CHRISTOPHER K. HSEE
Updated 11/2025
BASIC INFORMATION
Ph.D. (psychology), Yale University

Dean’s Distinguished Chair Professor of Marketing, Cheung Kong Graduate School of
Business

Theodore O. Yntema Professor Emeritus of Behavioral Science and Marketing, University of
Chicago Booth School of Business

Google Scholar: https://scholar.google.com

E-email: chris.hsee@chicagobooth.edu

RESEARCH INTERESTS
Psychology of judgment and decision-making, consumer psychology, marketing,

organizational behavior, happiness, social psychology, the psychology of aging, cross-culture
psychology, behavioral economics and behavioral game theory

SELECTED PROFESSIONAL SERVICES AND HONORS
Distinguished Scientist Award from the Society for Consumer Psychology (SCP)
Nicosia Best Competitive Paper Award from the Association of Consumer Research (ACR)

Fellow of the Association for Psychological Science (APS) “for sustained and outstanding
distinguished contributions to psychological science”

Former President of the Society of Judgment and Decision Making (SJDM).
McKinsey Award for Excellence in Teaching from Chicago Booth

Phoenix Award (for having greatly enriched the learning experiences of the students through
voluntary extracurricular and community activities) from Chicago Booth.



PUBLICATIONS
*Coauthors with italicized names were students or advisees.
* Google Scholar Citation Count exceeds 28000 as of 101/2025.

* To download a paper, visit https://ChrisHsee.com/

Hsee, C.K. Li, X. & Zeng, Y. (forthcoming). People overshoot when choosing resource pools.
Journal of Experimental Social Psychology.

Hsee, T., Zeng, Y. & Hsee, C.K. (forthcoming). A rater-reader inconsistency: Underjudging
the influence of price in consumer ratings. Psychology and Marketing.

Li, X., Hsee, C. K. & Wang, S. (forthcoming). Cherry-picking tolerance in news reporting.
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The effect of cost structure on consumer purchase and payment intensions. Journal of
Public Policy and Marketing, 23(1), 43-53.
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Hsee, C. K. & Weber, E. U. (1999). Cross-national differences in risk preferences and lay
predictions for the differences. Journal of Behavioral Decision Making, 12, 165-179.

Hsee, C. K. (1998). Less is better: When low-value options are valued more highly than
high-value options. Journal of Behavioral Decision Making, 11(2), 107-121.




Hsee, C. K. & Leclerc, F. (1998). Will products look more attractive when presented
separately or together? Journal of Consumer Research, 25(2), 175-186.

Weber, E. U., Hsee, C. K. & Sokolowska, J. (1998). What folklore tells us about risk and risk
taking: Cross-cultural comparisons of American, Chinese and German proverbs.
Organizational Behavior and Human Decision Processes, 75(2), 170-186.

Weber, E. U. & Hsee, C. K. (1998). Cross-cultural differences in risk perception, but cross-
cultural similarities in attitudes towards perceived risk. Management Science, 44(9),
1205-1217.

Hsee, C. K. & Weber, E. U. (1997). A fundamental prediction error: Self-other discrepancies
in risk preference. Journal of Experimental Psychology: General, 126(1), 45-53.

Hsee, C. K. (1996). The evaluability hypothesis: An explanation for preference reversals
between joint and separate evaluations of alternatives. Organizational Behavior and
Human Decision Processes, 67(3), 247-257.

Hsee, C. K. (1996). Elastic justification: How unjustifiable factors influence judgments.
Organizational Behavior and Human Decision Processes, 66(1), 122-129.

Hsee, C. K. (1995). Elastic justification: How tempting but task-irrelevant factors influence
decisions. Organizational Behavioral and Human Decision Process, 62(3), 330-337.

Hatfield, E., Hsee, C. K., Costello, J., Weisman, M. S. & Denney, C. (1995). The impact of
vocal feedback on emotional experience and expression. Journal of Social Behavior
and Personality, 10(2), 293-313.

Hsee, C. K., Salovey, P. & Abelson, R. P. (1994). The quasi-acceleration relation:
Satisfaction as a function of the change in velocity of outcome over time. Journal of
Experimental Social Psychology, 30(1), 96-111.

Salovey, P., Hsee, C. K. & Mayer, J. D. (1993). Emotional intelligence and the self-
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*This is only a partial list, titles are subject to change.

"Good seems better than good, bad seems worse than bad: An absolute effect in relative
judgment"

"Dominance-seeking and internecine behavior"

"More improvement, less persuasiveness: A paradox in before-and-after advertisement"
"Overpredicting the reputational impact of reactions to unfairness"

"A differential worsening effect between qualitative and quantitative improvements"

"Greater improvement., less persuasiveness: How the initial state in before-after
advertisements influences consumer impressions"

"Contingent prediction can reduce selfish behavior"
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"An overlooked advantaged of having a disadvantaged minority: Mispredicting the impact of

skewness on happiness"
"The curse of payment: Paying more and enjoying less"
"Indulgence aversion: Why people prefer desire control over harm control"
"Under-appreciating the positive effect of emoji usage among professionals"

"Emotion neglect in consumer compensation awards"



