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135 FHAHIRE 135 Cognitive biases

1. 7[‘}';*@3’;&52 Ambiqguity effect
2. %%ﬁ&ﬁ@ Anchoring or focalism

3. :J:ij\/pﬁ Anthropomorphism
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4. VF = JIWZE  Attentional bias
0. gij] 'ri{/ﬁli% Automation bias




135 PN EIMWZE 135 Cognitive biases

0. —IT\ ‘fé:fbﬂu‘]i Avallability heuristic
7. Bl 3R =% Availability cascade

8. Wik RN Backfire effect

9. MAXZE)N. Bandwagon effect
10. ZEA L 2B 10 B A LE R 240

Base rate fallacy or Base rate neglect
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11. B2 1MZE Belief bias
12. lRZEH K Bias blind spot

13 Hﬁ“ﬁM;&E‘Z Cheerleader effect
14, SCFFIZE PR 22

Choice-supportive bias

%7757[; ﬁ{/_ﬁ 7"_2—% Clustering illusion
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10. Eﬁw{/ 375 Confirmation bias
17. T& rﬁﬁ{/ﬁi 7'jé: Congruence bias

183. Qj%{:ﬁaaug Conjunction fallacy

19. IEI )EI riﬁ%i—én Regressive bias
20 'f%ﬁ"ﬂjj rl?',l Conservatism/Bayesian
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21. XUL Hﬁ ’%[ )\_TA Contrast effect

22. TIREMRMZE  curse of knowledge
23. T‘/)%}TJE“&&)\__\Z Decoy effect

24, E%ﬁ’;ﬁ@ Denomination effect
25, B2 B N Disposition effect
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S EERERE contrast effect

21. X RN, « 5 el
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i é'ﬁjz{)jzé'ﬂo Contrast effect : The

enhancement or reduction of a certain
perception's stimuli when compared with a
recently observed, contrasting object.




SFEERRE contrast effect
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, ZHIBAEE K2 B B34, 1
T AE R IK )2 8 B ¥ . Put one

hand in cold water and other in warm water. Then put
both in lukewarm water. The cold hand will feel the
temperature to be warmer while the warm hand will

feel colder.
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This 1s what we call perceptual illusion. :
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ﬁ‘ ﬁ o The worst house In an affluent
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eighbourhood will have a higher resale value
nat the best house In a poorer

I

eighbourhood.




SFEERRE contrast effect
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went to a famous restaurant in the morning and ate a
bowl of noodles for 30 yuan. Then | went to a nearby
restaurant at noon to eat a bowl of noodles for 15

yuan. | thought it was a better price, bowl of noodles
for 15 yuan.
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went to an ordinary noodle s
bowl of noodles for 10 yuan.

nop at noon and ate a
Later, | went to a

restaurant nearby at night and ate a bowl of noodles

for 15 yuan. | thought it was
eat noodles for 15 yuan.

a bit more expensive to
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ﬁﬁﬁﬁiﬁﬁﬁﬁ_—%o Curse of

knowledge: When better-informed people find
It extremely difficult to think about problems
from the perspective of lesser-informed people.

.y




A IR 1)?5 Curse of knowledge

‘é'l*/\k 5 HAm ANAS I HT t
NEHE BITE O MMEcE X T H A&
PR E A/ 5 B AH 99 B 1T 5 R0
i//\’ E{jﬁ’/f\@}_&ﬁzﬁﬁ/{ﬁi—é‘no

The curse of knowledge Is a cognitive bias that
occurs when an individual, communicating with
other individuals, unknowingly assumes that the
others have the background to understand.




i) N %A {E‘H Curse of knowledge
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Teachers have difficulty teaching novices
because they cannot put themselves in the
position of the student. A brilliant professor
might no longer remember the difficulties that a

young student encounters when learning a new
subject. This curse of knowledge also explains
the danger behind thinking about student
learning based on what appears best to faculty
members, as opposed to what has been verified
with students.
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2—% Curse of knowledge

SOMEONE TOLD ME
YOUR PRESENTATION
WAS CONFUSING AND

UNPERSUASIVE.
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SOMETIMES ONE
PERSON'S INABILITY
TO UNDERSTAND
LOOKS LIKE ANOTHER
PERSON’S INABILITY
TO EXPLAIN.

.
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I DONT
UNDERSTAND
WHAT YOU
JUST SAID.
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BIRHEME Curse of knowledge
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%%5‘5)’( & Decoy effect

23. iE SN . 4 HECIk T
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T Jj_:B o Decoy effect: Preferences for either
option A or B changes in favor of option B when
option C Is presented, which Is similar to optlon B
but In no way better.




