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EDUCATION 
 
Ph.D. 2009-present, Marketing, Graduate School of Business, Stanford University 
 
M.Sc. 2004, Industrial Psychology, Technion, Israel Institute of Technology 
 
B.A. 2001, Psychology, University of Haifa 
 
RESEARCH INTERESTS 
 
Judgment and decision-making, Persuasion, Inference-making and attribution, Evaluative 
inconsistencies. 
 
PUBLICATIONS 
 
Kuziemko, Ilyana, Ryan Buell, Taly Reich, and Michael Norton (in press). “Last-place 

Aversion": Evidence and Redistributive Implications.” Quarterly Journal of 
Economics. 

 
Reich, Taly and Zakary L. Tormala (2013), "When Contradictions Foster Persuasion: An 

Attributional Perspective," Journal of Experimental Social Psychology, 49 (3), 
426-39. 

 
Litt, Ab, Taly Reich, Senia Maymin, and Baba Shiv (2011). "Pressure and Perverse 

Flights to Familiarity," Psychological Science, 22(4), 523–531. 
 
Shafir, Sharoni, Taly Reich, Erez Tsur, Ido Erev, and Arnon Lotem (2008), “Perceptual 

Accuracy and Conflicting Effects of Certainty on Risk-Taking Behavior,” 
Nature, 453 (7197), 917-920. 

 
UNDER REVISION 
 
Kupor, Daniella*, Taly Reich*, and Baba Shiv. “Can't Finish What You Started? The 

Effect of Climactic Interruption on Behavior.” Revise and resubmit at the 
Journal of Consumer Psychology. (*equal contribution) 



 
WORKING PAPERS AND SELECT RESEARCH IN PROGRESS 
 
Reich, Taly and Emily Garbinsky, “The Sequencing Effect: Altering Consequences by 
Alternating the Sequence.”  
 
Reich, Taly and S. Christian Wheeler, “The good and bad of ambivalence: desiring 
ambivalence when the outcome is uncertain.” 
 
Reich, Taly and Itamar Simonson “Context Effects in the Online Environment.” 
 
DISSERTATION 
 
The Upside of Evaluative Inconsistency: When Contradictions Foster Persuasion 
and Protect the Self. 
Advisors: S. Christian Wheeler and Zakary L. Tormala 
 

Decades of past research point to the downside of evaluative inconsistency. 
Generally, this past research suggests that evaluative inconsistency is an unpleasant state 
that can result in negative affect. Consequently, when people have inconsistent reactions 
to evaluative targets, they often attempt to reduce their ambivalence in various ways (e.g., 
paying careful attention to new information that might help them resolve their 
ambivalence). Similarly, when people detect inconsistency in others’ views, past research 
indicates that they will be less open, or more resistant, to those views. This dissertation 
takes a different tack and explores the possibility that evaluative inconsistency can, in 
some instances, offer specifiable benefits. In particular, in two separate bodies of work, I 
examine the conditions under which, and mechanisms through which, evaluative 
inconsistency can protect the self and persuade others.  

In one series of studies, I have unveiled a contradiction effect, whereby changing 
one’s stated opinion can, under specifiable conditions, introduce a persuasive advantage. 
My studies suggest that contradicting oneself can enhance one’s persuasiveness relative 
to offering just a single message with no contradiction or even offering multiple 
messages that are consistent across time. I observe this effect across several distinct 
contexts including medical decisions, university policy assessments, and real consumer 
choices. I propose an attributional account to explain these effects, whereby conflicting 
messages, or opinion shifts, stimulate attributional reasoning by virtue of their 
unexpectedness. Extensive literature points to the role of expectancy violations in 
fostering attributional reasoning. I apply this logic to the current context, postulating that 
contradictions can promote persuasion as a function of the attributions they elicit. I show 
that contradictions’ effect on persuasion is mediated by perceptions that the contradicting 
source had considered more information and engaged in more extensive thinking about 
the message topic. In addition, I also establish several moderators that point to an 
attributional account. The contradiction effect emerges only when strong arguments 
support the opinion shift, when that shift comes from a single source, and when trust is 
high. Under weak arguments, multiple source, or low trust conditions, the effect 



disappears or even reverses. Thus, only when conditions encourage favorable attributions 
does the effect emerge.  

In the second body of work, I demonstrate that there are situations in which 
people actively desire to be ambivalent and seek out information to deliberately cultivate 
their ambivalence. Specifically, when people are uncertain they can obtain a desired 
object or outcome, such as a coveted job, house, or admission to a prestigious school, 
they will cultivate ambivalence in order to protect their feelings in the event that they fail 
to get what they want. I find that people are most likely to generate ambivalence when 
they are most uncertain that they can obtain their desired target. Depending on the 
outcome, this cultivated ambivalence can either be useful (when people fail to obtain the 
desired target) or backfire (when people obtain the desired target). In other words, 
cultivating both positive and negative thoughts and feelings towards a desirable target can 
potentially protect one’s feelings in the event that it is not obtained. However, if the 
desirable target is obtained, these cultivated thoughts and feelings can be detrimental, as 
the person has now endorsed the drawbacks of their desired target. 

