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Goals:

Structure:

This course is designed to familiarize you with a wide variety of issues related
to individual decision making. The term "decision making" is defined broadly.
In addition to providing you with basic knowledge concerning decision-relevant
topics, this course has at least two other goals. First, it should acquaint you
with methods/paradigms used by other researchers. More important, this
course will provide you with the opportunity to develop your own research
ideas. We will cover numerous topics explored in the fields of cognitive
psychology, social psychology, and behavioral decision theory. Some of these
topics are well represented in consumer research, others are less so. Itis
hoped that as your basic knowledge grows, your ability to generate interesting
research questions about information processing and decision making will
increase accordingly.

It is impossible to be exhaustive in a course that has such a broad mandate.
The topics | have chosen reflect my subjective judgments concerning their
importance and interestingness. However, | will attempt to build flexibility into
the course so as to reflect your own preferences. | have omitted topics that are
clearly related to decision making but are likely to be covered in other
marketing courses. A typical class will consist of a discussion of that day's
readings. Our focus will not be on detecting flaws in previous research but
rather on integrating and creatively extending it.

To maximize the depth of our investigation of the literature while minimizing
your effort, each person may be asked to take responsibility for some additional
articles. You will make an oral report but also provide all participants with a
short written summary. An important objective of this requirement is that you
become proficient at communicating clearly and succinctly in both modes.

Evaluation: Final Exam



Brief Roadmap

Search
(To make decisions, individuals require information. The first step is to search for pertinent information.
Insufficient search may lead to suboptimal decisions.)

I
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Learning: Hypothesis Testing and Search
(In part, search depends on the number of hypotheses that must be tested and the perceived quantity and
quality of information needed to test those hypotheses. Truncated hypothesis generation and confirmatory
hypothesis testing may lead to overestimation of how much has been learned. Thus, search may be
nondiagnostic.)
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Learning: Hypothesis Testing in Ambiguous Environments
(Product perceptions, such as perceptions of quality, can be manipulated—particularly when quality is
ambiguous. Insofar as the firm possesses tools for manipulation, consumer learning of absolute and relative
product quality can be distorted.)
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Learning: Covariation, Prediction, and Causation Judgments
(Learning does not consist solely of the accumulation of facts. It also entails an understanding of the
relationships among variables. Despite extensive exposure to unambiguous, comprehensible episodes,
decision makers may not apprehend the true relationship among variables. This may lead to inaccurate
prediction and diagnosis.)
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Learning: Comprehension
(Information must not only be accumulated but also must be understood. Incomplete comprehension and
miscomprehension of available information may result in suboptimal decisions.)

I
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Using Learned Information: Cases versus Base Rate Information
(Even when people accurately learn relevant information, its persuasiveness may be low. In particular, the
influence of salient examples may override more comprehensive and representative information.)
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Inference Making
(One’s knowledge base does not consist solely of information acquired from the external environment.
Decision makers may distort or enhance objective information via idiosyncratic interpretation and elaboration.

I
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Belief and Attitude Stability: Framing Effects
(The interpretations that decision makers place on environmental information can often be easily manipulated.
Thus, beliefs and attitudes may vary across situations depending on the way information is presented and the
context in which it is presented.)
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Belief and Attitude Stability: Polarization & Dilution
(Elaboration can lead to polarized attitudes and beliefs or to depolarized attitudes and beliefs depending on
the decision maker's cognitive structure and biases and the dimensionality and diagnosticity of the
information.

I
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Belief and Attitude Stability: Hindsight & Perseverance
(Beliefs may vary over time but without the decision maker’'s awareness of change. On the other hand,
decision makers also may process information in biased ways that create resistance to belief alteration.)

