YUJI KATSUMATA WINET
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Duke University, Fuqua School of Business yuji.winet@duke.edu
100 Fuqua Drive WWW.yujiwinet.com
Durham, NC 27708 (510) 383-0885
ACADEMIC POSITION

Duke University, Fuqua School of Business, Durham, NC 2023 — present
Assistant Professor of Marketing

EDUCATION

University of Chicago, Booth School of Business, Chicago, IL 2017 —2023

Ph.D., Behavioral Science
e Dissertation Committee: Ed O’Brien (Chair), Ayelet Fishbach, Jane Risen, and Ann McGill

University of California, Berkeley, Berkeley, CA 2015 -2017
Post-Baccalaureate Program for Psychology

University of California, Santa Cruz, Santa Cruz, CA 2008 — 2012
B.A. Sociology (Honors)

RESEARCH INTERESTS

Repeat consumption and novelty seeking, change perception, social influence, media psychology

JOURNAL PUBLICATIONS (Abstracts in the Appendix)

Winet, Yuji K.*, Yanping Tu*, Shoham Choshen-Hillel, and Ayelet Fishbach (2022), “Social
exploration: When people deviate from options explored by others,” Journal of Personality and Social
Psychology, 122 (3), 427-442.

e Selected Media Coverage: Chicago Booth Review

Winet, Yuji K. and Ed O’Brien (2022), “Ending on a familiar note: Perceived endings motivate repeat
consumption,” Journal of Personality and Social Psychology, 124 (4), 707-734.
o Selected Media Coverage: Forbes, The Independent, Yahoo News UK, MSN, ScienceDaily

Davenport, Diag and Yuji K. Winet (2022), “Pivotal voting: The opportunity to tip group decisions
skews juries and other voting outcomes,” Proceedings National Academy of Sciences, 119 (32).
o Awards: Hillel Einhorn New Investigator Award (SJDM, 2022); Honorable Mention, Best Paper
Award (BSPA, 2023)
o Selected Media Coverage: Boston Globe, Behavioral Scientist, Law360

*Joint first authorship

SELECTED WORK IN PROGRESS

Winet, Yuji K. and Ed O’Brien (in preparation for Journal of Consumer Research), “Reintroducing
familiarity: How callbacks improve media experiences”
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Banerjee, Akshina and Yuji K. Winet (in preparation for Journal of Consumer Research), “Hierarchical
Variety Seeking”

GRANTS AND AWARDS

Honorable Mention, Best Paper Award at the Behavioral Science and Policy Association (2023)
Hillel Einhorn New Investigator Award — with Diag Davenport (2022)

University of Chicago Ph.D. Program Research Grant (2021)

University of Chicago Ph.D. Program Research Grant (2021)

University of Chicago Center for Decision Research Thaler-Tversky Independent Research Grant
(2020)

University of Chicago Ph.D. Program Research Grant (2020)

University of Chicago Center for Decision Research Thaler-Tversky Independent Research Grant
(2019)

CONFERENCE PRESENTATIONS

Chaired Symposium

Winet, Yuji K. (Co-chair), Ed O’Brien (Co-chair), Sarah Memmi, Ashley Whillans, and Hal
Hershfield (2021), ““When’ Matters: Exploiting Time and Timing to Maximize Well-Being,”
Symposium at the Society for Personality and Social Psychology (SPSP), Virtual Conference.

Presentations

Davenport, Diag and Yuji K. Winet (2023), “The pivotal voter effect: Jurors and members of
other decision-making groups are motivated to be decisive,” Paper presented at the inaugural
research event at Mindworks, Chicago, IL.

Davenport, Diag and Yuji K. Winet (2022), “The pivotal voter effect: Jurors and members of
other decision-making groups are motivated to be decisive,” Einhorn Award Address at the
Society for Judgment and Decision Making (SJDM), San Diego, CA.

Davenport, Diag and Yuji K. Winet (2022), “The pivotal voter effect: Jurors and members of
other decision-making groups are motivated to be decisive,” Paper presented at the Society for
Judgment and Decision Making (SJDM), San Diego, CA.

Winet, Yuji K. and Ed O’Brien (2022), “Ending on a familiar note: Perceived endings motivate
repeat consumption,” Paper presented at the Association for Consumer Research (ACR), Denver,
CO.

