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It all comes 
down to 

decisions

Business growth comes down to solid decision-making. So why not leverage a Decision Science 
approach? Decision Science is based on the premise that the more you know about consumer 
decision-making, the better you can influence their decisions. And the more you learn about 
your own decision-making, the better business decisions you can make. 

Decision-making can be modeled 
scientifically

Human decisions are constrained 
by their social contexts

Humans aren’t great at making 
good decisions

Rational choice theory (from 
sociology) offers a model for 
rational – and optimal – human 
decision-making:
• Options line up to end goals
• Trade-offs have direction 

(positive/negative), weights 
(importance), likelihoods, and 
durations

• Choice architecture includes 
decision duration, number of 
iterations, and scope of 
impact (should it benefit just 
the business, or also culture, 
society, the environment?)

We don’t make decisions in a 
vacuum (sociology, anthropology).
• Informal norms shape what’s 

expected and needed of us
• Formal norms and institutions 

tell us what is and isn’t allowed
• Social values influence how we 

see our trade-offs
• Our identities shape trade-off 

options
• Our social networks are sources 

of information that influence 
our decision-making

• We often make decisions with 
others, in pairs or groups –
which involves unique decision-
making processes

The way our brains work makes 
decision-making hard (psychology, 
behavioral economics).
• We use mental short-cuts to 

make decision-making easier; 
for example, we look for 
connections or similarities that 
may not be accurate, stop 
information-gathering too 
soon, and rely on our guts 
instead of the laws of 
probability

• Our natural biases keep us 
from seeing the world as it 
really is, which can impact our 
decisions



Decision 
Science 

Approach

Applying Decision Science to business growth means focusing on the consumer decision-
making process, not on consumer opinions, attitudes, or past behaviors, which can be 
misleading indicators of future behavior.

Self-reflection can be misleading, 
so it’s best to avoid it

Attitudes don’t line up with 
behavior – for good reason

Past behavior doesn’t tell you how
to influence future behavior

Research in psychology has shown 
that intense self-reflection leads to 
inaccurate reporting of 
preferences; the more people 
think about their thoughts and 
feelings, the less genuine they 
become and the more likely they 
are to say what they think is 
expected.

A Decision Science approach 
avoids learning about consumers 
through questions that require 
deep reflection. Rather, Kabiri
Consulting gathers information on 
consumer choices and consumers’ 
social and cultural contexts. 

What people say they want isn’t 
what they always do – and not 
because they’re clueless or 
dishonest. When it comes down to 
making decisions, consumers are 
constrained by social context: the 
economy, social expectations, 
cultural values, and personal 
networks can influence choices. 

A Decision Science approach 
studies preferences within social 
context, understanding how 
context limits peoples’ abilities to 
do what they really want. 

What people do isn’t what they 
ideally want, or what’s best for 
them. People aren’t great at 
making good decisions, and their 
past behavior can be due to flawed 
decision-making, not actual 
preferences. 

By focusing on the decision-making 
process, rather than on its 
outcome, Kabiri Consulting is 
better able to unlock the key to 
changing peoples’ minds and 
allowing them to make choices that 
they are most satisfied about. 



Decision 
Science 

Research

Kabiri Consulting executes research using Decision Science principles, so that insights 
are as robust as possible. Here are some examples of how this looks in action:

Legal tech company seeking 
consumer-centric solutions 

B2C soda brand trying to steal 
competitor share

B2C personal care brand wanting 
to expand into the male market

Problem:
A legal tech company seeks to 
understand pain points for legal 
consumers. 

Decision Science Solution:
Qualitative research asked 
participants to keep diaries from 
very early into their legal issue 
across two weeks, as they sought 
a solution to their issue. Diaries 
included options participants saw 
at each step, what options they 
chose, and what trade-offs 
dominated their decisions. A 
follow-up quant study used 
MaxDiff to rank trade-offs. Quant 
also included vignettes (a 
description of a hypothetical 
situation) and asked respondents 
to report what they’d choose to 
do if in that situation (to rely on 
actual decisions for insights, rather 
than on unreliable self-reflection). 

Problem: 
A specialty soda brand strives to 
grow by stealing share from major 
soda brands like Coke and Pepsi. 
Research is needed to profile 
consumers and drive strategy.

Decision Science Solution:
A survey profiled category users 
psychographically to measure 
openness to trying new things. 
Metrics derived from behavioral 
economics (measures of preference 
stability, perceived expertise, 
decision fatigue, and others) 
determined that consumers of 
specialty soda brands are much 
more open to switching than users 
of Coke or Pepsi, and therefore 
better consumer targets. 
Recommendations for building 
loyalty among these switch-happy 
consumers were then pulled from 
behavioral economics research.

Problem:
A manufacturer of female personal 
care products (cleansers, toners, 
cremes, etc.) wants to launch a line 
for men and needs research to 
create the right messaging.

Decision Science Solution:
Focus groups were conducted of 
male friend groups, to allow for 
exploration of how personal 
networks influence decision-making 
through sharing of information and 
normative expectations around 
personal care. Questions also 
explored male identities and their 
impact on personal grooming 
decisions. Questions around private 
and personal grooming practices 
were also shared, to determine how 
purchase decisions differed for 
products that were privately used 
versus those that weren’t. 

Examples are hypothetical or slightly altered to protect client confidentiality.



Decision 
Science 

Consulting

Kabiri Consulting leverages academic research in human decision-making to help inform your 
business strategy. Here are some examples of how Decision Science consulting looks in action:

B2B real estate business 
struggling to grow revenue

B2C sunglass brand looking for 
hidden opportunity 

B2C tech brand looking for pricing 
strategy

Problem:
Client offers a tech solution to 
property managers that simplifies 
an aspect of their operations. 
Client struggled to find customers 
beyond early adopters.

Decision Science Solution:
Academic research in behavioral 
economics and psychology was 
curated and synthesized. The 
research revealed how status quo 
bias, omission bias, and choice 
deferral are barriers to adopting 
new behavior. Academic research 
also offered actionable 
recommendations for overcoming 
these biases in others. 

Problem:
Athletic sunglass brand known for 
high functionality sought 
positioning and messaging that 
would resonate as it branched out 
into the fashion market. 

Decision Science Solution:
Consumer evaluation of product 
features was insufficient. Personal 
identity proved more important in 
shaping purchase decisions. 
Sociological research suggests that 
people carry multiple identities at 
once and make decisions based on 
which identity is triggered in 
specific situations. Nailing down 
the right identity for client’s brand 
ensured appropriate messaging in 
the appropriate channels. 

Problem:
Client offers tech solutions to 
people with simple, straightforward 
legal needs, as alternatives to 
hiring a lawyer. Client is unsure 
whether its price point is optimal.

Decision Science Solution:
Behavioral economics research 
suggests that consumer pricing 
preferences depend on anchor 
points – prices for similar services 
that consumers have already been 
exposed to. By uncovering the 
customer journey, and especially 
price points consumers are 
previously exposed to, an optimal 
price point was recommended. 
Recommendations around even 
versus odd pricing (from behavioral 
economics) were also offered. 

Examples are hypothetical or slightly altered to protect client confidentiality.
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