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ABSTRACT

The target of this study is to analyze the elements that impact Human Decision-Making and the job of
examination in promoting for authoritative achievement, as well as the potential dangers related with
navigation. This exploration plans to analyze the variables impacting business independent decision-making
and the advertising consequences for authoritative execution, as well as the related dangers related with
navigation. The outcomes demonstrate that business navigation is pivotal for accomplishing hierarchical
objectives and supporting an upper hand in showcasing. The results of independent decision-making can
apply a significant effect on the success of an association, and lacking navigation can leave an association
powerless against significant dangers. According to the findings of the research, effective Human Decision-
Making is necessary for Behavioral Economics Societal Consequences to be successful. Leaders are
committed to consider many variables that could impact the nature of their choices and to guarantee that the
dynamic cycle is straightforward and showcasing. By providing insights that can enhance their decision-
making processes and ultimately improve their Societal Consequences outcomes, the findings of this study
can be of great assistance to Societal Consequences and other decision-making.

Keywords: Behavioral Economics, Societal Consequences, Human Decision-Making

INTRODUCTION

Practicing judicious decision-production at fortunate minutes is a significant part of making progress
throughout everyday life, whether one is an individual, a substance, or society at large [1]. Business
navigation requires the capacity to distinguish, assess, and select the ideal decision from a scope of choices,
considering the accessible information, assets, and goals. With regards to Enhancing Procedures, dynamic
assumes a vital part as decisions in this space can altogether affect an association's drawn-out exhibition [2].
Leading an assessment of the ramifications of decision-making is fundamental to comprehend the business
Ness of navigation and its effect on an association’s presentation in promoting.

Choices taken inside the system of Enhancing Procedures are expected to focus on an association's drawn-
out interests [3]. The decisions taken here can essentially affect the association's cutthroat position, monetary
execution, and generally achievement. The adequacy of the dynamic cycle and the setting where it happens
can incredibly influence whether the results of decision-production decidedly or adversely influence an
association's presentation. Therefore, having a comprehensive understanding of the factors that influence
Human Decision-Making is essential to success in Behavioral Economics.

This review expects to research the effect of Streamlining Techniques choices by looking at the most recent
examinations in the field of Promoting and Business Decision-Production [4]. This examination expects to
analyze the variables affecting business independent decision-making and the resulting influence on
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hierarchical execution. Moreover, it looks to investigate the potential dangers related with in business
decision making [5].
STATEMENT OF PROBLEM

The methods used to make decisions, the availability of data, and individual decision-maker
characteristics will all be examined as part of the investigation [6]. The investigation will survey the
potential perils connected to poor navigation and foster business dynamic systems that can support dynamic
outcomes and reinforce hierarchical accomplishment [7]. By handling this issue, policymakers can improve
their dynamic methods and support their ability to accomplish their advertising key objectives [8]. The
objective of the exploration is to give a far-reaching examination of dynamic cycles and outcomes inside
organizations, explicitly zeroing in on Upgrading Procedures [9]. The examination will zero in on many
elements that might impact Human Decision-Making, including dynamic conventions, accessible data, and
the traits of the chief. Besides, it will look at the effect of dynamic on an association's monetary execution,
cutthroat position, and achievement.
To guarantee the outcomes are characteristic of a different scope of organizations and can be material in
numerous specific situations, the examination will be led across various business areas and sorts of
associations [10]. To give an exhaustive comprehension of the variables that add to business dynamic in
Improving Systems, this study will use both subjective and quantitative information, including contextual
investigations, reviews, and monetary information, among different wellsprings of promoting. The
exploration means to thoroughly examine dynamic in Improving Procedures, while additionally recognizing
the constraints of the strategy and its appropriateness to different hierarchical settings [11].
1. The goal is to decide the components that influence the viability of dynamic in Upgrading
Techniques, enveloping dynamic methodology, available data, and individual chief ascribes in stamping.
2. To evaluate the impact of dynamic on hierarchical execution, including monetary execution, serious
position, and by and large achievement.
3. The goal is to appreciate the potential dangers connected to lacking dynamic in Upgrading
Methodologies, remembering decreased authoritative execution for advertising, mischief to notoriety, and
botched opportunities.
4. The goal is to recognize proficient dynamic techniques that can upgrade dynamic outcomes and add
to hierarchical achievement.
RESEARCH METHDOLOGY
The review's examination configuration is cross-sectional. It involves gathering information at a particular
second to learn the associations between factors [12]. The information for this study has been assembled
from both essential and optional sources. The assortment of essential information was led utilizing an
efficient survey, and optional information was gotten from distributed sources like diaries, books, and web
data sets [13]. The sample design in this study was created using stratified random sampling. The size of the
example is 150.
The specialist will use a few information sources and exploration systems to guarantee the review's
accuracy. The technique and information sources will envelop both subjective and guantitative information,
including contextual analyses, polls, and monetary information [14]. The review's discoveries will depend
on experimental proof, and the exploration strategies will be both reliable and straightforward. This will
ensure the reproducibility of the review's discoveries by different specialists [15]. In addition, as part of this
investigation, the data will be examined using established theories and frameworks. This will assist with
ensuring that the outcomes depend on earlier review and skill. The specialist will likewise submit to moral
rules to guarantee that the systems utilized in the review are both honest and impartial [16].
The review plans to give dependable and legitimate discoveries on the results of dynamic in Enhancing
Procedures. This will be accomplished by using numerous information sources and exploration draws near,
as indicated by moral rules, and drawing upon current speculations and systems [17]. While breaking down
the outcomes, it is essential to think about that, like whatever other exploration, there can be sure limitations
and biases that influence the dependability of the review's decisions. These variables ought to be considered
[18].
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The assessment of the information gathered for this study can utilize both quantitative and subjective
exploration philosophies [19]. The assembled quantitative information went through different factual
strategies, including basic rate investigation and ANOVA, to work with its assessment.

