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Abstract: Confirmation bias is a common problem for customers, brands, and decision-

makers across society. And collectively, it can positively or negatively impact the accuracy 

and quality of decisions, especially for purchasers. This paper introduces the concept of 

confirmation bias in behavioral economics and overviews the definition and origin of this 

theory and its importance. Also, taking good advantage of three applications including 

Information Processing, Marketing & Branding and Stereotype proves that if the confirmation 

bias is affecting, this raises the psychological cost of making a purchase decision and reduces 

the desire to buy, thereby influencing people's thoughts on the purchase decision. 

Keywords: conformation bias, customer decision-making, buyer behaviour, information 

processing, marketing & branding, stereotype 

1. Introduction 

Understanding biased human reasoning means understanding the role that reasoning plays in 

everyday activities [1]. The fact that a generation of psychologists has had a different view of human 

rationality with each passing decade may also explain the replacement of the 'new face of irrationality' 

of the 1950s with the 'rational amateur scientist metaphor' of the 1960s [2]. Wason published a 

relatively short experimental paper in 1960 in which he introduced the 2-4-6 problem as a test of 

inductive reasoning (positive testing), the earliest and most talked about the origin of the concept of 

confirmation bias [3]. Wanton found that subjects tended to be very confident in the hypothesized 

results given uncertain data and believed they had mastered the pattern. However, in most cases, they 

did not find wanton's rule to be more general and simply gave numbers in ascending order [4]. Since 

the subjects examined their theories in a biased manner, concentrating on one possibility and ignoring 

alternatives, Wason coined the term "confirmation bias" for this phenomenon. 

Mental shortcuts are the result of a constant supply of information. The human brain tends to 

become impatient when it must carefully consider every piece of information. It leads people to 

develop a range of cognitive biases in their daily lives, whether they are aware of them or not. In 

confirmation bias psychology, humans are unable to view information fairly, so they often select only 

material that supports their pre-existing biases or opinions. This bias is motivated by wishful thinking 

when people form beliefs that confirm their opinions. It prevents people from gathering more 

information because the evidence gathered so far confirms their pre-existing beliefs. This paper will 

mainly focus on how confirmation bias affects buyers' decisions in the areas of information 

processing, marketing & branding, and stereotypes. Furthermore, through clear definitions and 
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understandable examples, this essay will illustrate exactly what confirmation bias is, how it is 

understood and why it is important. Meanwhile, this study provides a reference for the development 

of the field of confirmation bias. 

2. Importance of Confirmation Bias 

Confirmation bias refers to seeking or interpreting information in a way that biases current views, 

expectations, or assumptions which is mostly used in the psychological literature [5]. People tend to 

frequently seek, evaluate, and produce new evidence to validate their pre-existing opinions [6] due to 

biases created by prior understanding. And rather than analysing the event critically and dialectically, 

they prefer to spend their time and energy attempting to demonstrate as much as possible that their 

notions (biases) are true and unchallengeable. Hahn and Harri also argue that this cognitive bias 

refuses to change once a belief or opinion has been formed, as well as being overconfident or 

delusional about the validity of one's opinion [7]. Here's an example practically everyone has heard 

the idea that left-handed people are more creative than right-handed people. If this is the case, meeting 

left-handed and creative people might just serve to reinforce their preconceived notions. Additionally, 

they might not even consider situations that provide opposing evidence [8]. The term "confirmation 

bias" refers to this mental blunder. To demonstrate confirmation bias, in 2006 Pines provided a 

hypothetical example of an overworked doctor encountering a 51-year-old man who had come to the 

hospital several times in the early hours of the morning asking for painkillers because of back pain 

[9]. The doctor thought it was just a similar visit and prescribed a new painkiller for the man after 

checking that his physical condition was as expected. Because the painkillers were exactly what the 

man wanted, he missed the delicate problem that required immediate surgery. Therefore, confirmation 

bias does influence the thinking and behaviour of this group of people in everyday life. Not only can 

it lead people to hold strongly held false beliefs, or to give more weight to information supporting 

their beliefs than to evidence, but it is also unconsciously applied in many areas such as medicine, 

law, and interpersonal relationships. 

