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EDUCATION
Ph.D. Marketing
The University of Iowa, College of Business, 1997.

M.S. Broadcast Administration
Boston University, College of Communication, 1991.

B.S. Broadcast Production Management
The University of Colorado (Boulder), School of Journalism, 1989. 

POSITIONS
Associate Professor of Hospitality Marketing, 2008-present

Department of Tourism and Convention, William F. Harrah College of Hotel Administration, University of Nevada-Las Vegas 

Assistant Professor of Hospitality Marketing, UNLV, 2004-2008

Adjunct faculty Auburn University, 1999, 2001-2002, 2003-2004
Visiting Scholar and Research Associate, 

Mind of the Market Lab, Harvard Business School, 1997-2001.

Visiting Assistant Professor, University of Iowa, 1997-1998
HONORS and AWARDS
	PRIVATE
INCLUDEPICTURE "http://www.unlv.edu/faculty/Desktop/DATA%20TRANSFER%20-CJ/My%20Documents/Mike/_themes/copy-of-postmodern/posbul1a.gif" \* MERGEFORMAT \d"
	· The 2002 JCR Policy Board Award for the best article in Journal of Consumer Research for 1999.

· Robert Ferber Award. The award is jointly sponsored by the Association for Consumer Research and the Journal of Consumer Research. The award honors the JCR article based on a doctoral dissertation that has been judged to make the greatest contribution to marketing theory. 1999.
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	· Candidate, Marketing Doctoral Consortium, American Marketing Association Meeting, 1996.
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	· M. Bhanu Murthy Award for Excellence in Teaching, 1996.


RESEARCH INTERESTS
Experience is noeic, coming from Greek nous meaning intellect or understanding; knowledge as experienced directly with a feeling of certitude. My research focuses on how external marketing communications influence how consumers perceive and remember their experiences. I am particularly interested how the brain works to give rise to conscious thought, and how consumers construct their own realities of external events to the extent of what they "see" or "remember" may differ substantially from the seemingly objective evidence at hand. The degree to which marketers can infiltrate or guide this process has implications for managers interested in brand equity and developing relationships with customers. 

Specific issues of my inquiry include:

 How consumer sensory memories come to be altered through marketing communications through reconstructive memory processes; 

 How marketers can engineer service encounters so that they are perceived and remembered in favorable ways by consumers;

 The role memory (and mood) plays in consumer decisions, both at conscious and unconscious levels which leads to the need for implicit and explicit memory tests to measure marketing effectiveness;

 The way new physiological measurements (as well as general insights derived from cognitive neuroscience studies) can be applied to hospitality consumer research in order to better understand the underlying processes by which consumers make their choices;

 Uncovering childhood memories and other significant autobiographical events for insight for brand positioning strategies; 

 Using both qualitative and quantitative research methods towards a better understanding of  framing customers’ experience.
PAPERS ACCEPTED FOR PUBLICATION (in refereed journals)
Merchant, Altaf, Kathryn A. LaTour, John B. Ford and Michael S. LaTour (2011), “Development and Validation of a Scale to Measure Personal Nostalgia Evoked by Advertisements,”  Journal of Advertising Research, (forthcoming)
LaTour, Kathryn A., Michael S. LaTour, and Andrew  Feinstein, “Developing Novice Wine Drinkers by Framing How they Learn from Experience” Cornell Hospitality Quarterly, (forthcoming) 

LaTour, Kathryn A., and Michael S. LaTour (2011), “Can Advertising Change Memory for Even a Really Discrepant Experience? Paradigm Issues in the Study of Post-experience Advertising,”Journal of Current Issues and Research in Advertising, forthcoming

LaTour, Kathryn A., and Michael S. LaTour, (2010), “Bridging Aficionados’ Perceptual and Conceptual Knowledge to Enhance how they Learn from Experience,”Journal of Consumer Research, 37 (4), 688-697

LaTour, Kathryn A., Michael S. LaTour and George M. Zinkhan (2010), “Coke is It: An Icon Illuminated through Childhood Memory Stories,” Journal of Business Research, 63 (3), 328-336.
LaTour, Kathryn A., Frank Sarrazit, Rom Hendler and Michael S. LaTour, (2009), “Cracking the Cultural Code of Gambling,”  Cornell Hospitality Quarterly, 50 (4), 475-497.
LaTour, Kathryn A., and Michael S. LaTour, (2009), “Positive Mood and Susceptibility to False Advertising,” Journal of Advertising, 38 (3), 127-142.
Cotte, June and Kathryn A. LaTour (2008), “Blackjack in the Kitchen: Understanding Online Versus Casino Gambling,” Journal of Consumer Research, 35 (5), 742-758. 

