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Information processing
shortcuts

Cognitive
Blases

Pervasive — we all have them

Influence our thoughts,

decision-making, and behavior
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Why Diversity and Inclusion Matter

Martic, K (2018). Top 10 Benefits of Diversity in the Workplace. TalentLyft.

https://www.talentlyft.com/en/blog/article/244/top-10-benefits-of-diversity-in-the-workplace-
infographic-included






COGNITIVE BIAS CODEX

What Should We
Remember?
We discard specifics

to form generalities @

We edit and reinforce
some memories after the fact ®
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We favor simple-looking options s,

and complete information over
complex, ambiguous options
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To avoid mistakes,

we aim to preserve autonomy

@ & 50N biag o
and group status, and avoid C:ay::m 3
3 z e nce o
irreversible decisions Reverse psychology o

System justification ®

Backfire effect ®
Endowment effect &
Processing dif ':fz .
‘peeudocertainty effe
tio

s

Unit bids

To get things done, we tend to WEA
complete things we've invested @

time & energy in
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To stay focused, we favor the
immediate, relatable thing
in front of us

We Need
To Act Fast

To act, we must be confident
we can make an impact and
feel what we do is important

Visual & Algorithmic Design:  John Manoogian Il

Concept & Categorization:  Buster Benson

List of 188 Cogpnitive Biases: ~ Wikipedia

We store memories differently based
on how they were experienced

We reduce events and lists
to their key elements @
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®
We project our current mindset and
assumptions onto the past and future

We notice things already primed in
memory or repeated often
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Y Bizarre, funny, visually-striking, or Too Much
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We are drawn to details that
@ confirm our own existing beliefs

We notice flaws in others
P @ more easily than we

e B\asg“:;:::sm notice flaws in ourselves
* Naive reais™

+ Neglect of probability
o Anecdotal fallacy

o llusion of validity

® Masked man fallacy

We tend to find stories and
: Recency illusion

patterns even when looking
at sparse data

We fill in characteristics from
stereotypes, generalities,
and prior histories
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Meaning

We think we know what
other people are thinking
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Implicit bias

Framing effect
Biases Confirmation bias

Clustering bias

lllusion of transparency



* Implicit bias
* Based on group-based stereotypes
* Formed from direct and indirect experience

Blases

 UX Example

e Our implicit bias about a person may influence
how we interact with them



Blases

* Framing Effect Fe AMT VG
e How are you presenting information? ErFeCT
* Are you leading participants to give you a particular

response?
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e UX Example — —
P 207, Fat 307 Fr-free

* “What did you like about this product?” vs. “What
do you think about this product?”

© thedecisionlab.com



 Confirmation bias

* Giving more weight to evidence that supports
our assumptions and discounting information

that doesn’t support those assumptions

* We notice, focus on, and give greater credence
to evidence that fits our existing beliefs

Blases

 UX Example

e UX practitioner might hear users complain
about a poorly designed navigation system in a
product and discounts such feedback because
the design looks logical to them



* Clustering bias

e Seeing patterns where there aren’t any,
leading to an incorrect assumption

* Usually occurs when the sample size is too

Biases smal

 UX Example

e Drawing a conclusion based on a small number
of participants who expressed the same thing



Blases

* |llusion of transparency

e Overestimating the extent to
which others know what we are
thinking or trying to convey

 UX Example

* |[n interviews, participants may
convey their emotions, but it is
hard to know if the message is
being conveyed correctly
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