Winet, Yuji K., Yanping Tu, Shoham Choshen-Hillel, and Ayelet Fishbach (2022), “Social
exploration: How people deviate from options explored by others,” Poster presented at the Society
for Personality and Social Psychology (SPSP), Virtual Conference.

Winet, Yuji K. and Akshina Banerjee (2021), “Hierarchical variety seeking,” Poster presented at
the Association for Consumer Research (ACR), Virtual Conference.

Winet, Yuji K., Yanping Tu, Shoham Choshen-Hillel, and Ayelet Fishbach (2021), “Social
exploration: How people deviate from options explored by others,” Poster presented at the
Subjective Probability Utility and Decision Making (SPUDM), Virtual Conference.
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Davenport, Diag and Yuji K. Winet (2021), “The pivotal voter effect: Jurors and members of
other decision-making groups are motivated to be decisive,” Paper presented at the International
Association for Conflict Management (IACM), Virtual Conference.

Davenport, Diag and Yuji K. Winet (2021), “The pivotal voter effect: Jurors and members of
other decision-making groups are motivated to be decisive,” Paper presented as flash talk at the
Association for Psychological Science (APS), Virtual Conference.

Winet, Yuji K. and Jane Risen (2021). “Finding balance: Juxtaposing controllable and
uncontrollable circumstances alleviates distress,” Poster presented at the Happiness & Well-being
Preconference at the Society for Personality and Social Psychology (SPSP), Virtual Conference.

Winet, Yuji K. (2020), Invited research talk given to honors social psychology undergraduate
class taught by Prof. Jessica Sim, Elmhurst University, Virtual Talk.

Winet, Yuji K., Yanping Tu, Shoham Choshen-Hillel, and Ayelet Fishbach (2020), “Social
exploration: How people deviate from options explored by others,” Poster presented at the Society
for Judgment and Decision Making (SJDM), Virtual Conference.

Winet, Yuji K. and Ed O’Brien (2020), “Ending on a familiar note: Last chances increase
preferences for repeat experiences,” Paper presented at the Midwestern Psychological Association
(MPA4), Chicago, IL.

Winet, Yuji K. and Ed O’Brien (2020), “Ending on a familiar note: Last chances increase
preferences for repeat experiences,” Paper presented at the East Coast Doctoral Conference
(ECDC), New York, NY.

Winet, Yuji K. and Ed O’Brien (2020), “Ending on a familiar note: Last chances increase
preferences for repeat experiences,” Paper presented as data blitz talk at the Judgment and
Decision Making Preconference at Society for Personality and Social Psychology (SPSP), New
Orleans, LA.

Winet, Yuji K. and Ed O’Brien (2019), “Ending on a familiar note: Last chances increase
preferences for repeat experiences,” Paper presented as brown bag talk at the University of
Chicago, Behavioral Science workshop, Chicago, IL.

Tu, Yanping, Yuji K. Winet, Shoham Choshen-Hillel, and Ayelet Fishbach (2019), “Social
exploration: How people deviate from options explored by others,” Paper presented at the
Kellogg-Booth Student Symposium (KBSS), Chicago, IL.

Tu, Yanping, Yuji K. Winet, Shoham Choshen-Hillel, and Ayelet Fishbach (2019), “Social
exploration: How people deviate from options explored by others,” Paper presented as brown bag
talk at the University of Chicago, Behavioral Science workshop, Chicago, IL.

INVITED TALKS

2024

Yale University, InsightsOn Conference
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2022

e Duke University
Columbia University
HEC Paris
University of Alberta

PROFESSIONAL AFFILIATIONS

Association for Consumer Research (ACR)

Society for Consumer Psychology (SCP)

Society for Judgment and Decision Making (SJDM)
Society for Personality and Social Psychology (SPSP)
Association for Psychological Science (APS)

PROFESSIONAL SERVICE

Advising:
e Dissertation committee member: Robina Ghosh (UT Austin)

Service to the field:
o Ad Hoc Reviewer for Journal of Marketing Research (2023)
o Ad Hoc Reviewer for Acta Psychologica (2023)

TEACHING EXPERIENCE

o Fundamentals of Market Research (MMS, Spring 2023)