One can decide the level of a particular worth or class inside a bigger dataset by utilizing a fundamental
measurable strategy known as straightforward rate investigation. This technique is regularly utilized in
information examination and is helpful for getting an extensive comprehension of the information's
conveyance and rate [20].

Anova, short for Examination of Fluctuation, is a measurable investigation approach utilized to look at the
method for some gatherings. Inside the domain of exploration, this procedure is regularly utilized to address
requests in regard to the presence of genuinely huge variations between gatherings, in light of at least one
free factor. Anova, or investigation of fluctuation, is a measurable technique utilized while contrasting at
least three gatherings. This is done by contrasting the degree of variation that exists between groups and
within groups. Assuming the variety between the gatherings is more noteworthy than the variety inside the
gatherings, almost certainly, there are huge contrasts between the gatherings. In research and data analysis,
the analysis of variance (ANOVA) is a useful method that lets you compare the means of multiple groups.
This examination can possibly uncover huge bits of knowledge. Nevertheless, it is essential to analyze the
results in conjunction with other statistical methods and to confirm the data's coherence using the ANOVA
assumptions.

LIMITATIONS OF THE STUDY

e The research findings may be limited by the availability and quality of the collected data.

e The study's results are vulnerable to distortion due to the researcher's capacity to subjectively
interpret the data.

e The research may have time constraints that limit the extent and scope of the investigation.
Consequently, the research may be insufficient in considering all the factors that influence decision-
making in Behavioral Economics.

e The generalizability of the research findings may be constrained if they are affected by external
factors such as changes in the business environment, economic conditions, or legal and regulatory
modifications.

ANALYSIS AND INTERPRETATION
Demographic variables of the respondents

Demographic variables Particulars Frequency | Percent
18-20 Years 31 20.7
20-25 Years 57 38.0
Age 25-28 Years 45 30.0
28-30 Years 17 11.3
Total 150 100.0
Male 86 57.3
Gender Female 64 42.7
Total 150 100.0
High school 97 64.7
Associate degree 12 8.0
Education Bachelor's degree 24 16.0
Master's degree 17 11.3
Total 150 100.0
) Executive leadership 48 32.0
Job Title -
Senior management 12 8.0
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Demographic variables Particulars Frequency | Percent
18-20 Years 31 20.7
20-25 Years 57 38.0
Age
25-28 Years 45 30.0
28-30 Years 17 11.3
Middle management 20 13.3
Entry-level/Operational staff 70 46.7
Total 150 100.0
0-5 years 17 11.3
_ _ ~ |6-10years 50 33.3
Years of experlence.m Behavioral 11-15 years 47 313
Economics
16-20 years 36 24.0
Total 150 100.0
Small (1-50 employees) 54 36.0
S Medium (51-500 employees) 84 56.0
Organization size
Large (501+ employees) 12 8.0
Total 150 100.0

