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EDUCATION 
Harvard Business School (DBA in Marketing), 2017 (Expected) 

• Dissertation: Implicit Contracts and Consumer Behavior 
• Committee: Michael I. Norton (chair), Leslie K. John, John Gourville, and Ryan Buell 

 
Harvard College (A.B. in Government), 2012 

• Recommended for High Honors in Field 
• Thesis: Your Scandal is Our Scandal, or is It? How Racial and Partisan Biases Influence 

Our Views of Political Misbehaviors 
• Advisor: Claudine Gay  

 
HONORS AND AWARDS 
AMA-Sheth Doctoral Consortium Fellow, 2016  
Best Presentation Award, Haring Symposium, 2016 
The Wyss Award for Excellence in Doctoral Research ($10K), 2015 
Harvard College Scholar, 2011 
 
RESEARCH INTERESTS 
Implicit contracts, Empowerment, Transparency, Reciprocity, Judgment and decision making 
 
PUBLICATIONS (*In alphabetical order) 
Barasz, Kate, Tami Kim, and Leslie K. John (Forthcoming), “The Role of (Dis)similarity in  

(Mis)predicting Others’ Preferences,” Journal of Marketing Research. 
 
Buell, Ryan*, Tami Kim*, and Chia-Jung Tsay* (Forthcoming), “Creating Reciprocal Value  

through Operational Transparency,” Management Science. 
 
Zhang, Ting, Tami Kim, Alison Wood Brooks, Francesca Gino, and Michael I. Norton  

(2014), “A ‘Present’ for the Future: The Unexpected Value of Rediscovery,” 
Psychological Science, 25: 1851-1860. 

 
WORKING PAPERS   
Kim, Tami, Kate Barasz, and Leslie K. John, “Why Am I Seeing This Ad? The Effect of Ad  

Transparency on Ad Effectiveness,” invited revision at Journal of Consumer Research. 
 
Kim, Tami, Leslie K. John, Todd Rogers, and Michael I. Norton, “The Rewards and Risks of  

Consumer Voting,” under review. 
 
Kim, Tami, Ovul Sezer, Juliana Schroeder, Jane Risen, Francesca Gino, and Michael I. Norton,  

“Group Rituals Improve Social Coordination and Effort,” invited revision at 
Psychological Science. 
 

Kim, Tami, Ting Zhang, and Michael I. Norton, “Pettiness in Communal-sharing and Market- 
pricing Relationships,” under review. 

 
 



SELECTED WORKS IN PROGRESS (*In alphabetical order) 
Barasz, Kate, Tami Kim, and Ioannis Evangelidis, “Value-Attribute Dependency Bias,”  

manuscript in preparation. 
 

Feldberg, Alexandra* and Tami Kim*, “Are You a Guest Here? A Field Experiment in Examining  
Bias in Information Sharing in Customer Service,” data collection in progress. 
   

Kim, Tami, Kate Barasz, Leslie John, and Michael I. Norton, “Pointlessly Gendered:  
Reactance to Typecasting,” manuscript in preparation. 

 
Kim, Tami*, Michael Luca*, and Daniel Martin*, “The Informational Content of Ratings:  

Evidence from Surveys on Restaurant Hygiene Scores,” manuscript in preparation.  
 
OTHER PUBLICATIONS 
Buell, Ryan, Tami Kim, and Chia-Jung Tsay (2014), “Cooks Make Tastier Food When They  

Can See Their Customers,” Harvard Business Review, 92(11): 34-35. 
 
 
 

SELECTED CONFERENCE PRESENTATIONS (*Denotes presenting author)  
Barasz, Kate*, Tami Kim, and Leslie K. John. The Role of (Dis)similarity in (Mis)predicting  

Others’ Preferences. Society for Consumer Psychology, February 2015, Phoenix, AZ. 
 
Buell, Ryan, Tami Kim*, and Chia-Jung Tsay. Creating Reciprocal Value through Operational  

Transparency. Society for Consumer Psychology, February 2015, Phoenix, AZ. 
 
Buell, Ryan*, Tami Kim, and Chia-Jung Tsay. Creating Reciprocal Value through  

Operational Transparency. INFORMS, November 2015, Philadelphia, PA. 
 
Zhang, Ting, Tami Kim*, Alison Wood Brooks, Francesca Gino, and Michael I. Norton.  

A ‘Present’ for the Future: The Unexpected Value of Rediscovery. Society 
of Judgment and Decision Making, November 2014, Long Beach, CA.  

 
Zhang, Ting, Tami Kim*, Alison Wood Brooks, Francesca Gino, and Michael I. Norton.  

A ‘Present’ for the Future: The Unexpected Value of Rediscovery. 
Association for Consumer Research, October 2014, Baltimore, MD. 