%@ 7‘3,( F{_‘ N, Decoy effect

(BT ) REVT R, &R
f/;‘?#ﬂjf [F] T %) 7 3o One of the best-

known examples of the decoy effect Is an old
subscription page of The Economist. They offered 3
different types of subscription:

A: P2 TT %] 5932 4 Web Subscription — $59
B: 48517 [ 12534 Print Subscription — $125

C: 4051 5 M2 [R] I 1T 1] 12538 4 Web and
Print Subscription — $125
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4& QEE)’ FEI EI/J ’ffl\*% o The first offer of $59

seemed reasonable. The second option (only print)
seemed a bit expensive, but still ok. But what about
the third option? Both Web and Print for the same
price as the print-only subscription?
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[zl %f'ﬁ H. ém ztﬁ[ﬂ: Dan Ariely, an
Israeli American professor of psychology and behavioral
economics and author of “Predictably Irrational”, tested
this phenomenon with his MIT students where he asked
them to choose a subscription. The results were: X
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E‘%@ 7‘3,( )_h W Decoy effect

e FEM 48 1] 5] 1644 245

Web Subscription — $59 (16 students)

T NI FEA 1T 7]

Print Subscription — $125 (0 students)
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Web and Print Su
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Total reventje: $11 444

oscription — $125 (84 students)
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Iﬁ@ ¥ =9 é:ﬁ mﬁﬂ?: The majority of
students selected the third option (dominating) and
none of them selected the second option (the decoy).
Knowing this, Ariely performed a second test and
removed the decoy product. The results were: y




P FHRL Decoy effect
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X 28517 %] 68 N\ Web Subscription — $59 (68

students)

LRI 24 5485 1T 7] 32 . Web and Print
Subscription — $125 (32 students)

SN 80123E 4 Total revenue: $8,012
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N0 7 30%0 This time, most of the students preferred
the first subscription. By adding a decoy product, The

Economist improved sales with 30%.

27




25 T8 FFATZE XA R R




@%ﬁ ?&ﬂ Denomination effect

24. TR, . LA/ (
QAR ) AN K I%)F' 4
PRI I/ A B, e
3%:%?%2 B/J {tﬁ m o Denomination

effect : The tendency to spend more money
when it Is denominated in small amounts

(e.q., coins) rather than large amounts (e. g
bills).




ﬁ%ﬁ &3’(& Denomination effect
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experiment conducted by Raghubir and Srivastava, university
students were given a dollar, either in quarters or as a single
dollar bill. The students were then given the option to either
save the money they had been given or to spend it on candy.
Consistent with the theory, the students given the quarters
were more likely to spend the money they were given. 30
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)nZ’f T _/J o Disposition
effect: The tendency to sell an asset that has

accumulated 1n value and resist selling an
asset that has declined 1n value.




AL BMNL Disposition effect
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%J%\TX‘J‘ Ll __jj@ =1 EI/(J —?EI:/E' o The disposition

effect 1s the tendency that investors have to hold on to losing
stocks for too long and to sell winning stocks too soon. ...
Investors tend to be willing to assume a higher level of risk on
the chance that they could avoid the negative utility of a
potential loss (just like the participants in the study). .




BEREREBRRE Disposition effect
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o Consider an investor who
the other i1s down. If the investor Is faced with a liquidity
demand, and has no new information about either stock,
he/she I1s more likely to sell the stock that Is up.
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25 T8 FFATZE XA R R




135 FHAHIRE 135 Cognitive biases

1. BN, Ambiguity effect
2. FH B RN, Anchoring or focalism

3. L AAL. Anthropomorphism
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4. VFEE JIWZ  Attentional bias

0. Qﬁ]‘@ﬁ'ﬁ_—% Automation bias%
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0. Tﬁ 'ré:fb—;u‘/x Avallability heuristic
7. Bl 3R =% Availability cascade

8. Wik RN Backfire effect

9. MAXZE)N. Bandwagon effect
10. ZEA L 2B 10 B A LE R 240

Base rate fallacy or Base rate neglect
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11. B2 1MZE Belief bias
12. lRZEH K Bias blind spot

13 Hﬁ“ﬁM;&E‘Z Cheerleader effect
14, SCFFIZE PR 22

Choice-supportive bias

%7757[; ﬁ{/_ﬁ 7"_2—% Clustering illusren
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10. Eﬁw{/ 375 Confirmation bias
17. T& rﬁﬁ{/ﬁi 7'jé: Congruence bias

183. Qj%{:ﬁaaug Conjunction fallacy

19. IEI )EI riﬁ%i—én Regressive bias
20 'f%ﬁ"ﬂjj rl?',l Conservatism/Bayesian
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21. XUL Hﬁ ’%[ )\_TA Contrast effect

22. TIREMRMZE  curse of knowledge
23. T‘/)%}TJE“&&)\__\Z Decoy effect

24, E%ﬁ’;ﬁ@ Denomination effect
25, B2 B N Disposition effect
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%‘%&7)\& m Decoy effect

In marketing, the decoy effect (or attraction

effect or asymmetric dominance effect) is the
phenomenon whereby consumers will tend to have a
specific change in preference between two options
when also presented with a third option that

is asymmetrically dominated. An option is
asymmetrically dominated when it is inferior in all
respects to one option; but, in comparison to the
other option, it is inferior in some respects and
superior in others. In other words, in terms of specific
attributes determining preferences, it is completely




o X %A 1)?5 Curse of knowledge
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Teachers have difficulty teaching novices because they cannot put
themselves In the position of the student. A brilliant professor might no
longer remember the difficulties that a young student encounters when
learning a new subject. This curse of knowledge also explains the danger
behind thinking about student learning based on what appears best to
faculty members, as opposed to what has been verified with students,,