Hendler, Flavia and Kathryn A. LaTour (2008), “A Qualitative Analysis of Slot Clubs as Drivers of Casino Loyalty,” Cornell Hospitality Quarterly, 49(2), 105-121.
Braun-LaTour, Kathryn A., Nancy M. Puccinelli and Fred W. Mast (2007),“Mood, Information Congruency and Overload,” Journal of Business Research, 60, 1109-1116.
Braun-LaTour, Kathryn A., and Michael S. LaTour (2007), “Using Childhood Memory Elicitation to Gain Insights into a Brand at a Crossroads: The In-N-Out Burger Situation,” Cornell Hotel and Restaurant Administration Quarterly, 48(3), 246-273.

Braun-LaTour, Kathryn A., Michael S. LaTour, and George M. Zinkhan (2007), “Using Childhood Memories to Gain Insight into Brand Meaning,” Journal of Marketing, 71 (April), 45–60.
Potter, Robert F., Michael S. LaTour, Kathryn A. Braun-LaTour and Thomas Reichert (2006), “The Impact of Program Context on Motivational System Activation and Subsequent Effects on Processing a Fear Appeal,” Journal of Advertising, 35(3), 69-82.

Braun-LaTour, Kathryn A. and Gerald Zaltman (2006), “Memory Change: An Intimate Measure of Persuasion,” Journal of Advertising Research, 46(1), 57-72. 
Braun-LaTour, Melissa Grinley and Elizabeth F. Loftus (2006), “Tourist Memory Distortion,” Journal of Travel Research, 44(4), 360-367.
Braun-LaTour, Kathryn A. , Michael S. LaTour and Elizabeth F. Loftus (2006), “Is That a Finger in My Chili? Using Affective Advertising for Post-crisis Brand Repair,” Cornell Hotel and Restaurant Administration Quarterly, 47(2), 106-120, featured lead article publicized by Cornell University and selected as a finalist for best article of the year. 
Braun-LaTour, Kathryn A., Flavia Hendler and Rom Hendler (2006), “Digging Deeper: Art Museums in Las Vegas?”  Annals of Tourism Research, 33(1), 265-268, research note.  

Braun-LaTour, Kathryn A. and Michael S. LaTour (2005),“Transforming Consumer Experience: When Timing Matters," Journal of Advertising, 34(3),19-30, finalist for best article of the year,
Braun-LaTour, Kathryn A., Michael S. LaTour, Jacqueline Pickrell and Elizabeth F. Loftus, (2004), “How  (and When) Advertising Can Influence Memory for Consumer Experience,” Journal of Advertising, 33(4), 7-26, lead article.
Braun-LaTour, Kathryn A. and Michael S. LaTour (2004), “Assessing the Long-Term Impact of a Consistent Advertising Campaign on Consumer Memory,” Journal of Advertising. 33(2), 49-61, 
LaTour, Michael S., Tony L. Henthorne and Kathryn A. Braun-LaTour (2003), “Is a Cigar Just a Cigar: A Glimpse of the New Age Cigar Consumer,” Academy of Marketing Science Review 

 http://www.amsreview.org/articles/latour12-2003.pdf
Braun, Kathryn A., Rhiannon Ellis, and Elizabeth F. Loftus (2001), “Make My Memory: How Advertising can Change our Memories of the Past,” Psychology & Marketing, 19(January), 1-23. 