SELECTED RESEARCH AND WORK EXPERIENCE

Teaching Assistant Positions at the University of Chicago Booth School of Business
Managerial Psychology (Executive M.B.A.; BUSN 38815) with Ann McGill, Fall 2021
Managing in Organizations (BUSN 38001) with Ann McGill, Fall 2021
Managerial Psychology (Law school; LAW 52256) with Ann McGill, Spring 2021
Negotiations (BUSN 38103) with Alex Koch, Winter 2021
Managerial in Organizations (BUSN 38001) with Ed O’Brien, Summer 2020
Negotiations (BUSN 38103) with Alex Koch, Winter 2020
Managerial in Organizations (BUSN 38001) with Ed O’Brien, Summer 2019
Managerial in Organizations (BUSN 38001) with Ed O’Brien, Summer 2018

Research Assistant at the University of California, Berkeley
Research Assistant, Relationships, and Social Cognition Lab (RASCL), with Rodolfo Mendoza-
Denton and Ozlem Ayduk, 2015-2017
Research Assistant, Self, Identity, and Relationships Lab (SIR), with Serena Chen, 2015-2017

Industry Experience
Resource Manager at ZeroChaos (contracting for Google Inc.), 2015
Staffing Coordinator at West Valley Staffing Group, 2013-2015
Acquisition Integration Research Intern at TIBCO Software, Inc., 2012-2013
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APPENDIX: SELECTED ABSTRACTS

Winet, Yuji K.*, Yanping Tu*, Shoham Choshen-Hillel, and Ayelet Fishbach (2022), “Social
exploration: When people deviate from options explored by others,” Journal of Personality and Social
Psychology, 122 (3), 427-442.

People often face choices between known options and unknown ones. Our research documents a social-
exploration effect: People are more likely to explore unknown options when they learn about known
options from other people’s experiences. Across four studies (N = 2,333), we used an incentive-
compatible paradigm where participants chose between known and unknown options (e.g., cash bonuses).
We found higher exploration rates (i.e., choosing of unknown options) when information about known
options came from other people, compared with an unidentified source (Study 1a) or a computer (Studies
1b—4). We theorize that the social-exploration effect results from people’s tendency to intuitively adopt a
group-level perspective with other people: a “we”-perspective. Thus, in social contexts, people explore
more to diversify their experience as a group. Supporting this account, we find the effect attenuates in
exploration of losses, where people do not wish to adopt a group-level perspective of others’ losses
(Study 2). Furthermore, the effect is obtained only if others have experienced the outcome; not when they
only revealed its content (Study 3). Finally, the social-exploration effect generalizes to everyday choices,
such as choosing a movie to watch (Study 4). Taken together, these findings highlight the social aspect of
individual exploration decisions and offer practical implications for how to encourage exploration.

Winet, Yuji K. and Ed O’Brien (2022), “Ending on a familiar note: Perceived endings motivate repeat
consumption,” Journal of Personality and Social Psychology, 124 (4), 707-734.

People fill their free time by choosing between hedonic activities that are new and exciting (e.g.,
exploring a buzzed-about restaurant) versus old and familiar (e.g., revisiting the same old spot). The
dominant psychological assumption is that, holding constant factors like cost, availability, and
convenience between acquiring such options, people will prefer novelty (“variety is the spice of life”).
Eight preregistered experiments (total N = 5,889) reveal that people’s attraction to novelty depends, at
least in part, on their temporal context—namely, on perceived endings. As participants faced a shrinking
window of opportunity to enjoy a general category of experience (even merely temporarily; e.g., eating
one’s last dessert before starting a diet), their hedonic preferences shifted away from new and exciting
options and foward old favorites. This relative shift emerged across many domains (e.g., food, travel,
music), situations (e.g., impending New Year’s resolutions, COVID-19 shut-downs), and consequential
behaviors (e.g., choices with financial stakes). Using both moderation and mediation approaches, we
found that perceived endings increase familiarity preferences because they increase people’s desire to
ensure a personally meaningful experience on which to end, which returns to old favorites generally
provide more than exploring novelty does. Endings increased participants’ preferences for old favorites
even when it meant sacrificing other desirable attributes (e.g., exciting stimulation). Together, these
findings advance and bridge research on hedonic preferences, time and timing, and the motivational
effects of change. Variety may be the “spice of life,” but familiarity may be the spice of life’s endings.

