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E D U C A T I O N  ___________________________________________________________________
Ph.D.
Marketing, Stern School of Business, New York University

M.B.A
Marketing and Behavioral Sciences, Indian Institute of Management, Calcutta

B.E. 
Chemical Engineering, Birla Institute of Technology and Sciences, Pilani

H O N O R S   A N D   A W A R D S  ___________________________________________________

Marketing Science Young Scholar, 2005.

Undergraduate Business Council Best Marketing Teacher Award, 2005. 

Undergraduate Business Council McCombs Faculty Teaching Excellence Award, 2004.

Dean’s Research Fellow, University of Texas at Austin, 2002.

AMA Doctoral Consortium Fellow, Atlanta, Georgia, 1998.
P R O F E S S I O N A L   A F F I L I A T I O N S  __________________________________________
American Marketing Association

Society for Consumer Psychology

Association for Consumer Research
R E S E A R C H   I N T E R E S T S  ___________________________________________
Affect and Decision-Making

Relationships among Predicted, Experienced and Retrospective Utilities

Hedonic Consumption
S E L E C T E D   J O U R N A L   A R T I C L E S   A N D   B O O K   C H A P T E R S_____________
1) Raghunathan, Rajagopal and Kim P. Corfman (2006), “Is Happiness Shared Doubled and Sadness Shared Halved?: Social Influence on the Enjoyment of Hedonic Experiences,” conditionally accepted, Journal of Marketing Research. 

2) Raghunathan, Rajagopal, Michel T. Pham and Kim P. Corfman (2006), “Informational Properties of Anxiety and Sadness, and Displaced Coping,” forthcoming, Journal of Consumer Research. 

3) Raghunathan, Rajagopal, and Julie Irwin (2006), “Assimilation and Contrast Effects in Product Evaluations,” in (eds.) Bruni Luigino and Pier Luigi, forthcoming, Handbook of Happiness in Economics, Elgar: Milan, Italy.

4) Raghunathan, Rajagopal, and Ashesh Mukherji (2006), “Is Hope to Enjoy more Enjoyed than Hope Enjoyed?: Paradoxes in the Relationship between Predicted and Experienced Utilities,” in (eds.) Bruni Luigino and Pier Luigi, forthcoming, Handbook of Happiness in Economics, Elgar: Milan, Italy.
5) Balasubramanian, Sridhar, Rajagopal Raghunathan, and Vijay Mahajan (2005), “Consumers in a Multiple Channel Environment: Product Utility, Process Utility, and Channel Choice,” Journal of Interactive Marketing, 19(2), 12-30.

6) Raghunathan, Rajagopal and Kim P. Corfman (2004), “Sadness as Pleasure-seeking Prime, Anxiety as Attentiveness Prime: The Different Affect Different Effect (DADE) Model,” Motivation and Emotion, 28(1), 23-41 
7) Rochlen, Aaron, Christopher Blazina, and Rajagopal Raghunathan (2002), “Gender Role Conflict, Attitudes toward Career Counseling, Career Decision-Making and Perceptions of Career Counseling Advertising Brochures,” Psychology of Men and Masculinity, Vol. 3(3), July, 122-134.

8) Raghunathan, Rajagopal and Yaacov Trope (2002), “Walking the Tightrope Between Feeling Good and Being Accurate: Mood as a Resource in Processing Persuasive Messages,” Journal of Personality and Social Psychology, Vol. 83(3), September, 510-25.
9) Raghunathan, Rajagopal and Julie R. Irwin (2001), “Walking the Hedonic Product Treadmill: Default Contrast and Mood-Based Assimilation Effects in Judgments of Predicted Happiness with Target Product,” Journal of Consumer Research, 28(3), 355-68. 
10) Trope, Yaacov, Melissa Ferguson and Rajagopal Raghunathan (2001), “Mood as a Resource in Processing Self-relevant Information,” in J. P. Forgas (Ed.), Handbook of Affect and Social Cognition, Erlbaum: Mahwah, NJ, 257-72.
11) Raghunathan, Rajagopal and Michel Tuan Pham (1999), “All Negative Moods are Not Equal: Motivational Influences of Anxiety and Sadness on Decision Making,” Organizational Behavior and Human Decision Processes, 71(1), 56-77.

M A N U S C R I P T S   U N D E R   R E V I E W  _____________________________________

1) Chitturi, Ravi, Rajagopal Raghunathan, and Vijay Mahajan, “Emotional and Behavioral Consequences of Making Functional vs. Hedonic Trade-offs,” in preparation for third review at the Journal of Marketing Research.
2) Walker, Rebecca and Rajagopal Raghunathan, “Nonverbal Cues-Based First Impressions: What can Static Images of Salesperson tell us about their Success at Selling?” in preparation for second review at the Journal of Marketing Research. 
3) Walker, Rebecca, Rajagopal Raghunathan, and Suresh Ramanathan, “Promotions as Triggers of Spontaneous Affective Responses,” in preparation for second review at the Journal of Consumer Psychology. 
4) Raghunathan, Rajagopal, Rebecca Walker and Wayne Hoyer, “The ‘Unhealthy = Tasty’ Intuition and its Effects on Taste-Inferences, Enjoyment and Choice of Food Products,” under review at the Journal of Marketing. 

W O R K I N G   P A P E R S  ___________________________________________________
1. Raghunathan, Rajagopal, and Frenkel ter Hofstede, “Psychological Factors Underlying the Gambler’s Ruin,” in preparation for submission to the Journal of Marketing Research.

