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I. EDUCATIONAL BACKGROUND




Ph.D. in Business Administration (Marketing), Duke University, September 1994




B.S., Majors in Economics & Marketing, cum laude, Ball State University, 1989

II.  FACULTY POSITIONS 




Associate Dean for Faculty Affairs, 2009-present 

Thomas A. Finch Jr. Professor of Business Administration, Fuqua School of Business, Duke University 2008-present
Professor of Marketing, Fuqua School of Business, Duke University 2004-2008
Associate Professor, Marketing, Wharton School, University of Pennsylvania, 2000-2004
Assistant Professor, Marketing, Wharton School, University of Pennsylvania, 1994-2000

II. PUBLICATIONS AND RESEARCH


A. Publications



1. Articles published in refereed journals

Miller, V., Luce, M.F. and Nelson, R. (forthcoming), “Relationship of External Influence to Parental Distress in Decision Making Regarding Children with a Life-Threatening Illness,” Journal of Pediatric Psychology
Robert M. Nelson, Tom L. Beauchamp, Victoria A. Miller, William W. Reynolds, Richard F. Ittenbach, and Mary Frances Luce  (forthcoming), “The Concept of Voluntary Consent “ American Journal of Bioethics
Cavanaugh, L. A., Cutright, K. M., Luce, M. F., and Bettman, J. R.,  (forthcoming) “Hope, Pride, and Processing During Optimal and Nonoptimal Times of Day.”  Emotion
Venkataraman, V., Payne, J. W., Bettman, J. R., Luce, M. F., and Huettel, S. A., (2009), “Separate Neural Mechanisms Underlie Choices and  Strategic Preferences in Risky Decision Making,” Neuron, 62 (May 28), 593-602.
Victoria A. Miller, William W. Reynolds, Richard F. Ittenbach, Mary Frances Luce, Tom L. Beauchamp, and Robert M. Nelson (2009), “Challenges in Measuring a New Construct:  Perception of Voluntariness for Research and Treatment Decision Making,” Journal of Empirical Research on Human Research Ethics, 4 (3), 21-31.
Miller, E. G., Luce, M.F., Kahn, B.E. and Conant E.F. (2009), Understanding Emotional Reactions for Negative Services: The Impact of Efficacy Beliefs and Stage in Process,” Journal of Service Research 
Drolet, A., Luce, M.F. and Simonson, I. (2009) When Does Choice Reveal Preference? Moderators of Heuristic versus Goal-Based Choice Journal of Consumer Research, v36

Payne, J. W., Samper, A., Bettman, J. R., and Luce, M. F., 2008,  “Boundary Conditions on Unconscious Thought in Complex Decision Making,” Psychological Science, 19 (November), 1117-1122.  

Carlson, Janiszewski, Keeney, Krantz, Kunreuther, Luce, Russo, van Osselaer, von Winterfeldt, (2008) “A Theoretical Framework for Goal-Based Choice and for Prescriptive Analysis” Marketing Letters, v19, 241-254 
Miller, E. G., Kahn, B.E. and Luce, M.F. (2008) “Consumer Wait Management Strategies for Negative Service Events: A Coping Approach,” Journal of Consumer Research v34, p635-648.  
Cavanaugh, L. A., Bettman, J. R., Luce, M. F., and Payne, J. W., 2008, “Appraising the Appraisal-Tendency Framework,” Journal of Consumer Psychology, 17 (3), 169-173.

Bettman, J. R., Luce, M. F., and Payne, J. W., 2008, “Preference Construction and Preference Stability: Putting the Pillow to Rest,” Journal of Consumer Psychology.

Kahn, Barbara E. & Mary Frances Luce (2006), “Repeated-Adherence Protection Model:  I’m ok and it’s a hassle”  Journal of Public Policy and Marketing, 79-89
Kahn, Barbara E., Mary Frances Luce & Stephen M. Nowlis (2006), “De-biasing Insights from Process Tests,” Journal of Consumer Research, 131-138.
Luce, Mary Frances (2005), “Decision Making as Coping,” Health Psychology, 24 (4),  S23-S28.
Escalas, Jennifer & Mary Frances Luce (2004), “Understanding the Effects of Process-Focused versus Outcome-Focused Thought During Advertising," Journal of Consumer Research, 31 (2), 274-286
 