Interpretation:

The above table shows the results for the personal information of the respondents. Of 150
respondents, 20.7% have an age group between 18-20 years, 38% have an age group within 20-25 years,
30% have an age group between 25-28 years, 11.3% have an age group between 2830 years, 57.3% of the
respondents are male, 42.7% are female, 64.7% of the respondents completed high school education, 8%
completed associate degree, 16% finished their bachelor’s degree, 11.3% completed their master’s degree,
32% of the respondents working as executive leaders, 8% working in the senior management, 13.3%
working in the middle management, 46.7% working s entry level/operational staff, 11.3% of the respondents
have between 0-5 years of work experience, 33.3% have 6-10 years of work experience, 31.3% with 11-15
years of work experience, 24% with 16-20 years of work experience, 36% of the respondents working in
small (1-50 employees) size organization, 56% working in medium (51-500 employees) size organization
and 8% working in large (501+ employees) size organization.

Industry working by the respondents

Frequency | Percent
Manufacturing 41 27.3
Healthcare 30 20.0
Technology 22 14.7
Finance 11 7.3
Retail 46 30.7
Total 150 100.0
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Interpretation:

The above table implies the results for the industries in which the respondents work. Of 150
respondents, 27.3% working in manufacturing sector, 20% working in healthcare sector, 14.7% working in
the technology sector, 7.3% working in the finance sector and 30.7% working in the retail sector. It indicates
that majority of the respondents working in the retail sector.

Overall satisfaction with the outcomes of the strategic Human Decision-Making

Frequency | Percent
Very satisfied 56 37.3
Satisfied 16 10.7
Neutral 18 12.0
Dissatisfied 5 3.3
Very dissatisfied 55 36.7
Total 150 100.0

Interpretation:

The above table implies the results for the overall satisfaction of the respondents with the outcomes of the
strategic Human Decision-Making . Of 150 respondents, 37.3% are very much satisfied, 10.7% are satisfied,
12% are neutral, 3.3% are dissatisfied and 36.7% are very much dissatisfied with the outcomes of the
strategic Human Decision-Making . It indicates that majority of the respondents are very much satisfied
with the outcomes of the strategic Human Decision-Making .

Clarity of the objectives set for the strategic Human Decision-Making and Societal Consequences .

Frequency | Percent
Very clear 30 20.0
Clear 24 16.0
Neutral 33 22.0
Unclear 18 12.0
Very unclear 45 30.0
Total 150 100.0

Interpretation:

The above table implies the results for the clarity of the respondents with the objectives set for the
strategic Human Decision-Making . Of 150 respondents, 20% are very clear, 16% are clear, 22% are neutral,
12% are unclear and 30% are very much unclear with the objectives set for the strategic Human Decision-
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Making . It indicates that majority of the respondents are very much unclear with the objectives set for the
strategic Human Decision-Making .

Societal Consequences and strategic Human Decision-Making process

Frequency | Percent
Very business 24 16.0
Business 26 17.3
Neutral 25 16.7
Inbusiness 17 11.3
Very inbusiness 58 38.7
Total 150 100.0

Interpretation:

The above table implies the results for the perception of the respondents regarding the Societal
Consequences of the strategic decision-making process. Of 150 respondents, 16% mentioned that the
strategic decision-making process are very business, 17.3% mentioned that the strategic Human Decision-
Making process are business, 16.7% mentioned that the strategic Human Decision-Making process are
neutral, 11.3% mentioned that the strategic Human Decision-Making process are Societal Consequences
and 38.7% mentioned that the strategic Human Decision-Making process are very Societal Consequences .
It indicates that majority of the respondents mentioned that the strategic decision-making process are very
Societal Consequences .

Level of involvement in the strategic decision-making process and Societal Consequences

Frequency | Percent
Fully involved 35 23.3
Involved 18 12.0
Neutral 31 20.7
Not involved 11 7.3
Fully not involved 55 36.7
Total 150 100.0

Interpretation:

The above table implies the results for the level of involvement of the respondents in the strategic decision-
making process. Of 150 respondents, 23.3% are fully involved in the strategic decision-making process,
12% are involved in the strategic Human Decision-Making process, 20.7% are neutral in the strategic
Human Decision-Making process, 7.3% are not involved in the strategic Human Decision-Making process
and 36.7% are not fully involved in the strategic Human Decision-Making process and Societal
Consequences . It indicates that majority of the respondents are not fully involved in the strategic Human
Decision-Making process and Societal Consequences .