Across educational, employment and consumer choice settings, I show that when 
people fail to obtain their desired target, the more ambivalent people are prior to finding 
out the outcome, the better they feel about themselves, whereas the opposite pattern 
emerges when people obtain their desired target. In that case, the more ambivalent people 
are, the worse they feel about themselves once they find out the outcome. Interestingly, 
while past research has shown that ambivalence is usually associated with discomfort, I 
show that it depends on the outcome. That is, ambivalence before the outcome is known 
is associated with more discomfort only when people obtain their desired target. In order 
to further establish the causal link between ambivalence and self-protection, I directly 
manipulate ambivalence. Finally, I explore whether ambivalence reduces risk aversion. I 
posit that the protective utility of ambivalence allows people to open up to failure. In 
particular, I demonstrate that for those who are in the midst of a job search, the more 
ambivalent they are about their future job opportunity, the more willing they are to take 
risks (e.g., negotiate various aspects of the position). In the same vein, I find that people 
are most likely to make a lower bid on a desired house to the extent that they are 
ambivalent. 

A voluminous body of research has highlighted the negative aspects of evaluative 
inconsistency. Together, the two streams of research outlined in this dissertation suggest 
that evaluative inconsistencies in both the self and others can sometimes be beneficial. 
Understanding people’s responses to inconsistency within self and in others is an 
important part of predicting and shaping their attitudes toward objects and issues they 
encounter in their daily lives. In the current dissertation I sought insight into this issue by 
exploring the effect of contradictory messages on persuasion as well as the effect of 
ambivalence on the self. The former counterintuitive effect provides unique theoretical 
insight into the complex relationship between source perceptions and message 
consistency effects in persuasion and the latter expands our understating of the 
consequences of being ambivalent.   

 
 
 
 
 



 
 

HONORS & AWARDS 
 
2013, AMA Doctoral Consortium Fellow 
2012, The Barber Family Fellowship 

Graduate School of Business, Stanford University 
2011-2012, John A. Svobada Fellowship 

Graduate School of Business, Stanford University 
2011, Robert J. and Doreen D. Marshall Fellowship 

Graduate School of Business, Stanford University 
2010, G. Cal Setzer Fellowship 

Graduate School of Business, Stanford University 
2010, John A. McCarthy Memorial Fellowship 

Graduate School of Business, Stanford University 
2010, Charles W. Bonner Fellowship 

Graduate School of Business, Stanford University 
2009, Milton L. Roberts Fellowship 

Graduate School of Business, Stanford University 
2009, Gustav H. Eli Benkendorf Fellowship 

Graduate School of Business, Stanford University 
2004, Best teaching assistant award, Technion, Israel Institute of Technology  
2002-2004, Full merit-based scholarship, Technion, Israel Institute of Technology 
2004, Magna Cum Laude Graduate, Technion, Israel Institute of Technology 
2001, Summa Cum Laude Graduate, University of Haifa 
 
CONFERENCE PRESENTATIONS 
 
Kuziemko, Ilyana, Ryan Buell, Taly Reich, and Michael Norton (2013). “Last-place 

aversion: Evidence and redistributive implications,” Society for Consumer 
Psychology, San Antonio, TX. 

 
Kupor, Daniella, Taly Reich and Baba Shiv (2012). “Can't Finish What You Started? The 

Effect of Climactic Interruption on Behavior,” Annual Meeting of the 
Association for Consumer Research, Vancouver, British Columbia. 

 
Reich, Taly and Emily Garbinsky (2012). “The Sequencing Effect: Altering 

Consequences by Alternating the Sequence,” Annual Meeting of Behavioral 
Decision Research in Management, Boulder, Colorado. 

 
Litt, Ab and Taly Reich (2011). “Increased Sensitivity to Specific Disabilities via 

Matched Psychomotor Experience,” Annual Meeting of the Association for 
Consumer Research, Saint Louis, Missouri.  

 



Reich, Taly and Zakary L. Tormala (2011). “The Persuasive Power of Contradicting 
Oneself,” Annual Meeting of the Association for Consumer Research, Saint 
Louis, Missouri.  

 
Litt, Ab, Taly Reich, Senia Maymin, and Baba Shiv (2010). “Pressure and Perverse 

Flights to Familiarity,” Annual Meeting of the Association for Consumer 
Research, Jacksonville, Florida.  

 
TEACHING 
 
2011, 2013 Marketing Management, Course Assistant/Grader  

Prof. S. Christian Wheeler, Stanford Graduate School of Business 
 
2004 Experimental Psychology, Teaching Assistant (undergraduate level) 

Prof. Ido Erev, Technion, Israel Institute of Technology  
 
EMPLOYMENT HISTORY 
 
2007-2009, Marketing Analyst, California Cryobank, Inc., Los Angeles, CA 
2006-2007, Senior Analyst, Office of Protection of Research Subjects, UCLA, Los 
Angeles, CA 
2005-2006, Organizational Psychologist, Keinan-Sheffy Institute, Tel-Aviv, Israel 
2004-2005, Human Resource Manager, Nester Software Technologies, Tel-Aviv, Israel 
1999-2002, Research Assistant, Career Harmony Ltd., Haifa, Israel 
 
PROFFESIONAL AFFILIATIONS 
 
Association for Consumer Research 
Israel Psychological Association 
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Zakary L. Tormala (Dissertation Co-
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Associate Professor of Marketing  
Graduate School of Business 
Stanford University 
655 Knight Way 
Stanford, CA 94305 
Phone: (650) 723-1892 
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S. Christian Wheeler (Principal Dissertation Advisor) 
Professor of Marketing  
Graduate School of Business 
Stanford University 
655 Knight Way 
Stanford, CA 94305 
Phone: (650) 724-7509 
Email: wheelerc@gsb.stanford.edu 
 


