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Dr. Amit Elinor elinoramit@tauex.tau.ac.il
¢ Cognitive and emotional processes that underlie consumer behavior
e Visual and verbal processing and their effect on prospection
Mental travel
Moral decision-making
Prof. Danziger Shai shaid@tau.ac.il
¢ Consumer information processing in first and second languages
Prosocial consumer behavior (donation behavior)
Anti-social consumer behavior (cheating behavior)
Intrinsic and extrinsic motivational drivers of consumer gift-giving
How visual versus verbal information influence consumer information
processing
Dr. Ein-Gar Danit danite@tauex.tau.ac.il
e Do social networks encourage donations in crowdfunding platforms?
¢ How do donors choose who to help from several donation requests?
e Should people promote on their social accounts that they donate?
Dr. Hadar Liat lhadar@tauex.tau.ac.il
¢ In which contexts and how do consumer perceptions regarding their level of
product knowledge influence their judgments and choices regarding the
product? How do they influence them independently from actual (or
objective) knowledge level?
e Behavioral (cognitive, emotional, motivational) aspects of financial decisions.
e The effect of aging on consumer judgment and decision making
o What makes consumers judge a choice set as more varied, and what makes
them prefer or avoid variety?
Dr. Shani Yaniv shanivya@tau.ac.il
My research focuses on how counterfactual emotions, anticipated or experienced,
influence and bias behavioral choices. Further, | am interested in clarifying the
psychological principles underpinning consumers’ economic behaviors, and
examine the repercussions of inserting an economic transaction mindset into a
social relationship (i.e., mixing money and friendship). Last, my research seeks to
unravel the link between self-deception proclivities and consumers’ choices and
explain how consumers justify a difficult decision.
Prof. Steinhart Yael ysteinhart@tauex.tau.ac.il
e Consumer behavior in the crowdfunding platforms
e Consumer behavior and moral dilemmas
e Consumers inferences of online reviews
e Consumers’ perceptions of numbers (accuracy vs. roundness)
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