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	Education
	· PhD in Marketing, expected May 2006

Stern School of Business, New York University    

· Master of Business Administration, 1994

Indian Institute of Management, Calcutta, India

· Bachelor of Engineering (Electronics), 1992

Regional Engineering College, Bhopal, India

     

	Honors/Awards
	· Stern Award for PhD Teaching Excellence, 2005

· Nadler Fellowship, Stern school-wide competitive funding, 2005

· AMA-Sheth Foundation Doctoral Consortium Fellow, 2004

· HMM Award for Academic Excellence in Marketing, IIM Calcutta, 1994 



	Publication 
, 2
	Thomas, Manoj and Vicki G. Morwitz (2005), “Penny Wise and Pound Foolish: The Left Digit Effect in Price Cognition,” Journal of Consumer Research 32 (1), 54-65. 



	Papers Under 

Review 2
	Thomas, Manoj and Geeta Menon, “Memory-Based Comparison Standards: Decomposing the Effects of Ease and Magnitude,” being revised for third review at the Journal of Marketing Research. 

Thomas, Manoj, Sucharita Chandran, and Yaacov Trope, “The Effects of Temporal Distance on Purchase Construal,” under review at Organizational Behavior and Human Decision Processes.
Thomas, Manoj, Vicki G. Morwitz, and Len Lodish, “When do Higher Prices Increase Demand? The Negativity Effect in Price-Quality Judgments,” being revised for resubmission to Marketing Science.

 

	Working Paper


	Thomas, Manoj and Vicki G. Morwitz, “Easier Differences are Larger: The Misattribution of Processing Fluency to Analog Distance,” target journal: Journal of Consumer Research. 



	Teaching Experience
	Introduction to Marketing (undergraduate core), Stern School of Business, NYU 

· Summer 2005  (Teaching Evaluation – 6.3/7.00)

· Spring 2006



	Research Interests
	Consumer information processing issues related to: 

· Ease of retrieval and processing fluency effects 

· Mental representation and processing of numerical information 

· Impact of psychological distance on construals

· Understanding risky choices


	Dissertation

Co-Chairs: 

Geeta Menon 

Vicki Morwitz

Committee Members:

Amitav Chakravarti

Tom Meyvis

Yaacov Trope

Russell Winer
	Fluency Effects in Price Cognition

My dissertation examines the effects of processing fluency on judgments about the attractiveness of a given price. My first essay (currently under second review at the Journal of Marketing Research) shows that the ease of retrieval of a reference price from memory affects price evaluations. My second essay (currently under review at the Journal of Consumer Research) shows that the ease of computing the difference between a regular price and a sale price affects evaluations of the discount. A more detailed summary of this research is presented in the Appendix.

 

	Research In 

Progress
	“Is Rounding-Down Easier than Rounding-Up?” with Vicki Morwitz (data collected for three experiments; target journal: Journal of Consumer Research)

 “The Compromise Effect in Risky Choices,” with Tom Meyvis and Leif Nelson (data collected for one experiment; target journal: Organizational Behavior and Human Decision Processes)

“The Effects of Temporal Frame on Expenditure Budgets,” with Gülden Ülkümen and Vicki Morwitz (data collected for three experiments; target journal: Journal of Consumer Research)



	Conference

Presentations


	Thomas, Manoj and Vicki G. Morwitz, “Analog vs. Digital Models of Numerical Comparison: Evidence for a Two-Stage Model,” Association for Consumer Research, Portland, 2004.

Thomas, Manoj and Geeta Menon, “Price Comparison as a Cognitive Skill: Effects of Repetition on Price Knowledge,” Association for Consumer Research, Portland, 2004.

Chandran, Sucharita, Manoj Thomas, and Yaacov Trope, “Distance Lends Structure to View: The Effect of Temporal Construal on Price and Discount Cognitions,” Association for Consumer Research, Portland, 2004.

