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1. K4 (Clustering illusion)
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2. UTEZM. (Anchoring effect)
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3. EE RN (Attentional bias)
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A, AT R FHMEEN (Availability heuristic)
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5. X Fri iz (Choice—supportive bias)

N T3 B 2 CAF P REAR BRI &S, WIS 1k e I
AT WMRIRANE AR T —AIEs, Sumfl, 2REMATR
SIS A A8 7 —AMEF RO FE . FETH 238 T 5 dh DA
S A RS /WA R R BB 2K o

6. Wi kB (Backfire effect)
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7. BB PA R, (Cheerleader effect)
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8. MR iE 18 (Base rate fallacy)
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9. MW E & (Bias blind spot)
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10. ] RSN (Availability cascade)
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