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Abstract
This study explores the complicated phenomenon of decision-making framing bias, shedding light on its cognitive 
roots, real-world implications, and countermeasures. By investigating the interaction between emotional sensitivity 
and objective judgment, the study illustrates the influence of framing bias on decisions. The essay demonstrates how 
shifting the framing can impact how something is valued using principles from Prospect Theory. This prejudice is seen 
in consumer decisions, public policy discussions, and media coverage. Even with education and awareness, it can be 
challenging to counteract framing bias in a subjective, unconscious, and media-rich environment. In doing so, it sheds 
light on the complex web of human decision-making and suggests potential future research routes to better understand 
neurological processes and design focused therapies.
Keywords: framing bias, decision-making, positive framing, negative framing, Prospect Theory, framing 
effect.

Introduction
Human cognition frequently deviates from logical 
models, giving birth to cognitive biases that greatly 
influence choices in the complex decision-making arena. 
The framing bias is a fascinating phenomenon that 
exemplifies the connection between psychology and 
decision-making. This research examines framing bias’s 
history, mechanisms, and practical uses. We can get 
insight into how seemingly minor changes in context may 
lead to drastically different conclusions by studying the 
structure of framing bias. The context is provided with 
a brief overview of cognitive biases, the presentation of 
framing bias as an analytical heuristic, and a discussion of 
its usefulness in a variety of contexts.

Motivation and Background 
Excellent,  though it  may seem, the human mind 
frequently makes choices that go against logic. Although 
it has been taken for granted in classical economics that 
people will make decisions that maximize their utility in 
light of objective information, the reality is more nuanced. 
Among the most influential factors in determining the 
course of action is the presence of cognitive biases. 
Behavioral economics, which combines psychological 
understanding with economic concepts to better 
comprehend how individuals make choices, has gained 
popularity due to the discovery that cognitive biases are 
significant predictors of behavior (Kahneman, 2011). 
Framing heuristic, a mental defect that results from how 
information is presented and affects judgment and choice 
is at the core of these biases.

Brief Description 
The “framing effect,” also known as “framing bias,” 
shows how two sets of facts can result in different 
conclusions depending on how they are presented. This 
mental shortcut originates in the research of psychologists 
Daniel Kahneman and Amos Tversky, namely in their 
theory of prospect theory (Tversky & Kahneman 
1974). The idea behind this hypothesis is that instead of 
considering alternative outcomes regarding benefits and 
losses in isolation, people evaluate them at some baseline. 
Perceived benefits and losses can be skewed due to 
framing bias when the same information is stated in ways 
that elicit various reference points. Gain-oriented framing 
(or “positive framing”) promotes risk-taking, whereas 
loss-oriented framing (or “negative framing”) urges 
caution.

Framing Bias

Definition
The phrase “framing bias” refers to the tendency for 
people to overestimate the significance of positive or 
negative outcomes while making decisions. This frame 
of reference can be shifted, and the perceived worth of 
a conclusion can be altered by using different ways of 
conveying the same information. When presented in a 
positive light, risk-taking increases, whereas when shown 
in a negative one, risk aversion increases (Tversky & 
Kahneman 1974).
Cognitive framing is the foundation of framing bias 
because it explains how the way information is presented 
profoundly affects our interpretations and choices. It 
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originates in the Prospect Theory proposed by Daniel 
Kahneman and Amos Tversky, according to which people 
make choices depending on how much they stand to earn 
or lose compared to some baseline. Decisions are viewed 
differently depending on the frame in which they are 
presented. The framing bias makes clear that emotional 
and psychological considerations are inextricably 
entwined with rational judgment.

Relevance
Recognizing and accounting for framing bias is crucial 
because it allows for a more nuanced understanding of 
decision-making and the cognitive processes underpinning 
human choices. The shortcomings of rational decision-
making models, which hold that people always act in their 
interests based on objective information, were highlighted 
by this prejudice (Kahneman, 2011).
Consumers’ actions and decisions are profoundly affected 
by framing bias. Advertisers can influence people’s 
opinions about their products by using positive framing. 
Products “90% fat-free” are more likely to be purchased 
than those marketed as “10% fat.” Businesses that want 
to sell their products successfully should take note of 
this phenomenon since it demonstrates the strength of 
framing bias in affecting market dynamics and influencing 
consumer decisions.
Policy decisions and public opinion can both be 
influenced by framing bias. How a policy or issue is 
framed can significantly impact how the public reacts 
to it. Politicians frequently employ framing strategies 
to promote their projects and win over the public 
(Kahneman, 2011). For example, public opinion can be 
swayed if tax policies are framed as growth-promoting 
rather than redistributive measures. Policymakers who 
want to communicate clearly and win support for their 
policies must know the power of framing bias.
The media’s sway is rooted in the inherent bias of framing. 
News organizations purposefully frame events and stories 
to appeal to viewers’ emotions and mold their views. 
The media has the power to shape public perception 
of an event by the careful use of words, images, and 
narratives. Media consumers aware of framing bias can 
better examine news items and understand the underlying 
meanings, leading to more thoughtful and educated public 
conversation.

