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RICHARD THALER’S 2017 

NOBEL MEMORIAL PRIZE IN 

ECONOMIC SCIENCES 

is a nudge for marketers 

to learn about behavioral 

economics. How can marketers 

nudge quick-thinking, short-

attention consumers?

BY HAL CONICK 
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Thaler is busy, caught in the surreal 
muck of a career-defining victory, 
but his wake-up call from Sweden 
should serve as a wake-up call for 
marketers to learn about his work 
and field of research. Thaler’s nudge 
theory carries serious weight in 
marketing, says Joel Rubinson, 
founder of Rubinson Partners and 
former chief research officer at The 
Advertising Research Foundation. 
“You can’t be in a meeting and say, ‘I 
never read [Nudge],’” Rubinson says 
with a chuckle. 

Everyone gets nudged. If you 
weren’t nudged by this story’s 
headline to read on, then perhaps 
you were nudged by a snack 
wrapper, imploring you to pick up, 
unwrap and devour its salty-sweet 
contents. Perhaps you were nudged 
by a mobile notification: Respond to 
a friend request, tip your rideshare 
driver or—hey, it’s raining—order 
some delivery food. 

This use of “nudge,” coined 
by Thaler and legal scholar Cass 
Sunstein in their 2008 book Nudge, 
is the potential to alter someone’s 
behavior without nixing any of their 
options or changing their economic 
incentives. Countries like the U.K. 
and Japan created “nudge units,” 
nudging citizens to cajole them 
into paying taxes. One of Thaler’s 
favorite examples of a nudge is a 
small decal of a fly placed in a urinal 
at Amsterdam’s Schiphol Airport. 
The fly decal improves men’s 
“aim”—the airport reported an 
80% reduction in men’s room urine 
spillage after fly decals were installed 
in all urinals. In marketing, nudges 
have gone from the bathroom to 
the boardroom to improve market 
research, decrease selective attention 
in stores and convert online 
shoppers waffling about purchases. 

The nudge has elbowed its way 
to the front of the conversation in 
behavioral economics, a field of 
research that blends psychology, 
economics and the scientific method 

RICHARD THALER WAS 

JOLTED AWAKE  by an early-

morning phone call from Sweden. Over the 

days and weeks that followed, he was flooded 

with felicitations—e-mails, phone calls, media 

requests— leaving him more than swamped. 

The caller from Sweden told Thaler he had won 

the 2017 Nobel Memorial Prize in Economic 

Sciences for his research in behavioral 

economics. “Nothing more between now and 

the prize,” Thaler wrote two weeks after yet 

another request on his time, declining an 

interview to talk about how his nudge theory 

influences marketing.
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to examine the human rationality 
of decision-making. Behavioral 
economics asks questions like: 
Why do people buy a bag of candy 
instead of a bag of vegetables when 
they’re trying to lose weight? Why 
do people buy $4 lattes when they’re 
trying to save money? The answer is 
often irrational.

Economists who believe in 
rational choice theory are not 
convinced that nudges change 
people’s behavior. They say that 
rational agents—aka homo 
economicus; the economic man; 
you—make choices based on 
available information such as costs, 
benefits, preferences and probability 
of events. Our choices are our own, 
these economists say, and a nudge 
is merely an additional datum in 
our free market of information. If 
nudges work, it’s because the nudge 
has given new information to a 
rational decision-maker. However, 
research in behavioral economics 
has shown that humans often 
behave irrationally, changing their 
action when the same choices are 
framed differently.

Dan Ariely, professor of 
psychology and behavioral 
economics at Duke University, 

wrote in his book Predictably 
Irrational about a “Hershey’s Kiss” 
experiment. Ariely and researchers 
sold Lindt Truffles for 26 cents each 
and Hershey’s Kisses for 1 cent each. 
Equal numbers of people bought 
each. When researchers dropped 
each candy’s price by 1 cent, 90% 
of people took the free Hershey’s 
Kiss. Ariely said the “power of free” 
makes us irrational.

Daniel Kahneman introduced 
“prospect theory” with research 
partner Amos Tversky (who died 
in 1996) to describe choices that 
contradict the rational choice 
theory of economics. In 1979, the 
duo showed that the psychological 
cost of losing is twice as big as the 
psychological benefit of winning. 
Kahneman and Tversky’s prospect 
theory also discovered quirks in 
how people think about saving 
money. The Library of Economics 
and Liberty gives an example: 
People are willing to drive an extra 
10 minutes to save $10 on a $50 toy, 
but few would drive that extra 10 
minutes to save $20 on a $20,000 
car. Why? Because people frame 
the savings as a percentage. In their 
minds, saving 20% on the toy is 
more valuable than saving 0.1% on 

the car, even if more money is saved 
on the car. 

