Application: Keep the most important information visually unique.

Brand logos should be distinct so that HCPs and patients remember it 
long after they finish moving through your story. 

https://www.wyzowl.com/human-attention-span/#:~:text=According%20to%20research%2C%20our%20attention,or%20object%20for%209%20seconds
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Spatial Awareness

Law of Similarity 

The gist: Users tend to perceive similar elements in a design as a group.

Application: If you want important links or buttons in your story to stand out 
on their own, keep them visually dissimilar from surrounding content.

If you want patients to sign-up to recieve a copay card, you want that 
call-to-action to be easily spotted.

Fitts’s Law

The gist: Users will take more time to reach a “target” with a pointer the 
smaller the target is and the longer the distance to it.

Application: To increase digital story engagement from HCPs and patients, 
“touch targets” should be large enough for simple mobile use, spaced out, 
and easily accessible.

For example, if you have a play button for an HCP or patient testimonial, 
you should make it large and obvious. 

Law of Uniform Connectedness

The gist: Users will relate elements that are visually connected more than 
those that are visually disconnected.

Application: If you want to emphasize a connection between elements, unite 
them using colors, shapes, lines, arrows, frames, and so on.

Focus on one key message per page of your digital story, such as safety 
data, and then use colors, frames, etc. to visually connect each element 
of the page.
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Law of Common Region

Law of Common Region

The gist: Users tend to group together visual elements sharing a space 
without clear boundaries.

Application: To combat this unwanted grouping, add borders or backgrounds 
to your digital stories to keep regions defined.

Use your brand colors in the backgrounds or borders to keep it unified 
but distinct.
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Meeting Expectations 

Aesthetic-Usability Effect

The gist:  Users tend to perceive aesthetically pleasing designs as more 
usable. Better visuals can mask usability problems.

Application: If HCPs and patients value beauty, make your digital stories 
visually appealing. Choosing the right colors for your designs is critical. 
See our color guide.

Companies like Pfizer, Novartis, and AbbVie use the color blue in their 
branding, which is thought to convey a sense of stability and trust. 

Jakob’s Law

The gist:  Users prefer your site to work in the same way as the other sites they 
use.

Application: Use existing sites/features as models to keep the user experience 
seamless. Our STORYSOFT Stories resemble Instagram Stories, to give users a 
taste of familiarity.

In a series of life science stories, keep important functional elements 
similar to support the seamless user experience. 

Peak-End Rule

The gist:  Users will judge an experience by its peak and end, rather than as a 
whole.

Application: Ensure HCPs and patients have a positive experience by focusing 
on moments of impact in your digital stories.

The peak of your story should include evidence of your brand’s viability, 
such as data from studies so that HCPs and patients decide to continue 
on to reach the end, at which point you can plant your CTA to drive the 
next action, like connecting with a sales rep or downloading a copay 
card.

https://storysoft.io/color-psychology/
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Digital stories should captivate HCPs and patients like a great book, while also 
providing them with key bites of information about your brand, product, or service.

These UX laws will help you reach that peak level of engagement by ensuring 
maximum efficiency and visual appeal from beginning to end.

Contact STORYSOFT to create pharma-compliant digital stories that break through 
to busy HCPs and patients.

In Conclusion

https://storysoft.io/life-science-brands/#bottom-form

