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Consumers aren’t rational

Subconscious 
11 million

Conscious 
40



Hundreds of shortcuts shape us

Actor-observer bias

Ambiguity effect

Anchoring bias

Anecdotal fallacy

Anthropocentric thinking

Anthropomorphism

Apophenia

Argument from ignorance

Attentional bias

Automation bias

Availability cascade

Availability heuristic

Backfire effect

Bandwagon effect

Base rate fallacy

Belief bias

Belief perseverance

Ben Franklin effect

Berkson’s paradox

Bias blind spot

Big lie technique

Bizarreness effect

Blind spot bias

Boundary extension

Bystander effect

Capability bias

Catastrophizing

Cheerleader effect

Choice-supportive bias

Clustering illusion

Cognitive dissonance

Commitment bias

Confirmation bias

Congruence bias

Conjunction fallacy

Conservatism bias

Continued influence effect

Contrast effect

Courtesy bias

Cross-race effect

Curse of knowledge

Declinism

Decoy effect

Defensive attribution

Denomination effect

Distinction bias

Dunning-Kruger effect

Duration neglect

Egocentric bias

Elaboration likelihood bias

Empathy gap

End-of-history illusion

Endowment effect

Escalation of commitment

Exaggerated expectation

Experimenter’s bias

Fading affect bias

False consensus effect

False memory

False uniqueness bias

Focusing effect

Forer effect

Framing effect

Frequency illusion

Fundamental attribution error

Gambler’s fallacy

Generation effect

Goal gradient effect

Google effect (digital amnesia)

Group attribution error

Groupthink

Halo effect

Hard-easy effect

Hawthorne effect

Hindsight bias

Hostile attribution bias

Hot-hand fallacy

Hyperbolic discounting

Identifiable victim effect

Illusion of control

Illusion of explanatory depth

Illusion of transparency

Illusory correlation

Illusory superiority

Illusory truth effect

Impact bias

Inattentional blindness

In-group bias

Information bias

Insensitivity to sample size

Intergroup bias

Irrational escalation

Just-world hypothesis

Lag effect

Lake Wobegon effect

Law of the instrument

Less-is-better effect

Levelling and sharpening

Licensing effect

Logical fallacy bias

Loss aversion

Mere exposure effect

Misinformation effect

Moral credential effect

Moral luck

Motivated reasoning

Naïve cynicism

Naïve realism

Negativity bias

Neglect of probability

Normalcy bias

Not invented here bias

Observer-expectancy effect

Omission bias

Optimism bias

Ostrich effect

Outcome bias

Out-group homogeneity bias

Overconfidence effect

Overjustification effect

Pessimism bias

Picture superiority effect

Planning fallacy

Post-purchase rationalization

Prejudice

Present bias

Primacy effect

Processing difficulty effect

Projection bias

Pro-innovation bias

Pseudo certainty effect

Reactance

Recency effect

Reciprocity bias

Red herring fallacy

Regression to the mean

Restraint bias

Rhyme-as-reason effect

Rosy retrospection

Salience bias

Scarcity effect

Selective perception

Self-enhancement bias

Self-serving bias

Semmelweis reflex

Shared information bias

Similarity bias

Single-action bias

Social comparison bias

Social desirability bias

Social loafing

Spacing effect

Spotlight effect

Status quo bias

Stereotyping

Sunk cost fallacy

Survivorship bias

System justification

Telescoping effect

Testimonial injustice

Third-person effect

Time-saving bias

Trait ascription bias

Transparency illusion

Truth bias

Unit bias

Von Restorff effect

Well-travelled road effect

Worse-than-average effect

Zero-risk bias

Mental shortcuts 
for thinking 

problems through  

Heuristics

Biases
Systematic 
errors in the 
way we think



The I don’t fall into thinking traps bias

-19% -19% -17%

38% 41% 49%

-22% -22% -20%

22% 26% 35%

Provide
trustworthy
information

Care
about their
followers

Genuine in
endorsement

Spread
misinfor-
mation

Set
unrealistic
standards

Promote for
monetary

gain

Influencers in general Influencers I follow

•Net thoughts on influencers

It’s a nightmare… 

…but less problematic for me



But what about us?



