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Gal Zauberman  
(The Wharton School, University of Pennsylvania) 
 
“It’s about Time: Cognitive Processes in Inter-temporal Choice” 
 

There has been a great deal of research on how people 
trade off costs and benefits that occur at different points in 
time. The current work looks at the psychological mechanisms 
affecting how individuals form preferences for outcomes in the 
near versus more distant future. Whereas much of the work on 
inter-temporal choice attributes extreme discounting and 
present-biased preferences to the emotionality of immediate 
outcomes, my work shows that many of the classic findings in 
the literature can be explained by purely ‘cold’ cognitive 
mechanisms. I will present two classes of cognitive processes, 
the first having to do with differential representation of near 
and more distant events and the second having to do with the 
psychophysics of time. More specifically, I will present work 
that examines the role of people’s perceptions of “slack” of 
different resources and varying levels of concreteness in 
representation and processing mode; as well as the role of time 
perception itself. 
 
Sridhar Moorthy  
(Joseph L. Rotman School of Management, University of 
Toronto) 
 
“On Advertising” 
 

In this talk I will discuss the major views on advertising in 
the behavioral and quantitative literatures in marketing, and 
ask whether they have anything to do with each other. My 
objective is to identify what the key open issues are that need to 
be addressed—by either perspective—in order to improve our 
understanding of this topic, arguably the most central in 
marketing. I will conclude with some observations on the 
challenges posed by the Internet to advertising as we know it. 
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Pradeep Chintagunta  
(University of Chicago Graduate School of Business) 
 
“Complementarities and the Demand for Home Broadband 
Internet Services” 
 
 Before the deregulation of Digital Subscriber Line (DSL) 
services by the FCC in 2005, phone companies were required to 
share their DSL bandwidth with independent DSL providers. 
Despite the large number of independent providers that 
entered the market, phone companies accounted for 95.3% of 
all DSL subscribers in 2005. A common explanation for this is 
based on supply-side factors such as the costs faced by these 
providers to lease the telephone lines from the phone 
companies, as well as price discounts offered by the phone 
companies. In this paper, we look for a demand-side explanation 
for this market outcome. Analyzing consumer choices in the 
broadband category alone would lead us to the conclusion 
that consumers have a much higher preference for their local 
phone providers – a finding at odds with service awards received 
by independent DSL providers. So we look for an explanation 
that is based on the demand not just for broadband services 
but also for related services such as cable television and 
local telephone. We find evidence of strong complementarities 
between the consumption of broadband and of those related 
categories. The main source of such complementarities, in our 
data, is the convenience benefit to consumers from having a 
single provider for multiple services. We then carry out 
counterfactual experiments assuming that there are no 
changes in the regular prices of the various services. Our 
results indicate that the share of local phone companies in the 
broadband market would have been 48% smaller without 
complementarities stemming from such a single-provider effect 
whereas shutting off of the effects of price discounts on the 
DSL + local telephone bundle would have resulted in shares of 
the local phone companies declining by 19% in the broadband 
market. 
 
Amitava Chattopadhyay  
(INSEAD) 
 
“Valuing Time: Moderate Download Times Can Improve Online 
Goal Pursuit” 
 

Goal interruption duration in the form of long download 
time duration has been identified as a significant impediment to 
electronic commerce. It is believed that a faster download time 
is always better to motivate web users to keep surfing. We 
challenge this belief. In three studies, we find that, under 
certain circumstances, longer rather than shorter download 
times motivate web users to keep surfing longer. The 
counterintuitive pattern of effects can be explained by web 
users’ fit experiences (Higgins 2000) while surfing. In 
particular, our findings suggest that when online surfing 
“feels right”, web users think that online information is right. 
 


