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EDUCATION  

 

Washington University in St. Louis, Olin Business School. 

 PhD, Consumer Behavior, May 2019 (Expected) 

 

Washington University in St. Louis. 

Bachelor of Arts and Science (Honors), May 2014. 

Major: Philosophy, Neuroscience, and Psychology. Minor: Public Health.  

 

JOURNAL PUBLICATIONS AND WORKING PAPERS 

 

Gershon, Rachel and Cynthia Cryder (2018). “Goods Donations Increase Charitable Credit for 

Low-Warmth Donors,” Journal of Consumer Research, 45:2, 451–469. 

 

Gershon, Rachel, Cynthia Cryder, and Leslie K. John, “The Reputational Benefits and Material 

Burdens of Prosocial Referral Incentives.” Revising for 2nd round review at Journal of Marketing 

Research (Job Market Paper). 

 

Gershon, Rachel and Rosanna K. Smith, “Twice-Told Tales: Self-Repetition Decreases 

Observer Assessments of Performer Authenticity.” Under review, Journal of Personality and 

Social Psychology. 

 

Gershon, Rachel, Robyn LeBoeuf, and Stephen Nowlis, “Why Do Consumers Leave Reviews? 

The Influence of Personal Connection between the Buyer and Seller.” In preparation for 

submission to Journal of Marketing Research.  

 

  Abstracts available in the Appendix 

SELECT RESEARCH IN PROGRESS  

 

Gershon, Rachel, Cynthia Cryder and Katherine L. Milkman, “Friends with (Health) Benefits: 

Bundling Incentives with Social Support to Increase Gym Usage.” 

 

Gershon, Rachel, Cynthia Cryder, and Daniel Mochon “Adopt-a-Nazi: Reduction of Moral 

Anger through Revenge Philanthropy.”  

 

Gershon, Rachel, and Cynthia Cryder, “Risky Business: The Risk-Reward Tradeoff is Different 

for Nonprofits.”  
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CONFERENCE PRESENTATIONS 

 

*Gershon, Rachel, Cynthia Cryder, and Leslie John (2018). “Reputational Benefits and Material 

Burdens of Prosocial Referral Incentives,” presented at Behavioral Decision Research in 

Management Conference in Boston, MA. 

 

Gershon, Rachel and *Rosanna K. Smith (2018). “Repeat Performances Decrease Perceptions 

of Authenticity,” presented at Authenticity Workshop in Chicago, IL. 

 

*Gershon, Rachel and Cynthia Cryder (2018). “Risky Business: The Risk-Reward Tradeoff is 

Different for Nonprofits,” presented as a poster at Society for Consumer Psychology Conference 

in Dallas, TX. 

 

*Gershon, Rachel and Rosanna Smith (2017). “The Effect of Repeat Performances on 

Authenticity,” presented as a poster at Society for Judgment and Decision Making Conference in 

Vancouver, BC. 

 

*Gershon, Rachel, Cynthia Cryder, and Leslie John (2017). “Prosocial Referral Rewards,” 

presented as a part of a special session at Association for Consumer Research Conference in San 

Diego, CA. 

 

*Gershon, Rachel, Cynthia Cryder, and Leslie John (2017). “Prosocial Referral Rewards,” 

presented as a working paper at Society for Consumer Psychology Conference in San Francisco, 

CA. 

 

*Gershon, Rachel and Cynthia Cryder (2016). “Getting Credit for Corporate Donations: When 

Money Doesn’t Talk,” presented as a competitive paper at Society for Judgment and Decision 

Making Conference in Boston, MA. 

 

*Gershon, Rachel and Cynthia Cryder (2016). “Getting Credit for Corporate Donations: When 

Money Doesn’t Talk,” presented as a competitive paper at Association for Consumer Research 

Conference in Berlin, Germany. 

 

*Gershon, Rachel and Cynthia Cryder (2016). “Getting Credit for Corporate Donations: When 

Money Doesn’t Talk,” presented as a part of a special session at Association for Psychological 

Science Annual Conference in Chicago, IL. 

 

*Gershon, Rachel and Cynthia Cryder (2016). “Getting Credit for Corporate Donations: When 

Money Doesn’t Talk,” presented as a part of a special session at Society for Consumer 

Psychology Conference in St. Pete Beach, FL. 

 

*Gershon, Rachel and Cynthia Cryder (2015). “Getting Credit for Corporate Donations: When 

Money Doesn’t Talk,” presented as a poster at Association for Consumer Research Conference 

in New Orleans, LA.  
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RESEARCH INTERESTS 

 

Consumer Judgments and Choice 

Managing Incentives 

Prosocial Behavior 

Word of Mouth 

Social Consumption 

Corporate Social Responsibility 

 

TEACHING EXPERIENCE 

 

Guest Lecturer 

Introduction to Marketing 

 

Teaching Assistant 

 Introduction to Marketing (Undergrad – Fall 2015, 2016, 2017) 

 Consumer Behavior (MBA, Undergrad – Fall 2015, 2016) 

 

HONORS, AWARDS, & SERVICE 

 

Reviewing for Journals  

Management Science, 2018 

Journal of Consumer Research (Trainee Reviewer), 2017 

 

Reviewing for Conferences  

Society for Consumer Psychology, 2015 – Present  

Association for Consumer Research Conference, 2016 – Present 

 

Winner Moog Scholar Award, Olin Business School, 2015  

* The Moog Scholarship recognizes Olin Doctoral students who display exceptional advancement in their 

studies by providing an endowment that helps support funding for student stipends.  
 