 
Barasz, Kate, Tami Kim*, and Leslie K. John. The Role of (Dis)similarity in (Mis)predicting  

Others’ Preferences. Behavioral Decision Research in Management, July 
2014, London, United Kingdom. 

 
Kim, Tami*, Leslie K. John, Todd Rogers, and Michael I. Norton. What Voting Begets: 

Understanding and Managing the Unintended Consequences of Empowerment. 
Association for Consumer Research, October 2013, Chicago, IL. 

 
Kim, Tami*, Leslie K. John, Todd Rogers, and Michael I. Norton. What Voting Begets: 

Understanding and Managing the Unintended Consequences of Empowerment. 
Society for Consumer Psychology, February 2013, San Antonio, TX. 

 
INVITED TALKS 
Marketing Science Institute, August 2016 
Haring Symposium, April 2016 



Google Re:Work, October 2014 

AFFILIATIONS 
Association for Consumer Research, Society for Consumer Psychology, Society for 
Judgment and Decision Making 
 
TEACHING AND INSTITUTIONAL SERVICE 
Course Instructor, Consumer Behavior, Harvard Extension School, 2014 & 2015  
Wyss Doctoral Mentoring Awards Committee, Harvard Business School, 2015-Present 
Co-Head Tutor, Harvard Program for Research in Markets and Organizations, 2014 & 2015 
Undergraduate Research Advisor, Decision Making & Negotiation, 2012-Present 
First-year Residential Advisor, Harvard College, 2012-2014 
 
PROFESSIONAL EXPERIENCE  
Boston Consulting Group, 03/2010-05/2010 
The International Herald Tribune, 11/2009-02/2010 
KPMG, 05/2009-07/2009 
 
MEDIA COVERAGE  
The New York Times, Time, The Atlantic, Business Insider, New Republic, New York 
Magazine, Yahoo News, The Boston Globe, The Washington Post 
 
RELEVANT COURSEWORK  
Behavioral Approaches to Decision Making and Negotiation (Francesca Gino & Amy Cuddy) 
Consumer Behavior (John Gourville & Leslie John) 
Experimental Methods (Francesca Gino & Bill Simpson) 
Intermediate Statistical Analysis (Delphine Courvoisier) 
Marketing Models (Vineet Kumar & Thales Teixeira) 
Multivariate Analysis in Psychology (James Sidanius) 
 
REFERENCES 
Michael I. Norton (Dissertation Chair) 
Harold M. Brierley Professor of Business 
Administration 
Harvard Business School 
(617) 496-4593  
mnorton@hbs.edu  
 
Francesca Gino 
Tandon Family Professor of Business 
Administration 
Harvard Business School 
(617) 495-0875  
fgino@hbs.edu  
 
 

Leslie K. John  
Assistant Professor of Business 
Administration 
Harvard Business School 
(617) 495-6394  
ljohn@hbs.edu  
 
Ryan Buell  
Assistant Professor of Business 
Administration 
Harvard Business School 
(617) 496-6918  
rbuell@hbs.edu  



APPENDIX: SELECTED RESEARCH ABSTRACTS 
The Rewards and Risks of Consumer Voting   

The number of firms empowering consumers to vote on company decisions is on the rise. 
Across eight studies—including laboratory and field experiments and outcome measures such 
as emailing votes and contributing to crowdfunding campaigns—we explore each distinct 
phase of this empowerment strategy (pre-voting, voting, and post-voting). We show that 
consumer voting can be a double-edged sword. During the pre-voting period, voting can be 
more effective at encouraging consumer participation than merely soliciting input, but can 
backfire if consumer votes do not count for a majority of the outcome (studies 1a-1c). While 
voting can mitigate the negative impact of receiving a less-preferred outcome (the product one 
did not vote for; studies 2a/b), voting produces unintended negative consequences during the 
post-voting period: consumers react negatively to losing the ability to vote on subsequent firm 
decisions (studies 3a/b and 4). These negative consequences are driven by perceived violations 
of procedural justice (studies 1b and 3b); as a result, firms can mitigate these negative 
outcomes by managing consumer expectations about future voting (study 4). Our studies offer 
insight into both the rewards and attendant risks of consumer voting. 