Law, Sharmistha and Kathryn A. Braun (2000), “I’ll Have What She’s Having: Gauging the Effectiveness of Product Placements,” Psychology & Marketing, 17(12), 1059-1075.
Braun, Kathryn A. (1999), “Post-Experience Advertising Effects on Consumer Memory," Journal of Consumer Research, 25(March), 319-334, winner of the Ferber Award and best article of the year. 
Braun, Kathryn A. and Elizabeth F. Loftus(1998), "Advertising’s Misinformation Effect," Applied Cognitive Psychology, 12(December), 569-591.
BOOKS and INVITED BOOK CHAPTERS

Cotte, June and Kathryn A. LaTour (2010), “Gambling Beliefs vs. Reality: Implications for Transformative Public Policy,” in Transformative Consumer Research for Personal and Collective Well-Being,  David Glen Mick, Simone Pettigrew, Cornelia Pechmann and Julie L. Ozanne (eds.), 

LaTour, Kathryn A., Lewis P. Carbone and Suzie Goan (2009), “Managing Hospitality Experiences: Las Vegas Style,” in Memorable Customer Experiences: A Research Anthology, Adam Lindgreen, Joëlle Vanhamme, Michael Beverland (eds), Gower Publishing. 

Braun-LaTour, Kathryn A. (2008), “Advertising, Public Relations and Crisis Management,” chapter 7, prepared for the Handbook of Hospitality and Tourism, Haemoon Oh, editor. 

Law, Sharmsitha and Kathryn Braun (2003), "Gauging the Impact of Product Placements on Viewers: Practical and Theoretical Implications" L. J. Shrum (Ed), Blurring the Lines: The Psychology of Entertainment Media, Mahwah, NJ: Lawrence Erlbaum.

Dissertation : Braun, Kathryn Anne (1997), “Reconstructive Memory in Consumer Decision Making,” University of Iowa, available on UMI, Publication # AAT 9731768, ISBN: 978-0-591-41056-3.
INVITED PAPERS and NON-REFEERED ARTICLES
Braun-LaTour, Kathryn A. (2007), “Beyond Nostalgia: Using Childhood Memories as a Means to Emotionally Connect with Consumers,” International Journal of Advertising, invited commentary, 26(3),  402—405.
Braun-LaTour, Kathryn A. (2006), “Digging Deeper” which was published in 2006 in Nevada Hospitality Magazine, and also reprinted in their other publications.

Kosslyn, Stephen M., Gerald Zaltman, William Thompson, David Hurvitz, and Kathryn A. Braun (1999), "Reading the Mind of the Market,” working paper, Harvard University. 

Braun, Kathryn A. and Gerald Zaltman (1998), "Backward Framing: A Theory of Memory Reconstruction," MSI’s Working Paper Series, # 98-109.
Schultz, Randall L. and Kathryn A. Braun (1997), “The Effect of Perception of Reality on Marketing Decision Making.” University of Iowa working paper.
CASE STUDIES 

In collaboration with Professor Gerald Zaltman I developed a series of neuroscience primers for distribution through the Harvard case system. We take an interdisciplinary approach the mind/brain/behavior relationship. Our goal is to familiarize readers with the new imagery methods that allowing us "see" the brain think. Research in cognitive neuroscience is developing as accelerated speed, overturning past philosophical myths and raising new issues. Some of the topics we discuss include: the neuroscience methods (e.g., PET, fMRI, ERP, MEG); consciousness; neural plasticity; artificial intelligence; memory; learning; emotion; language.  The titles appear below:
“Introduction to Neuroscience”
“Anatomical View of the Human Brain”
“The Tools of Cognitive Neuroscience”
“The Objectivity of Experience”
“Genetics and Behavior”
“Top Down Cognitive Processes”
“Is the Human Brain a Computer?”
“The Emotional Brain”
“Constructive Memory Processes”
“Eliciting Hidden Knowledge”

Puccinelli, Nancy M., Kathryn A. Braun and Fred Mast (2002), “What We Know and Don’t Know about Influences Behavior: An Examination of Implicit Predictors of Behavior,” Harvard Case Note.  

There were several working papers also at the Mind of the Market Lab, one being “Having the Customers’ Best Interest at Heart.” 

RESEARCH AND CONFERENCE PRESENTATIONS 

LaTour, Kathryn A. and Michael S. LaTour, “Managing Customer Experiences From Sensory Exposure to Recollection,” Cornell Hospitality Research Summit, October 2010.

LaTour, Kathryn A. “The Framing of Customer Experience,” UNLV Harrah Hospitality Summit, June 2009.

