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GRADUATE SCHOOL

GM1115    Perspectives of consumer choice behavior, 7.5 credits
Perspektiv på konsumentval-beteende, 7,5 högskolepoäng
Second Cycle



Literature GM1115 Perspectives of consumer choice behavior, autumn 2020 
 
The course literature is entirely based on articles. The articles are specified for a specific seminar 
(where they will be discussed), but they also serve as literature for the entire module (i.e. also for 
the lecture). Reading the articles prior to the course lecture may thus be a good idea to get a better 
grasp of the contents.   
 
Module 1: Classic perspectives, information processing, and “analytical shortcuts” 
 
Seminar 1: Information processing and classic texts 

 Bettman, J.R., Johnson, E. & Payne, J.W. (1991). Consumer decision making. Handbook of 
consumer behavior 44 (2), 50-84. 
http://www.haas.berkeley.edu/Courses/Spring2000/BA269D/BettmanJohnsonPayne91.pdf 

 Kahneman D. (2002) https://www.valuewalk.com/wp-
content/uploads/2014/06/kahnemann-lecture.pdf (first three chapters, p. 449-465) 

 
 
Seminar 2: Cues and information processing applications to choice behavior,  

 Hansen, T. (2005). Perspectives on consumer decision making: An integrated approach. 
Journal of Consumer Behaviour, 4(6), 420-437. doi:10.1002/cb.33 

 Carlsson Hauff, J. & Nilsson, J. (2017) The impact of country-of-origin cues on consumer 
investment behavior: The moderating influence of financial brand strength and investment 
management style, European Journal of Marketing, 51(2), 349-366 

 
 
Module 2. Emotional influences on decision making 
 
Seminar 3: Emotions,  

 Schwarz, D. & Loewenstein, G. (2017). The chill of the moment: Emotions and 

proenvironmental behavior. Journal of Public Policy & Marketing, 36(2), 255-268. 

 Antonetti, P. & Maklan, S. (2014). Feelings that make a difference: How guilt and pride 
convince consumers of the effectiveness of sustainable consumption. Journal of Business 

 Mogilner, C., Aaker, J. & Kamvar, S.D. (2012). How happiness affects choice. Journal of 
Consumer Research, 39, 312-326.thics, 124, 117-134. 
 

 
Module 3. Choice architecture influences on decision making 
 
Seminar 4: Choice architecture general 

 Johnson, E.J., Dellaert, B.G.C., Goldstein, D.G., Larrick, R.P. & Schkade, D. (2012). Beyond 
nudges: Tools of choice architecture. Marketing Letters, 23, 487-504. 

 Thaler, R.H., Sunstein, C. R. & Balz, J.P. Choice architecture (will be distributed in class) 
 
Seminar 5: Choice architecture and sustainability 

 Ölander, F. & Thøgersen, J. (2014). Informing versus nudging in environmental policy. 
Journal of Consumer Policy, 37(3), 341-356. 

 Lehner, M., Mont, O. & Heiskanen, E. (2016) Nudging – a promising tool for sustainable 
consumption behavior. Journal of Cleaner Production, Part A 166-177 

 
 

https://www.valuewalk.com/wp-content/uploads/2014/06/kahnemann-lecture.pdf
https://www.valuewalk.com/wp-content/uploads/2014/06/kahnemann-lecture.pdf


 
4. For course project: Lecture on experiments  

 Geuens, M & De Pelsmacker, P (2017) Planning and conducting experimental advertising 
research and questionnaire design. Journal of Advertising, 46(1) 83-100 

 Lynn, A. & Lynn, M. (2003). Experiment and quasi experiments: Methods for evaluating 
marketing options. Cornell Hotel and Restaurant Administration Quarterly, (April), 75-84. 

 Croson, R. (2003). Why and how to experiment: Methodologies from experimental 
economics. University of Illinois Law review, 921-946.  

 Field, A. & Hole, G. (2003). How to design and report experiments. SAGE Publications (not 
necessary to buy the book, the lecture will be based on this book) 

 Söderlund, M (2018) Experiments in marketing. Studentlitteratur: Lund 
 
Reading at least one of the books by Field & Hole (2003) and Söderlund (2018) is highly 
recommended. They are set as course literature for the course and several copies are available at 
the university library.  
 
 
Reference literature  
Students should consider the assigned readings as a starting point for their enquiry into choice 
behavior. There is a current stream of research being published in journals like: 
 

 Journal of Consumer Psychology 

 Journal of Marketing Research 

 Journal of Consumer Research 

 Journal of Marketing 

 European Journal of Marketing 

 Journal of Marketing Behavior 

 Journal of the Academy of Marketing Science 

 International Journal of Research in Marketing 
 
On top of this there are good books on the subjects linked to the course: 

 Thaler, R. & Sunstein, C. (2009). Nudge. Improving decisions about health, wealth and 
happiness. Penguin 

 Kahneman, D & Tversky, A (2000). Choices, values and Frames. Cambridge University Press 
 
And general books on consumer psychology 

 Norton et al (2015) The Cambridge Handbook of Consumer Psychology. Cambridge 
University Press 

 


