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Questions
 Question 1
According to chapter 4 and 5, Ariely, the author of Predictably Irrational, argues that opinions are plastic and words and framing can immensely contribute to an individual's response to a particular event. The author debunks the paradox of how individuals can volunteer to do some work for free than when they are paid. The author aims at showing that we live in two distinct worlds: a market-oriented world and a world where social norms dominate. In a market-oriented world, the reasoning is solely based on economics where individuals are self-interested and will do anything when there is profit (Ariely, 2008). According to me, social norms have impacted positively to the contemporary business world. The business employs social norms to attract both customers and employees. For instance, an organization offering medical cover to its workers gains a positive reputation. 
Also, some firms allow workers to have a stake in the business. As a result, the employees' morale is improved, leading to increased productivity. Moreover, in promotions and advertising, a business enterprise can decide on providing free services and thus resulting in increased reputation with customers. For instance, in chapter 4, the author provides an example where lawyers refused to $30 an hour to help poor and elderly people. Instead, the lawyers agreed to work for free to help them (Ariely, 2008). Unlike the world dominated by social norms, the market world is very clear, and individuals deal with individuals who can benefit them. The responses in the market world are controlled by the amount of profit garnered in the dealings. However, Ariely argued that people in the market world tend to be self-focused and self-reliant. On the contrary, the individuals who are controlled by social norms tend to seek for help. Therefore, businesses adhering to social norms tend to be more productive than market-oriented businesses. 
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Question 2
In chapter 6 of Predictably Irrational, Ariely discusses the hidden forces that impact on the decisions we make when we encounter different events. The expected utility theory is basically an account of how an individual makes a rational decision when he or she is not sure of the outcomes that will result from his or her response. However, according to Ariely, forces such as procrastination and power of suggestion shape the decision making. As a result, the hidden forces lead to improper decisions (Ariely, 2008). This is contrary to the expected utility theory which an individual must choose actions which suits him/her or with the highest expected utility. 
According to Ariely, in a research conducted to see how men could predict their behaviors when sexually aroused, the men were willing to go against the laws and conduct bad acts such as rape (Ariely, 2008). The behaviors of sexually aroused people contradict real people as it results in unspeakable actions. According to the author, no amount of experience can teach sexually aroused people. In the state of arousal, people have no control over their passions. To curb negative behaviors, people must understand their emotional selves. The author asserts that most people are not as integrated as they think they are. Therefore, people with less control over sexual passion should walk away before the arousal becomes a problem. 
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Question 3
In relation to "Outsmart your own Biases" article, I understand cognitive rigidity as the complexity or inflexibility of thinking of something in different perspectives. The manner by which the author debunks cognitive rigidity makes sense to me. Flexible-thinking individuals are able to approach an event from different perspectives and can easily shift the decisions when the predicted outcomes are not achieved (Soll, 2015). According to the author, individuals with cognitive rigidity spend most of their energy in preventing losses from occurring. On the other side, flexible thinkers devote their energy to developing new opportunities to explore. In the business arena, cognitive rigidity emanates from managerial mistakes. According to the author, motivated biases are the greatest causes of cognitive rigidity (Soll, 2015). For instance, most managers in different firms frame their decisions as yes-or-no questions. For example, a manager might frame his decision as should we import dairy products from Argentina? 
In such a decision, the manager has not examined whether the import is a viable solution or whether Argentina is the ideal place of import. Framing decisions to yes-or-no immensely contributes to cognitive rigidity. Another problem that leads to inflexible thinking is functional fixedness. When an individual is controlled by his/her emotions on what works or what doesn't work. The preconceived notions of the type of decision will do great harm to the chances of development of a particular business. For individuals to be flexible thinkers, they must recognize that everything is relatively founded on the demands of particular situations as well as the options available to them. As a rule of thumb, a decision maker should formulate at least three decisions as well as establish three alternatives for every decision which he/she can shift to if the initial decision did not work out. However, according to the author, even the individuals who are cognitive flexible often exhibit biases in their decisions (Soll, 2015). Therefore, the best approach that individuals can incorporate to outsmart biases is through outsmarting them through nudging themselves in the right directions.
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Question 4
The central point in the HBR article, "The Big Idea: Before You Make That Big Decision…" is to show the reader that cognitive biases are real, how to recognize them and how to circumvent them. To show that cognitive biases exist, the article reveals that every individual has two mode of thinking: System one (Intuitive thinking) and system two (reflective thinking) (Kahneman, 2011). Intuitive thinking basically reflects the world around us and actions are executed effortlessly. For instance, an individual walking and avoiding obstacles is intuitive thinking. On the contrary, reflective thinking is deliberate and requires greater effort. According to the article, it is intuitive thinking or system one that determines how an individual thinks and thus a cognitive bias. To circumvent cognitive biases, the article provides critical questions that every decision maker should ask himself before making the strategic decision. First, the decision maker should check if the proposal reveals potential self-interest biases. The decision maker should review the proposal carefully, particularly for over-optimism (Kahneman, 2011). Second, the decision maker should test for "Affect Heuristic." The decision maker is expected to use all quality controls on the checklist. Third, the decision maker should check for groupthink (Kahneman, 2011). This implies looking for dissenting opinions from some members. Fourth, the decision maker should check for "saliency bias." This refers to whether the proposal was influenced by past success.
 Fifth, the decision maker should check for confirmation bias (Kahneman, 2011). This implies that the task force should provide credible alternatives. Sixth, the decision maker should confirm the availability bias. This refers to the availability of information if such a decision is needed in the future. Seventh, the decision maker should check if there is anchoring bias (Kahneman, 2011). This by confirming whether the numbers mentioned can be substantiated or if the task force got figures from extrapolation from history. Eighth, the decision makers should test for "Halo Effect." This refers to eliminating false inferences and assumptions in the proposal. Finally, the decision maker should test for "Sunk-Cost Fallacy" or Endowment Effect (Kahneman, 2011). This involves checking whether the recommendations are mainly attached to past experiences. If a proposal is assessed through the aforementioned tests, then it will be free from cognitive biases. 
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