Thaler and Hersh Shefrin of Santa 
Clara University’s Leavey School of 
Business introduced the “economic 
theory of self-control.” This theory 
says the brain has a “doer” focused 
on short-term rewards and a 
“planner” focused on long-term 
rewards. The doer and planner are 
always at war, turning our headspace 
into a battlefield of today versus 
tomorrow. In later research, Thaler 
found that if a company creates 
a 401(k) choice architecture that 
automatically saves employees’ 
money, employees will save more for 
retirement. Put differently, employees 
must opt out if they wish to not 
save money; the choice architecture 
saves money for them by default. 
At the University of California, 
Los Angeles Shlomo Benartzi, who 
with Thaler wrote the paper “Save 
More Tomorrow: Using Behavioral 
Economics to Increase Employee 
Saving,” estimates that this nudge has 
helped employees save $29.6 billion 
over the past decade. 

As the body of behavioral 
economics research has grown, so 
too has its influence on marketing. 
“Every marketer has to understand 

WHY DO PEOPLE BUY A BAG OF CANDY 
INSTEAD OF A BAG OF VEGETABLES WHEN 
THEY’RE TRYING TO LOSE WEIGHT? WHY 
DO PEOPLE BUY $4 LATTES WHEN THEY’RE 
TRYING TO SAVE MONEY? THE ANSWER IS 
OFTEN IRRATIONAL.
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what it means, particularly for the 
brands and products that they’re 
trying to manage,” Rubinson says. 
“You have to study it and have a 
point of view about it. You have to 
be able to say that these ideas are 
somehow embedded in the rationale 
of your marketing program.”

DON’T WE ALREADY 
DO THAT?
Marketers who read about nudging, 
framing and changing behavior 
may echo marketing legend Philip 
Kotler, asking, “Isn’t this what we’ve 
been doing?” Kotler, a professor of 
marketing at the Kellogg School 
of Management at Northwestern 
University and author of Marketing 
Management, says marketers 
have known that consumers are 
irrational for 100 years. “Behavioral 
economics is just a fancy term 
for marketing,” says Kotler, who 
considers marketing to be a branch 
of economics. “Classical economists 
never really studied how sellers 
and buyers made their decisions, 
but marketing has always tried to 
explain the motivations of buyers, 
sellers and their belief systems.”

Not so fast, says Ravi Dhar, 
professor of management and 
marketing at the Yale School of 
Management, director of the Yale 
Center for Customer Insights and 
author of the same-name-different-
textbook Marketing Management. 
Dhar studied behavioral economics 
(which he calls “behavioral science”) 
in its incipient days under teachers 
like Kahneman and Tversky and 
now researches its intersection with 
marketing. While marketing and 
behavioral science have stumbled 
upon many of the same ideas, Dhar 
says behavioral science aims to 
construct a “uniform framework” 
that marketing has missed. “If 
they’re not embedded into the 
framework, these [ideas] get lost,” 
Dhar says. 

At Yale, Dhar leads a program 

called “The New Science of 
Marketing.” In this three-day 
session, Dhar works with CEOs and 
CMOs to integrate the principles 
of behavioral science into their 
businesses. Executives whom he 
teaches want simple frameworks 
and a common language for 
thinking about consumers, which is 
why CEOs and CMOs have flocked 
to Yale’s campus. Dhar teaches them 
the basics of behavioral science: how 
to use Big Data, find better insights 
and engage with consumers in a 
digital world. 

Yale is one of the few universities 
that combines marketing with 
behavioral science in its curriculum. 
Dhar says the average marketing 
curriculum doesn’t look much 
different now than it did 20 years ago, 
but many marketing practitioners 
have become autodidacts, learning 
about behavioral science from 
perusing books written by Thaler and 
Kahneman. Thaler’s Nudge has sold 
more than 750,000 copies worldwide, 
and Kahneman’s Thinking, Fast and 
Slow has sold more than 1 million 
copies. Many of the books’ combined 
2 million readers are CEOs and 
CMOs, but Dhar says reading books 
only goes so far in helping marketers 
implement and internalize the 
science. 