3. Applications about Research 

3.1. Information Processing  

Confirmation bias is an effective way to process information because there is an infinite amount of 

information that humans are exposed to. To form an unbiased decision, people must critically evaluate 

every piece of information that exists, which is not feasible and therefore people only tend to look for 

the desired information to form their conclusion [10]. Meanwhile, confirmation bias in the way people 

remembers things can affect their memories. It affects the way people store and interprets information 

in their minds. Personal opinions can also alter memories. Although human attitudes affect the way 

they process information, the effect seems to vary with the reasoning stage, which may have an impact 

on purchasing strategies [11]. A good example of it is that if someone has an awful experience buying 

something because of the bad service attitude the sales staff offered, he/she is more likely to bring the 

whole brand store into disrepute wherever they go. Also, an unlimited amount of information can 

have an impact on a search engine's tendency to bias searches [12]. This type of bias occurs when 

you do research and only look for information that supports your theory or hypothesis. If someone 

searches for a question with two variables, such as "is it better to buy a house than a car", the search 

engine will return more results that support buying a house; when typing in the opposite question, the 

research engine will return more results that support buying a car. 

Additionally, one bad experience can affect people's overall perspective, especially the impact of 

social media. How people interpret information is how they see the parts they want to see. For 

example, people are more willing to incline, choose, and are more likely to stick to what they want to 
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see. Confirmation bias influences the way people consume and process information because it favours 

their beliefs [13]. For instance, someone's favourite social media influencer has been recommending 

a certain shoe for the past few weeks, so he/she immediately places an order to have the same model 

as the person he/she likes. However, once someone receives the shoes, they realise that the shoes 

themselves are not as perfect and appealing as the social media influencer recommended. Social 

media has always been a powerful way of spreading information [14], especially fake news, such as 

WhatsApp, Twitter, and TikTok links to products or retweets of advertisements, and sensational 

headlines and false statements are often spread by the confirmation bias of readers. These pre-existing 

notions about an event or person can easily become the catalyst for fake news, as people rarely check 

the credibility of the source of the information and thus become the windfall for the spread of 

falsehoods. Many studies have confirmed the important role of social media-influenced confirmation 

bias in the complex purchase decision process of consumers [15], where people use only certain 

channels/websites to obtain information to make biased conclusions due to biased reporting and 

portrayal of products. 

3.2. Marketing & Branding 

Some applications of confirmation bias can be discussed in the marketing field via branding. Peters 

argues that the term "confirmation bias" is used to refer to the different ways in which beliefs and 

expectations can influence the selection, retention, and evaluation of evidence and can enhance 

people's perceptions of themselves [16], often in a positive way, as confident and stubborn. In 

marketing, with the use of confirmation bias in the creation of marketing content as a creator of 

marketing content, brands are better able to facilitate purchase decisions by helping viewers create 

the tunnel vision created by confirmation bias [17]. Advertising campaigns cleverly use confirmation 

bias as a tool to convince consumers that they are part of a group, often using clichés and false 

propaganda to their advantage or to build a customer's brand image for a product. For example, some 

people are not aware of the results of being "brainwashed" by brand marketing techniques: Carhartt's 

durable workwear attracts construction workers, while artists and designers tend to choose Apple's 

iPad Pro.  

As discussed above, positive and navigate biases can influence people's decisions, and most of 

these biases are unconscious [18]. However, with the development of advertising technology, they 

can become embedded in the work and lives of people in society, which creates advertising bias. For 

example, only analysing the brand mark's content will bias the visual brand's existence [19]. The 

nature of advertising bias relies on assumptions rather than objective facts for advertising campaigns 

so marketers may find it a daunting task to try to avoid making initial judgements to facilitate 

consumers' purchasing decisions. As an industry, marketers need to be aware of how these biases 

affect society, including organisations and jobs, to optimise advertising campaigns and use consumer 

data ethically to exaggerate brand impact and increase sales, as well as to improve advertising fairness 

and publicity. 

3.3. Stereotype 

Stereotypes are a set of beliefs that individuals have about the characteristics or attributes of a group 

[20] and are generally considered to be characteristics that are imposed on people because of their 

race, nationality, sexual orientation, etc. [21]. One example is the perception that women are 

considered more emotional when purchasing goods and services and are more likely to be influenced 

by external circumstances such as compliments, disapproval, and foils. A 2005 social science paper 

also pointed out that the stereotypical perceptions of older people in the United States have been 

studied as enthusiastic and incompetent, due to their perceived lack of competitiveness and low status 
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respectively [22]. This is not necessarily negative, as the belief that accountants are good with 

numbers is well documented and logical and is part of the stereotype. These characteristics often 

oversimplify the group in question and are seen as an inevitable by-product of a meanspirited way of 

perceiving them [23]. Even if they appear “positive”, stereotypes can harm buyer behaviour for 

various reasons, which could decrease the tendency to shop. This can also be interpreted to mean that 

even slight hints, such as reading negative stereotypes about a customer's race or gender, can have an 

impact on whether they buy or not [24]. Consumers often use stereotypes to help shape their choices, 

even if they don't realize them [25]. Due to the fact that stereotypes are socially shared and provide 

information about social groups based on easily identifiable factors (e.g., race, gender, etc.) to help 

inform their choices, it serves as a useful resource that may help infer preferences and predict the 

behaviour of consumption partners. Lee et al. (2011) predicted that awareness of negative stereotypes 

about one's group (ethnicity, nationality, gender) would make consumers sensitive to whether the 

service provider was part of the group they belonged to and would dramatically reduce their desire to 

purchase when they found out that the provider was not in their group [26]. For instance, shops selling 