Drolet, Aimee & Mary Frances Luce (2004) “The Rationalizing Effects of Cognitive Load on Emotion-Based Trade-off Avoidance” Journal of Consumer Research, 31 (1), 63-77.
Luce, Mary Frances, Jianmin Jia & Gregory W. Fischer, (2003) “How Much Do You Like It?  Within-Alternative Conflict and Subjective Confidence Consumer Judgments” Journal of Consumer Research, 30 (3), 464-472.
Kahn, Barbara E. & Mary Frances Luce, (2003) “Understanding High-Stakes Consumer Decisions:  The Problem of Mammography Adherence Following False Alarm Test Results,” Marketing Science, 22 (Summer), 393-410

Escalas, Jennifer Edson, & Mary Frances Luce (2003).  “Process vs. Outcome Thought-Focus and Narrative Advertising,” Journal of Consumer Psychology, 13(3), 246-254.

Kunreuther, H., R. Meyer, R. Zeckhauser, P. Slovic, B. Schwartz, C. Schade, M. F. Luce, S. Lippman, D. Krantz, B. Kahn, R. Hogarth, (2002), “High Stakes Decision Making: Normative, Descriptive and Prescriptive Considerations,” Marketing Letters, 13 (3), 259-268.

Fisher, Gregory W., Mary Frances Luce & Jianmin Jia (2000), “Attribute Conflict and Preference Uncertainty, Part I: Effects on Judgment Time and Error,” Management Science, 46 (1), 88-103.

Fisher, Gregory W., Jianmin Jia & Mary Frances Luce (2000), “Attribute Conflict and Preference Uncertainty, Part II: The RandMAU Model” Management Science, 46 (5), 669-684.

Luce, Mary Frances, John W. Payne & James R. Bettman (2000), “Coping with Unfavorable Attribute Values in Choice,” Organizational Behavior and Human Decision Processes, (February). 

Luce, Mary Frances & Barbara E. Kahn (1999), “Avoidance or Vigilance? The Psychology of False Positive Test Results,” Journal of Consumer Research, 26 (December), 242-259.

Luce, Mary Frances, James R. Bettman & John W. Payne (2000), “Attribute Identities Matter: Subjective Perceptions of Attribute Characteristics, Marketing Letters, 11(2). (lead article)
Luce, Mary Frances, John W. Payne & James R. Bettman (1999), “Emotional Tradeoff Difficulty and Choice,” Journal of Marketing Research, 36 (May),  43-159. (lead article) Finalist, 2004 William F. O'Dell Award for most outstanding article in 1999. 
Conant, E.F., M.F. Luce, B.E. Kahn, S.G. Orel, S.P. Weinstein, J.A. Zuckerman, (1999), “Attitudinal Variables of Patients Referred for Diagnostic and Screening Mammography:  What Can We Do to Reduce the Stress and Improve Compliance?,”  Radiology, 213 (P): 410.
Bettman, James R., Mary Frances Luce & John W. Payne (1998), “Constructive Consumer Choice Processes,” Journal of Consumer Research, 25 (December), 187-217. (lead article; 2000 Leo Melamed prize awarded by the editors of the Journal of Business for the most significant business publication in any journal by faculty not at the University of Chicago; finalist, Best Article award, JCR )

Luce, Mary Frances (1998), “Choosing to Avoid: Coping with Negatively Emotion-Laden Consumer Decisions,” Journal of Consumer Research, 24 March), 409-433.  (Robert Ferber Award for the best dissertation-based article in the Journal of Consumer Research in 1998)

Luce, Mary Frances, James R. Bettman & John W. Payne (1997), “Choice Processing in Emotionally Difficult Decisions,” Journal of Experimental Psychology: Learning, Memory, and Cognition, 23 (March), 384-405.

Kahn, Barbara E., Eric Greenleaf, Julie R. Irwin, Alice M. Isen, Irwin P. Levin, Mary Frances Luce, Manuel C. F. Pontes, James Shanteau, Marc Vanhuele & Mark J. Young (1997),  “Medical Decision Making,” Marketing Letters, 8 (3), 361-375.