I
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Memory-Based Decision Making
(In the end, decisions must be made. When based on information stored in memory, decisions may be
biased by incomplete or biased retrieval of decision-relevant information facts and judgments. In addition, the
extent to which facts versus attitudes are recalled to make a current decision varies as a function of the
availability and diagnosticity of the information and the parameters of the decision context.)
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Confidence and Calibration
(Nearly all of the aforementioned processing stages and phenomena lead in the direction of miscalibrated
decisions. Consequently, decision makers appear to be unaware of how much they know and how accurate
their decisions are likely to be. In general, people tend to be overconfident.)

I
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Awareness
(To what extent can individuals articulate what they have learned? Do individuals learn relationships without
awareness? Do decision makers correctly attribute their actions and beliefs to the environmental events that
were causal? To what extent are thoughts and behaviors driven by factors well beyond the awareness and
control of the individual? All is not lost. Some biases can be corrected, and the severity of the biases in the
real world may be overstated by laboratory research. However, there is also sufficient reason to believe that
many flaws in human information processing and decision making are robust and difficult to correct.))




SEARCH

Newman (1977), “Consumer External Search: Amount and Determinants,” in Consumer
and Industrial Buying Behavior, 79-94. [background]
Dickson and Sawyer (1990), "The Price Knowledge and Search of Supermarket Shoppers,"

Journal of Marketing, 54, 42-53. [see also Hoyer (1984), "An Examination of Consumer
Decision Making for a Common Repeat Product,” Journal of Consumer Research, 11, 822-829;
Vanhuele and Dreze (2002), “Measuring the Price Knowledge Shoppers Bring to the Store,” Journal
of Marketing, 66, 72-85; Johnson et al. (2004), “On the Depth and Dynamics of Online Search
Behavior,” Management Science, 50, 299-308.]

Grewal and Marmorstein (1994), "Market Price Variation, Perceived Price Variation, and
Consumers' Price Search Decisions for Durable Goods," Journal of Consumer
Research, 21, 453-460.

Johnson and Russo (1984), "Product Familiarity and Learning New Information," Journal of

Consumer Research, 11, 542-550. [cf. Brucks (1985), "The Effects of Product Class
Knowledge on Information Search Behavior," Journal of Consumer Research, 12, 1-16; Moorthy,
Ratchford, and Talukdar (1997), “Consumer Information Search Revisited: Theory and Empirical
Analysis,” Journal of Consumer Research, 23, 263-277; see also Barrick and Spilker (2003), “The
Relations Between Knowledge, Search Strategy, and Performance in Unaided and Aided Information
Search,” Organizational Behavior and Human Decision Processes, 90, 1-18.]

Miyake and Norman (1979), "To Ask a Question, One Must Know Enough to Know What is
Not Known, " Journal of Verbal Learning and Verbal Behavior, 18, 357-364.

Urbany, Dickson, and Wilkie (1989), "Buyer Uncertainty and Information Search," Journal
of Consumer Research, 16, 208-215.

Radecki and Jaccard (1995), “Perceptions of Knowledge, Actual Knowledge, and
Information Search Behavior,” Journal of Experimental Social Psychology, 31, 107-
138.

Park, lyer, and Smith (1989), "The Effects of Situational Factors on In-Store Grocery
Shopping Behavior: The Role of Store Environment and Time Available for

Shopping,” Journal of Consumer Research, 15, 422-433. [see also Inman and Winer
(1998), “Where the Rubber Meets the Road: A Model of In-Store Consumer Decision Making,” MSI
working paper 98-122.]

Tversky and Shafir (1992), "Choice Under Conflict: The Dynamics of Deferred Decision,"

Psychological Science, 3, 358-361. [See also Dhar (1997), “Consumer Preference for a No-
Choice Option,” Journal of Consumer Research, 24, 215-231.]

Bastardi and Shafir (1998), “On the Pursuit and Misuse of Useless Information,” Journal of
Personality and Social Psychology, 75, 19-32.

lyengar & Lepper (2000), “When Choice Is Demotivating: Can One Desire Too Much of a
Good Thing?” Journal of Personality and Social Psychology, 79, 995-1006.