 
Why Am I Seeing This Ad? The Effect of Ad Transparency on Ad Effectiveness   

Given the increasingly invasive ways marketers can target ads, consumers and regulators are 
demanding ad transparency: disclosure of information on how consumers’ data are used to 
generate behaviorally targeted ads. This paper investigates when and why ad transparency 
undermines ad effectiveness. It is premised on the notion that ad transparency undermines ad 
effectiveness when it exposes a practice that consumers deem intrusive. Study 1 is inductive, 
identifying that perceived intrusiveness is driven by the extent to which the information used to 
generate the ad was based on: 1) consumer activity tracked within versus outside of the website 
on which the ad appears; and 2) attributes explicitly stated by the consumer versus inferred by 
the firm (the latter of each pair is deemed more intrusive). Study 2 confirms that these two 
dimensions predict consumers’ ad preferences. Then, using a deductive approach, we show that 
psychological feelings of control mediate the relationship between the intrusiveness of the 
revealed practice and ad effectiveness (studies 3a and 4a). Finally, making consumers feel in 
control—even control that has nothing to do with the targeting process—can close the 
effectiveness gap between non-transparent ads and those revealing intrusive practices (studies 
3b and 4b). 
 

Pettiness in Communal-sharing and Market-pricing Relationships   
Digital payment services enable individuals to make precise, efficient payments—to both 
companies and friends. We suggest that such payments produce negative consequences in 
communal-sharing relationships. Five studies examine the negative interpersonal consequences 
of pettiness—intentional attentiveness to trivial details—and demonstrate that monitoring 
resource exchanges harms communal-sharing relationships by making exchanges feel 
transactional. Pettiness evokes negative reactions in communal-sharing relationships but not in 
marketplace relationships, where transactionality is the norm (study 1). Pettiness manifests 
across different types of goods: people dislike givers who are petty with money (study 2) and 
time (study 3)—even when the (petty) amount given is more generous (e.g., a gift card for 
$5.15 rather than $5). Pettiness even manifests through small acts signaling intentions to 
monitor trivial details: setting a timer to monitor the amount of time given (study 4). Finally, 
consistent with our definition of pettiness, reducing the perceived intentionality of petty 
behavior mitigates its negative impact by decreasing perceived transactionality (study 5). When 
exchanging resources, givers should be wary of not just how much they spend, but the manner 
in which they spend it.   
 



Creating Reciprocal Value through Operational Transparency (Management Science, 
forthcoming). 

We investigate whether organizations can create value by introducing visual transparency 
between consumers and producers. Although operational transparency has been shown to 
improve consumer perceptions of service value, existing theory posits that increased contact 
between consumers and producers may diminish work performance. Two field and two 
laboratory experiments in food service settings suggest that transparency that 1) allows 
customers to observe operational processes (process transparency) and 2) allows employees to 
observe customers (customer transparency) not only improves customer perceptions, but also 
increases service quality and efficiency. The introduction of this transparency contributed to a 
22.2% increase in customer-reported quality and reduced throughput times by 19.2%. 
Laboratory studies revealed that customers who observed process transparency perceived 
greater employee effort, and thus were more appreciative of the employees and valued the 
service more. Employees who observed customer transparency felt that their work was more 
appreciated and more impactful, and thus were more satisfied with their work and more willing 
to exert effort. We find that transparency, by visually revealing operating processes to 
consumers and beneficiaries to producers, generates a positive feedback loop through which 
value is created for both parties. 

 
The Role of (Dis)similarity in (Mis)predicting Others’ Preferences (Journal of Marketing 
Research, forthcoming). 

Consumers readily indicate liking options that appear dissimilar—for example, enjoying both 
rustic lake vacations and chic city vacations or liking both scholarly documentary films and 
action-packed thrillers. However, when predicting other consumers’ tastes for the same items, 
people believe that a preference for one precludes enjoyment of the dissimilar other. Five 
studies show that people sensibly expect others to like similar products but erroneously expect 
others to dislike dissimilar ones (studies 1 and 2). While people readily select dissimilar items 
for themselves (particularly if the dissimilar item is of higher quality than a similar one), they 
fail to predict this choice for others (studies 3 and 4)—even when monetary rewards are at 
stake (study 3). The tendency to infer dislike from dissimilarity is driven by a belief that others 
have a narrow and homogeneous range of preferences (study 5). 

 
A “Present” for the Future: The Unexpected Value of Rediscovery (Psychological Science, 
2014). 

Although documenting mundane everyday activities may seem trivial, four studies reveal that 
creating records of the present generates unexpected benefits in the form of future 
rediscoveries. In study 1, we use a “time capsule” paradigm to show that individuals 
underestimate the extent to which rediscovering experiences from the past will be curiosity-
provoking and interesting in the future. In studies 2 and 3, we find that people are particularly 
likely to underestimate the pleasure of rediscovering ordinary, mundane experiences compared 
to rediscovering extraordinary experiences. Finally, study 4 demonstrates that underestimating 
the pleasure of rediscovery leads to time-inconsistent choices: individuals forgo opportunities 
to document the present but prefer to rediscover those moments in the future. Underestimating 
the joy of rediscovery is linked to people’s erroneous faith in their memory of everyday events; 
by documenting the present, we give ourselves the opportunity to rediscover mundane 
moments that otherwise may have been forgotten.  

 
  
 


