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Sandra Lutz-Brown

Leadership & Organisational Development,
Coaching

"A mind once opened never closes"

The human brain is great and wonderful — but also quite unreliable
and fallible. Sandra and Ana have tons of experience in training
business leaders to deliver what an ever changing world requires of
them. They will tickle your brains with some fun and surprising
insights into the design of our thinking organ. What does it actually
mean to get our brain to really play on our side and how can

Design Thinkers keep their brains in check?

' Ana Marhuenda
" Super kind Leadership Development
‘ ® ‘ .‘.‘. professional & Coach with the coolest nail
0e® varnish since Coco Chanel

designthinkersoroup
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Median Ages:

Visualization by

Aron Strandberg
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More than 100
biases or fallacies
have been
identified...

COGNITIVE BIAS CODEX,

We store memories differently based
on how they were experienced

We reduce events and lists
to their key elements

What Should We
Remember?

We discard specifics
to form generalities
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We edit and reinforce .
some memories after the fact
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To avoid mistakes, we're motivated to
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To get things done, we tend to complete . eration © “eec:‘ .
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To stay focused, we favor the immediate, ® We“’o
relatable thing in front of us s

Need To
Act Fast
To act, we must be confident we can’

make an impact and feel what we do
is important

Telescoy

We project our current mindset and ®
assumptions onto the past and future
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Moral luck ®

Declinism o
Outcome

Hindsight bias ®
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® We notice things already primed
in memory or repeated often

arre/funny/visually-striking/

v anthropomorphic things stick out more Too Much
E than non-bizarre/unfunny things 3
i Information
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P 3 [ ] something has changed
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o We are drawn to details that
e confirm our own existing beliefs
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We notice flaws in others
@ more easily than flaws in ourse

o Confabulation
% Clustering illusion
o Insensitivity to sample size
o Neglect of probability
* Anecdotal fallacy

— ® lllusion of validity

® Masked Ve es and
. Recency llysio, ' /e nr_\d stories and patterns
even in sparse data

® We fill in characteristics from stereotyp

generalities, and prior histories
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P We imagine things and people we're
y familiar with or fond of as better
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Meaning
® We think we know what
other people are thinking
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Confirmation fallacy:
the tendency to search i fea
for, interpret, favor, and viig * { Yes, but it only
recall information in a Did you read QB proved what I

way that affirms our my paper on

prior beliefs or confirmation )
hypotheses. bias? a







“Bad Relatives” - flawed affective foreM ‘V
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A TV WATCHING = ¥ ESTIMATE OF
ONE’'S OWN WEALTH

‘ : ﬂ
3ad relatives fallacy: describes our tendency to compare ourselves to the
wrong standard to establish what is good for us.
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Sunk cost fallacy:
describes our tendency to
follow through on an
endeavor if we have
already invested time,
effort, or money into it,
whether or not the
current costs outweigh
the benefits.
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- THESE TI(KETS (oST ME AN

ARM AND A LEG.




Authority bias:
describes our tendency to
attribute greater accuracy

to the opinion of an
authority figure and be
more influenced by that
opinion.
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Best practice Tips

ﬁ’ Confirmation Bias - Consider ALL evidence, avoid “Yes-men”,
have a ‘Devil’s Advocate’

Mini-me Bias le who are different from

.,~you.“

Bad Relatives . -Practice InteIIecthaI Humility

\\iiz
Sunk Cost Fallacy ﬁ;lder your objectives, know you have
optlons Itlvate learning culture

Authority Bias - Think Iogically, question, assume the
advice came from somewhere else