Dhar focuses his research on 
devising the common language 
marketers desire, a language they 
need to understand how to apply 
behavioral science. One of Dhar’s 
recent studies—undertaken by the 
Yale Center for Customer Insights 
and the Google Food Team at 
Google’s offices—examined how 
people can be nudged toward 
healthier eating. Researchers found 
that employees who poured their 
drinks at a beverage station 6.5 
feet from a snack bar were 50% 
more likely to grab a snack than 
those who filled their glasses at a 
beverage station 17.5 feet away from 
the snack bar. For male Google 

employees, 11 feet of proximity 
correlated with gaining one pound 
of fat per year.

The Google study underlines a 
cornerstone of behavioral science: 
Consumers make quick, intuitive 
decisions—usually within five to 
10 seconds—and rarely reflect 
on whether their decisions were 
good or bad. Kahneman would 
call this “System 1” thinking—fast, 
automatic and often unconscious. 
“System 2” thinking is slow, arduous 
and controlled. Most marketers still 
believe that consumers are rational 
agents who weigh each choice 
carefully, or System 2 thinkers. To 
the contrary, Dhar says, consumers 
tend to shop from the gut, just like 
the Google snacker who mindlessly 
grabs a snack because it’s a few feet 
closer. Marketers, he argues, must 
think like System 1 consumers. 

“Marketing managers spend 
70 hours a week thinking about 
whatever product they are 
marketing, but the consumer is 
spending seven seconds,” Dhar 
says. “To understand the consumer 
behavior of that seven-second 
approach is critical.”

CHANGING THE 
FRAMEWORK OF 
MARKETING RESEARCH 
In the glory days of supposedly 
slow shoppers and even slower 
research—the 1970s—Rubinson 
researched economics on the moss-
covered University of Chicago 
campus, the same campus where 
Thaler refined nudge theory and 
researched behavioral economics. 
As a student, Rubinson heard 
whispers of behavioral economics. 
He found the topic intriguing, 
even as other economists pilloried 
the field as junk science. In 1979, 
Rubinson began his career as an 
advertiser, becoming a senior 
manager of Unilever, and he 
soon noticed industry changes 
that reminded him of behavioral 
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economics. The market sped up: 
In 1963, consumers spent about $2 
trillion; by 1990, they spent roughly 
$6 trillion, per the U.S. Bureau of 
Economic Analysis. Over the span 
of Rubinson’s next job—25 years as 
chief research officer of The NPD 
Group—marketers went from 
studying retail shops with clipboards 
and pencils to accessing scanner 
data from across the country. Then 
Nielsen and IRI started reporting 
weekly store data. Billions of 
dollars shifted from advertising 
to promotion as consumers spent 
millions of dollars on the products 
that captivated them. In the early 
2000s, the whisper of behavioral 
economics became a yell. Data 
dominated, allowing marketers to 
target consumers. Marketers could 
watch in real time as their product 
campaigns succeeded or failed, 
changing research tactics to focus 
on consumer behavior rather than 
intent. This shift in research became 
the most important aspect of how 
nudging and behavioral economics 
are now used in marketing and 
advertising, Rubinson says, and 
the shift carried over to consumer 
surveys and focus groups. 

Survey answers are another 
series of behaviors, Rubinson 
says, meaning consumers will 
answer survey questions differently 
depending on researchers’ word 
choice and question arrangement. 
Marketers who accept that a survey’s 
design and language can affect 
the answers consumers give can 
solve some of research’s systematic 
problems, such as enormous and 
unrealistic sales predictions or 
products that test well but belly-flop 
into the market. 

B ehavioral economics 
research has also found 
that consumers often make 

shopping decisions on autopilot. 
On an average trip to the grocery 
store, for example, consumers 

won’t research every item they put 
in their carts. Rubinson says half 
of the items shoppers plonk into 
their carts will likely be purchased 
without thought about the product. 
Marketers must know how 
customers shop, especially marketers 
who craft campaigns for products 
that consumers likely won’t have the 
patience to research on the go, like 
eye drops.

“Shopping is the worst form of 
torture if your eyes are bothering 
you,” Rubinson says. “It takes you 
minutes to figure out all the variants 
on the shelf for a product you don’t 
normally buy. Behavioral economics 
would lead marketers and retailers 
to change the way they present [that] 
category to people.”