Olin Business School Graduate Council Representative 

*Nominated to represent the business school in Washington University’s Graduate Council. 

 

PROFESSIONAL AFFILIATIONS 

 

American Marketing Association  

Association for Consumer Psychology  

Association for Consumer Research  

Society for Judgement and Decision Making 

Association for Psychological Science 
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APPENDIX: ABSTRACTS 

 

Gershon, Rachel and Cynthia Cryder, “Goods Donations Increase Charitable Credit for Low-

Warmth Donors.” 

 

Low-warmth actors are often assumed to lack communal (or other-oriented) intentions, 

even when acting generously. Low-warmth donors must therefore send stronger signals 

of their communal intent when donating to receive the same amount of charitable credit 

as high-warmth donors. Because goods are linked with communal norms, we find that 

donating goods (versus money) allows low-warmth donors to signal communal intent and 

increase charitable credit. Study 1 establishes that low-warmth donors receive less credit 

for giving than their high-warmth counterparts. Studies 2A and 2B show that goods 

donations, compared to an equally valued monetary or unspecified donation, increase 

charitable credit for low-warmth donors. Studies 3A and 3B show that donating goods 

boosts charitable credit for low-warmth donors in particular; high-warmth donors are 

assumed to give for communal reasons and receive high charitable credit regardless of 

donation type. Finally, Study 4 shows that low-warmth donors can increase charitable 

credit for monetary donations by describing the donation in communal terms, 

specifically, as a gift. This research has clear practical implications, because many 

corporations are viewed as low-warmth, and most corporate donations are monetary. Yet, 

firms always have the option to donate goods instead, or, alternatively frame monetary 

donations communally and thus receive greater credit for giving. 

 

Gershon, Rachel, Cynthia Cryder, and Leslie K. John, “The Reputational Benefits and Material 

Burdens of Prosocial Referral Incentives.” 

 

Selfish incentives typically outperform prosocial incentives. However, this research 

identifies a context where prosocial incentives are more effective: customer referral 

programs. Companies frequently offer “selfish” incentives to customers who refer, 

incentivizing those customers directly for recruiting friends. However, companies can 

alternatively offer “prosocial” incentives that reward the referred friend instead. In 

multiple field and incentive-compatible experiments, this research finds that prosocial 

referrals, relative to selfish referrals, result in more new customers. This pattern occurs 

for two reasons. First, at the referral stage, customers expect to receive reputational 

benefits when making prosocial referrals within their social network, thereby boosting 

performance of prosocial referrals. Second, at the uptake stage, the burden of signing up 

is high, and therefore referral recipients prefer to receive an incentive themselves. Due to 

the combination of reputational benefits at the referral stage and material burdens at the 

uptake stage, prosocial referrals yield more new customers overall. The high frequency of 

selfish referral offers in the marketplace suggests these forces play out in ways that are 

unanticipated by marketers who design incentive schemes.   

 

Gershon, Rachel, Robyn LeBoeuf, and Stephen Nowlis, “Why do Consumers leave Reviews? 

The Influence of Personal Connection between the Buyer and Seller.”  
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When and why do consumers leave reviews of products that they have purchased? While 

much prior work has examined which factors influence the extent to which a review is 

positive or negative, less work has looked at what influences whether or not a consumer 

chooses to leave a review in the first place. We investigate this issue by examining how 

the presence of a personal connection between the consumer and the seller affects the 

decision by the consumer to leave a review. In six studies, including a field experiment, 

we find that consumers are more likely to leave a review if they feel a personal 

connection with the seller and that feelings of empathy mediate this effect. We also find 

that this effect is moderated by the perceived impact of the review and by the perceived 

quality of the experience that the consumer is reviewing.  A personal connection does not 

affect review likelihood when consumers feel their reviews will have little impact or 

when the product experience is negative.  

 

Gershon, Rachel and Rosanna K. Smith, “Twice-Told Tales: Self-Repetition Decreases 

Observer Assessments of Performer Authenticity.” 

 
People often engage in self-repetition—repeating the same story, joke, or presentation across 

different audiences. While behaving consistently has generally been found to enhance 

perceptions of authenticity, nine studies demonstrate that performers who self-repeat are 

perceived as less authentic. We find convergent evidence that this effect is driven by 

observers’ implicit assumption that social interactions are unique. Self-repetitions violate this 

assumption, leading observers to judge performers as inauthentic because they are thought to 

be falsely presenting their performance as unique when it is not. We demonstrate this effect 

across multiple contexts (politics, entrepreneurship, tour guiding, and comedy), finding that 

self-repetition decreases authenticity even in situations in which it is normative to repeat a 

performance. Only when performers acknowledge that they are self-repeating, does the 

decrease in authenticity attenuate, as they are no longer viewed as falsely presenting 

themselves. Further, we show that performers who fail to acknowledge that they are self-

repeating are penalized similarly to those who explicitly lie that the performance is unique—

an unacknowledged self-repetition is thus seen as a lie by omission. Finally, we recorded 

repeated job interview responses and found that observers who were unaware of the self-

repetition could not discern tangible differences between un-repeated and repeated responses. 

However, when observers believed that they were viewing a self-repetition, they judged the 

interviewees as less authentic. Together, our findings provide insight into assessments of the 

authenticity of self-presentational behaviors and the implicit assumptions that influence our 

social judgments. 