Thomas, Manoj and Vicki G. Morwitz, “The Left Digit Effect in Price Cognition,” Society for Consumer Psychology, San Francisco, 2004.

Thomas, Manoj and Vicki G. Morwitz, “Penny Wise and Pound Foolish: The Left Digit Effect in Price Cognition,” Association for Consumer Research, Toronto, 2003.

Thomas, Manoj and Vicki G. Morwitz, “Reference Prices and 9-Ending Effects,” Fordham Pricing Conference, 2002.



	Invited 

Presentations
	Thomas, Manoj and Vicki G. Morwitz, “When 1.00 is Larger than 1.01: The Effects of Computation Fluency,” University of Illinois Pricing Camp, 2005.

Thomas, Manoj, Vicki G. Morwitz, and Len Lodish “When do Higher Prices Increase Demand? The Negativity Effect in Price-Quality Judgments,” University of Illinois Pricing Camp, 2005.

Thomas, Manoj and Vicki G. Morwitz, “A Cognitive Account of Price Ending Effects,” University of Illinois Pricing Camp, 2003.

	Professional Service
	Ad hoc reviewer for the following journal: 

· Marketing Science 

Ad hoc reviewer for the following conferences:

· Society for Consumer Psychology, 2005

· Academy of Marketing Science, 2005

Special sessions organized:

· Society for Consumer Psychology conference 2005

· “Temporal Effects in Judgment and Choice: A Construal Level Theory Approach” (co-chaired with Sucharita Chandran)

· Association for Consumer Research conference 2004

· “Cognitive Mechanisms That Underlie Reference Price Effects” 

·   “Using Construal Level Theory to Uncover Cognitive Drivers of Decisions for the Future” (co-chaired with Sucharita Chandran)

· “How do Consumers and Managers Process Numeric Information? The Role of Numerical Cognition” (co-chaired with Vicki Morwitz)

· Association for Consumer Research conference 2003

· “Effects of Framing on Magnitude Perceptions of Price” (co-chaired with Vicki Morwitz)

Student volunteer, Association for Consumer Research, 2004

Web-administrator, Marketing Department subject pool, NYU, 2002-2004



	Teaching Interests
	· Marketing Core (MBA and undergraduate)

· Marketing Strategy

· Marketing Research

· Consumer Behavior

· Product Management



	Industry Experience
	Seven years in the consumer goods industry in marketing functions as:

· Area Sales Manager, Marico Industries, 1994-96

· Product Manager, ICI Paints (ICI plc.), 1996-99  

· Regional Sales Manager, Unilever-Bestfoods (Unilever plc.), 1999-2001

I have hands-on experience in new product development, promotions management, channel management, and in managing large sales teams. 




	Doctoral Coursework
	Marketing



	
	Behavioral Applications in Marketing-I

Behavioral Applications in Marketing-II 

Quantitative Applications in Marketing-I

Quantitative Applications in Marketing-II

Pricing (An independent study)


	Geeta Menon

Vicki Morwitz

Robert Shoemaker

Yuxin Chen

Russell Winer

	
	Psychology



	
	Advances in Social Psychology

Social Cognition

Person Perception                                     

Categories and Concepts
                         

Research Methods in Social Psychology

	Yaacov Trope 

John Bargh 

Jim Uleman

Gregory Murphy 

Shelly Chaiken & Madeline Heilman



	
	Research Methodology & Statistics



	
	Introduction to Theory of Probability


Regression and Multivariate Analysis


Experimental Design and Analysis                  

Research Methods
	Edward Melnick

Jeffrey Simonoff

Michel Pham, Columbia University

Lee Sproull & Joel Steckel



	
	Economics

Microeconomic Theory

	Roy Radner



	References
	Professor Geeta Menon

Marketing Department

Leonard N. Stern School of Business

New York University

44 West 4th Street

New York, NY 10012

Phone: 212-998-0513

E-mail: gmenon@stern.nyu.edu

	Professor Vicki Morwitz

Marketing Department

Leonard N. Stern School of Business

New York University

44 West 4th Street

New York, NY 10012

Phone: 212-998-0518

E-mail: vmorwitz@stern.nyu.edu


	
	Professor Yaacov Trope

Department of Psychology

New York University
6 Washington Pl. 7th Fl.
New York, NY 10003
Phone: 212-998-3897