Merchant, Altaf, John B. Ford, Kathryn A, LaTour, Michael S. LaTour, "Developing an Advertising Personal Nostalgia Intensity Scale". Academy of Marketing Science Annual Conference, Portland, June 2010. 

Noel, Hayden and Kathryn A. LaTour, “Reconstruction Theory: Towards an Understanding of How Media Scheduling Influences Memory for Advertising,” European Association for Consumer Research Conference, June 2010, London.
LaTour, Kathryn A., “From Sensory to Consumer Perceptions: The Framing of Customer Experience,” SCENTWorld, keynote address, Las Vegas, November 2009.

LaTour, Kathryn A. and June Cotte,“Digging Deeper into Gamblers' Psyche: An Application of the Zaltman Metaphor Elicitation Technique,” 14th International Conference on Gambling & Risk Taking, Lake Tahoe Nevada May 25-29, 2009
Poster presentation: Hendler, Flavia and Kathryn LaTour, “Consumer Empowerment and Casino

 Loyalty Programs: An Examination of Temporal Orientation and Consumer Choice,” Latin America Association for Consumer Research, 2008, Sao Paulo, Brazil. 
“Residual Goodwill—Consumer Memory Perspective,” for a panel discussion on Residual Goodwill, at the Intellectual Property Owner’s Association Meeting, San Diego, September 2008
Poster presentation: Noel, Hayden and Kathryn Braun-LaTour, “Reconstruction Theory: Towards an Understanding of How Media Scheduling Influences Memory for Advertising,” Society for Consumer Psychology Conference, New Orleans, 2008. 
Cotte, June and Kathryn A. Braun-Latour, “The Warrior, The Escape Artist, And The Hidden Addict: Gambling And The Movement Of Consumption Into The Private Sphere,” 2007 Consumer Culture Theory Conference.
Two papers presented as part of a special session “Casino Gambling: Meanings, Motives and Marketers” at the Association for Consumer Research conference in Orlando, FL 2006, “An Assessment of the Value of Slot Clubs as Drivers of Casino Loyalty” (with Flavia Hendler) and “Not Leaving Las Vegas: Identity Projects of Local Vegas Gamblers” (with June Cotte).
Paper presentation:  “A Cross Cultural Analysis of Tipping Behavior: An Application of Zaltman Metaphor Elicitation Technique” with Alexandrina Tanvuia and Billy Bai and Seymus Baloglu, 11th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, Seattle, WA January 2006.  The following was accepted as a poster at that conference: “Comparative Study Of Personality Traits Of Gamblers Who Play Video Poker And Traditional Pull/Push Machines Through Cattell's 16 Personality Factors” with J.J. Huang.  
“Using Three-Dimensional Photo Elicitation for Post-Experience Conference Assessment,” with Michael S. LaTour and Tony Henthorne, UNLV Summit 2005.  
Poster presentation, “Predicting Ad Response Over Time:A Comparison of Arousal and Ad-Liking to 

Outcomes of Explicit Memory,” (co-authored with Michael S. LaTour), Association for Consumer Research Conference, Portland, OR, October 7-11, 2004.  

Co-chair of Roundtable entitled “Theories on How Spacing Of Stimuli Affect Memory,” with Sara L. Appleton-Knapp, San Diego State University; and Hayden Noel, Baruch College, Association for Consumer Research Conference, Toronto, ON, October 9-12, 2003.

Invited Speaker to the Sandage Symposium at the University of Illinois, October 3-5, 2003.  Symposium is focused on cutting-edge advertising research from academia and practice.  

Selected as a Hearin Invited Lecturer, School of Business Administration, University of                                             

Mississippi, January 2003.

 “Implicit Memory: Insight into the Consumers’ Unconscious” as part of the Advertising Research Foundation’s Week of Workshops, Qualitative Research session, October 7, 2002, New York City. (http://www.thearf.org/wow2002/wow2002.html) 

“Product Placements: Practical and Theoretical Implications” (with Sharmistha Law and Darlene Walsh), 

21st Annual Advertising and Consumer Psychology Conference, Blurring the Lines: The Psychology of Entertainment Media, May 16-18, 2002, New York City, (http://fisher.osu.edu/marketing/scp/)

“ When What Consumers Say Isn’t What They Do:  The Case of Ethnocentrism,” (with Gerald Zaltman, Harvard Business School) Association for Consumer Research Conference, Austin, Texas, October 2001.  ( http://www.acrweb.org/acr2001/sundayS10.html) 
“Early and Other Special Autobiographical Memories on Consumers Attitudes and Preference,” presenter at the Mind of the Market Lab, Harvard Business School, October 2000.

