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CONFIRMATION BIAS
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We favor info that confirms our ' 4
what contradicts them.

e.g. “Based on one quarter’s success, a marketing
team crowned YouTube as the top awareness driver
while ignoring years of consistent data proving other
iatforms performed better”




e Individual: Seek ¢
e Team: Appoint a de
e Org: Train leaders to ¢




ANCHORING BIAS







How to Avoid It:

e Individual: Recalculate without the “first number.”

e Team: Generate independent estimates before
sharing.

e Org: Use zero-based budgeting, not last year's
numbers.




AVAILABILITY BIAS
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How to Avoid It:

e Individual: Look at full-funnel data, not
last big win.

e Team: Share reports that cover multiple
not just recent.

e Org: Collect input from multiple channe
shifting spend.




OVERCONFIDENCE
BIAS
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How to Avoid It;

e Individual: Run a “premortem” — imagine failure, ask why.

o Team: Get external feedback on plans.

e Org: Normalize mistakes, reward humility, and benchmark
performance.




DUNNING-KRUGER
EFFECT




A metacognitive bias where the least competent
Individuals overestimate their ability, while highly skilled
people may underestimate theirs.

e.g. “A new product designer may overestimate his
understanding of user needs and skip user research,
leading to flawed designs”







FRAMING EFFECT
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e.g. “We galne 0,000 new%l ‘V\Lers nstead of
“Follower grow;ch slowed 50% vs last quarter




How to Avoid It:

e Individual: Reframe reports in gains and losses.
e Team: Present KPIs from multiple perspectives.
e Org: Standardize reporting to reduce framing spin.




SUNK COST FALLACY
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e.g. “A company: keeps fun‘dmgaﬂ underperf@rmmg
sponsorship. dea‘T~because tbey"‘ > “already invested
millions,” mstead of reallocating to hlgher-performmg

- channels.”
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STATUS QUO BIAS
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7 BIASES

EVERY MARKETER
MUST OUTSMART
IN 2026 (PART 2)
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A Marketer’s Guide to the Psychological Biases That Shape Decisions
and How to Avoid Them




