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ce with the faculty and graduate school diploma policy (graduation certification and
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Knowledge and skills
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Ability to think and judge, and power of expression
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Motivation, interest, and attitude
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Aradhna Krishna (2012), “An Integrative Review of Sensory Marketing: Engagin
g the Senses to Affect Perception, Judgement and Behavior,” Journal of Consu
mer Psychology, 22 (3), 332-351.
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Lowe, Michael L., Katherine E. Loveland, and Aradhna Krishna (2019), “A Quie
t Disquiet: Anxiety and Risk Avoidance due to Nonconscious Auditory Priming,
” Journal of Consumer Research, 46 (1), 159-179.
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Zwebner, Yonat, Leonard Lee, and Jacob Goldenberg (2014), “The Temperature P
remium: Warm Temperatures Increase Product Valuation,” Journal of Consumer P
sychology, 24 (2), 251-259.
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Bajaj, Aditi and Samuel D. Bond (2018), “Beyond Beauty: Design Symmetry and
Brand Personality,” Journal of Consumer Psychology, 28 (1), 77-98.
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Hong, Jiewen and Yacheng Sun (2012), “Warm It up with Love: The Effect of Ph
ysical Coldness on Liking of Romance Movies,” Journal of Consumer Research,
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39 (2), 293-306.
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Elder, Ryan S. and Aradhna Krishna (2012), ”“The ’Visual Depiction Effect’ in
Advertising: Facilitation Mental Simulation Through Product Orientation,” J
ournal of Consumer Research, 38 (6), 988-1003.
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Esteky, Sina, Jean D. Wineman, and David B. Wooten (2018), ”“The Influence of
Physical Elevation in Buildings on Risk Preferences: Evidence from a Pilot
and Four Field Studies,” Journal of Consumer Psychology, 28 (3), 487-494.
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Huang, Xun (Irene), Aparna A. Labroo (2019), ”“Cueing Morality: The Effect of
High-Pitched Music on Healthy Choice,” Journal of Marketing, 84 (6), 130-14
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Biswas, Dipayan and Courtney Szocs (2019), “The Smell of Healthy Choices: Cr
oss—Modal Sensory Compensation Effects of Ambient Scent on Food Purchases,”
Journal of Marketing Research, 56 (1), 123-141.
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Biswas, Dipayan, Lauren I . Labrecque, and Donald R. Lehmann (2021), “Effect
s of Sequential Sensory Cues on Food Taste Perception: Cross—Modal Interplay
Between Visual and Olfactory Stimuli,” Journal of Consumer Psychology, 31
(4), 746-764.
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X4/Type of Class

XIHT%¥ / Classes in—person

Eifz88/Class Method

NAT Y RBINA 7L w7 2B / hybrid high flex
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Teaching methods used

N A e G A= V%
presentation
OPBL (RREEMRRIN )
project—-based learning
O (RSSO ER A2 HEINFE L., MRS OEBLH=ETIT
B RE
reverse teaching(a class style where students educate themselves out of
class beforehand, and use the class period to confirm the knowledge one
has gained.)
PFoAxAhyrary, T4—h
discussion / debate
Os/n—7>v—7
group work
O%xE, 74— FU—2
field work
O EREICZSE L
none of the above
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&S A% /Evaluation

&5/ Type |4 /Ratio RIS E#E /Grading Criteria
1| ZOfth  Others 50%| LY RO FERNE
2| YA In—class Points 50%| 7 4 A v a BT AER

e (GREROLA— FE) ITRT BT 40— K/N\y o DAL/Feedback methods for assignments

(exams, reports, etc.)
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&#Z2Z /Reference books

1| &#H4/Author A 7o RN B, AR,
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H AR /Publ ished year 2016
2| Z&%/Author Aradhna Krishna (Ed.)
24 RIL/Title Sensory Marketing: Research on the Sensuality of P
roducts
HikR#t/Publisher Routledge
HAREE/Published year 2010
Z Dith/Others
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