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Selected Research in Progress

With Joseph Simmons, “From Loss Aversion To Loss Acceptance: How Gambling Contexts
Undermine Loss Aversion”

With Joseph Nunes and Rebecca Ratner. Surprising Experiences can be Surprisingly
Unmemorable: The Role of Beliefs versus Experiences in Attitudes

With Itamar Simonson, Joseph Simmons, and Eunice Kim, The Effect of Losses on
Subsequent Decisions

With Robyn LeBoeuf, Mispredictions of the Hedonic Impact of Feedback

With Rebecca Ratner and Kenneth Herbst, Choosing Dominated Options in Repeated Risky
Choice
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Journal of Conflict Resolution, Management Science, Marketing Science, Journal of
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