Quality of information used for strategic Human Decision-Making and Societal Consequences

Frequency | Percent
High quality 40 26.7
Average quality 23 15.3
Neutral 31 20.7
Low quality 8 53
Very low quality 48 32.0
Total 150 100.0
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Interpretation:

The above table implies the results for the perception of the respondents regarding the quality of information
used for strategic decision-making process. Of 150 respondents, 26.7% proposed that high quality
information used for strategic decision-making process, 15.3% proposed that average quality information
used for strategic Human Decision-Making process, 20.7% are neutral about the information used for
strategic Human Decision-Making process, 5.3% proposed that low quality information used for strategic
Human Decision-Making process and 32% proposed that very low quality information used for strategic
Human Decision-Making process. It indicates that majority of the respondents proposed that very low-
quality information used for strategic decision-making process.

Behavioral Economics

Particulars Frequency | Percent
Very satisfied 50 33.3
Satisfied 10 6.7
Satisfaction with the businesses of |Neutral 32 21.3
the Behavioral Economics Dissatisfied 10 6.7
Very dissatisfied 48 32.0
Total 150 100.0
Very satisfied 38 25.3
Satisfaction with the alignment and Satisfied 18 12.0
execution of the strategic Neutral 32 21.3
objectives with the company's  |Dissatisfied 9 6.0
vision Very dissatisfied 53 35.3
Total 150 100.0
Very satisfied 34 22.7
Satisfied 10 6.7
Overall satisfaction with the  |Neutral 27 18.0
company's performance Dissatisfied 13 8.7
Very dissatisfied 66 44.0
Total 150 100.0

Interpretation:

The above table implies the results for the Behavioral Economics of the respondents with the outcomes of
the strategic Human Decision-Making . Of 150 respondents, 33.3% are very much satisfied, 6.7% are
satisfied, 21.3% are neutral, 6.7% are dissatisfied and 32% are very much dissatisfied with the businesses of
the Behavioral Economics. It indicates that majority of the respondents are very much satisfied with the
businesses of the Behavioral Economics.

Of 150 respondents, 25.3% are very much satisfied, 12% are satisfied, 21.3% are neutral, 6% are dissatisfied
and 35.3% are very much dissatisfied with the alignment and execution of the strategic objectives with the
company's vision. It indicates that majority of the respondents are very much dissatisfied with the alignment
and execution of the strategic objectives with the company's vision.

Of 150 respondents, 22.7% are very much satisfied, 6.7% are satisfied, 18% are neutral, 8.7% are
dissatisfied and 44% are very much dissatisfied with the company's performance. It indicates that majority
of the respondents are very much dissatisfied with the company's performance.
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Likelihood to recommend the company’s Behavioral Economics process : Societal Consequences and
decision making.

Frequency | Percent
Very likely 33 22.0
Likely 10 6.7
Neutral 30 20.0
Unlikely 12 8.0
Very unlikely 65 43.3
Total 150 100.0

Likelihood to recommend the company's strategic
management process to others

300

250

200

150

100

so N

o B e B i
Very likely Likely Neutral Unlikely Very Total

unlikely

B Frequency M Percent

Interpretation:

The above table implies the results for the perception of the respondents to recommend the company's
Behavioral Economics process to others. Of 150 respondents, 22% very likely recommend the company's
Behavioral Economics process to others, 6.7% likely recommend the company's Behavioral Economics
process to others, 20.7% are neutral about recommending the company's Behavioral Economics process to
others, 8% unlikely recommend the company's Behavioral Economics process to others and 43.3% very
unlikely recommend the company's Behavioral Economics process to others. It indicates that majority of the
respondent’s very unlikely recommend the company's Behavioral Economics process to others.

Comparison between the between the Demographic Variables (Age) of the Respondents and their
Overall satisfaction with the Outcomes of the Human Decision-Making and Societal Consequences
Hol: There is a significant difference between the demographic variables (age) of the respondents and their
overall satisfaction with the outcomes of the strategic Human Decision-Making and Societal Consequences

Particulars | N | Mean| SD F Sig

18-20 Years 31 3.35| 1.872
20-25 Years 57| 3.16] 1.730
25-28 Years 45| 2.73| 1.776| 3.769| .012
28-30 Years 17 1.76| 1.091
Total 150 2.91| 1.764
18-20 Years 31| 3.58| 1.649| 1.431] .236

Age
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20-25 Years 57| 3.05| 1.540
25-28 Years 45| 3.18| 1.482
28-30 Years 17| 2.71 1.047

Total 150, 3.16| 1.506
There is no significant difference between the age (0.012) of the respondents and their satisfaction

with the businesses of the Behavioral Economics. There is a significant difference between the age (0.236)
of the respondents and their satisfaction with the alignment and execution of the strategic objectives with the
company's vision.

