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EDUCATION

Haas School of Business, University of California, Berkeley
Ph.D. in Marketing, Consumer Behavior Expected 2027
M.S. in Business Administration 2023

Pomona College
B.A. in Psychological Science, Minor in Computer Science, magna cum laude 2021

PUBLICATIONS & INVITED REVISIONS

Cho, K. Y., & Critcher, C. R. (2025). Doubling-back aversion: A reluctance to make
progress by undoing it. Psychological Science, 36(5), 332-349.

e Media coverage: APS Observer, Forbes, Berkeley Haas Newsroom

Cho, K. Y., Baum, S. M., & Evers, E. R. K. Liking scales fail to accurately capture
preferences for probabilistic outcomes. Conditionally accepted at Psychological Science.

Cho, K. Y., & Evers, E. R. K. When stating the obvious backfires: Consumers dislike
products that advertise positive but obvious attributes. Revising for 24 round of review
at the Journal of Consumer Research.

Cho, K. Y., Geiser, A. E., & Nelson, L. D. Too basic to be expert: Consumers believe
popular preferences indicate a lack of expertise. Revising for 2nd round of review at the
Journal of Consumer Research.

WORKING PAPERS

Ryan, W. H., Cho, K. Y., Hong, C., & Evers, E. R. K. Add-on vs. all-in pricing: Price
presentation in menus skews consumer preferences.

SELECTED WORKS IN PROGRESS

Cho, K. Y., & Critcher, C. R. Choose now or wait? When and why choice set
fluctuations prompt choice.


mailto:kristine_cho@haas.berkeley.edu
https://kristinecho.com/
https://www.psychologicalscience.org/news/2025-aug-doubling-back-aversion.html
https://www.forbes.com/sites/lindsayphillips/2025/09/08/avoiding-decision-traps-the-power-of-real-agreement/
https://newsroom.haas.berkeley.edu/uc-berkeley-haas-researchers-uncover-a-psychological-bias-that-keeps-people-on-the-wrong-path/

Consumers are more likely to commit to the best remaining option after directly experiencing
changes in available choices rather than merely learning about them.

Cho, K. Y., Gershon, R., & Jiang, Z. Targeting referrers by value: Why who refers
matters more than how many.

Analyses on a dataset of over 40 million customers show that higher-value customers make
higher-value referrals; field experiments show that it is profitable to give higher referral
incentives to such customers.

Cho, K. Y., & Evers, E. R. K. Logical (in)equivalence: A reexamination of the role of
inferences in framing literature.

Although researchers studying framing effects intend for their frames to be logically
equivalent, participants often draw reasonable inferences that render them inequivalent.

Mehta, S., [and 24 others, including Cho, K. Y.]. Empirical audit of construal level
theory.

A large-scale replication of the construal level theory literature.

CONFERENCE PRESENTATIONS

ORAL PAPER PRESENTATIONS

Cho, K. Y., Geiser, A. E., & Nelson, L. D. (March, 2026). Too basic to be expert: Consumers
believe popular preferences indicate a lack of expertise. Society for Consumer Psychology,
Session on Popularity and Personalization, San Diego, CA.

Cho, K. Y., & Evers, E. R. K. (March, 2025). When stating the obvious backfires: Consumers
dislike products that advertise positive but obvious attributes. Society for Consumer
Psychology, Special Session on New Insights on the Effect of Strategic Product Labels
on Consumer Decisions, Las Vegas, NV.

Cho, K. Y., & Evers, E. R. K. (August, 2024). When stating the obvious backfires: Consumers
dislike products that advertise positive but obvious attributes. Association for Consumer
Research, Special Session on New Insights on the Effect of Strategic Product Labels on
Consumer Decisions, Paris.

Ryan, W. H., Cho, K. Y., & Evers, E. R. K. (August, 2023). Add-on vs. all-in pricing: Price
presentation in menus skews consumer preferences. Association for Consumer Research,
Special Session on Numeric Judgments and Decisions, Seattle, WA.



POSTER PRESENTATIONS

Cho, K. Y., & Evers, E. R. K. (November, 2024). When stating the obvious backfires:
Consumers dislike products that advertise positive but obvious attributes. Society for
Judgment and Decision Making, New York City, NY.