Application 1: Marketing 
Undoubtedly, framing bias is essential in marketing, as 
how information is presented can considerably impact 
consumer behavior (Kahneman, 2011).
A cognitive phenomenon called framing bias highlights 

the importance of context in making decisions. It 
emphasizes the significance of which information 
is conveyed to customers in marketing (Gigerenzer, 
2018). Consumer perception of goods and services and 
advertising messaging can significantly impact how 
consumers decide to buy them.
Emphasizing a product or service’s positive qualities or 
advantages is known as positive framing. Positive framing 
produces a sense of desire and possible benefits by 
focusing on what a buyer stands to gain. Using the phrase 
“infused with nutritious oils for luxurious hair” to describe 
a shampoo, for instance, produces a favorable narrative 
that appeals to customers looking for hair care products. 
Negative framing, on the other hand, emphasizes potential 
losses or undesirable results linked to purchasing a 
particular product. This strategy frequently instills a sense 
of urgency, motivating customers to act immediately. For 
instance, to encourage speedy judgments, a limited-time 
offer may be phrased as “Don’t miss this chance to save!”
Positioning an item as superior to rivals on the market is 
known as comparative framing. Utilizing this strategy, 
marketers highlight the advantages the product has over 
competitors. By capitalizing on consumers’ propensity 
to draw relative comparisons, phrases like “better than a 
leading brand” can shape their preferences.

Case Study
A soft drink manufacturer, Snapple, has employed 
framing as a marketing tactic. With the tagline “100% 
natural,” they positioned their drinks as a more natural 
and healthier alternative to their competitors’ artificially 
flavored drinks. By emphasizing favorable aspects 
of drinking Snapple, the company was able to sway 
consumers’ preferences in its favor.

Implications for Marketers
When marketers have a firm grasp on framing bias, they 
are better able to craft messages that strike a chord with 
consumers on a psychological level, like presenting 
options in a way that emphasizes their best features or 
draws comparisons to other products, which can boost 
sales. Use this bias to your advantage by advertising 
limited-time discounts or other deals expiring soon 
(Gigerenzer, 2018). As well as, spotlighting the product’s 
positive qualities can help it gain consumer favor and 
increase sales.

2nd Application: Framing Bias in Public 
Opinion 
Undoubtedly, framing bias significantly influences public 
opinion and policy-making, influencing how policies are 



3

Dean&Francis

viewed and winning popular support. 
Beyond influencing consumer choices, framing bias 
also has an impact on public opinion as well as policy-
making. The framing of policies, topics, and events can 
significantly impact how the public sees them and how 
supportive they are (Pawson & Wong 2014). Positive 
framing is a tactical method employed in policy-making 
to highlight the advantages of a proposal. Policymakers 
can gain more public support by emphasizing a program’s 
benefits and solutions. When a tax increase is presented as 
necessary for funding vital public services, for instance, 
the policy is framed as good for society. Negative 
framing concentrates on the potential drawbacks of not 
putting a policy into action. This strategy emphasizes the 
harmful effects of inaction and fosters a sense of urgency. 
Negative framing is frequently used to underline how 
crucial it is to address problems as soon as they arise. For 
instance, drawing attention to possible environmental 
and human health hazards from failing to adopt pollution 
control measures might encourage support for harsher 
laws.
Framing can be modified to appeal to particular beliefs or 
values various demographic groups hold. Policymakers 
carefully craft legislation to reflect the ideals and 
worldviews of their intended audience. An environmental 
policy, for instance, might be presented as a strategy to 
save future generations to appeal to people who value 
sustainability and responsibility (Pawson & Wong 2014). 
Framing bias highlights the influence of communication 
and language in influencing societal views toward policies 
and issues in the context of public opinion and policy-
making. Understanding and using framing bias can help 
policymakers traverse the complexity of public opinion, 
effectively express their goals, and lead to more informed 
decision-making.

Case Study
As an example of the influence of framing bias upon 
public opinion, consider how the (ACA) Affordable Care 
Act, sometimes known as Obamacare, has been portrayed 
in the media. Proponents of the Affordable Care Act 
highlighted the law’s potential benefits by painting it as a 
historic first step toward covering millions of uninsured 
Americans. However, its detractors painted it as an 
example of excessive government power and pointed 
out potential downsides, including higher taxation. The 
public’s perception of the policy shifted dramatically due 
to how it was framed.

