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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!

Wilson, T. D., & Schooler, J. W. (1991). Thinking too much: Introspection can reduce the
quality of preferences and decisions. Journal of Personality and Social Psychology, 60(2),
181-192.

Mussweiler, T., Strack, F., & Pfeiffer, T. (2000). Overcoming the Inevitable Anchoring
Effect: Considering the Opposite Compensates for Selective Accessibility. Personality
and Social Psychology Bulletin, 26(9), 1142-1150.

Nedungadi, P. (1990). Recall and consumer consideration sets: Influencing choice
without altering brand evaluations. Journal Of Consumer Research, 17(3), 263-276.



= Kahneman, D., & Tversky, A. (1984). Choices, values, and frames. American
Psychologist, 39(4), 341-350. doi:10.1037/0003-066X.39.4.341

= Hertwig, R., & Grine-Yanoff, T. (2017). Nudging and boosting: Steering or empowering
good decisions. Perspectives on Psychological Science, 12(6), 973-986.

= |yengar, S.S., & Lepper, M. R. (2000). When choice is demotivating: Can one desire too
much of a good thing? Journal of Personality and Social Psychology, 79(6), 995-1006

Urteilen und Entscheiden

(Seminar Vanessa Rettkowski FSS 2025)
Desweiteren sind die Inhaltsfolien des Seminars priufungsrelevant

e 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

e 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.

e 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)

e Cherney, A., Bockenholt, U., & Goodman, J. (2015). Choice overload: A conceptual
review and meta analysis. Journal Of Consumer Psychology, 25(2), 333-358.
do0i:10.1016/j.jcps.2014.08.002

e Brunner, T., & Wanke, 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)

Sustainability and sustainable behavior
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