Cho, K. Y., Baum, S. M., & Evers, E. R. K. (November, 2023). Liking scales are broken for
probabilistic outcomes. Society for Judgment and Decision Making, San Francisco, CA.

INVITED TALKS

Cho, K. Y., & Critcher, C. R. (September, 2025). Doubling-back aversion: A reluctance to
make progress by undoing it. Pomona College, Claremont, CA.

GRANTS
UC Berkeley Experimental Social Science Laboratory Research Grant 2024
Haas Behavioral Laboratory Research Grant 2021

AWARDS & HONORS

The Sumon C. Mazumdar Fellowship 2026
John Stauffer Scholarship for Academic Merit 2021
Senior Prize in Psychological Science 2021
Distinction in the Senior Exercise 2021
Phi Beta Kappa 2020
Steele Foundation Scholarship 2020
Beinecke Scholarship Nominee 2020
Pomona College Scholar 2019
Dausman Scholarship 2019
Fussell Scholarship 2019
Pomona College Scholar 2018
Burke Memorial Scholarship 2018
Cressner Scholarship 2018
Elinor M. Alexander Scholarship 2018



TEACHING & MENTORING

TEACHING

Reader, MBA261 & EWMBA261: Marketing Research, UC Berkeley 2025
Instructor: Leif Nelson
e Made resources, graded assignments and exams, and mentored groups of
students for their final project.

Reader, MBA260 & EWMBAZ260: Customer Insights, UC Berkeley 2024 - 2025
Instructors: Ellen Evers & Rachel Gershon
e Independently developed a new natural language processing (NLP) module to
teach MBA students how to use these skills for market research.

Reader, MBA206: Core Marketing, UC Berkeley 2022 - 2024
Instructor: Clayton Critcher
e Made resources and graded assignments and exams for four cohorts of MBA
students annually.

MENTORING

Graduate Student Mentor, Application Hack-a-Thon 2025
Office for Graduate Diversity, University of California, Berkeley
e Mentored prospective graduate students from underrepresented minorities on
application materials and application process.

Head Mentor, Undergraduate Research Apprentice Program 2024 - 2025
University of California, Berkeley
¢ Led undergraduate research training, conducting and organizing weekly
workshops on research skills, organizing poster session, and overseeing
independent semester-long projects in empirical research.

Volunteer Tutor, Reading Partners 2024 - 2026
San Francisco
e Provided weekly, one-on-one, empirically based literacy tutoring to elementary
students at risk of falling behind in reading proficiency.



Mentor, Undergraduate Research Apprentice Program 2023
University of California, Berkeley
¢ Guided students through key research methodologies, including conducting
literature reviews and designing surveys in Qualtrics.

Graduate Student Mentor, Undergraduate Lab @ Berkeley 2022
University of California, Berkeley
e Supervised team of undergraduates in year-long project reproducing results
from a published research article, writing extended literature review, and
presenting results in a poster session.

SERVICE

Journal of Consumer Research 2025
e Trainee reviewer

Society for Judgment and Decision Making 2024 - 2025
e Diversity and Inclusion Committee Member, Accessibility &
Graduate Student Outreach Subcommittees Member

AFFILIATIONS

Society for Consumer Psychology
Society for Judgment and Decision Making

REFERENCES

Ellen R. K. Evers (Advisor)

Associate Professor of Marketing

University of California, Berkeley, Haas School of Business
+1 (267) 912-7651

evers@haas.berkeley.edu

Clayton R. Critcher

Joe Shoong Professor of Business

University of California, Berkeley, Haas School of Business
+1 (607) 592-7699

claytoncritcher@haas.berkeley.edu
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Leif D. Nelson

Ewald T. Grether Professor in Business Administration & Marketing
University of California, Berkeley, Haas School of Business

+1 (510) 642-8918

leif nelson@haas.berkeley.edu

APPENDIX: SELECTED ABSTRACTS

Cho, K. Y., & Critcher, C. R. (2025). Doubling-back aversion: A reluctance to make
progress by undoing it. Psychological Science, 36(5), 332-349.

