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²Ƙȅ ŘƻƴΩǘ ǇŜƻǇƭŜ ǊŜŀǎƻƴ ǿŜƭƭ ŦǊƻƳ 
good evidence?

üWe mistake poor evidence as good evidence.

ü²Ŝ ƛƎƴƻǊŜ ƎƻƻŘ ŜǾƛŘŜƴŎŜ όŜǾŜƴ ǿƘŜƴ ƛǘΩǎ ŀǾŀƛƭŀōƭŜύΦ

üWe fail to proportion our beliefs to the evidence.

ÅIǳƳŀƴǎ ŀǊŜ ŀ t9/¦[L!w ōǳƴŎƘΧ

ïǿŜΩǊŜ ŘƛǎǘǊŀŎǘŜŘΣ ŦƻǊƎŜǘŦǳƭΣ ŜƳƻǘƛƻƴŀƭΦ

ïwe avoid risk and loss and the unknown.

ïǿŜΩǊŜ ŎƻƳƳƛǘǘŜŘ ǘƻ ƧǳǎǘƛŎŜΣ ŦŀƛǊƴŜǎǎΣ ƳƻǊŀƭƛǘȅΦ

ÅWhile we are capable of making rational decisions, 
ǿŜ ƳŀƪŜ ǎȅǎǘŜƳŀǘƛŎ άƳƛǎǘŀƪŜǎέ ǘƘŀǘ ǳƴŘŜǊƳƛƴŜ ƻǳǊ 
decision-making and (potentially) our quality of life.

Homo 
Economicus

Perfectly rational, 
self-interested agent 
who possesses (and 
remembers!) each 
and every relevant 
consideration when 
making decisions.

Homer 
Simpson

Perfectly irrational, 
doughnut-motivated, 

beer-seeking, 
responsibility-averse, 

proudly ignorant, 
anti-intellectual, and 
yet still funny as hell!
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Homo 
Realitus

άwŜŀƭ ƘǳƳŀƴǎέ ǿƘƻ ŀǊŜ 
capable of rational 

decisions, who are also 
predictably irrational, 
swayed by emotions, 
constrained by social 

norms and moral/ethical 
standards, and who 

engage in loving 
relationships.

Chocolate

Designing the Perfect 
Garden Shed

Who can I 
trust?

Does this make 
my butt look big?

²ƘŀǘΩǎ ƻƴ ¢± 
tonight?

Did I 
leave the 
oven on?

SEX

²ƛƭƭ ǘƘŜ w9![ ƘǳƳŀƴǎ ǇƭŜŀǎŜ ǎǘŀƴŘ ǳǇΧ

Traditional Economics = Homo Economicus

Behavioral Economics = Homo Realitus

ÅSurprising results of social 
scientific studies = 

ü²Ŝ ŀǊŜ άtǊŜŘƛŎǘŀōƭȅ LǊǊŀǘƛƻƴŀƭέ

ÅFascinating insights into Decision-
Making & Assessing Evidence

ÅApplications to Decision-Making  
in Wellness Contexts

Wellness Scenarios / Contexts

A. Health and Nutrition:

ï Fad Diets, Homeopathic Remedies, Alternative 
Medicine, Health and Wellness Practices

B. Dating, Relationships, Marriage

C. Home Economics

ï Family Decision-Making, Consumer Choices

D. Financial Investments

ï Retirement, Savings, Budgets, Debt

E. Drug Use, Drinking, Tobacco, Safe Sex
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1. Equate Intensitywith Probability

ÅImmediate results outweigh the future.

ÅLΩƭƭ ǎǘƻǇ ǇǊƻŎǊŀǎǘƛƴŀǘƛƴƎΧ ǘƻƳƻǊǊƻǿΗ

2. Equate Proximitywith Probability

Å¢ƘŀǘΩǎ ǎǳŎƘ ŀ IhwwL.[9 ƻǳǘŎƻƳŜthat I 
ŎŀƴΩǘ ƛƳŀƎƛƴŜ ƛǘ bh¢ ƘŀǇǇŜƴƛƴƎΗ

ÅThat such a WONDERFUL outcome that 
L ŎŀƴΩǘ ƛƳŀƎƛƴŜ ƛǘ bh¢happening!

3. Optimistic Bias / Wishful Thinking

ÅFixate on (good, desired) 
outcome rather than evidence.

ÅFixate on (negative, feared) 
outcome rather than evidence.

ÅLink to: Cognitive Therapy

4. Pessimistic Bias / Negative Thinking

5. Risk Aversion & Loss Aversion

ÅWe prefer options that are 
FAMILIAR.