Frey (1986), "Recent Research on Selective Exposure to Information, "Advances in
Experimental Social Psychology, Vol. 19, 41-80.

Ditto and Lopez (1992), “Motivated Skepticism: Use of Differential Decision Criteria for
Preferred and Nonpreferred Conclusions,” Journal of Personality and Social
Psychology, 63, 568-584.



LEARNING: HYPOTHESIS TESTING AND SEARCH

Shaklee and Fischhoff (1982), "Strategies of Information Search in Causal Analysis,"
Memory & Cognition, 10, 520-530.

Sanbonmatsu, Akimoto, and Biggs (1993), “Overestimating Causality: Attributional Effects
of Confirmatory Processing,” Journal of Personality and Social Psychology, 65, 892-

903. [see also Glazer, Steckel, and Winer (1992), “Locally Rational Decision Making: The
Distracting Effect of Information on Managerial Performance,” Management Science, 38, 212-226;
Gibson, Sanbonmatsu, and Posavac (1997), “The Effects of Selective Hypothesis Testing on
Gambling,” Journal of Experimental Psychology: Applied, 3, 126-142.]

Tschirgi (1980), "Sensible Reasoning: A Hypothesis About Hypotheses," Child
Development, 51, 1-10.

Klayman and Ha (1989), "Hypothesis Testing in Rule Discover: Strategy, Structure, and
Content,” Journal of Experimental Psychology: Learning, Memory, and Cognition,
15, 596-604.

Beyth-Marom and Fischhoff (1983), "Diagnosticity and Pseudodiagnosticity,” Journal of

Personality and Social Psychology, 45, 1185-1195. [cf. McKenzie (1999),
“(Non)Complementary Updating of Belief in Two Hypotheses,” Memory & Cognition, 27, 152-165.]

Nisbett, Krantz, Jepson, and Kunda (1983), “Statistical Heuristics in Everyday Reasoning,”
Psychological Review, 90, 339-364.

LEARNING: HYPOTHESIS TESTING IN AMBIGUOUS ENVIRONMENTS

Darley and Gross (1983), "A Hypothesis-Confirming Bias in Labeling Effects," Journal of
Personality and Social Psychology, 44, 20-33.
Deighton (1984), "The Interaction of Advertising and Evidence," Journal of Consumer

Research, 11, 763-770. [see also Hoch and Ha (1986), "Consumer Learning: Advertising and
the Ambiguity of Product Experience,"” Journal of Consumer Research, 13, 221-233; Ha and Hoch
(1989), "Ambiguity, Processing Strategy, and Advertising-Evidence Interactions," Journal of
Consumer Research, 16, 354-360.]

Hoch (2002), “Product Experience Is Seductive,” Journal of Consumer Research, 29, 448-
454,

LEARNING: COVARIATION, PREDICTION, AND CAUSATION JUDGMENTS

Chapman and Chapman (1969), "lllusory Correlation as an Obstacle to the Use of Valid
Psychodiagnostic Signs," Journal of Abnormal Psychology, 74, 271-280.

Alloy and Tabachnik (1984), "Assessment of Covariation by Humans and Animals: The
Joint Influence of Prior Expectations and Current Situational Information,”
Psychological Review, 91, 112-149.

Broniarczyk and Alba (1994), "Theory Versus Data in Prediction and Correlation Tasks,"

Organizational Behavior and Human decision Processes, 57, 117-139. [cf. Billman,
Bornstein, and Richards (1992), “Effects of Expectancy on Assessing Covariation Data: ‘Prior
Beliefs'versus ‘Meaning’,” Organizational Behavior and Human decision Processes, 53, 74-88;
Baumgartner (1995), “On the Utility of Consumers’ Theories in Judgments of Covariation,” Journal of
Consumer Research, 21, 634-643.]

Brehmer (1980), "In One Word: Not from Experience," Acta Psychologica, 45, 223-241.