Biases: both friend and foe

Remove 
objectivity

Unlock 
persuasion

Challenge 
narratives

Expose 
disconnects

LeverageSpot Combat



Recognise them

Remove 
objectivity

Unlock 
persuasion

Challenge 
narratives

Expose 
disconnects

Spot LeverageCombat



Top 10: opportunity and threat 

Contrast  
bias
Trajectory matters 
more than size

Peak-end 
rule
High and end 
outweigh the rest

Confirmation 
bias
Beliefs shape sight, 
we post-rationalise

Ikea       
effect
We overvalue 
what we create

Anchoring 
bias
First piece of 
information counts

Hyperbolic 
discounting
Good now beats 
more/better later

Loss 
aversion
Losses loom larger 
than gains

Scarcity   
bias
Rarity 
inflates value

Status quo 
bias
Familiar appeals 
over the uncertain

Social 
desirability
Act to 
impress

Losses Gains



Protect yourself from briefing to analysis 

Remove 
objectivity

Unlock 
persuasion

Challenge 
narratives

Leverage
Expose 

disconnects

Spot Combat



Confirmation bias

All evidence Our beliefs

What we see!



Overgeneralisation

We draw the 
general from 
the specific 

Dangerous 
sample size 
of one

I was in 
store on 
Friday…

My 
teenage 

son…

My 
mum…

Ughhh...



Context insensitivity 

Context neglect

Local focus bias

Narrow framing

Don’t shrink 
your view  so 
much 
everything 
becomes 
important/big

Your 
customer’s 

world

Your bit



Dunning-Kruger effect

Level of knowledge

C
o

n
fi

d
en

ce

Realisation
Vulnerability
Failure

Enlightenment

Misplaced 
confidence

Weakness 
isn't always 
opportunity

Double 
down on 
strengths, 
not gaps



Head off blockers

Remove 
objectivity

Unlock 
persuasion

Challenge 
narratives

Leverage
Expose 

disconnects

Spot Combat



Hindsight bias

Once revealed, trends feel 
inevitable and easy to predict

New findings dismissed as 
things we “already knew”

Uncertainty that existed 
before launch is downplayed

It’s affirmed 
some things 
we knew…

Are. You. 
Joking.

?!?



Anchor (& pander) bias

Anchored to first 
hypothesis or 
expectations

Then want to 
prove it, to please 
somebody

85%

75%

Target Results

65%

75%

Target Results



Information bias

Tendency to 
seek more 
information, 
even when it 
won’t impact 
action

Let’s cut the 
data by those 

who have 
been struck 
by lightning



Secret ways to cue ‘listen up’

Remove 
objectivity

Unlock 
persuasion

Challenge 
narratives

Expose 
disconnects

Spot Combat Leverage



Storytelling 

Less is more

Images improve recall

Stories strike a chord

Pyramid writing primes

Emotional highs matter



Ikea effect 

Involve early on

Share snippets

Co-create narratives

Echo their language

Workshop implications

It’s great 
to be 

involved!

This is 
brilliant 
insight



Authority bias

Expert, credible sources 

earn more trust

Case studies

Senior sponsors

Robust samples

Thought leadership



Social proof and bandwagon

Early 
majority

Early 
adopters

We adopt behaviours 

when others do it first

Success stories

Engagement champions

Risk of NOT acting



Biases: both our friend and foe!

Remove 
objectivity

Unlock 
persuasion

Challenge 
narratives

Expose 
disconnects

LeverageSpot Combat

Know them

Plan for them

Play to your 
advantage

Seek to disprove

Review peers

Consider the big 
picture

Check yourself

Prime thinking

Face into the 
bias

Collaborate

Prove credibility

Create shared 
stories




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25