"I’ll Have what She’s Having: Impact of Product Placement in TV Programs on Choice and Memory," (with Sharmistha Law, University of Toronto) at the American Psychological Society meeting in the Society for Applied Research in Memory and Cognition track (SARMAC), http://www.atkinson.yorku.ca/~sarmac/index.htm), Miami, FL, June 2000.

 “Altering Consumer Memories,” invited speaker for the Marketing Department seminar series, Duke University, May 2000. 

“Manipulating Memory,” Guest lecturer at the Harvard Business School, February 2000. 

"I’ll Have what She’s Having: Impact of Product Placement in TV Programs on Choice and Memory," (with Sharmistha Law, University of Toronto) accepted for the Association for Consumer Research conference, http://acrweb.org/acr99/, Columbus, OH, October 1999.

"Altering Consumer Autobiographies," (with Rhiannon Ellis and Elizabeth F. Loftus, both at the University of Washington) at the Society for Applied Research in Memory and Cognition (SARMAC), Boulder CO, July 1999.

“Manipulating Memory,” Guest lecturer at the University of Alabama, March 1999.

“Reconstructive Memory,” Guest lecturer at the Harvard Business School, February 1999. 

"The Deleterious Act of Recollection," Session organizer and presenter at the Association for Consumer Research conference, Montreal, QC October 1-4, 1998. Participants included: Gerald Zaltman, Harvard University; Sharmistha Law, University of Toronto; and Laura Melnyk, McGill University.

"Applications of Cognitive Neuroscience in Consumer Behavior," (co-authored with Stephen Kosslyn and Gerald Zaltman, Harvard University) as part of a special session proposal on novel research methods, organized by Cristel Russell, University of Arizona for the Association for Consumer Research conference.

 “Manipulating Memory,” Guest lecturer at the Harvard Business School, March 1998. 

“Framing Effects: A Cognitive Neuroscience Perspective,” Presenter at the Haring conference, Indiana University, April 1997.

“Advertising’s Misinformation Effect,” Guest lecturer at the Harvard Business School, March 1997.

“Attribute Framing,” Poster presentation at the Society for Judgment and Decision Making conference, November 1996. (co-authored with Gary Gaeth)

“Framing Effects with Differential Impact: The Role of Attribute Salience,” Presenter at the Association for Consumer Research conference, October 1996. (co-authored with Gary Gaeth and Irwin Levin)

“Nutritional Labeling: A Discussion,” Discussant at Nebraska Marketing Doctoral Symposium, February 1996.

TEACHING EXPERIENCE 

UNLV 

Fall 2004-2008
Assistant Professor of Hospitality Marketing.  Taught graduate classes in Research methods and Psychology of Hospitality Marketing and a case-based Marketing class.  Also taught Hospitality Marketing to undergraduates.   

2008-present

Associate Professor of Hospitality Marketing.

Auburn University

Fall 2003-Spring 2004
Visiting Assistant Professor.  Taught a mass section of General Psychology and involved in the I/O graduate (PhD) program.  

Spring 2001-Fall 2001   Adjunct Psychology and Marketing Professor. Taught Introduction to        Psychology and Consumer Behavior.  

Huntingdon College 

Fall 2000  

Adjunct Psychology Professor. Taught Theories of Learning.

Auburn University 

Spring 1999 
Adjunct Psychology Professor. Taught Introductory Psychology course at the Montgomery campus. 

The University of Iowa 
Fall 1997 - Spring 1998 Visiting Assistant Professor. Further evolved the Marketing for Non-Business

Majors class, increasing enrollment by 100%.
Fall 1996 – Spring 1997 Marketing Instructor. Developed a new marketing class for non-business

students. Selected text, organized lectures, consulted with students, and evaluated performance. Utilized case method, discussion and role playing techniques as well as creative lecturing. t

Fall 1993 - Summer 1996 Marketing Instructor /Teaching Assistant. 
TEACHING INTERESTS
Experience Management; Advertising Theory; Hospitality Marketing; Marketing Management; Introduction to Marketing; Marketing Strategy; Consumer Behavior; Research Methods; International Marketing; Experimental Psychology; Memory and Cognition; Introduction to Psychology; Theories of Learning, Memory Seminar.  