Mellers (1980) "Configurality in Multiple-Cue Probability Learning,” American Journal of
Psychology, 93, 429-443.
Meyer (1987), "The Learning of Multiattribute Judgment Policies, Journal of Consumer

Research, 14, 155-173. [see also Shirai & Meyer (1997), “Learning and the Cognitive Algebra of
Price Expectations,” Journal of Consumer Psychology, 6, 365-388; Juslin et al. (2003), “Exemplar
Effects in Categorization and Multiple-Cue Judgment,” Journal of Experimental Psychology: General,
132, 133-156.]

Arkes, Dawes, and Christensen (1986), “Factors Influencing the Use of a Decision Rule in
a Probabilistic Task,” Organizational Behavior and Human Decision Processes, 37,

93-110. [see also Kleinmuntz (1990), “Why We Still use Our Heads Instead of Formulas: Toward an
Integrative Approach, Psychological Bulletin, 107, 296-310.]

Einhorn and Hogarth (1982), "Prediction, Diagnosis, and Causal Thinking in Forecasting,"

Journal of Forecasting, 1, 23-36. [see also Einhorn and Hogarth (1986), “Judging Probable
Cause,” Psychological Bulletin, 99, 3-19]

Schustack and Sternberg (1981), "Evaluation of Evidence in Causal Inference," Journal of
Experimental Psychology: General, 110, 101-120.

Hutchinson & Alba (1997), "Heuristics and Biases in the Eye-Balling of Data: The Effects of
Context on Intuitive Correlation Assessment,” Journal of Experimental Psychology:
Learning, Memory, and Cognition, 23, 591-621.

Ahn, Kalish, Medin, and Gelman (1995), “The Role of Covariation Versus Mechanism
Information in Causal Search,” Cognition, 54, 299-352.

van Osselaer and Alba (2000), “Consumer Learning and Brand Equity,” Journal of

Consumer Research, 27, 1-16. [see also van Osselaer and Janiszewski (2001), “Two Ways of
Learning brand Associations,” Journal of Consumer Research, 28, 202-223.]

LEARNING: COMPREHENSION

Haviland and Clark (1974), "What's New? Acquiring New Information as a Process in

Comprehension," Journal of Verbal Learning and Verbal Behavior, 13, 512-521. [See
also, Keenan et al. (1984), "The Effects of Causal Cohesion on Comprehension and Memory,"
Journal of Verbal Learning and Verbal Behavior, 23, 115-126; Bradley and Meeds (2004), “The
Effects of Sentence-Level Context, Prior Word Knowledge, and Need for Cognition on Information
Processing of Technical Language in Print Ads,” Journal of Consumer Psychology, 14, 291-302]

West, Brown, and Hoch (1996), “Consumption Vocabulary and Preference Formation,”
Journal of Consumer Research, 23, 120-135.

Chaiken and Eagly (1976), "Communication Modality as a Determinant of Message
Persuasiveness and Message Comprehensibility,” Journal of Personality and Social
Psychology, 34, 605-614.

Moore, Hausknecht, and Thamodaran (1986), "Time Compression, Response Opportunity,
and Persuasion," Journal of Consumer Research, 13, 85-99.

Frey and Eagly (1993), "Vividness Can Undermine the Persuasiveness of Messages,"
Journal of Personality and Social Psychology, 65, 32-44.

Deighton, Romer, and McQueen (1989), "Using Drama to Persuade," Journal of Consumer
Research, 16, 335-343.

Sujan, Bettman, and Baumgartner (1993), "Influencing Consumer Judgments Using
Autobiographical Memories: A Self-Referencing Perspective," Journal of Marketing
Research, 30, 422-436.



Gilbert (1991), "How Mental Systems Believe,” American Psychologist, 46, 107-119. [see
Campbell and Kirmani (2000), “Consumers’ Use of Persuasion Knowledge: The Effects of
Accessibility and Cognitive Capacity on Perceptions of an Influence Agent,” Journal of Consumer
Research, 27, 69-83, for an application.]