ÅThe UNKNOWN represents 
negative risk.

ÅWe avoid (perceived) losses.

ÅStrangely enough, we willtake even
GREATER RISKS to avoid further 
losses!
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RESULT:

ÅWe become too scared to act:

ïSettle for our current (known) situation.

ïMake passive mistakes.

ïIgnore long-term results. 

Å²Ŝ ōŜŎƻƳŜ άōƛǇƻƭŀǊέ ƛƴ ƻǳǊ ǘƘƛƴƪƛƴƎΥ

ïFixate on Positive or Negative Outcomes.

ïParalyzed by Unknown Outcomes.

ïAvoid Taking Risks.

ïEngage in Loss Aversion & Take Greater Risks.

6. Failure to Think Creatively

ÅWe imagine a limited set of outcomes.

ÅWe imagine a limited set of options/choices.

ÅLink to: Positive Psychology

7. Failure to Reflect on Experience

ÅPersonal experience is marginalized, especially
when it comes to satisfaction and happiness.

ÅExperience of others (experts) is ignored.

8. Failure to Gather Good Evidence

ÅPersonal experience is NOTalways a good guide 
when assessing the probability of the outcome:
ïWe are swayed by: anecdotes, emotionally powerful 
ƭŀƴƎǳŀƎŜΣ ŎƻƛƴŎƛŘŜƴŎŜǎΣ ƴŀǘǳǊŀƭƛǎǘƛŎ ŦŀƭƭŀŎȅΧ

ÅFailure to assess the QUALITYof evidence:
ïWe are swayed by: appeals to majority, bandwagon 
ŜŦŦŜŎǘΣ ƳȅǎǘŜǊƛƻǳǎκǎƘȅ ǇƘŜƴƻƳŜƴŀΣ ǇƭŀŎŜōƻ ŜŦŦŜŎǘΧ

ÅFailure to gather APPROPRIATEevidence:
ïQualitative studies, case studies, clinical trials, 

experiments (including: adequate sample size, random 
sampling, control/isolation of variables, repeatable 
ǊŜǎŜŀǊŎƘ ŀƴŘ ŦƛƴŘƛƴƎǎΣ ǇŜŜǊ ǊŜǾƛŜǿ ƻŦ ǊŜǎǳƭǘǎκŎƭŀƛƳǎύΧ
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фΦ tƻƻǊ ά!ŦŦŜŎǘƛǾŜ CƻǊŜŎŀǎǘƛƴƎέ

ÅCognitive/Affective Simulator Failure:

ï²Ŝ ŀƴǘƛŎƛǇŀǘŜ ǘƘŀǘ ǿŜ ǿƛƭƭ ƘŀǇǇȅ ƻǊ ǎŀǘƛǎŦƛŜŘΧ

ïBut we are disappointed.

ïLink to: consumer purchases.

Åά¸ƻǳ Ŏŀƴ ƘŀǾŜ ŀƴȅ ŎƻƭƻǊΣ ŀǎ ƭƻƴƎ ŀǎ ƛǘΩǎ ōƭŀŎƪέ

ïWe value CHOICE now, thinking that in the future, 
we will be more satisfied/happy with result.

ïHowever, having a choice actually undermines our 
satisfaction and happiness!

10. The Appeal of Arousal

Å!Ǌƻǳǎŀƭ ŀƴŘ άNeuro-9ŎƻƴƻƳƛŎǎέ

ïDecision-making is predictably irrational in both 
άƘƻǘέ ŀƴŘ άŎƻƭŘέ ǎǘŀǘŜǎΦ

ïPhysiological arousal distorts our experience.

Å²ƘŀǘΩǎ ƘŀǇǇŜƴƛƴƎ ǘƻ ƻǳǊ ōǊŀƛƴǎ ǿƘŜƴ ǿŜ ƳŀƪŜ 
these predictably irrational decisions?

ïEveryone has an emotional response deep in the 
Amygdala(impulsive, emotional, arousal)

ï¢ƘŜ CǊƻƴǘŀƭ /ƻǊǘŜȄ Ƙŀǎ ǘƘŜ ǇƻǘŜƴǘƛŀƭ ǘƻ άƳƻŘǳƭŀǘŜέ 
the effect of impulsivity.

RESULT:

Å²Ŝ ƳŀƪŜ ŘŜŎƛǎƛƻƴǎ ǘƘŀǘ ŘƻƴΩǘ ǊŜŦƭŜŎǘ ƻǳǊ ƭƻƴƎ-
term goals, plans, or priorities:
ïWe think in NARROW / UNCREATIVEways.

