Readings:
· Chapters 4, 5, and  6 in Predictably Irrational.
· “Outsmart Your Own Biases” (pp 42-48) OnPoint, HBR
· https://hbr.org/2015/05/outsmart-your-own-biases
· "What do Leaders Really Do" and "The Work of Leadership" (pp. 37-78) On Leadership, HBSP 
· https://hbr.org/sign-in
· Login-msboss0730@gmail.com
· [bookmark: _GoBack]Power123!
Other assignments:
· Brain Games Episode “Focus Pocus.” Link: 
https://baypath.idm.oclc.org/login?url=http://dc.swankmp.com/baypath/sdc/watch.aspx?v=9b0a49d1f6d840faa3a59485146458d8 (Links to an external site.)Links to an external site.
· Back to Hume - Evidence and Ethics in Behavior Economics  Link: Professor Liam Delaney - Back to Hume.pdf[image: Preview the document]
 
Discussions questions – (no more than 2 paragraphs for each question)

#1-In chapters 4 and 5 Ariely argues that opinions are “plastic” and the “wording and framing” can significantly alter a persons (and groups) response to the same information. He even suggests that subsequent behavior can be changed based on manipulating these effects, specifically when there is a difference between Social Norms and Market Forces. How strong so you think that this influence is in the real world? Give an example from social media to support your answer.

#2 -As outlined by Ariely in Chapter 6 how does the Expected Utility Theory of Rational Behavior change when the subject (person) is under "The Influence of Arousal"? How is behavior explained as a result of this contradiction?

#3-Describe your understanding of Cognitive rigidity from the OnPoint article on "Out Smart Your Own Biases".. Does it make sense, or not to you? Explain.

#4-What is the central point of the HBR article “Before You Make That Big Decision…”?

image1.png