Capon and Kuhn (1982), "Can Consumers Calculate Best Buys?" Journal of Consumer
Research, 8, 449-453.

Hinds (1999), “The Curse of Expertise: The Effects of Expertise and Debiasing Methods on
Predictions of Novice Performance,” Journal of Experimental Psychology: Applied, 5,

205-221. [see also Kelley (1999), “Subjective Experience as a Basis of ‘Objective’ Judgments:
Effects of Past Experience on Judgments of Difficulty,” in Attention and Performance, Volume 17.]

USING LEARNED INFORMATION: CASES VERSUS BASE RATES

Borgida and Nisbett (1977), "The Differential Impact of Abstract vs. Concrete Information

on Decisions," Journal of Applied Social Psychology, 7, 258-271. [see also Nisbett and
Borgida (1975), "Attribution and the Psychology of Prediction" Journal of Personality and Social
Psychology, 32, 932-943.]

Ajzen (1977), "Intuitive Theories of Events and the Effects of Base-Rate Information on
Predition,"” Journal of Personality and Social Psychology, 35, 303-314.
Bar-Hillel (1980), "The Base-Rate Fallacy in Probability Judgments," Acta Psychologica, 44,

211-233. [see also Lynch and Ofir (1989), “Effects of Cue Consistency and Value on Base-Rate
Utilization,” Journal of Personality and Social Psychology, 56, 170-181.]

Hamill, Wilson, and Nisbett (1980), "Insensitivity to Sample Bias: Generalizing from Atypical
Cases," Journal of Personality and Social Psychology, 39, 578-589.

Rothbart and Lewis (1988), "Inferring Category Attributes from Exemplar Attributes:
Geometric Shapes and Social Categories," Journal of Personality and Social
Psychology, 55, 861-872.

Lichtenstein, Slovic, Fischhoff, Layman, and Combs (1978), "Judged Frequency of Lethal
Events,” Journal of Experimental Psychology: Human Learning and Memory, 4, 551-
578.

Gigerenzer and Hoffrage (1995), “How to Improve Bayesian Reasoning Without Instruction:
Frequency Formats,” Psychological Review, 102, 684-704.

COMPENSATING FOR MISSING INFORMATION: INFERENCE MAKING

Landy and Sigall (1974), "Beauty Is Talent: Task Evaluation as a Function of the
Performer's Physical Attractiveness," Journal of Personality and Social Psychology,
29, 299-304.

Harris and Monaco (1978), "Psychology of Pragmatic Implication: Information Processing
Between the Lines," Journal of Experimental Psychology: General, 107, 1-22.

Gilovich (1981), "Seeing the Past in the Present: The Effect of Associations to Familiar
Events on Judgments and Decisions," Journal of Personality and Social Psychology,
40, 797-808.

Moreau, Markman, and Lehmann (2001), “What Is 1t? Categorization Flexibility and
Consumers’ Responses to Really New Products,” Journal of Consumer Research,

27, 489-498. [see also Yamauchi and Markman (2000), “Inference Using Categories,” Journal of
Experimental Psychology: Learning, Memory, and Cognition, 26, 776-795.]



Arkes and Harkness (1980), "Effects of Making a Diagnosis on Subsequent Recognition of
Symptoms," Journal of Experimental Psychology: Human Learning and Memory, 6,

568-575. [see also Johar and Pham (1999), “Relatedness, Prominence, and Constructive Sponsor
Identification,” Journal of Marketing Research, 36, 299-312.]

Sanbonmatsu, Kardes, and Sansone (1991), “Remembering Less and Inferring More:
Effects of Time and Judgment on Inferences About Unknown Attributes,” Journal of
Personality and Social Psychology, 61, 546-554.

Uleman and Moskowitz (1994), "Unintended Effects of Goals on Unintended Inferences,"
Journal of Personality and Social Psychology, 66, 490-501.