E-mail: yaacov.trope@nyu.edu
	Professor Russell Winer

Marketing Department

Leonard N. Stern School of Business

New York University

44 West 4th Street

New York, NY 10012

Phone: 212-998-0918

E-mail: rwiner@stern.nyu.edu


APPENDIX: ABSTRACTS OF COMPLETED RESEARCH

Dissertation Research

  Fluency Effects in Price Cognition

A fundamental assumption in most models of price cognition is that consumers’ responses to prices are based on the difference between two numerical stimuli. For example, the price recall, price fairness, and reference price literatures suggest that consumers’ responses to a stimulus price will depend on the numerical difference between that price and some reference price. Similarly, consumers’ responses to sale prices have been conceptualized to be a function of the numerical difference between the regular price and the sale price. In my dissertation research, I propose that not only the numerical difference but also the cognitive ease or difficulty with which consumers compute these differences affects judgments. My primary thesis is that the metacognitive experience that accompanies price cognition is informative in its own right. Although processing fluency has been shown to affect judgments of the probability of an event occurring (Tversky and Kahneman 1973), judgments of fame (Jacoby et al. 1989) and judgments of familiarity (Whittlesea 1993), the implication of this robust psychological phenomenon for pricing research has not yet been examined. Numerical judgments, in general, have been assumed to be based on unambiguous, analytical rules. By showing that fluency affects price judgments, this dissertation, thus, not only augments the theoretical underpinnings of the pricing literature but also contributes to the literatures on processing fluency and numerical cognition.  

In this dissertation, I examine fluency effects in two different price judgment contexts. My first essay on memory-based comparisons demonstrates that when consumers judge whether a stimulus price is higher or lower than a memory-based comparison standard (i.e., a memory-based reference price), their response latencies affect their judgments. Experimental results show that the faster the price judgment, the greater is the likelihood of judging that price to be high. My second essay on context-based comparisons demonstrates that response latencies affect consumers’ judgments when they assess the magnitude of a discount by comparing a sale price with a regular price. The two essays together demonstrate the pervasiveness of fluency effects in price cognition. Abstracts of the two research papers based on the two essays are presented below.

Thomas, Manoj and Geeta Menon, “Memory-Based Comparison Standards: Decomposing the Effects of Ease and Magnitude,” being revised for third review at the Journal of Marketing Research. 

This paper proposes that the cognitive ease or difficulty of retrieving a comparison standard from memory affects price judgments. When consumers are slow in retrieving a comparison standard from memory, they are less confident of their price knowledge and, consequently, are less sensitive to price increases. Response latencies were found to affect judgments even when participants did not differ in the magnitude of their memory-based comparison standards, suggesting that the perceived ease or difficulty of the comparison process is informative in its own right. Experiments 1-3 examine the effects of laboratory-induced accessibility and the results show that participants with slower response latencies were less likely than those with faster response latencies to judge a stimulus price as high. Experiments 4 and 5 test the generalizability of this finding by examining the effects of accessibility induced by actual purchase behavior outside the laboratory. The findings explain why frequent and infrequent buyers may differ in their sensitivity to price increases even when the magnitude of their memory-based price standards do not differ.

Thomas, Manoj, Vicki G. Morwitz, “Easier Differences are Larger: The Misattribution of Processing   Fluency to Analog Distance,” target journal: Journal of Consumer Research.