Buddhist stuff in Taoist mountains are often uncrowded and have sluggish sales. In addition, the 

perception of negative stereotypes, especially in the areas of financial services and automobile sales 

and services, may cause consumers to fear being cheated and giving up buying. 

4. Conclusion 

This paper mainly expounds on what confirmation bias is, how it was proposed, and its great impact 

on fields including behavioural economics, psychology, society, and many others. Also, focusing on 

confirmation bias, this paper analyses how confirmation bias influences customers' purchasing 

decisions through its positive and negative aspects in the economics of consumer behaviour. Peter 

Watson found that is easy to view one's theory in a biased way and ignore the problem itself and the 

alternatives while many studies have shown that the existence of confirmation bias can lead to people 

spending a lot of energy trying to verify that their opinion is correct and more likely to be stubborn 

with these impressions. Additionally, three applications will take full advantage of the influence of 

confirmation bias on purchasing decisions which are information processing, marketing & branding, 

and stereotypes. They demonstrated confirmation bias via biased memory and biased searching 

preferences, advertising operation creation and simplifying the psychological cost of purchase 

decisions for consumers harmed by stereotypes. 

However, there are areas of this essay that need to be supplemented and refined. For all three 

applications, social media is effective in influencing people's purchase decisions through 

confirmation bias, which is mainly reflected in the fact that online reviews generate and direct the 

audience's confirmation bias towards their purchase decisions, which is open to discussion but is not 

included in this essay. Also, confirmation bias is a concept that has a wide range of applications, not 

only in the field of behavioural economics but also in law, ethics, medicine, society, and many other 

areas that are worthy of more in-depth study and discussion. Furthermore, everyone's understanding 

of life is based on previous experience and knowledge, which is why confirmation bias tends to be 

effective and widely used. In the case of professional life, for example, there is a confirmation bias 

that can kill opportunities or cause tensions if it is too radical. Understanding what confirmation bias 

is and how it applies to all aspects of people's lives can help determine when to take full advantage 

of it. Meanwhile, for purchasers, tips like understanding their own bias, looking critically at 

information (brands, products, services, etc.), allowing themselves to make mistakes and developing 

a replicable decision-making process can help to avoid the impact of confirmation bias on purchasing 

decisions and clear as many hurdles as possible to make the right decision to purchase. 

Proceedings of the 2nd International Conference on Business and Policy Studies
DOI: 10.54254/2754-1169/10/20230471

230



References  

[1] Lewicka, M. (1998). Confirmation Bias. Personal Control In Action, 233-258. DOI: 10.1007/978-1-4757-2901-6_9 

[2] Zajonc, R., Murphy, S., & Inglehart, M. (1989). Feeling and facial efference: Implications of the vascular theory of 

emotion. Psychological Review, 96(3), 395-416. DOI: 10.1037/0033-295x.96.3.395 

[3] Gatlin, K., Hallock, D., & Cooley, L. (2018). Confirmation Bias among Business Students: the Impact on Decision-

Making. Review Of Contemporary Business Research, 6(1). DOI: 10.15640/car.v6n2a2 

[4] Klayman, J. (1995). Varieties of Confirmation Bias. Psychology Of Learning And Motivation, 385-418. DOI: 

10.1016/s0079-7421(08)60315-1 

[5] Nickerson, R. (1998). Confirmation Bias: A Ubiquitous Phenomenon in Many Guises. Review Of General 

Psychology, 2(2), 175-220. DOI: 10.1037/1089-2680.2.2.175 

[6] Kassin, S., Dror, I., & Kukucka, J. (2013). The forensic confirmation bias: Problems, perspectives, and proposed 

solutions. Journal Of Applied Research In Memory And Cognition, 2(1), 42-52. DOI: 10.1016/j.jarmac.2013.01.001 

