
Prüfungsliteratur 2025 

 

Einstellungen und Einstellungsänderungen 

 Vogel, T., & Wänke, M. (2016). Attitudes and attitude change., 2nd ed. New York, NY, US: 

Routledge/Taylor & Francis Group 

 

Darin prüfungsrelevante Kapitel: 

 Kapitel 1 

 Kapitel 4 

 Kapitel 5 

 Kapitel 7 

 Kapitel 8 

 Kapitel 9 

 Kapitel 10 

 Kapitel 12 

 

 

 Schwarz, N. (1999). Self-reports: How the questions shape the answers.  American 

Psychologist, 54, 93-105. http://dx.doi.org/10.1037/0003-066X.54.2.93 

 Landwehr, J. R., Labroo, A. A., & Herrmann, A. (2011). Gut liking for the ordinary: 

Incorporating design fluency improves automobile sales forecasts. Marketing 

Science, 30, 416-429. https://doi.org/10.1287/mksc.1110.0633 

 Friese, M., Hofmann, W. & Wänke, M. (2009). The impulsive consumer: Predicting 

consumer behavior with implicit reaction time measures. In M. Wänke (Ed.) Frontiers in 

Social Psychology: The Social Psychology of Consumer Behavior. Psychology Press. 335 

pp 

 

 

Urteilen & Entscheiden 

Desweiteren sind die Inhaltsfolien des Seminars prüfungsrelevant 

 Nedungadi, P. (1990). Recall and Consumer Consideration Sets: Influencing Choice 

without Altering Brand Evaluations. Journal of Consumer Research, 17(3), 263–276. 

https://doi.org/10.1086/208556 

 Schwarz, N., Jalbert, M., Noah, T., & Zhang, L. (2021). Metacognitive experiences as 

information: Processing fluency in consumer judgment and decision making. Consumer 

Psychology Review, 4(1), 4-25. 

 Kahneman, D., & Tversky, A. (1984). Choices, values, and frames. American 

Psychologist, 39(4), 341pp. (ohne den Abschnitt "Transaction and Trades", Seite 347 - 348 

Spalte 1) 



 Chernev, A., Böckenholt, U., & Goodman, J. (2015). Choice overload: A conceptual 

review and meta analysis. Journal Of Consumer Psychology, 25(2), 333-358. 

doi:10.1016/j.jcps.2014.08.002 

 Brunner, T., & Wänke, M. (2006). The reduced and enhanced impact of shared features 

on individual brand evaluations. Journal of Consumer Psychology: JCP, 16(2), 101-111. 

(Nur Einleitung & Studie 1) 
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