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Curse of 
Knowledge 

2 Reprinted with permission 



How Do 
People Read 

We skim 

We relate it to 
ourselves 

We ask questions 

We look for the 
“story” – what we 
do; what you do 



Principle 1: 
Be Plain but 
Meaningful 

Words Sentences Context Meaning Outcomes 

4 



Before 
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Right of Access. Certain health information may be inspected and 
reviewed by the patient. These requests must be made in writing 
and must be directed to the contact officer listed on the first page of 
this notice. A copy of your health information will be provided in the 
format requested if it is readily producible. If not readily producible, 
it will be provided in a hard copy format or other format that is 
mutually agreeable. If information is provided electronically then a 
paper copy may be provided upon request. 
  
A reasonable, cost-based fee will be charged when providing 
provide copies of your health information. If a summary of  health 
information is provided, a reasonable, cost-based fee will be 
charged. Questions about fees may be forwarded to the entity using 
the contact information listed on the first page of this notice. 



After 

6 
Specific 

 
Uses words to 
explain what 

“access” really 
means 

Action oriented 
 

What YOU can do 
What WE will do 

Straightforward 
 

Tone is consumer-oriented 
and friendly 

Skimmable 
 

Uses headings to 
answer reader 

questions 



Principle 2: 
Context is King 
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What’s the most 
important piece of 

information? 

What about future 
implications? 

Should I focus on what I 
pay now or later? 



Principle 3: 
Design 
Matters 

 Answer questions a user would have (5Ws + 
H) 

 Identify the tasks to take or decisions to 
make 

 Put core tasks/decisions upfront 

 Use headings to make the structure clear 

 Use a strong design grid to organize 
elements 

 Make line length readable 

 Use common words and sentence 
constructions 

 

Find 

Understand  

Use 





Orients to 
user 

questions 

Structured 
to help find 
what they 

need  Reframes 
complex 

conditionals 
as yes/no 

Uses simpler 
words and 

constructions 

Eliminates 
most 

complex 
calculations 



Principle 4: 
Test with 
Consumers 

 Test for Performance, not Preference—can 
they  do, not merely like? 

 Cognitive usability testing over focus 
groups 

 Can they answer basic questions correctly, 
not merely give rote answers? 

 Can they apply the information to their 
own circumstances? 

 Can they synthesize the information to see 
implications? 

 Can they articulate rational reasons for 
choices/decisions? 

 

 

Find 

Understand  

Use 



Principle 4: 
Test with 
Consumers 
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“This interest rate is 
low and a great fixed 

rate.” 

“After 7 years by loan 
payment goes down 
because I no longer 

have to pay mortgage 
insurance. I should ask 

why not.” 

“Whoa! I don’t  have  
over $16K Cash to 

Close. I need to ask 
how to lower that 

amount and I bet the 
other terms change.” 
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