Broniarczyk and Alba (1994), "The Role of Consumers' Intuitions in Inference Making,"

Journal of Consumer Research, 21, 393-407. [see also Chernev and Carpenter (2001),
Journal of Marketing Research, 38, 349-361; Kirmani and Rao (2000), “No Pain, No Gain: A Critical
Review of the Literature on Signaling Unobservable Product Quality, Journal of Marketing, 64, 66-79;
Kardes et al. (2004), “Consumer Inferences: A Review of Processes, Bases, and Judgment
Contexts,” Journal of Consumer Psychology, 14, 230-256.]

BELIEF AND ATTITUDE STABILITY: FRAMING EFFECTS

Wright and Rip (1980), "Product Class Advertising Effects on First Time Buyers' Decision
Strategies," Journal of Consumer Research, 7, 176-188.

Bettman and Sujan (1987), "Effects of Framing on Evaluation of Comparable and
Noncomparable Alternatives by Expert and Novice Consumers," Journal of

Consumer Research, 14, 141-154. [see also Mandel and Johnson (2002), “When Web Pages

Influence Choice: Effects of Visual Primes on Experts and Novices,” Journal of Consumer Research,
29, 235-245.]
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Levin and Gaeth (1988), "How Consumers Are Affected by the Framing of Attribute
Information Before and After Consuming the Product,” Journal of Consumer

Research, 15, 374-378. [see also Schneider et al. (2005), “Incidental Framing Effects and
Associative Processes: A Study of Attribute Frames in Broadcast News Stories,” Journal of
Behavioral Decision Making, 18, 261-280.]

Herr (1989), "Priming Price: Prior Knowledge and Context Effects,” Journal of Consumer
Research, 16, 67-75.

Schwarz (1999), “Self-Reports: How the Questions Shape the Answers,” American
Psychologist, 54, 93-103.

Trope and Liberman (2003), “Temporal Construal,” Psychological Review, 110, 403-421.
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Note:  The assumption is that you are familiar with some of the classic literature on framing, including Huber, Payne,
and Puto (1982, "Adding Asymmetrically Dominated Alternatives: Violations of Regularity and the Similarity
Hypothesis," Journal of Consumer Research, 9, 90-98); Simonson and Tversky (1992, "Choice in Context:
Tradeoff Contrast and Extremeness Aversion," Journal of Marketing Research, 29, 281-295); Kahneman and
Tversky (1984, "Choices, Values, and Frames," American Psychologist, 39, 341-350); Thaler (1985, "Mental
Accounting and Consumer Choice," Marketing Science, 4, 199-214).

BELIEF AND ATTITUDE STABILITY: POLARIZATION & DILUTION



Hoegg & Alba (2006), “Linguistic Framing of Sensory Experience: There Is Some
Accounting for Taste,” in Psycholinguistic Phenomena in Marketing
Communications.

Tesser (1978), "Self-Generated Attitude Change," in Advances in Experimental Social
Psychology, Vol. 11, 289-338.

Linville (1982), "The Complexity-Extremity Effect and Age-Based Stereotyping,” Journal of
Personality and Social Psychology, 42, 193-211.

Millar and Tesser (1986), "Thought-Induced Attitude Change: The Effects of Schema
Structure and Commitment," Journal of Personality and Social Psychology, 51, 259-
269.

Srull and Wyer (1980), "Category Accessibility and Social Perception: Some Implications
for the Study of Person Memory and Interpersonal Judgments,” Journal of
Personality and Social Psychology, 38, 841-856.

Russo, Meloy, and Medvec (1998), “Predecisional Distortion of Product Information,”

Journal of Marketing Research,” 35, 438-452. [see also Chernev (2001), “The Impact of
Common Features on Consumer Preferences: A Case of Confirmatory Reasoning,” Journal of
Consumer Research, 27, 475-488; Kivetz and Simonson (2000), “The Effects of Incomplete
Information on Consumer Choice,” Journal of Marketing Research, 37, 427-448; Simon et al. (2001),
“The Emergence of Coherence Over the Course of Decision Making,” Journal of Experimental
Psychology: Learning, Memory, and Cognition, 27, 1250-1260; Brownstein (2003), “Biased
Predecisional Processing,” Psychological Bulletin, 129, 545-568.]