But here’s the rub: Many 
marketers are ensconced in their 
research methods, Yale’s Dhar says. 
They’ve put in time, money and 
effort and don’t want to change 
because that would mean even more 
time, money and effort—as well as a 
complete shift in philosophy.

“That’s a legacy problem,” Dhar 
says of businesses resisting change. 
“As we work with some companies, 
we can see how hard change is—not 
because they don’t want to change, 
but because they don’t want to 
confuse people. [These processes] 
need to be embedded in what you’re 
doing. You’re educating everyone 
on the insight team, then the 
marketing team. This is not a three-
month process. For many of these 
companies, it’s a two- to three-year 
process. That creates uncertainty.”

However, Dhar says marketers 
who want scientifically sound results 
from their research must change. 
“When you look at a concept test for 
a new product launch, researchers 
ask people to carefully look at the 
product. ‘What do you like? What 
do you dislike? Circle this and circle 
that,’” Dhar says. “Most companies 
in the world of consumers would 
say they’re not happy with the test’s 

WHAT 
COUNTS 
AS A 
NUDGE?

I n their 2008 book 
Nudge, Thaler and 
American legal 

scholar Cass Sunstein 
explain the nudge: “To 
count as a mere nudge, 
the intervention must 
be easy and cheap to 
avoid. Nudges are not 
mandates. Putting fruit 
at eye level counts as 
a nudge. Banning junk 
food does not.”
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LIBERTARIAN 
PATERNALISM

T haler and Sunstein coined the 
term “libertarian paternalism,” 
which is the idea that public and 

private institutions can nudge people 
in directions that will make their lives 
better without eliminating their freedom 
of choice, Sunstein wrote in a 2007 
University of Chicago Law School blog 
post. 

Many people have deemed this term 
to be “Orwellian,” but Sunstein argues 
that institutional nudging is a system that 
insists upon freedom of choice. 

“One of our central arguments is that 
because default rules and starting points 
often matter, institutions can’t avoid 
nudging people—and hence can’t avoid a 
kind of paternalism, or at least a nudge,” 
Sunstein writes. “If 0% of take-home pay 
goes to savings, it isn’t because nature so 
ordained it. In addition, the legal system 
sets up a wide array of default rules that 
govern the law of contract, law and tort. 
People didn’t specifically choose those 
default rules, and they greatly matter. If 
the default rule says that employment 
is at-will, so that an employer may fire 
an employee for any reason or for no 
reason at all, it will much affect outcomes; 
freedom of contract could be preserved 
with a different default rule.”

“Libertarian paternalists insist on 
preserving freedom of contract,” Sunstein 
writes. “They also want to think about 
whether some default rules are better 
than others, by reference to the interests 
of contracting parties themselves. 
Libertarian paternalists emphasize that 
government officials are also subject to 
bounded rationality, and hence they are 
especially skeptical of approaches that 
ban freedom of choice or impose high 
costs on those who do what officials 
don’t like.”
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results.” Consumers make snap 
decisions—in five to 10 seconds—
but marketing research treats them 
as shopping savants. Dhar questions 
this method of product research. 

Duke’s Ariely wrote in a 2010 
blog post on his website that market 
research wasted time and money, 
adding that the marketing industry 
had a “focus group bias.” Marketers 
were easily swayed by human 
storylines but dubious of lifeless 
data. “We need to find a way to base 
our judgments and decisions on real 
facts and data even if it seems lifeless 
on its own,” Ariely wrote. 

In 2017, Ariely says marketers 
have more data and less bias. “Focus 
groups were easy to get compared 
to real data about purchasing and 
behavior,” Ariely says. “But as the 
ease of getting real data about 
behavior gets better, people are 
relying less on inaccurate [data].” 

Although the data is getting 
better, marketers are taking their 
lumps in the learning process. 
At one of Dhar’s recent intensive 
programs, an insights executive 
from a bank told him, “What I 
learned after three days is that I 
should fire myself, and we should do 
things totally differently.” 

“It’s a nice compliment,” Dhar says 
blithely, but adds that behavioral 
economics hasn’t solved all of 
marketing’s problems. However, 
as the scientific and business 
communities interact—for example, 
Ipsos and WPP’s Kantar now both 
have behavioral science arms—Dhar 
says more answers to marketing 
problems will come.

“I think that’s where the scientific 
community has lagged,” Dhar says. 
“But it’s changing.”