Policy Communication Implications
Policymakers can gain valuable insight into effective 

communication by understanding framing bias. To gain 
support and sympathy from the public, policies should 
be framed in a humanistic perspective. For instance, 
an engaging story can be crafted by highlighting the 
positive effects of welfare programs on low-income 
neighborhoods (Pawson & Wong 2014). Policymakers 
can anticipate counter-framing by opponents and address 
issues and counter-narratives head-on if they are aware 
of the possibility of negative framing by opponents. A 
nuanced depiction of a policy’s possible effects can be 
achieved by balancing negative and positive frames.

Application 3: Media Influence as well 
as Perception Framing Bias
Undoubtedly, framing bias is a significant factor in media 
influence, influencing how the public views and reacts 
to information. Regarding media impact, framing bias is 
substantial since it allows news organizations, journalists, 
and media professionals to significantly affect how the 
public perceives events and problems (Entman, 2007).
Media organizations purposefully employ framing bias 
to elicit feelings from their audience. They influence how 
viewers or readers emotionally engage with a tale by 
selecting particular perspectives, language, and images. 
A distinct emotional response is evoked when a sad 
occurrence is described as a “senseless deed of violence” 
instead of a “tragic accident.”
Media outlets may present facts in ways that are 
consistent with their editorial perspective or intended 
audience during political events and debates, making them 
particularly prone to framing bias. This has a significant 
impact on how people feel and think. For instance, 
presenting a policy discussion as a conflict between 
“individual freedom” and “government intervention” 
appeals to various ideological viewpoints. By focusing on 
some aspects of a complex problem while downplaying 
others, media outlets employ framing to make it easier to 
understand. This simplification may impact the public’s 
perceptions and attitudes. For example, using the phrase 
“boost jobs” rather than “redistribution of wealth” when 
describing a complex economic program can influence 
public opinion.

Case Study
The media’s influence on public opinion can be seen in 
how climate change has been framed. Policies to combat 
climate change can be portrayed either positively as 
beneficial initiatives toward a more sustainable future or 
negatively as costly government intrusions. The urgency 
and significance of climate change measures are impacted 
by how they are framed.
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Media consumers can better evaluate news articles 
if they understand framing bias. When you compare 
news coverage from multiple sources, you can see how 
each presents the story through its unique lens. One 
might better identify hidden influences and biases by 
questioning one’s language use and framing strategies 
(Entman, 2007). It’s helpful to go past the framed story 
and seek additional context to get a fuller picture of what 
happened.

Conclusion
The cognitive heuristic of “framing bias,” which has 
its roots in Prospect Theory, reveals the complex ways 
in which the way information is presented influences 
people’s judgments,  opinions,  and conclusions. 
This research has shed light on the far-reaching 
ramifications of framing bias for consumer behavior, 
policy-making, and media impact by examining its 
definition, mechanisms, and applications. The framing 
bias phenomenon contradicts rational decision-making 
frameworks’ premises by illuminating the intersection 
of emotional resonance with analytical rigor in human 
decision-making. Positive and comparative framing 
are two manipulation strategies that deliberately affect 
customer decisions. Evidence of the influence of language 
on public opinion on issues and policies is highlighted 
by the concept of “framing bias” in the policy-making 
process. The media’s ability to shape the public’s view of 
events through language, images, and narrative choices is 
inextricably linked to a framing bias.
The ability to engage with information critically is 
enhanced when people, marketers, policymakers, and 
media consumers are aware of framing bias. The paper’s 
examples demonstrate that framing bias isn’t an isolated 
cognitive flaw but a widespread force influencing choices 

across disciplines. It has far-reaching consequences 
since it means that how things like product labels, 
legislation proposals, and news stories are presented can 
significantly impact how people react to them. A multi-
pronged strategy is necessary to navigate the complexity 
of framing bias successfully. Awareness and education are 
the first steps in recognizing and coping with its impacts. 
Marketers can improve their advertising techniques by 
learning how framing bias influences consumer behavior. 
To effectively convey policies to the public, policymakers 
must understand the complexities of framing bias. Those 
who know the power of framing in the media are better 
equipped to analyze news articles critically and extract 
hidden meanings and biases.
As we wrap up our investigation of framing bias, we gain 
a deeper understanding of the complexities of human 
decision-making and perception and reveal a cognitive 
phenomenon. We get around in a world where how 
information is presented can influence people’s decisions, 
how they interpret the world, and the stories they tell 
themselves. Along the way, we’ll see how the connection 
between feeling and thinking is fundamental to human 
cognition.
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