Four studies (N = 2,524 U.S.-based adults recruited from the University of California,
Berkeley, or Amazon Mechanical Turk) provide support for doubling-back aversion, a
reluctance to pursue more efficient means to a goal when they entail undoing
progress already made. These effects emerged in diverse contexts, both as participants
physically navigated a virtual-reality world and as they completed different
performance tasks. Doubling back was decomposed into two components: the
deletion of progress already made and the addition to the proportion of a task that
was left to complete. Each contributed independently to doubling-back aversion.
These effects were robustly explained by shifts in subjective construals of both one's
past and future efforts that would result from doubling back, not by changes in
perceptions of the relative length of different routes to an end state. Participants'
aversion to feeling their past efforts were a waste encouraged them to pursue less
efficient means. We end by discussing how doubling-back aversion is distinct from
established phenomena (e.g., the sunk-cost fallacy).

Cho, K. Y., Baum, S. M., & Evers, E. R. K. Liking scales fail to accurately capture
preferences for probabilistic outcomes. Conditionally accepted at Psychological Science.

Research on preferences often asks participants to rate how much they like an option
on a liking scale. We demonstrate that such scales do not accurately measure
preferences for probabilistic outcomes. Participants respond as if they focus
predominantly on probabilities while ignoring outcomes, for example, indicating
liking a 64% chance of winning $8 much more than a 20% chance of winning $400.
Critically, in addition to implying nonsensical preferences, liking scale responses
correlate poorly with choices. Addressing several features of liking scales (e.g.,

evaluability, scale compatibility) makes liking scale responses less extreme but fails to
6


mailto:leif_nelson@haas.berkeley.edu

make liking scales more accurate measures of preferences. Instead, the inaccuracy
appears to stem from participants not fully interpreting liking scales as measures of
preferences. Forcing participants to compare options against each other dramatically
increases accuracy. Our findings caution against using typical liking scales to measure
preferences for probabilistic options.

Cho, K. Y., & Evers, E. R. K. When stating the obvious backfires: Consumers dislike
products that advertise positive but obvious attributes. Revising for 2nd round of review
at the Journal of Consumer Research. Job market paper.

Prior research and common intuition suggest that advertising a positive attribute
should, at worst, leave consumers indifferent. After all, learning something good (or
at least not bad) about a product should make consumers like it more, not less. This
logic might suggest that consumers will also like products more, or at least not like
them less, when they advertise obvious attributes, namely, those that consumers
assume the product has even if not explicitly mentioned, such as “non-GMO” salt.
However, across seven studies (N = 3,701), we find the opposite: Consumers dislike
products more when relatively obvious but clearly positive attributes are advertised.
We find that this happens because consumers draw negative inferences from the
company’s choice to advertise this obvious (and hence uninformative) attribute, such
as inferring that the product is of poor quality or that the company is being
manipulative. Our findings highlight the importance of understanding the role of
conversational inference in marketing and its impact on consumer perceptions.

Cho, K. Y., Geiser, A. E., & Nelson, L. D. Too basic to be expert: Consumers believe
popular preferences indicate a lack of expertise. Revising for 2nd round of review at the
Journal of Consumer Research.

Popular products tend to be popular for good reason. Yet five studies (N =1,371)
demonstrate across a variety of product contexts that people who prefer popular
options are perceived as having less expertise than those who prefer unpopular
options. This pattern seems to arise because consumers believe that experts form
preferences based on more niche attributes (e.g., sound editing in movies), whereas
non-experts form preferences based on more widely valued attributes (e.g., humor in
movies). Therefore, consumers assume that someone with a popular preference must
have arrived at that preference using more basic criteria, and thus must not be an
expert. However, an analysis of a large text corpus of consumer reviews (N = 364,112)



suggests that this assumption may be misguided: Real experts tend to use even less
varied criteria than non-experts. We find that even in contexts where the popular
option is objectively superior, non-experts tend to infer that someone who prefers that
option is less of an expert; meanwhile, experts themselves are less likely to make this
inference. Altogether, this research suggests that consumers over-rely on preference
popularity when judging others” expertise, which may lead them to undervalue
advice and recommendations from people with popular preferences.
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