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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
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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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16.
17.

13.
19.

Eﬁw{/ ﬁé Confirmation bias
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i 7'jé: Congruence bias

V\T/[ﬁ Conjunction fallacy
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i 7_% Regressive bias
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21. X]L Hﬁ )& F Contrast effect
IRFIRZE Curse of knowledge
% 3 : I)}, ~F 5& )\_TA Decoy effect
24, E%ﬁ ’;ﬁ@ Denomination effect
5. TP AL BN pisposiion effec
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26. H 1B WZE Distinction bias
27, X7 -5 B M.

Dunning-Kruger effect
28. IR /KVEFE M Duration neglect
29. [FITEZEFE Empathy gap
30. Wi HE2  Endowment effect
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3 1 . ZIKIDTi E)Z Essentialism

32 %ﬁi{d%tjt Exaggerated Expectation
33 igﬁ%‘{/ﬁ% Experimenter's bias
34 %%ﬁ%%“ﬁﬁ Focusing effect

3 5 . ]?’ﬁ § &&}\__\Z Forer effect




30. @’H:’;QF‘A Framing effect
7. b@ﬁfjﬂ ElJL, Frequency illusion

33. }Eﬁ 1= EI /"\J_Ef,' Functional fixedness
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Framing effect
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. Drawing different co

| T/[ﬁ o Framing effect

nclusions from the same

information, depending on how that information

IS presented.




BBEMBE Framing effect
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o ”m T o Frame means that if a famous painting iIs placed
In a beautiful and expensive frame, the value of the painting
will be increased; If the painting Is placed in an ugly and plain
frame, the value of the painting will be reduced. The essence
of painting Is the same, but its value Is affected by packaging.
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decide on options based on If the options are presented
with positive or negative semantics; e.g. as a loss or as
a gain.This effect occurs when people see cost as a

combination of gains and losses.




@%fﬁﬁ Framing effect
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Consumers are more likely to enjoy meat
labeled 75% lean meat as opposed to 25% fat.




@%fﬁﬁ Frammg effect
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—\;j\lzﬁj‘m Jfo Take as example, a hotel

room advertised at $300, with a $25 discount for early
booking and compare it with the same room at $250,
with a 10% single person surcharge.
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tend to choose the

arrangement even though the cost of $275 is the same.
Customers tend to choose gains over losses. An early booking
discount Is seen a gain whereas a surcharge Is seen as a loss.
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g ) o 93% of PhD students

registered early when a penalty fee for late registration
was emphasized, with only 67% doing so when this
was presented as a discount for earlier registration.
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n economic policy If the employment rate Is
mphasised than when the associated

nemployment rates is highlighted.




FRAMING
EFFECT

Drawing different
conclusions from the same
information, depending on
how that information is
presented.

TRl vs T
g =l |

Framing Effe_c_t_

Glass is half-full. | Glass is half-empty.

Our choices are influenced
by the ‘Frames’.
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%mﬁkﬁﬁ Freguency Iillusion
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° lﬁ A witfﬂ%o Frequency illusion: The illusion in

which a word, a name, or other thing that has recently come to
one's attention suddenly seems to appear with improbable
frequency shortly afterwards (not to be confused with the recency
Illusion or selection bias).Colloquially, this illusion is known as the
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Frequency illusion describes the syndrome in

which a concept or thing you just learned
,noticed or found out about suddenly seems to

crop up everywhere.




P T Frequency illusion
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TCHIVRZE . The frequency illusion

occurs when you buy a new car, and suddenly
you see the same car everywhere.




%Jﬁ?’zm Frequency illusion
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ﬁi‘j]ﬂ o When a man's wife became pregnant, he noticed
that there were suddenly many pregnant women In the street
outside. It’s a passive experience, where our brains seek out
information that’s related to us, but we believe there’s been an
actual increase In the frequency of those occurrences.
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%Jﬁ?’zm Frequency illusion
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ZIU ﬁbgﬁﬁ’ﬁﬁ’ﬂjﬁﬁlar HH o Aperson who just saw a

movie about sharks might start seeing the word "shark" everywhere. This
IS not necessarily because the person really has come across more
Instances of the word "shark"; rather, before seeing the movie, they
usually simply passed the Word over and quickly forgot it, while Iater
after having seen the movie. the word started sticking in their memory.




%Jﬁ?’zm Frequency illusion
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daughter to enjoy a wonderful piano performance. The next
day In the street and in the shopping mall, she noticed several
piano companies and many advertisements for Piano classes.
She wanted to help her daughter sign up for Piano Iessons.26
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}EH j‘% IEI % Functional fixedness
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;Jj\ ﬁ ) Functional fixedness:

Limits a person to using an object only In
the way It Is traditionally used.
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People usually assign a certain function to an
object, and then they assume that the o
only this function, instead of consideri
uses of the object. The more familiar a

bject has
ng other
N object IS

with 1ts common uses, the more difficL

It 1t IS to

discover I1ts new functions in other areas. The
causes of Functional fixedness includes
psychological factors and behavioral habits.

Functional fixedness has a negative Im
our creative problem solving.

pact on
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}EH jﬁ IEI % Functional fixedness
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saw that the walnuts on the table wanted to eat, but he
couldn't find a hammer to break them open. His sister
reminded him that walnuts could be opened by the
door.




}EH j‘% IEI % Functional fixedness

2. [T R — BRSO SK
T4tk . B HAR ) H

Ji‘, [Lj " Paper clips are usually used as
stationery to hold paper Does It have other
uses?
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can be made with paper clips. Using a paper clip
to pick open a lock.

Ev }2%1‘ EI’(J 100$ ’ }Eﬁjé 100 Uses of

Paper Cllp . https://wenku.baidu.com/view/6753cd9f195f312b3169a59d.htm|
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}EH jﬁ IEI % Functional fixedness
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man Is thirsty for tea, but he can't find a cup.
There 1s only a beautiful tall red wine cup beside

him. He said, "l don't drink tea. "
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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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Eﬁw{/ ﬁé Confirmation bias
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i 7_% Regressive bias
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21. X]L Hﬁ )& F Contrast effect
IRFERZE  Curse of knowledge
% 3 : I)}, ~F 5& )\_TA Decoy effect
24, E%ﬁ ’;ﬁ@ Denomination effect
5. TP AL B RN pisposition effect
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26. H 1B WZE Distinction bias
27, X7 -5 B M.

Dunning-Kruger effect
28. IR /KVEFE M Duration neglect
29. [FITEZEFE Empathy gap
30. Wi HE2  Endowment effect
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3 1 . ZIKIDTi E)Z Essentialism

32 %ﬁi{d%tjt Exaggerated Expectation
33 igﬁ%‘{/ﬁ% Experimenter's bias
34 %%ﬁ%%“ﬁﬁ Focusing effect

3 5 . ]?’ﬁ § &&}\__\Z Forer effect




30. @%&ﬁ@ﬁaming effect
7. b@ﬁfjﬂ ElJL, Frequency illusion

33. }Eﬁ 1= EI /"\J_Ef,' Functional fixedness
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