AVOIDING THE 
‘DARK NUDGE’
The behavioral economics 
revolution has been brewing for 20 
years, Dhar says, but its integration 
into business practice bubbled to a 

boil when bigwigs from Uber, Tesla, 
Google, Amazon and Facebook took 
classes led by Thaler and Kahneman 
in 2007 and 2008. The New York 
Review of Books reported that 
Kahneman taught the audience 
of Silicon Valley godheads about 
“priming,” which he said was a 
crucial area of behavior economics 
research. An example of priming, 
Kahneman said, could be flashing 
a smiley face on a user’s screen at a 
speed faster than the human eye can 
detect to influence their mood or 
behavior. Tamsin Shaw, the author 
of the NYRB piece and an associate 
professor of philosophy at New 
York University, wrote: “If subjects 
are unaware of this unconscious 
influence, the freedom to resist it 
begins to look more theoretical than 
real.”

Social media companies became 
the first big investors in concepts 
like nudging. In 2015, Amazon 
founder Jeff Bezos told his company’s 
shareholders that the company sends 
more than 70 million nudges per 
week through the company’s Selling 
Coach program. But with success 
comes scrutiny; use of behavioral 
economics in Silicon Valley has 
drawn ethical questions that 
marketers would be foolish to ignore.

One ethical question was posed 
when The New York Times reported 
that Uber nudged its drivers to 
work longer hours, possibly pushing 
drivers into less-lucrative areas. 
Used this way, nudging meant less 
money for drivers, but shorter 
wait times for customers—and 
more money for Uber. In another 
example, Facebook revealed 
that it performed psychological 
research on 700,000 of its users. The 
company showed one segment of 
users posts ranging from neutral 
to happy in their news feeds and 
another segment saw posts ranging 
from neutral to sad. Facebook then 
monitored the posts of each user 
segment, finding users inundated 

with positive posts felt happy and 
users fed negative news felt sad. 
Facebook said users had given 
“informed consent” for the study 
when they created a Facebook 
account, but it later apologized for 
making its users unwitting study 
participants.

These infelicitous uses of 
nudging—including nudges in 
gambling, which Philip Newhall of 
Technical University Munich has 
dubbed “dark nudges”—have drawn 
criticism. Dhar says that while the 
companies he’s worked with use 
behavioral science in ways most 
people would view as ethical—
PepsiCo has used behavioral 
economics to draw people to its 
healthier snack lines, for example, 
and pharmaceutical companies 
have nudged patients into picking 
up their medication consistently—
the question remains whether 
customers are deciding what they 
want or marketers and companies 
are making the decisions for them. 
If companies are making decisions 
for consumers, are they making the 
correct decisions? 

“Consumers don’t know all the 
forces that influence their behavior,” 
Dhar says. “If marketers know 
that and pull those levers, then 
what’s the boundary of ethics? The 
boundary of ethics was easier when 
[marketers] said, ‘The consumer 
knows what they want, and if you 
try to give them something that 
they don’t want, that’s a bait-and-
switch.’ Now, we’re in a world where 
the consumer is not quite clear 
[what they want], and if I move your 
preferences around, that gets very 
complicated.”

Just as Google moved snacks 
farther away from beverage stations 
to reduce employee snacking, Dhar 
says companies could just as easily 
place a soda at each employee’s 
desk and watch their staff become 
sugar fiends. Likewise, marketers 
could nudge consumers toward 
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RITUALS: 
A NEW AREA 
OF STUDY?

H abits are something 
people do repeatedly 
but stop if nothing 

keeps them going, but Dan 
Ariely—author of Dollars 
and Sense: How We Misthink 
Money and How to Spend 
Smarter—says he’s become 
interested in studying rituals, 
a “very different animal” 
from habits.

“A ritual is not about just 
one activity; it’s about the 
activity as a whole,” he 
says. “If we make taking 
medications a ritual, it’s 
not just about [taking the 
pill], it’s about something 
bigger. It also has a high-
order meaning [which means 
there is some learning and 
more processing required, 
but also more benefits]. I 
think we’ve done a good job 
understanding long-term 
behaviors and habits, but 
the next area will be rituals 
and how we can make the 
behaviors more appealing.”

unhealthy products and habits, such 
as smoking cigarettes or drinking 
alcohol. “It raises the question 
about how marketers should be 
thinking about responsibility in a 
world where consumer behavior 
is impacted by forces outside their 
awareness,” Dhar says. 

