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Judgment and Decision Making 

(Seminar bei Yavor Paunov FSS 2026) 

NB! All seminar slides and the notes to each slide are the most important material for the 

exam. The papers below are the rest of the exam literature. Good Luck! 
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Urteilen und Entscheiden 

(Seminar Vanessa Rettkowski FSS 2025) 

Desweiteren sind die Inhaltsfolien des Seminars prüfungsrelevant 
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Sustainability and sustainable behavior 

Not all topics from the syllabus are relevant for the exam. The relevant topics are listed here. 

The Boosting topic has 1 paper added here, which is not on the syllabus (Grüne-Yanoff & 

Hertwig, 2017). Most importantly, go through the slides and the notes in them!!! 
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Allgemeine Themen der Konsumentenpsychologie (Seminar FSS 2023) 
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Marktforschung (Seminar FS 2023) 

Handouts zu verschiedenen Instrumenten der Marktforschung 
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