2. Raghunathan, Rajagopal, and Susan Broniarczyk, “Strategic Issues in Concealing Vs. Revealing Corporate Source of Variant Brands,” in preparation for submission to the Journal of Marketing Research.

S E L E C T E D   W O R K S   IN   P R O G R E S S______________________________________
1) Raghunathan, Rajagopal, “The Cynical Observer: Asymmetries in Negative vs. Positive Trait Attributions”.

2) Raghunathan, Rajagopal, “Infinite Pay-offs and Infinite Pain: An Alternative Explanation for the Irrational Purchase of Lotteries and Insurance”. 

I N V I T E D   T A L K S  _____________________________________________________
1. Raghunathan, Rajagopal (2005), “The ‘Fun = Not Good’ intuition, and its Implications for Happiness Maximization,” INSEAD, Singapore. 

2. Raghunathan, Rajagopal (2005), “The ‘Fun = Not Good’ intuition, and its Implications for Happiness Maximization,” Marketing Young Scholars Conference, Park City, Utah. 

3. Raghunathan, Rajagopal (2004), “Understanding the Role of Sensitivity and Empathy in Developing Customer Insights” MSI-UT sponsored Customer Insights Conference, Austin, Texas. 
4. Raghunathan, Rajagopal (2004), “Customer Emotions and the Experience Economy,” American Marketing Association, Austin, Texas.

5. Rajagopal, Raghunathan (2004), “Social Influence and Paradoxes in the Pursuit of Happiness,” IAREP/SABE Conference, Drexel University, Philadelphia. 

6. Raghunathan, Rajagopal (2003), “Anxiety, Sadness and Decision Making: Disentangling the Effects of Feelings and Regulatory Focus,” Department of Psychology, The University of Texas at Austin. 

7. Raghunathan, Rajagopal (2003), “The Evolution of Economies as a Cultural Force,” School of Design, The University of Texas at Austin. 

8. Chitturi, Ravi, Rajagopal Raghunathan and Vijay Mahajan (2003), “Form vs. Function: Emotional and Behavioral Consequences of making Hedonic vs. Utilitarian Tradeoffs,” Graduate School of Business, The University of Chicago, Chicago.

9. Raghunathan, Rajagopal and Ashesh Mukherji (2003), “Is Hope to Enjoy more Enjoyed than Hope Enjoyed?,” Conference on the Paradoxes of Happiness in Economics, University of Bicocca, Milan, Italy.

10. Raghunathan, Rajagopal and Kim Corfman (2002), “Is Happiness Shared Doubled and Sadness Shared Halved?: Social Influence on Enjoyment of Pleasant and Unpleasant Experiences,” Fuqua School of Business, Duke University, Durham.
11. Raghunathan, Rajagopal and Ashesh Mukherji (2002), “Is Hope to Enjoy More Enjoyed than Hope Enjoyed?” Texas Marketing Colloquium, University of Houston, Houston. 

C O N F E R E N C E   P R E S E N T A T I O N S (L A S T   T W O   Y E A R S)  __________________
1) Raghunathan, Rajagopal (2005), “The Fun = Not Good intuition, and its Implications for Happiness Maximization,” Marketing Young Scholars Conference, Park City, Utah. 

2) Raghunathan, Rajagopal (2004), “Strategic Issues in Concealing Vs. Revealing Corporate Source of Variant Brands,” Association for Consumer Research, Portland, Oregon. 

3) Raghunathan, Rajagopal and Rebecca E. Walker (2004), “Non-verbal Cue use in Dating Contexts,” Association for Consumer Research, Portland, Oregon. 

4) Raghunathan, Rajagopal and Kim P. Corfman (2004), “Anxiety, Sadness and the Ordering of Future Consumption Events,” Association for Consumer Research, Portland, Oregon. 

5) Raghunathan, Rajagopal and Frenkel ter Hofestede (2004), “Psychological Factors Underlying the Gambler’s Ruin,” Association for Consumer Research, Portland, Oregon. 

6) Raghunathan, Rajagopal (2004), “Social Influence and Paradoxes in the Pursuit of Happiness,” SABE conference, Temple University, Philadelphia. 

7) Rangarajan, Nandhini, Rajagopal Raghunathan and Chino Rao (2003), “( or (? The Good and Bad of Happy and Sad: Effects of Emoticons in email Exchanges,” Society for Consumer Psychology, New Orleans, Louisiana. 

T E A C H I N G  ___________________________________________________________
Teaching Interests:

Customer Insights, Consumer Behavior, Experiential Marketing, Marketing Communications.

Teaching Experience:

Ph.D Seminar on “Affect, Rationality and Decision Making,” Fall 2004. 

Customer Insights (MBA), The University of Texas at Austin: Spring 2005, Spring 2003, Spring 2002, 
Spring 2001.

Customer Insights (Undergraduate), The University of Texas at Austin: Fall 2004, Fall 2003, Spring 2003, Spring 2002, Fall 2001, Spring 2001. 

A D V I S I N G  ___________________________________________________________

Dissertation Committee:

Rebecca Walker – Ph. D. (Expected Graduation: May 2005).

Ju Long – Ph.D (Expected Graduation: May 2005)

Wenjing Duan – Ph.D (Expected Graduation: May 2005)

Kristine Ehrich – Ph.D. (Graduated: May 2004)

Ravi Chitturi – Ph.D. (Graduated, May 2003).

R E V I E W E R   S E R V I C E  __________________________________________________

Journal of Consumer Research
Association for Consumer Research

Society for Consumer Psychology