GRADUATE COMMITTEE INVOLVEMENT

	STUDENT
	TITLE OF Thesis
	GRADUATION DATE

(Semester/Yr)
	CHAIR

(y/N)

	Dina Tanvuia (M.S.)
	A Cross Cultural Analysis of Tipping Behavior: An Application of Zaltman Metaphor Elicitation Technique (pro-paper)
	Fall 2004
	N

	Sung Soo Kim (M.S.)
	IT Framework for Small-Medium Size Restaurants (pro-paper)
	Summer 2005
	N

	Kelly Phelan (M.S.)
	Service Quality in Convention Management: What is the Value of the Meeting Concierge?
	Spring 2006
	N

	Valentini Kalargyrou (M.S.)


	Training professional’s opinions and impressions about their role in hospitality
	Spring 2005
	N

	J.J. Huang (M.S.)
	Comparative Study of Personality Traits of Gamblers who Play Video Poker and Traditional Pull/Push Machines Through Cattell's 16 Personality Factors
	Spring 2006
	Y

	Jangwon Cho (M.S.)
	The Determinants Of Price Tolerance In A Casino Hotel
	Spring 2006
	Y

	Ying (Watcharobon Wiraboot) (M.S.)
	Customer and Manager’s Perception and Preference On Food Server Gender In Fine-Dining Establishments
	Fall 2006
	Y

	Gael Hancock (M.S.)
	Using Fragrances to Extend the Late-night Video Poker Playing Time of Casino Patrons
	Spring 2009
	Y

	Flavia Hendler (Ph.D)
	Loyalty,Consumer Empowerment
	Fall 2008
	Y

	Michelle Millar (Ph.D.)
	Green Marketing Practices
	Spring 2009
	N

	Jeremy Krause (Ph.D, Psychology)
	The Effect of Working Memory and Math Ability on Decision Making
	Fall 2010
	N


INDUSTRY EXPERIENCE
Marketing Memories(  

November 2001- Present President and head researcher of a marketing consulting firm that 

investigates consumer memories of their experiences with brands in order to find specific moments, emotions, connections that could be relevant for present marketing efforts.  Developed an advertising testing technique in conjunction with Olson Zaltman Associates based on the theory of memory reconstruction. Also work with Lou Carbone of Experience Engineering.  

Olson Zaltman Associates (ZMET)

May 1998- 2001 
Interviewer and coder used the ZMET method. Worked with several companies on designing innovative product campaigns, such as Proctor & Gamble, Disney, Coca-Cola and the World Bank.  

Frank N. Magid Associates, Inc. 
November 1992 - August 1993 Entertainment Associate. Analyzed and developed news,

documentary and entertainment programming, Worked with several national talk show hosts on program development and created promotional guidelines for the talk genre. Developed computer-based primary research collection technique utilizing immediate data entry and analysis of respondents’ input. Sent to Germany to use the equipment for entertainment program focus groups. Designed graphic output to enhance research presentations. 

May 1991- November 1992 Consulting Assistant. Worked with North American television clients and

the four networks. Wrote extensively, both analyses and critiques of client news product. Assisted in development of effective marketing campaigns and was responsible for creating a semi-monthly newsletter on new developments in the broadcast industry. 

ADDITIONAL MEDIA-RELATED EXPERIENCE 
Wrote entertainment articles and film reviews for the Campus Press at the University of Colorado. Wrote, produced and was the announcer for film review segment on KUCB, Boulder, Colorado. Also worked as a disc-jockey for KUCB. Hosted a weekly cable entertainment magazine program. Interned in the news and promotion departments WBZ-TV, Boston and KWGN-TV, Denver. 
PROFESSIONAL ASSOCIATIONS 
American Psychological Association