[7] Dorst, K. (2021). Hahn and Harris 2014: What Does it Mean to be Biased? [Ebook] (pp. 1-4). Retrieved from 

https://www.kevindorst.com/uploads/8/8/1/7/88177244/hahn_and_harris_2014.pdf 

[8] Mathers, C. (2020). 9 Confirmation Bias Fallacy Examples In Everyday Life. Retrieved 28 August 2022, from 

https://www.developgoodhabits.com/confirmation-bias/ 

[9] Pines, D., & Bohorquez, F. (2006). Challenges Facing Future Micro-Air-Vehicle Development. Journal Of Aircraft, 

43(2), 290-305. DOI: 10.2514/1.4922 

[10] Casad, B., Petzel, Z., & Ingalls, E. (2018). A Model of Threatening Academic Environments Predicts Women STEM 

Majors’ Self-Esteem and Engagement in STEM. Sex Roles, 80(7-8), 469-488. DOI: 10.1007/s11199-018-0942-4 

[11] Vedejová, D., & Čavojová, V. (2021). Confirmation bias in information search, interpretation, and memory recall: 

evidence from reasoning about four controversial topics. Thinking &Amp; Reasoning, 28(1), 1-28. DOI: 

10.1080/13546783.2021.1891967 

[12] Shah, C. (2021). It's not just a social media problem – how search engines spread misinformation. Retrieved 22 

August 2022, from https://theconversation.com/its-not-just-a-social-media-problem-how-search-engines-spread-

misinformation-152155 

[13] Kaanders, P., Sepulveda, P., Folke, T., Ortoleva, P., & De Martino, B. (2022). Humans actively sample evidence to 

support prior beliefs. Elife, 11. DOI: 10.7554/elife.71768 

[14] Shu, K., Sliva, A., Wang, S., Tang, J., & Liu, H. (2017). Fake News Detection on Social Media. ACM SIGKDD 

Explorations Newsletter, 19(1), 22-36. DOI: 10.1145/3137597.3137600 

[15] Voramontri, D., & Klieb, L. (2019). Impact of Social Media on Consumer Behaviour. International Journal Of 

Information And Decision Sciences, 11(3), 1. doi: 10.1504/ijids.2019.10014191 

[16] Peters, U. (2020). What Is the Function of Confirmation Bias? Erkenntnis, 87(3), 1351-1376. DOI: 10.1007/s10670-

020-00252-1 

[17] Chey, E. (2021). Understanding How Confirmation Bias Is Used in Marketing. Retrieved 22 August 2022, from 

https://www.clearvoice.com/blog/confirmation-bias-in-marketing/ 

[18] Bias in Advertising: Confronting & Addressing the Challenge | IBM Watson Advertising. (2022). Retrieved 22 

August 2022, from https://www.ibm.com/watson-advertising/thought-leadership/bias-in-advertising 

[19] Rosada, J., Hartmann, J., Schwenzow, J., & Heitmann, M. (2022). Be Careful What You Look for: Tagged Social 

Media Content Biases Brand Analyses. SSRN Electronic Journal. DOI: 10.2139/ssrn.4157222 

[20] Judd, C. M. & Park, B. (1993). Definition and Assessment of Accuracy in Social Stereotypes. Psychological Review, 

100 (1), 109-128. 

[21] Nittle, N. (2021). What Is a Stereotype? Retrieved 22 August 2022, from https://www.thoughtco.com/what-is-the-

meaning-of-stereotype-2834956 

[22] Cuddy, A., Norton, M., & Fiske, S. (2005). This Old Stereotype: The Pervasiveness and Persistence of the Elderly 

Stereotype. Journal Of Social Issues, 61(2), 267-285. DOI: 10.1111/j.1540-4560.2005. 00405.x 

[23] Hilton, J., & von Hippel, W. (1996). STEREOTYPES. Annual Review Of Psychology, 47(1), 237-271. DOI: 

10.1146/annurev.psych.47.1.237 

[24] MacBride, E. (2015). Stereotyping Makes People More Likely to Act Badly. Retrieved 22 August 2022, from 

https://www.gsb.stanford.edu/insights/stereotyping-makes-people-more-likely-act-badly 

[25] Yang, L. (2010). The Role of Stereotypes in Consumer Behavior (PhD). Duke University. 

[26] Lee, K., Kim, H., & Vohs, K. (2011). Stereotype Threat in the Marketplace: Consumer Anxiety and Purchase 

Intentions. Journal Of Consumer Research, 38(2), 343-357. DOI: 10.1086/659315 

 

 

Proceedings of the 2nd International Conference on Business and Policy Studies
DOI: 10.54254/2754-1169/10/20230471

231


