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Aparna A. Labroo


THE UNIVERSITY OF CHICAGO BOOTH SCHOOL OF BUSINESS

5807 S. Woodlawn Avenue, Chicago, Illinois 60637

aparna.labroo@chicagobooth.edu

773.834.7115 (office) – 773.702.0458 (fax)

ACADEMIC POSITIONS

Associate Professor of Marketing, University of Chicago (2007- to date)



Assistant Professor of Marketing, University of Chicago (2003-7)

EDUCATION


Ph.D. (Marketing), Cornell University (2004)


M.B.A., Indian Institute of Management, Ahmedabad
B.A. Honors (Economics), St. Stephen’s College, India
HONORS, AWARDS, AND GRANTS


· Society for Consumer Psychology Early Career Award (2009)

· Robert King Steel Faculty Fellow, University of Chicago (2008-9)
· Kilts Faculty Fellow, University of Chicago (2004-5; 2007-8)

· Marketing Science Institute (MSI) Young Scholar (2007)

· Beatrice Foods Faculty Scholar, University of Chicago (2004-5; 2006-7)

· Visiting Professor (BBDO), Advertising Educators Foundation (2005)

· AMA Doctoral Consortium Fellow, Cornell University (2001)
· Cornell Doctoral Fellowship (1998-2002)
RESEARCH INTERESTS


· How feelings impact choices and judgments
· Affect and emotion; Affect Regulation 
· Self regulation, motivation, and persuasion
PUBLICATIONS


1. Pocheptsova, Anastasiya, Aparna A. Labroo, and Ravi Dhar (in press), “Making Products Feel Special: When Metacognitive Difficulty Enhances Evaluation,” Journal of Marketing Research. 

2. Labroo, Aparna A. and Jesper Nielsen (2010), “Half the Thrill is in the Chase: Twisted Inferences from Embodied Cognitions and Brand Evaluation,” Journal of Consumer Research. 

3.
Labroo, Aparna A. and Derek D. Rucker (2010), “The “Orientation-Matching” Hypothesis: An Emotion Specificity Approach to Affect Regulation,” Journal of Marketing Research. 

4.  
Labroo, Aparna A., Soraya Lambotte, and Yan Zhang (2009), “The “Name-Ease Effect” and its Dual Impact on Importance Judgments,” Psychological Science.

5.
Labroo, Aparna A. and Anirban Mukhopadhyay (2009), “Lay Theories of Emotion Transience and the Search for Happiness: A Fresh Perspective on Affect Regulation,” Journal of Consumer Research, 36 (2), 242-54.

6. 
Labroo, Aparna A. and Sara Kim (2009), “The “Instrumentality” Heuristic: Why Metacognitive Difficulty is Desirable during Goal Pursuit,” Psychological Science, 20(1), 127-34.

7.
Labroo, Aparna A. and Vanessa M. Patrick (2009), “A Moment of Respite: Why a Positive Mood Helps See the Big Picture,” Journal of Consumer Research, 35(5), 800-9.

8. 
Labroo, Aparna A., Ravi Dhar, and Norbert Schwarz (2008), “Of Frowning Watches and Frog Wines: Semantic Priming, Perceptual Fluency, and Brand Evaluation,” Journal of Consumer Research, 34(6), 819-31.
9. 
Fishbach, Ayelet and Aparna A. Labroo (2007), “Be Better or Be Merry? How Mood Influences Self Control,” Journal of Personality and Social Psychology, 93(2), 158-73.

10.
Labroo Aparna A. and Suresh Ramanathan (2007), “The Influence of Experience and Sequence of Emotions on Ad Attitudes,” Journal of Consumer Research, 33(4), 523-8.

11. 
Labroo, Aparna A. and Angela Y. Lee (2006), “Between Two Brands: A Goal Fluency Account of Brand Evaluation,” Journal of Marketing Research, 43(3), 374-85. 

12. 
Sayla, Maliha A., Aparna A. Labroo, Rachel Maloney, and G. Caleb Alexander (2006), “How does physician mood modify willingness to order risky tests or treatments,” Journal of General Internal Medicine, 21 (S4): 66-7. 