Davenport, Diag and Yuji K. Winet (2022), “Pivotal voting: The opportunity to tip group decisions
skews juries and other voting outcomes,” Proceedings National Academy of Sciences, 119 (32),
€2108208119.

Many important social and policy decisions are made by small groups of people (e.g., juries, college
admissions officers, corporate boards) with the hope that a collective process will yield better and fairer
decisions. In many instances, it is possible for these groups to fail to reach a decision by not garnering a
minimum number of votes (e.g., hung juries). Our research finds that pivotal voters vote to avoid such
decision failure—voters who can “tip” their group into a punishment decision will be more likely to do
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so0. This effect is distinct from well-known social pressures to simply conform with others or reach
unanimity. Using observational data from Louisiana court cases, we find a sharp discontinuity in juries’
voting decisions at the threshold between indecision and conviction (Study 1). In a third-party punishment
paradigm, pivotal voters were more likely to vote to punish a target than non-pivotal voters, even when
holding social information constant (Study 2), and adopted harsher views about the target's deservingness
of punishment (Study 3). Using vignettes, we find that pivotal voters are judged to be differentially
responsible for the outcomes of their votes—those who ‘block’ the group from reaching a punishment
decision are deemed more responsible for the outcome than those who “fall in line” (Study 4). These
findings provide insight into how we might improve group decision-making environments to ensure that
their outcomes accurately reflect group members’ actual beliefs and not the influence of social pressures.

Winet, Yuji K. and Ed O’Brien (in preparation for Journal of Consumer Research), “Callbacks: How
unexpected familiarity influences evaluation and choice.”

Consumers often forego the old and familiar in favor of more exciting novelty to improve their hedonic
experiences. And yet, one underappreciated approach to leveraging familiarity may be to present it in a
surprising way. This research tests whether experiences may benefit from using unexpected allusions to
familiar moments from earlier in a given experience (“callbacks”). Across four main experiments (N =
1,957), we find that callbacks improve hedonic experiences and affect choices, even outside of the
hedonic domain. Comedic stories are evaluated more favorably when they use callbacks, even while
controlling for other valuable comedy-writing techniques (Study 1). The temporal separation between a
callback and its target reference point matters, such that bigger gaps make callbacks more effective (Study
2). On average, we found that consumers expect allusions to immediately follow their reference point,
which may help to reveal the benefit of bigger gaps—they make allusions to the familiar more unexpected
(Study 3). Extending these findings, we tested whether callbacks might affect choices in a non-hedonic
domain: a donation context. We found that consumers chose more often to engage with the promotional
materials of a charitable organization more when those materials used a callback (Study 4). Taking these
findings into account, architects of consumer experiences may strategically harness callbacks to design
better experiences and influence meaningful choice.

Banerjee, Akshina and Yuji K. Winet (in preparation for Journal of Consumer Research), “Hierarchical
Variety Seeking.”

How might preferences for variety change when choices are nested within other choices (e.g., choosing a
dish at a given restaurant vs. choosing the restaurant)? We consider whether navigating options at
multiple levels of hierarchical choice predicts diverging preferences for variety. Specifically, across five
main experiments (N = 1,361), we test whether consumers prefer more variety at higher hierarchical
levels (e.g., restaurants) and less variety at lower hierarchical levels (e.g., dishes). We find that consumers
prefer more variety at higher levels than lower levels across time in a hypothetical restaurant scenario
(Study 1), and across other hedonic domains (e.g., spas, hotels, comedy shows; Study 2). This effect
could not be fully explained by a potential sequence effect—a natural tendency to choose higher-level
options before lower-level ones. When forced to choose lower-level options first, consumers continued to
prefer greater variety among higher-level options (Study 3). Consumers preferred more variety at higher
levels even when they chose from familiar higher-level (i.e., restaurant) options generated by the
consumers themselves, suggesting that differential familiarity with options at different hierarchical levels
also could not explain the effect. (Study 4). Furthermore, this preference asymmetry is resistant to
spillover effects—restricting options at a higher level of choice did not influence preferences for variety
at a lower level of choice (Study 5). In total, these findings shed light on a novel framework for
understanding how consumers’ variety preferences differ across different types of choices.

*Joint first authorship