Satisfaction with the businesses of the Behavioral Economics

Respondents with age group between 18-20 years (3.35) and 20-25 years (3.16) are dissatisfied about

the business of the Behavioral Economics. Respondents with age group between 25-28 years (2.73) are
satisfied and 28-30 years (1.76) are very much satisfied with the businesses of the Behavioral Economics.

Particulars Observed Chi-Square Asymp.
N Sig.

Very satisfied 50
_ _ _ _ Satisfied 10
Satisfaction w_lth the bu5|ne§ses of Neutral 32

the Behavioral Economics e 50.933% .000
Dissatisfied 10
Very dissatisfied 48
Total 150
Very satisfied 38
_ _ _ _ Satisfied 18
Satlsfgctlon with the all_gnm_ent _and Neutral 32

execution of the strategic objectives—— r 39.4002 .000
with the company's vision Dissatisfie 9
Very dissatisfied 53
Total 150

There is a significant difference between the satisfaction with. the businesses of the Behavioral

Economics and the alignment and execution of the strategic objectives with the company's vision and the
respondent since the significant value is less than 0.005 (0.000).
FINDINGS

Majority of the respondents are male and have an age group between 20-25 years.

Most of the respondents completed their high school education and working as entry
level/operational staff.

Most of the respondents have between 6-10 years of work experience and work in medium (51-500
employees) size organization.

Most of the respondents work in the retail industry and very much satisfied with the business and
outcomes of strategic Human Decision-Making process.

Most of the respondents are very much unclear about the objectives set for strategic Human
Decision-Making process.

Majority of the respondents mentioned that the strategic Human Decision-Making is very in
business in organizations.

Majority of the respondents are not fully involved in the strategic Human Decision-Making process.
Majority of the respondents mentioned that the very low-quality information is used for strategic
Human Decision-Making in organizations.

Most of the respondents are very much dissatisfied with the alignment and execution of the strategic
objectives with the company's vision and performance.
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e Most of the respondents very unlikely recommend the company’s Behavioral Economics process to
others.

e Respondents with age group between 18-20 and 20-25 years are dissatisfied about the businesses of
the Behavioral Economics. Respondents with age group between 25-28 years are satisfied and 28-30
years are very much satisfied with the businesses of the Behavioral Economics.

e There is a significant difference between the satisfaction with the businesses of the Behavioral
Economics and the alignment and execution of the strategic objectives with the company's vision and
the respondent since the significant value is less than 0.005.

SUGGESTIONS

e Prior to making any decisions, it is crucial to define unambiguous goals and objectives that are in
line with the organization's overarching mission and vision. This will aid in ensuring that the
decisions taken align with the company's long-term strategic trajectory.

e To ensure well-informed decision-making, it is crucial to depend on analysis that is based on
evidence rather than intuition or subjective opinions. Acquire and evaluate pertinent data to obtain a
deep understanding of the business landscape, client requirements, and market patterns.

CONCLUSION

Looking at the consequences of business Decision making and promoting in Improving Systems is a urgent
stage in accomplishing hierarchical achievement. To lead a more careful assessment of these outcomes, it is
essential to make unequivocal objectives and goals, use information driven examination, think about
numerous other options, intently screen, and survey the results, and encourage straightforward
correspondence all through the dynamic cycle. By sticking to these ideal philosophies, associations can
upgrade their dynamic cycle by securing more exhaustive and proficient bits of knowledge that are as one
with their all-encompassing key goals. Besides, through the most common way of observing and examining
the consequences of these choices, associations can pinpoint regions that need improvement and make
important changes in accordance with their essential course. A fundamental part of effective Enhancing
Methodologies is the ability to examine the consequences of choices and Societal Consequences s
completely. Associations that give need to this cycle are more disposed to achieve long haul progress in the
quickly changing showcasing scene of today.

