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Understanding cognitive biases isn’t just an exercise in psychology—it’s essential to the

integrity of insight generation. Every analysis, model, or dashboard is filtered through

human judgment: what data we choose to collect, which patterns we prioritize, and

how we interpret results. When biases go unrecognized, they quietly distort this process,

turning what appears to be evidence-based reasoning into an echo of our preconceptions.

Decision Sciences exists to close that gap—to make the process of moving from data-
informed to decision-driven more objective, transparent, and reliable.

>> Read the full Blog Post

Below is an extended table of top cognitive biases, including a business scenario specific

to Marketing organizations and a recommendation on how to mitigate each bias. This

structured approach ensures that we can systematically identify, understand, and

address biases in decision-making processes.

Cognitive Bias

Anchoring Bias

Availability
Heuristic

Confirmation
Bias

Definition

Relying too heavily on
the first piece of
information
encountered when
making decisions.

Overestimating the
importance of
information that is
readily available.

Seeking out and
interpreting
information in a way
that confirms existing
beliefs.

Business Scenario
(Marketing Organization)

A marketing team sets their
budget allocation based on
last year’s spend without
considering changes in
market dynamics.

A CMO focuses on a recent
failed campaign instead of
considering long-term
success metrics.

A marketing lead disregards
data that suggests their
favored channel (e.g., TV
ads) is underperforming.

How to Mitigate

Start budget planning with
a clean slate using a zero-
based budgeting
approach, supported by
fresh data and insights.

Use structured data
reviews and trend analysis
rather than anecdotal
evidence from recent
events.

Present findingsin a
balanced way, highlighting
both supporting and
contradicting data.
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Status Quo Bias

Framing Effect

Overconfidence
Bias

Recency Bias

Sunk Cost
Fallacy

Loss Aversion

Preferring to keep
things the same rather
than making a change.

The way information is
presented influences
decision-making.

Overestimating one’s
knowledge or
predictive ability.

Giving undue
importance to recent
events over historical
trends.

Continuing an
investment because of
previously invested
resources rather than
future benefits.

Fear of losses
outweighs potential
gains.
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A marketing team resists
adopting a new KPI, even
though the current KPI is
outdated.

A marketing team is more
likely to approve a budget
increase if it’s framed as
“increasing conversions by
20%” rather than “increasing
spend by 10%.”

A senior executive believes
they can predict campaign
success without looking at
past data or predictive
models.

The team prioritizes a new
social media trend because
of its recent viral success,
despite low long-term ROI.

A marketing team keeps
funding a failing campaign
because they’ve already
spent $500K on it.

A team refuses to reallocate
spend from traditional
channels to digital, fearing a
drop inimmediate revenue.

Encourage teams to test
alternative strategies.

Use pilot tests and
scenario modeling to show
the measurable benefits of
updating KPIs, reframing
change as progress rather
than disruption.

Present multiple
perspectives: both risks
and opportunities. Frame
data neutrally, focusing on
factual comparisons.

Compare past
assumptions to actual
outcomes to illustrate the
gap between intuition and
data-driven decisions.

Use long-term trend
analysis and rolling
averages rather than
reacting to short-term
spikes.

Use decision frameworks
that evaluate projects
based on expected future
value, not past costs.
Implement a “stop-loss”
policy.

Run pilot tests with small
controlled experiments to
demonstrate potential
upside before making full-
scale changes.
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Halo Effect

Groupthink

Survivorship Bias

Endowment
Effect

Optimism Bias

Hindsight Bias

Self-Serving Bias

Letting one positive
attribute influence
overall perception.

Teams prioritize
harmony over critical
evaluation of different
viewpoints.

Focusing only on
successful cases while
ignoring failures.

Valuing something
more just because we
own it.

Underestimating risks
while overestimating
the likelihood of
positive outcomes.

Seeing past events as
more predictable than
they actually were.

Attributing success to
internal factors but
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A brand assumes a new
product will succeed
because their last launch
was a success.

A marketing team agrees
with the CMQO’s opinion on a
campaign without
challenging it, fearing
conflict.

A marketing team models
campaigns after previous
successful launches but

ignores past failures that

had similar conditions.

The team overvalues its
custom-built reporting tool,
resisting change to a more
effective third-party
solution.

A marketing team assumes
their new campaign will
outperform all previous
ones, despite minimal data
to support this belief.

After a campaign fails, the
team says, “We knew this
wouldn’t work,” even though
they originally supported it.

If a campaign succeeds, the
team credits their strategy; if

Evaluate new products
independently using data-
driven performance
forecasting rather than
relying on brand
momentum.

Designate a “devil’s
advocate” role in meetings.
Encourage anonymous
feedback channels for
dissenting opinions.

Use a comprehensive
dataset that includes both
successful and
unsuccessful cases to
draw unbiased
conclusions.

Compare internal
solutions against market
benchmarks and external
best practices. Pilot
external tools before full
implementation.

Implement pre-mortem
analysis, asking: “What
could go wrong?” Use
historical benchmarks to
ground optimism in data.

Document decision-
making rationale before
execution to create
accountability and prevent
retrospective distortion.

Foster a culture of
objective performance
reviews with structured
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Choice-
Supportive Bias

Decoy Effect (i.e.

Contextual Bias)

IKEA Effect (i.e.
Valuation Bias)

Negativity Bias

Base Rate
Fallacy

blaming failures on
external conditions.

Justifying past choices
and ignoring their
flaws.

The presence of a third,
less attractive option
changes preferences
between two main
choices.

Overvaluing things we
help create.

Paying more attention
to negative events than
positive ones.

Ignoring general
statistical information
in favor of specific
anecdotal evidence.
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it fails, they blame external
market shifts.

A company continues
investing in an
underperforming brand
ambassador because they
initially championed the
decision.

A weaker internal proposal is

added during planning,
making one favored option
appear stronger by
comparison.

A marketing team insists on
using their internally
developed attribution
model, even though an

external model may be more

accurate.

A marketing team scraps a
high-performing campaign
because of a handful of
negative customer
comments.

Ateam rejects a new
strategy because of one
high-profile failure, ignoring

its overall high success rate.

www.decisionsciences.blog

A/B testing to isolate
actual causes of success
or failure.

Regularly review ROI
objectively and implement
a third-party audit to
challenge internal biases.

Use A/B or multivariate
testing to isolate true
incremental value, and
present options with
normalized metrics to
avoid context-driven bias.

Conduct independent
audits and encourage
external benchmarking to
compare internally built
solutions with market
alternatives.

Look at overall
performance metrics
rather than focusing on
isolated negative
feedback. Conduct
sentiment analysis at
scale.

Ensure that decision-
making frameworks
incorporate statistical
evidence and probability
models over anecdotes.
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