ïWe mistake ANECDOTESand PERSONAL EXPERIENCE 
as systematic / objective evidence.

ÅWe make INACCURATE PREDICATIONS about 
how much future happiness/satisfaction we will 
experience.

Å.ƻǘƘ άƘƻǘέ ŀƴŘ άŎƻƭŘέ ǎǘŀǘŜǎ ƻŦ ǘŜƳǇƻǊŀǊȅ 
AROUSALinfluence our decision-making:
ï²Ŝ Ŧŀƛƭ ǘƻ άƳƻŘǳƭŀǘŜέ ƻǳǊ Lat¦[{L±9 ǘŜƴŘŜƴŎƛŜǎΦ
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11. Placebo Effect & Expectations

ÅThe reality that we experience is shaped by 
our EXPECTATIONS:

ïBalsamic Vinegar and Beer

ïSaline Solution and Pain Management

ïHigh-Priced, National Brand Medicine

ÅSynthetic Happiness & Psychological Immune 
System: Learning to be Satisfied/Happy.

ÅRelativity: happiness is indexed by comparison

ïLink to: consumerism

12. Framing, Bracketing, Anchoring

ÅFraming: Changing the Default & Passive Mistakes
ï80% fat free   vs.   20% full fat
ïall-inclusive vacations   vs.   only one free drink
ïcable TV packages, magazine subscriptions, health clubs
ïinvesting for retirement, organ donation

ÅBracketing: How Useless Options Shape our 
Decisions
ïThe Economist Subscriptions
ïMedical Doctor Scenarios

ÅAnchoring: Ratcheting up our Estimation of Value
ïPaying the Price & Price of Ownership

Welcome to

The Economist Subscription Center
Pick the type of subscription you want to buy 
or renew:

Ç Economist.com Subscription ςUS $59.00

One-year subscription to Economist.com. 
Includes online access to all articles from The 
Economist since 1997.

Ç Print Subscription ςUS $125.00

One-year subscription to the print edition of 
The Economist.

Ç Print & Web Subscription ςUS $125.00

One-year subscription to the print edition of 
The Economistand online access to all articles 
from The Economist since 1997.

Experimental Results

3 Options:

16 %

0 %

84 %
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Welcome to

The Economist Subscription Center
Pick the type of subscription you want to buy 
or renew:

Ç Economist.com Subscription ςUS $59.00

One-year subscription to Economist.com. 
Includes online access to all articles from The 
Economist since 1997.

Ç Print Subscription ςUS $125.00

One-year subscription to the print edition of 
The Economist.

Ç Print & Web Subscription ςUS $125.00

One-year subscription to the print edition of 
The Economistand online access to all articles 
from The Economist since 1997.

Experimental Results

3 Options:

16 %

0 %

84 %

2 Options:

68 %

---

32%

моΦ ¢ƘŜ !ƭƭǳǊŜ ƻŦ ά/ƘŜŀǘƛƴƎέ

ÅTraditional Economics: Cheating occurs as a 
result of balancing: reward, punishment, 
probability of getting caught (reward vs. risk).

ÅHowever, behavioral economicsfinds that social 
ƴƻǊƳǎ όŜǎǇŜŎƛŀƭƭȅ ŦŀƛǊƴŜǎǎύ ǿƛƭƭ άǊŜǎǘǊŀƛƴέ ƻǳǊ 
ŎƘŜŀǘƛƴƎ ƛƴ άƛǊǊŀǘƛƻƴŀƭέ ǿŀȅǎΦ 

ïFor traditional economics, morality is considered a 
άŦŀƛƭǳǊŜέ ƻŦ ǇŜǊŦŜŎǘ ǊŀǘƛƻƴŀƭƛǘȅΗ

ï²Ŝ ŘƻƴΩǘ ŀƭǿŀȅǎ Řƻ ǿƘŀǘΩǎ ƛƴ ƻǳǊ ǎŜƭŦ-interest, and 
sometimes we punish others.

¢ƘŜ !ƭƭǳǊŜ ƻŦ ά/ƘŜŀǘƛƴƎέ όŎƻƴǘύ

ÅSo, whendo we real humans cheat? Under 
what conditions? Howmuchdo we cheat?

ÅCheating is more likely (predicable) when:

ïNo possibility of getting caught

ïSymbolic units of value (tokens, not money)

ïWhen others are cheating

ÅLink to: steroid use/performance-enhancing 
drugs, investment schemes, petty theft, etc.
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RESULT:

ÅWe expect high-priced medications, remedies, 
and supplements to work better, and we 
report that we are more satisfied with them!
ïThis Placebo effect can be expensive!

