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Abstract: Decision-makers are often influenced by the way in which a choice situation is 
presented to them or framed. This can be seen as an important challenge to the social sciences, 
since strong and pervasive framing effects would make it difficult to study human behavior in 
a synthetic or theoretic manner. We present results from experiments designed to shed light 
on two hypotheses about framing. The first posits that small changes in the frame only lead to 
small changes in behavior. The second proposes that changes in the incentive parameters will 
alter behavior in the same direction across different frames. Our results are consistent with 
these hypotheses, suggesting that there is some predictability to the way in which framing 
effects affect human behavior. 
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