This paper suggests that computation fluency affects consumers’ perceptions of the magnitude of price discounts. Three experiments demonstrate that consumers use the cognitive ease of computing the difference between a regular and a sale price as input into their judgments of the analog magnitude of the discount. Participants perceived a discount to be larger when the difference between the regular and the sale price was easier to compute (e.g., regular price $5.00 - sale price $4.00; discount $1.00) than when it was more difficult to compute (e.g., regular price $4.97 - sale price $3.96; discount $1.01), even though the actual and the percentage discounts were larger in the latter case. Response latency analyses revealed that participants were faster in judging the magnitude of the difference in the easy to compute case than in the difficult case. Due to misattribution of this fluency they judged the difference of $1.00 to be larger than $1.01. When participants were made aware of an alternative source of fluency variation, the effect of computation fluency on magnitude judgments was mitigated, supporting our claim that the effects are due to misattribution. Implications for retail pricing policy are discussed.

Selected Additional Research

Thomas, Manoj and Vicki G. Morwitz (2005), “Penny Wise and Pound Foolish: The Left Digit Effect in Price Cognition,” Journal of Consumer Research 32 (1), 54-65.

Through five experiments, this article provides a cognitive account of when and why nine ending prices are perceived to be smaller than a price one cent higher. First, this occurs only when the left most digits of the prices differ (e.g., $2.99 vs. $3.00). Second, the left digit effect also depends on the numerical and psychological distances between the target price and a competing product’s price. The closer the two prices being compared, the more likely is the left digit effect. Third, the left digit effect is not restricted to the domain of prices; it also manifests with other multi-digit numbers. 

Thomas, Manoj, Sucharita Chandran and Yaacov Trope, “The Effects of Temporal Distance on Purchase Construal,” under review at Organizational Behavior and Human Decision Processes.

Normative reasoning suggests consumers should take into account both the desirability of consumption (i.e., the satisfaction from consuming the product) and the feasibility of purchase (i.e., the ability to make the purchase) when forming intentions to buy a product. In contrast, this paper draws from Construal Level Theory to posit that the effects of desirability and feasibility considerations on purchase intent will systematically vary with temporal distance. The observations from three experiments show that information about purchase feasibility (e.g., information about a coupon or the ease of redemption of a mail-in-rebate) has a larger effect on purchase intent when the purchase is in the near future than when it is in the distant future. However, information about the desirability of consumption (e.g., information about additional product features at the same price) has a larger effect on purchase intent when purchases are distant than when they are proximal. Thus, temporal distance discounts the effects of information about the feasibility of purchase but augments the effects of information about the desirability of consumption. 

Thomas, Manoj, Vicki G. Morwitz and Len Lodish, “When do Higher Prices Increase Demand? The Negativity Effect in Price-Quality Judgments,” being revised for resubmission to Marketing Science.

This paper examines the relationship between price and perceived quality in multi-cue settings. Are consumers less likely to use price as a quality cue when other cues such as brand name and store information are available? Some of the past research suggests that the informativeness of price is reduced when other cues are present. However, others have found that the effect of price on perceived quality is augmented by the presence of other cues. This article suggests that not only the presence or absence of other cues matters, but importantly, the valence of these cues also moderates the price-perceived quality relationship. A cue is said to have negative valence when it is associated with perceptions of low quality in single-cue judgments; alternatively, when it is associated with high quality in such judgments, it is said to have positive valence. The negativity hypothesis suggests that the gradient of the price-perceived quality function is likely to be relatively small when there is a negative non-price cue. Observations from four empirical studies were found to support the negativity hypothesis in price-perceived quality judgments. While the first three studies test the nomological validity of the hypothesis in laboratory experiments, the fourth study demonstrates the robustness of the finding using secondary data from a large-scale survey on quality perceptions.







� Press Coverage: This article was featured on ScienceDaily.com, Yahoo.com and WebMD.com.  


2 Electronic copies of these papers are available on my website � HYPERLINK "http://homepages.nyu.edu/~mt68/" ��http://homepages.nyu.edu/~mt68/�.
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