ÅFraming, bracketing, anchoring can alter the 
decisions we make by presenting choices in 
skewed or deceptive ways.

Å¢ƘŜ ƛƳǇǳƭǎŜ ǘƻ ŎƘŜŀǘ ƛǎ ƎǊŜŀǘŜǎǘ ǿƘŜƴ ǘƘŜǊŜΩǎ 
no accountability, when the units of value are 
abstract, and when others are cheating.

Some General Advice
ÅWe are NOT perfectly rational, especially           

when it comes to: 
ïFairness, Morality, Kindness, Love, Justice, Compassion

ÅHowever, other irrational decisions occur in 
situations that we can remedy by keeping in mind 
several important ideas:

ÅIdentify when we are likely to mistake PROXIMITY 
or INTENSITY with probability.
ïEspecially when we are faced with RISK,                     

LOSS, UNCERTAINTY, or the TEMPTATION                          
of IMMEDIATE GRATIFICATION.

ïRemember to be patient, slow down.

Some General Advice

ÅBe creative: consider a full range of possible 
outcomes, without focusing on the 
evidence/probability for each.

ÅBe systematic: consider the evidence for/against 
each outcome.
ïGather objective/empirical evidence

ïReflect on personal experience

ïTalk to others / experts

ÅConsider mainstream explanations                        
for the same observed effects. 
ïBe willing to do some additional research
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Some General Advice

ÅConsider your anticipated responses 

for each outcome:
ïƪŜŜǇ ƛƴ ƳƛƴŘ ƻǳǊ ŘƛǎǘƻǊǘŜŘ άŀŦŦŜŎǘƛǾŜ ŦƻǊŜŎŀǎǘƛƴƎέ

ÅThe Placebo Effect: remember that our 
EXPECTATIONS will shape what we experience
ï5ƻƴΩǘ Ǉŀȅ ǘƻƻ ƳǳŎƘ ŦƻǊ ŀ ǇƭŀŎŜōƻΗ

ÅNote when you are most vulnerable to making 
poor decisions:
ï5ƻƴΩǘ ƳŀƪŜ ŘŜŎƛǎƛƻƴǎ ƛƴ ŀ άƘƻǘέ ǎǘŀǘŜΦ

ï5ƻƴΩǘ ƳŀƪŜ ŘŜŎƛǎƛƻƴǎ ƛƴ ŀ άŎƻƭŘέ ǎǘŀǘŜΦ

Some General Advice

ÅThe environment is full of 
confusing information.

ÅComplexity can be 
discouraging. 

ÅBreak larger problems 
into smaller decisions.

Some General Advice
Å/ƘŀƴƎŜ ǘƘŜ άŦǊŀƳƛƴƎέ ƻŦ ǘƘŜ ŘŜŎƛǎƛƻƴΥ

ïIsolate / Eliminate / Reverse variables to reveal 
different perspectives (e.g., from owner to buyer).

ïǊŜǎƛǎǘ ŎƘƻƻǎƛƴƎ ǘƘŜ άƳƛŘŘƭŜ ƻǇǘƛƻƴέ όƳŜǊŜƭȅ 
ōŜŎŀǳǎŜ ƛǘΩǎ ǘƘŜ ƳƛŘŘƭŜ ƻǇǘƛƻƴύΦ

ÅAvoid passive mistakes by changing the 
default:

ïSaving for retirement, getting rid of clutter, 
clothing, or old books.
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Some General Advice

ï{ƻƳŜǘƛƳŜǎ ŀ άōŀǊƎŀƛƴέ Ƨǳǎǘ ƛǎƴΩǘΦ

άCw99Ηέ ƛǎƴΩǘ ŎƻƳǇƭŜǘŜƭȅ ŦǊŜŜΦ

Some General Advice

ÅRemember that EVIDENCEis the best           
guide to assessing PROBABILITY.

ïWhen available, experimental evidence is best, 
including: double-blind experiments, clinical trials, 
case studies, systematic qualitative studies.

ïProportion belief (and our confidence in the belief) 
to the evidence available.

Å.Ŝ ǎƪŜǇǘƛŎŀƭ ƻŦ ǎǇŜŎǘŀŎǳƭŀǊ ŎƭŀƛƳǎ ǘƘŀǘ ŘƻƴΩǘ Ŧƛǘ 
with existing mainstream scientific findings.

ïClaims about what has REAL EFFECTS must be 
testable (checked against the world).