Thaler, to his credit, has addressed 
nefarious nudges by calling out 
companies that use them, such as 
businesses that automatically enroll 
free-trial customers into a purchase 
if they don’t cancel in advance. 
Companies must always nudge for 
good, never bad, he wrote in a New 
York Times op-ed, and consumers 
must always be vigilant against 
nefarious nudgers. “If customers 
reward firms that act in our best 
interests, more such outfits will 
survive and flourish, and the options 
available to us will improve,” Thaler 
wrote. 

DON’T BE THE GORILLA
Rubinson has a simple answer to how 
marketers can best use behavioral 
economics: Don’t be the gorilla. In 
1999, two psychology professors at 
Harvard University, Christopher 
Chabris and Daniel Simons, were 
studying how humans only react to 
certain stimuli when many stimuli 
occur at once. This is called selective 
attention. The professors created 
a video to test selective attention, 
featuring two teams—one in white 
shirts and one in black shirts—
passing basketballs. The video 
asked viewers to keep count of the 
number of passes between players 
on the white team. Midway through 
the video, someone in a gorilla suit 
lumbers into the middle of the screen 
and beats their chest. Approximately 
half of the pass-counting viewers 
failed to see the gorilla; this is the 
Invisible Gorilla test. 

The moral of Rubinson’s anti-
gorilla advice is that marketers must 
ensure their products don’t fall into 
the background of the bustling 

media landscape, lest customers lose 
sight of the marketer’s products. 
“Find a way that people are treating 
you like the gorilla, whether it’s in 
search results or on the shelf or in 
your advertising … Find ways that 
your brand will command their 
attention,” Rubinson says. 

Every company has been the 
gorilla, he says, and one culprit 
is ineffective targeting. In 2017, 
Rubinson worked on a white paper 
that found advertising is twice 
as effective when a consumer is 
probabilistically closer to a purchase. 
If a consumer just bought a car or 
a phone or a snack, even the most 
targeted ad will be the proverbial 
chest-thumping gorilla. 

If marketers take anything from 
Thaler’s Nobel Prize win, Dhar says 
they should realize that consumers 
have limitless options but a 
finite attention span. Technology 
will evolve to take advantage 
of consumer’s short attention, 
but marketers who grasp the 
concept and take the fast-thinking 
perspective of consumers will 
ultimately be the most successful. 

One way marketers can take the 
perspective of consumers is to think 
about their own irrational shortcuts. 
In academia, for example, Dhar 
says professors who are hiring new 
employees only spend a few minutes 
looking at each résumé, taking small 
bits of information and accepting 
or rejecting the applicant based 
on trivial information—perhaps a 
common adviser or a shared alma 
mater—though they believe they 
processed it carefully. 

Marketers should stay alert to 
these mental shortcuts and think 
carefully, using their rational, slow-
thinking System 2 brain to ask what 
they irrationally overlook at work, 
in life or as a shopper. They should 
realize that consumers are irrational 
in the same ways. Marketers must 
use this information wisely and 
never be the gorilla. m
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BEHAVIORAL ECONOMICS 
TERMS MARKETERS 
SHOULD KNOW
NUDGE: “Any aspect of the choice architecture that alters 
people’s behavior in a predictable way without forbidding any 
options or significantly changing their economic incentives,” 
according to Thaler and Sunstein in their book, Nudge. 

CHOICE ARCHITECTURE: The space—physical, social, 
psychological—that influences the choices people make. 

ANCHORING: A cognitive bias. People tend to rely too heavily 
on the first piece of information they are given when making a 
decision—they’re “anchored” to it.

SYSTEM 1: The faster, intuitive way of thinking and making 
choices. Think “2+2=4” or “grass is green.” 

SYSTEM 2: The slower, rational way of thinking and making 
choices. Think “142x431=61,202” or “hypoestes phyllostachya is 
pink and green.”

PROSPECT THEORY: A theory that describes how people 
choose between risks where outcome probabilities are unknown. 

CONCEPTUAL PRIMING: Using words, images and their 
meanings to influence a person’s mood or performance on a 
task. 

FRAMING: How a choice is presented, which may affect how a 
choice is made. 

HEURISTIC: A cognitive shortcut to simplify a decision. 
Kahneman says this could be substituting a difficult question for 
an easier one, meaning heuristics often lead to cognitive biases. 
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