13. 
Lee, Angela Y. and Aparna A. Labroo (2004), “Effects of Conceptual and Perceptual Fluency on Brand Evaluation,” Journal of Marketing Research, 41(2), 151-65.
14. 
Isen, Alice M., Aparna A. Labroo, and Paula Durlach (2004), “An Influence of Product and Brand Name on Positive Affect: Implicit and Explicit Measures,” Motivation and Emotion, 28(1), 43-63.

15. 
Isen Alice M. and Aparna A. Labroo (2003), “Some ways in which positive affect facilitates decision making and judgment,” in Emerging Perspectives on Decision Research, eds. Sandra L. Schneider and James R. Shanteau, NY: Cambridge, 365-93. 

SELECTED CONFERENCE PROCEEDINGS PUBLICATIONS

Labroo, Aparna A. (2006), “Do Products Smile? When Fluency Confers Liking and 
Enhances Purchase Intent,” Advances in Consumer Research.
Labroo, Aparna A. and Angela Y. Lee (2005), “The Role of Goal-Related Associations in Judgment and Behavior,” Advances in Consumer Research, 32, 277-279. 

Labroo, Aparna A. (2001), “Affect, Motivation, and Consumer Judgment,” Proceedings of the Society for Consumer Psychology Winter Conference, 120-122. 
INVITED TALKS

2010
“Metacognition and Consumer Judgment” Wharton Business School (Feb), Kellogg Business School (May).

2009
“The Instrumentality Heuristic” Yale Business School (CCI); NUS Singapore 
2008 
“Lay Theories of Emotion Transience and Affect Regulation” Chicago Business School; Columbia Business School 
2007 
“Frog Wines and Frowning Watches” Stanford Business School, Kellogg Business School, Northwestern University.
2006
“The Role of Goal Compatibility in Emotion Specific Mood Repair” Kellogg Seminar Series, Northwestern University.

2004
“The Effect of Fluency on Brand Evaluation” Department of Psychology, University of Chicago

2002
“Positive Affect Cues Fairness During Consumer Judgment” UC Berkeley; Harvard University; Northwestern University; MIT; Stanford University; University of British Columbia; University of Chicago;  University of Toronto; University of Southern California; University of Western Ontario.
INVITED ADDRESS AT CONFERENCES

2010:
Feelings in Consumer Judgment

· Doctoral Consortium Session on Affect Research, Annual Conference of the Society for Consumer Psychology, St. Pete Beach 

2009: 
Stay Hungry, Stay Foolish: Or How to Be a Successful Assistant Professor 

· Doctoral Consortium Session on Career Advice, Annual Conference of the Society for Consumer Psychology, San Diego 

CONFERENCE PRESENTATIONS

“Passions of the Soul: On Happiness and Materialism” 
· Annual Conference of the Society for Consumer Psychology, San Diego (2009)
· Annual Conference of the Association for Consumer Research, San Francisco (2008)
“The “Name-Ease” Effect and its Dual Impact on Importance Judgments” 
· Annual Conference of the Society for Consumer Psychology, San Diego (2009)

“The Mere Luxury Effect” 
· Annual Conference of the Society for Consumer Psychology, San Diego (2009)
· Annual Conference of the Association for Consumer Research, San Francisco (2008)

“The Instrumentality Heuristic” 
· Annual Conference of the Society for Consumer Psychology, San Diego (2009)
· Annual Conference of the Association for Consumer Research, San Francisco (2008)

“Same Context, Opposite Effects: A Matter of Processing Style” 
· Annual Conference of the Association for Consumer Research, San Francisco (2008)

“Designed to Sell: Field Evidence Showing an Impact of Aesthetics on Real Choice” 
· Annual Conference of the Association for Consumer Research, San Francisco (2008)

“Noticing Change in Our World: The Role of Emotions in Stimulus Discrimination”
· Annual Conference of the Association for Consumer Research, Orlando (2007)

“Lay Theories of Emotion Transience and the Search for Happiness”

· Annual Conference of the Association for Consumer Research, Orlando (2007)

“Avoiding Threat or Seeking Nurturance? The “Orientation-Matching” Hypothesis” 
· Annual Conference of the Society for Consumer Psychology, Las Vegas (2007). 
“Be Better or Be Merry? How Mood Influences the Pursuit of Accessible Goals” 
· Annual Conference of the Association for Consumer Research, Orlando (2006)
· Social Psychologists of Chicago (SPOC) Meeting (2007). 