Payne, John W., James R. Bettman & Mary Frances Luce (1996), “When Time is Money: Decision Behavior under Opportunity Cost-Time Pressure,” Organizational Behavior and Human Decision Processes, 66 (May), 131-152.

Bettman, James R., Eric J. Johnson, Mary Frances Luce & John W. Payne (1993), “Correlation, Conflict, and Choice,” Journal of Experimental Psychology: Learning, Memory, and Cognition, 19 (July), 931-951.



2. Monograph

Luce, Mary Frances, James R. Bettman & John W. Payne, “Tradeoff Difficulty: Determinants and Consequences for Consumer Decisions,” Monographs of the Journal of Consumer Research Series, Volume 1, Spring 2001



3. Proceedings and Chapters
Vohs, Kathleen and Luce, Mary Frances (2010), “Judgment and Decision Making,” in Roy Baumeister and Eli Finkel Advanced Social Psychology: The State of the Science 

Bond, S. D., Bettman, J. R., and Luce, M. F. (2010), “Consumer Judgment from a Dual-Systems Perspective: Recent Evidence and Emerging Issues,” in N. K. Malhotra (ed.), Review of Marketing Research, Vol. 4, Armonk, NY: M. E. Sharpe.
Bettman, J. R., Luce, M. F., and Payne, J. W., 2008, “Consumer Decision Making: A Choice Goals Approach,” in C. Haugtvedt, P. Herr, and F. Kardes (eds.), Handbook of Consumer Psychology, Lawrence Erlbaum, 589-610 
Luce, Mary Frances, James R. Bettman & John W. Payne, “Minimizing Negative Emotion as a Decision Goal: Investigating Emotional Trade-off Difficulty,” in The Why of Consumption, ed. Huffman, Mick, Ratneshwar

Luce, Mary Frances, James R. Bettman & John W. Payne, “The Emotional Nature of Decision Tradeoffs,” Wharton on Decision Making, ed. Hoch & Kunreuther

Luce, Mary Frances, John W. Payne & James R. Bettman, “The Impact of Emotional Trade-Off Difficulty on Decision Behavior,” in Elke Weber, Jonathan Baron, and Graham Loomes (eds.), Conflict and Tradeoffs in Decision Making: Essays in Honor of Jane Beattie, forthcoming.

Payne, John W., James R. Bettman & Mary Frances Luce (1998),”Behavioral Decision Research: An Overview,” in Michael H. Birnbaum (ed.), Handbook of Perception and Cognition, Second Edition: Measurement, Judgment and Decision Making, Academic Press, 303-359.

Payne, John W., James R. Bettman, Eric J. Johnson & Mary Frances Luce (1995), “An Information Processing Perspective on Choice,” in J. R. Busemeyer, R. Hastie, and D. L. Medin (eds.), Decision Making from a Cognitive Perspective: Psychology of Learning and Motivation, Volume 32, Academic Press, 137-175.

Luce, Mary Frances (1991), “Consideration of Inhibition as a Mechanism in Decision Processes,” in Brian Sternthal and John Sherry (Eds.), Advances in Consumer Research, Volume 19, Ann Arbor, MI: Association for Consumer Research, 161-165.

Luce, Mary Frances (1991), “Buying More than We Can Use: Factors Influencing Forecasts of Consumption Quantity,” in Brian Sternthal and John Sherry (Eds.), Advances in Consumer Research, Volume 19, Ann Arbor, MI: Association for Consumer Research, 584-589.

B. Working Papers
Samper, Adriana, Mary Frances Luce and Devavrat  Purohit.  “Control, Contagion and Risk:  Health Locus of Control and Message Fit.”  

Samper, Adriana, Mary Frances Luce and Devavrat  Purohit. “The Identifiable Patient and Health Threat.”