Association for Consumer Research

Society for Applied Research in Memory and Cognition

COLLEGIAL ACTIVITIES 

Editorial Review Board member at the Journal of Travel Research and Journal of Hospitality Marketing & Management. Ad-hoc reviewer for the Journal of Consumer Research, Journal of Marketing Research, Applied Cognitive Psychology, Journal of Advertising, Journal of Hospitality and Tourism Research, International Journal of Hospitality Management, Cornell Hotel and Restaurant Quarterly, Memory, the Association for Consumer Research, the American Marketing Association. Judge for the 1999 and 2000 Society for Consumer Psychology's best dissertation proposal. Harrah Hotel Grant Committee Judge (2010, 2008); Reviewer for Harrah Hospitaltiy Summit (2010) and UNLV Graduate Summit (2008). 
Member of the Social/Behavior IRB at UNLV, 2009-2010.
Member of the Q exam committee (Ph.D. pre-comp exam on Research Methods), Member of the Ph.D. admittance committee, member of the Strategic Research Committee (Hotel College).
MEDIA EXPOSURE

Selected Memory Related Coverage

*Learning from Experience? Multisensory Tools Create Discerning Wine Lovers, ScienceDaily, May 24, 2010

*Selling Memories, Las Vegas Seven, June 17, 2010

*Truth or Consequences; The Memory Doctor, Slate, May 27, 2010

*Remembrance of Cocoa Puffs Past, United Hemispheres In-Flight Magazine, July 2009

*Can a Dead Brand Live Again? New York Times Magazine, May 18, 2008

*UNIVERSITY OF NEVADA AT LAS VEGAS ACHIEVES HIGH RANKING NATIONALLY FOR SCHOLARLY RESEARCH ON ADVERTISING, Targeted News Service, November 19, 2007

*UNLV Research Points the Finger at What Kept Customers Away From Wendy's After Infamous 'Finger in Chili' Incident;  UNLV Research Shows Connecting Emotionally to Consumers May Have Helped Repair Damage Brought on by Finger in Chili Scheme, PR News wire US, May 1, 2006

*Frosty Failed,Brand Noise, May 2, 2006

*Media: Selling You a New Past, The Independent (London), October 21, 2003

*Grand Illusions Of Memory, Keynote Address Showcases Evidence of False Memories, Association for Psychological Science, Observer, August 2003

*What Makes Customers TICK?;Most businesses have no idea why customers behave as they do, Marketing Management, July/August 2003

*From Kissing Frogs To Demonic Possession, People Are Led To Believe They Experienced The Improbable, ScienceDaily , Feb. 17, 2003

*Mind Makes Memories Fonder- But False, USA Today, July 2, 2001

*'I Tawt I Taw a Bunny Wabbit': Evidence Shows False Memories Can Be Created, AScribe Newswire June 11, 2001

Selected Media Coverage of JCR Online Gambling Research
*Globe and Mail website carries story “Legalize and regulate online gambling, study urges,” July 15, 2008

*Washington Post website carries story “Legalize and regulate online gambling, study urges,” July 15, 2008

*Boston Globe website carries story “Legalize and regulate online gambling, study urges,” July 15, 2008

*KLAS Face to Face with Jon Ralston, July 24

*KNPR radio Las Vegas interview, July 28, 2008

*Las Vegas Review Journal- “Professor urges legalizing Web betting,” July 23, 2008 

*Las Vegas Sun “Dressing down: Web gambling’s hallmark,” July 23, 2008 

*The Straits Times website, Singapore carries Reuters story “Legalize and regulate online gambling, study urges,” July 16, 2008

*News24, South Africa carries Reuters story “Legalize and regulate online gambling, study urges,” July 16, 2008

*Montreal Gazette carries CanWest story “Regulate online gambling, prof urges,” July 15, 2008

*Reuters (Canada) article “Legalize and regulate online gambling, study urges,” July 15, 2008 (also on Reuters (UK) and Reuters (India))

*AsiaOne website in Singapore carries Reuters story “Legalize and regulate online gambling, study urges,” July 15, 2008

*The U.S. Daily website carries story “Legalize and regulate online gambling, study urges,” July 15, 2008

*WebPro News, Kentucky carries story “Study urges legalizing online gambling,”July 15, 2008
REFERENCES

Elizabeth Loftus
Distinguished Professor
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University of California at Irvine
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Baba Shiv

Dept. of Marketing

Stanford University
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Professor Emeritus
Harvard Business School
Boston, Massachusetts 02163
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