“To Fight the Odds or Chase the Prize? How Regulatory Focus Affects Self-Control” 
· Annual Conference of the Association for Consumer Research, Orlando (2006)
· Annual Conference of the Society for Consumer Psychology, San Diego (2009)
“Of Frowning Watches and Frog Wines: Semantic Priming and Perceptual Fluency” 
· Annual Conference of the Association for Consumer Research, San Antonio (2005). 

“The Effect of Goal Compatibility on Processing Fluency” 
· Annual Conference of the Association for Consumer Research, Portland (2004). 

“The Effect of Perceptual and Conceptual Fluency on Brand Evaluation” 
· Annual Conference of the Society for Consumer Psychology, Toronto (2003)
·  Annual Conference of the Association for Consumer Research, Toronto (2003)
“The Influence of Audio, Verbal, Visual Primes on Consumer Behavior” 
· Cognitive Studies Annual Forum, Cornell (1999)
· Annual Conference, Society for Consumer Psychology, New Orleans (2003)

“Positive Affect and Multiple Encoding: Happy are not bound by Cognitive Structures” 
· Annual Conference, Society for Consumer Psychology, New Orleans (2003). 
“Positive Affect Cues Fairness during Consumer Judgment” 
· Annual Conference of the Society for Consumer Psychology, Scottsdale (2001)
· Annual Conference of the Association for Consumer Research, Atlanta(2002).
“Positive Affect, Being Strategic and Responding to Change” 
· Annual Conference, Judgment and Decision Making, New Orleans, (2000). 
TEACHING EXPERIENCE


Marketing Strategy (MBA University of Chicago)

Integrated Marketing Communication (MBA University of Chicago)

Affect and Emotion (Session in the PhD Proseminar, University of Chicago)

Marketing Management (Undergraduate Program, Cornell University)

UNIVERSITY SERVICE


PhD Advising

2006: David Faro (LBS); Jiao Zhang (Miami)

2007: Ayelet Gneezy (USD); Ying Zhang (UT Austin)

2009: Minjung Koo (SNU Korea); Yan Zhang (NUS), Jinhee Choi (KU Korea)

Jun Lu (curriculum paper); Sara Kim (summer paper, curriculum paper) 
Service

· Examining Committee Member, Behavioral Science/Management and Organizational Behavior Doctoral Degree Qualifying Exam (2006, 2009)
· Summer Business Scholars Program Research Presentation (2009)
· Member Faculty Panel, Fall MBA Admit Weekend (2005)
EDITORIAL SERVICE


Editorial Review Board (Journals)


Journal of Consumer Research (2009-to date)
Ad Hoc Reviewer (Journals)
Cognitive Science; European Journal of Social Psychology; Journal of Consumer Psychology; Journal of Consumer Research; Journal of Economic Psychology; Journal of Experimental Psychology: General; Journal of Marketing Research; Journal of Personality & Social Psychology; Management & Information Systems Quarterly; Organization Behavior & Human Decision Processes
National Science Foundation (NSF)

Ad Hoc Reviewer (Conferences/ Dissertation Competitions)

AMA Howard-Sheth Dissertation Competition; Association for Consumer Research (ACR); Society for Consumer Psychology (SCP)

Program Committees: ACR: 2006-7; 2007-8; SCP: 2008-9; 2009-10.
PROFESSIONAL EMPLOYMENT


Business Development Manager, British Council, New Delhi, India (1996-1997)
Account Manager, J. Walter Thompson, New Delhi, India (1994-1995)
Management Trainee, Lintas India Ltd., Mumbai, India (1993-1994)
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