Schwartz, Janet, Mary Frances Luce and Dan Ariely  “Are Consumers Too Trusting?  Understanding the Effects of Relationships With Expert Advisors”
Cavanaugh, L. A., Bettman, J. R., and Luce, M. F., “Accentuate (More Than) the Positive: Appraisals of Positive Emotions and Consequences for Consumer Behavior”  
Luce, MF., Kahn, BE and Passyn, K ”Persuasive Negative Emotional Appeals for Motivating Protective Action: The Role of Uncertainty and Approach/Avoidance Behaviors” 
III TEACHING AND ADVISING

A. Doctoral Advising
Adriana Samper, Duke (Co-Chair with Jim Bettman; honorable mention for SCP-SHETH dissertation proposal competition, 2010)



Eugenia Wu, Duke (Co-Chair with Gavan Fitzsimons)




Lisa Cavanaugh, Duke (Co-Chair with Jim Bettman)



Sam Bond, Duke (Co-chair with Jim Bettman)




Dan Leib , Duke (Co-chair with Joel Huber)




Elizabeth Gelfand Miller, The Wharton School (Co-Chair with Barbara Kahn; winner






of SCP-SHETH dissertation proposal competition, 2002) 




Susan Hogan, The Wharton School (Co-Chair with Steve Hoch)

B.  Courses Taught



1. Graduate courses





M.M.S. Marketing Intelligence





M.B.A.  Healthcare Marketing





WEMBA Healthcare Marketing





WEMBA Health Sector Management Seminar





Ph.D Behavioral Approaches to Health





M.B.A. Customer Behavior





M.B.A. Field Application Projects





M.B.A. Advertising Management (Indian School of Business, Hyderabad, India)





Ph.D. Seminar in Consumer Behavior





Ph.D. Proseminar in Decision Processes



2. Undergraduate courses





Consumer Behavior





Senior Conference





Introduction to Marketing 

IV. PROFESSIONAL ACTIVITIES

A.  Editorial Positions

 Journal of Consumer Research (member, editorial review board 2000-; associate editor, 2002-2009)

Co-Editor, Foundations and Trends in Marketing

Journal of Consumer Psychology, currently ERB member

Co-Chair of 2003 Association for Consumer Research Conference, Toronto 

B.  Major Service Positions




Associate Dean for Faculty Affairs 




University Appointments, Promotion, Tenure Committee Member (2005-2008)

C. Grants

Principal Investigator, National Science Foundation (SBE – Decision Making, Risk & Uncertainty) Grants #SBR- 9730182 and #SBR- 0527351 “DRU:  Collaborative Research Developing a Measure of Voluntary Consent for Protocol-Based Treatment Decisions”), Total of three years and $119,000 in support expected (Duke Portion of grant), 2006-2008.

Marketing Science Institute Funding, (with Kirsten Grasshoff and Barbara Kahn) “The Influence of Emotion on Message Processing and Attention,” $3,200 funding for Experiment One, additional funding pending.

Mack Center Grant, Wharton School (with Jennifer Escalas), “Decision Support in Customizable Environments:  How much Control Can consumers Handle,” $8,000 funding across two grants.

Wharton-SMU Research Center Grant (with Barbara Kahn and Seshan Ramaswami) “Retail Assortment Variety Issues: Conflict Resolution in Store versus Brand Choice,” $70,122 funding

Wharton-SMU Research Center Grant (with Seshan Ramaswami), “Construction of Consideration Sets” $70,035 funding across two grants.
Co-Principal Investigator (with Barbara Kahn), National Science Foundation (Decision, Risk, and Management Science Program) Grants #SBR- 9730182 and #SBR- 9905665 (Both titled: “The Subjective Value of Information in High-Stakes Domains: An Analysis of Patient Decisions to Obtain Diagnostic Testing”), Total of three years and $314,574 in support 1998-2001.

Consultant on National Science Foundation (Decision, Risk, and Management Science Program) Grant # SBR-9320106 (PIs: John W. Payne and James R. Bettman; Title: “Task Stress and Decision Behavior”), March 1994 to February 1997.


D. Honors / Awards

2002 Finalist for JCR Best Article Award (with James R. Bettman and John W. Payne)

2000 Leo Melamed Prize (with James R. Bettman and John W. Payne; awarded by the editors of the Journal of Business for the most significant business publication in any journal by faculty not at the University of Chicago)
1998 Robert Ferber Award for the best dissertation-based article in the Journal of Consumer Research in 1998)

Recognition as an Outstanding Professor by the University of Pennsylvania Greek System, 1996

Irwin Foundation Supplemental Doctoral Dissertation Fellowship 1992-1993

Duke University Fellowship, 1989-1992

American Marketing Association Doctoral Consortium Fellow, 1992

Honorable Mention, AACSB Doctoral Fellowship Competition, 1989
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