Svenson and Benthorn (1992), “Consolidation Processes in Decision Making: Post-
Decision Changes in Attractiveness of Alternatives,” Journal of Economic
Psychology, 13, 315-327.

Downing, Judd, and Brauer (1992), "Effects of Repeated Expressions on Attitude
Extremity," Journal of Personality and Social Psychology, 63, 17-29.

Hasher, Goldstein, and Toppino (1977), "Frequency and the Conference of Referential

Validity," Journal of Verbal Learning and Verbal Behavior, 16, 107-112. [see also
Hawkins and Hoch (1992), "Low-Involvement Learning: Memory without Evaluation," Journal of
Consumer Research, 19, 212-225; Begg et al. (1992), "Dissociation of Processes in Belief: Source
Recollection, Statement Familiarity, and the lllusion of Truth," Journal of Experimental Psychology:
General, 121, 446-458.]
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Cacioppo and Petty (1979), "Effects of Message Repetition and Position on Cognitive
Response, Recall, and Persuasion,” Journal of Personality and Social Psychology,
37, 97-109.

Nisbett, Zukier, and Lemley (1981), "The Dilution Effect: Nondiagnostic Information
Weakens the Implications of Diagnostic Information,” Cognitive Psychology, 13, 248-

277. [see also Troutman and Shanteau (1977), "Inferences Based on Nondiagnostic Information,"
Organizational Behavior and Human Performance,” 19, 43-55; Meyvis and Janiszewski (2002),
“Consumers’ Beliefs about Product Benefits: The Effect of Obviously Irrelevant Product Information,”
Journal of Consumer Research, 28, 618-635.]

Tetlock and Boettger (1989), "Accountability: A Social Magnifier of the Dilution Effect,”
Journal of Personality and Social Psychology, 57, 388-398.
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Wilson and Schooler (1991), "Thinking Too Much: Introspection Can Reduce the Quality of
Preferences and Decisions," Journal of Personality and Social Psychology, 60, 181-
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192. [see also Sengupta and Fitzsimons (2000), “The Effects of Analyzing Reasons for Brand
Preferences: Disruption or Reinforcement,” Journal of Marketing Research,” 37, 318-330; Schlosser
and Shavitt (2002), “Anticipating Discussion about a Product: Rehearsing What to Say Can Affect
Your Judgments,” Journal of Consumer Research, 29, 101-115.]

Sia et al. (1997), “Is a Rose Always a Rose? The Role of Social Category Exemplar
Change in Attitude Stability and Attitude-Behavior Consistency,” Journal of

Personality and Social Psychology, 72, 501-514.

BELIEF AND ATTITUDE STABILITY: HINDSIGHT & PERSEVERANCE

Fischhoff (1977), "Perceived Informativeness of Facts,” Journal of Experimental
Psychology: Human Perception and Performance, 3, 349-358. [see also Hoch and
Loewenstein (1989), "Outcome Feedback: Hindsight and Information,” Journal of Experimental
Psychology: Learning, Memory, and Cognition, 15, 605-619; Hoffrage, Hertwig, and Gigerenzer
(2000), “Hindsight Bias: A By-Product of Knowledge Updating?” Journal of Experimental Psychology:
Learning, Memory, and Cognition, 26, 566-581.]

