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1. This article discusses the role of metacognitive experiences in consumer judgment and decision making.
2. It is proposed that people draw on these experiences as a source of information to complement or challenge the implications of declarative information.
3. The article reviews the implications of metacognitive experiences for judgments relevant to consumer behavior, such as popularity, trust, risk, truth, and beauty.
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Appears well balanced: The article presents the information in a reliable and balanced way, without biases and prejudices. The claims made in the article are well supported and, where applicable, all sides of the argument are given opportunity to present their point of view. The article appears trustworthy and reliable.
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The article is written by Norbert Schwarz and his colleagues from the University of Southern California. The authors are well-known experts in their field and have published extensively on topics related to consumer psychology. Therefore, it can be assumed that they are reliable sources of information on this topic. 
The article is based on a comprehensive review of existing literature on metacognitive experiences and their implications for consumer behavior. The authors provide an overview of the current state of research in this area and present their own insights into how metacognitive experiences can be used to inform decisions related to consumer behavior. 
The article does not appear to contain any biases or one-sided reporting; rather, it presents a balanced view of the current state of research in this area and provides an objective analysis of its implications for consumer behavior. Furthermore, all claims made by the authors are supported by evidence from existing literature, which adds credibility to their arguments. 
In conclusion, this article appears to be trustworthy and reliable due to its comprehensive review of existing literature and objective analysis of its implications for consumer behavior.
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