REFERENCES

1. Albert, S., & Grzeda, M. (2015). Reflection in Behavioral Economics education. Journal of
Management Education, 39(5), 650-6609.

2. Agarwal, R, Dugas, M., Gao, G., & Kannan, P. K. (2020). Emerging technologies and analytics for a new
era of value-centered marketing in healthcare. Journal of the Academy of marketing Science, 48(1), 9-
23.

3. Akter, S., Bandara, R., Hani, U., Fosso Wamba, S., Foropon, C., & Papadopoulos, T. (2019).
Analytics-based decision-making for service systems: A qualitative study and agenda for future
research. International Journal of Information Management, 48, 85-95.

4. Bischoff, J., Berezan, O., & Scardicchio, L. (2019). The digital self and customer loyalty: From
theory to virtual reality. Journal of marketing Analytics, 7(4), 220-233.

5. Bretas, V. P. G., & Alon, I. (2021). Franchising research on emerging markets: Bibliometric and
content analyses. Journal of Business Research, 133, 51-65.

6. Cao, G., Duan, Y., & El Banna, A. (2019). A dynamic capability view of Societal Consequences
analytics: Evidence from UK firms. Industrial marketing Management, 76, 72—-83.

7. Cao, G., & Tian, N. (2020). Enhancing customer-linking marketing capabilities using marketing
analytics. Journal of Business & Industrial marketing, 35(7), 1289-1299.

8. Cham, T. H., Cheah, J. H.,, Memon, M. A., Fam, K. S., & Laszl0, J. (2022). Digitalization and its
impact on contemporary marketing strategies and practices. Journal of marketing Analytics, 10,
103-105.

[JCRT24A5163 | International Journal of Creative Research Thoughts (IJCRT)www.ijcrt.org | k438


http://www.ijcrt.org/

www.ijcrt.org © 2024 1JCRT | Volume 12, Issue 5 May 2024 | ISSN: 2320-2882

9.

10.

11.

12.

13

14.

15.

16.

17.

18.

19.

20.

Chandra, S., Verma, S., Lim, W. M., Kumar, S., & Donthu, N. (2022). Personalization in
personalized marketing : Trends and ways forward. Psychology & marketing , 39(8), 1529-1562.
Dar, I. B.,, Khan, M. B., Khan, A. Z., & Mujtaba, B. G. (2021). A qualitative analysis of the
marketing analytics literature: Where would ethical issues and legality rank? Journal of marketing
Analytics, 9(3), 242-261.

Davis, B., Grewal, D., & Hamilton, S. (2021). The future of Societal Consequences analytics and
public policy. Journal of Public Policy & Societal Consequences , 40(4), 447-452.

France, S. L., & Ghose, S. (2019). Societal Consequences analytics: Methods, practice,
implementation, and links to other fields. Expert Systems with Applications, 119, 456-475.

. Anderson, T. J. (2000). Real options analysis in strategic Human Decision-Making : an applied

approach in a dual options framework. Journal of Applied Management Studies, 9(2), 235-255.
Bowen, S. A. (2006). Autonomy in communication: Inclusion in Behavioral Economics and ethical
decision-making, a comparative case analysis. Journal of Communication Management, 10(4), 330-
352.

Epstein, M. J., & Westbrook, R. A. (2001). Linking actions to profits in strategic Human Decision-
Making . MIT Sloan Management Review, 42(3), 39.

Hough, J. R., & White, M. A. (2003). Environmental dynamism and strategic decision-making
rationality: an examination at the decision level. Behavioral Economics journal, 24(5), 481-4809.
Osadchy, E. A., Akhmetshin, E. M., Amirova, E. F., Bochkareva, T. N., Gazizyanova, Y., &
Yumashev, A. V. (2018). Financial statements of a company as an information base for decision-
making in a transforming economy.

Papulova, Z., & Gazova, A. (2016). Role of strategic analysis in strategic decision-making. Procedia
Economics and Finance, 39, 571-579.

Priem, R. L. (1992). An application of metric conjoint analysis for the evaluation of top managers'
individual strategic Human Decision-Making processes: a research note. Behavioral Economics
journal, 13(S1), 143-151.

Thomas, H. (1984). Strategic decision analysis: applied decision analysis and its role in the
Behavioral Economics process. Behavioral Economics Journal, 5(2), 139-156.

[JCRT24A5163 | International Journal of Creative Research Thoughts (IJCRT)www.ijcrt.org | k439


http://www.ijcrt.org/