Baron and Hershey (1988), "Outcome Bias in Decision Evaluation,” Journal of Personality
and Social Psychology," 54, 569-579. [see also Jones, Yurak, and Frisch (1997), “The Effect
of Outcome Information on the Evaluation and Recall of Individuals’ Own Decisions,” Organizational
Behavior and Human Decision Processes, 71, 95-120.]
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Anderson, Lepper, and Ross (1980), "Perseverance of Social Theories: The Role of
Explanation in the Persistence of Discredited Information," Journal of Personality
and Social Psychology, 39, 1037-1049. [see also Gilbert and Osborne (1989), “Thinking
Backward: Some Curable and Incurable Consequences of Cognitive Busyness,” Journal of
Personality and Social Psychology, 57, 940-949; Johnson and Seifert (1994), "Sources of the
Continued Influence Effect: When Misinformation in Memory Affects Later Inferences,"” Journal of
Experimental Psychology: Learning, Memory, and Cognition, 20, 1420-1436.]

Gilovich (1983), "Biased Evaluation and Persistence in Gambling," Journal of Personality
and Social Psychology, 44, 1110-1126.

Edwards and Smith (1996), “A Disconfirmation Bias in the Evaluation of Arguments,”
Journal of Personality and Social Psychology, 71, 5-24. [see also Koehler (1993), "The
Influence of Prior beliefs on Scientific Judgments of Evidence Quality," Organizational Behavior and
Human Decision Processes, 56, 28-55; Ditto, Scepansky, Munro, Apanovitch, and Lockhart (1998),
“Motivated Sensitivity to Preference-Inconsistent Information,” Journal of Personality and Social
Psychology, 75, 53-69; Ahluwalia (2000), “Examination of Psychological Processes Underlying
Resistance to Persuasion,” Journal of Consumer Research, 27, 217-232; Phillips (2002), “The
Distortion of Criteria After Decision-Making,” Organizational Behavior and Human Decision
Processes, 88, 769-784.]

Staw (1976), "Knee-Deep in the Big Muddy: A Study of Escalating Commitment to a
Chosen Course of Action,” Organizational Behavior and Human Performance, 16,
27-44.

Arkes and Blumer (1985), "The Psychology of Sunk Cost," Organizational Behavior and
Human Decision Processes, 35, 124-140. [see also Boehne and Paese (2000), “Deciding
Whether to Complete or Terminate an Unfinished Project: A Strong Test of the Project Completion
Hypothesis,” Organizational Behavior and Human Decision Processes, 81, 178-194.]

Boulding, Morgan, and Staelin (1997), “Pulling the Plug to Stop the New Product Drain,”
Journal of Marketing Research, 34, 164-176.
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Muthukrishnan (1995), "Decision Ambiguity and Incumbent Brand Advantage,” Journal of

Consumer Research, 22, 98-109. [see also Muthukrishnan and Kardes (2001), “Persistent
Preferences for Product Attributes: The Effects of the Initial Choice Context and Uninformative
Experience,” Journal of Consumer Research, 28, 89-104.]

Tormala and Petty (2002), “What Doesn't Kill Me Makes Me Stronger: The Effects of
Resisting Persuasion on Attitude Certainty,” Journal of Personality and Social
Psychology, 83, 1298-1313.

Samuelson and Zeckhauser (1988), “Status Quo Bias in Decision Making,” Journal of Risk

and Uncertainty, 1, 7-59. [see also Kahneman, Knetsch, and Thaler (1991), “The Endowment
Effect, Loss Aversion, and the Status Quo Bias,” Journal of Economic Perspectives, 5, 193-206; Ritov
and Baron (1992), “Status-Quo and Omission Biases,” Journal of Risk and Uncertainty, 5, 49-61.]

Simonson (1990), “The Effect of Purchase Quantity and Timing on Variety-Seeking

Behavior,” Journal of Marketing Research, 27, 150-162. [see also Read and Loewenstein
(1995), “Diversification Bias: Explaining the Discrepancy in Variety Seeking Between Combined and
Separated Choices,” Journal of Experimental Psychology: Applied, 1, 34-49.]

Wilson, Lindsey, and Schooler (2000), “A Model of Dual Attitudes,” Psychological Review,
107, 101-126.

MEMORY-BASED DECISION MAKING

Sawyer and Ward (1979), "Carry-Over Effects in Advertising,” Research in Marketing, Vol.
2, 259-314.
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