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Education

Doctor of Philosophy

            
          
     

           1997

Marketing, University of Toronto







Master of Business Administration


 
   

           1984

Marketing and Information Systems, McGill University

Bachelor of Arts







           1982

Fine Arts, University of Waterloo


Research

Journal Publications

Cowley, Elizabeth (forthcoming 2006), “Remembering the Impressions of Others as Our Own: How Post-Experience Decisions can Distort Autobiographical Memory,” Applied Cognitive Psychology.
Cowley, Elizabeth (forthcoming 2006), “Processing Exaggerated Advertising Claims,” Journal of Business Research.

Cowley, Elizabeth, Colin Farrell and Michael Edwardson  (forthcoming 2005), “The Role of Affective Expectations in Memory for a Service Encounter,” Journal of Business Research.

Cowley, Elizabeth and John R. Rossiter (2005) “A Range Model of Judgment,” Journal of Consumer Psychology, 15 (3), 250-262.

Cowley, Elizabeth (2005) “Views from Consumers Next in Line: The Fundamental Attribution Error in a Service Setting,” Journal of the Academy of Marketing Science, 33 (2), 139-152.

Cowley, Elizabeth and Eunika Janus (2004) “Not Necessarily Better, but Certainly Different: A Limit to the Advertising Misinformation Effect” Journal of Consumer Research, 30 (3), 443-454.
Cowley, Elizabeth (2004), “Retrieval Confidence, Retrieval Accuracy and Choice”, Journal of Business Research, 57 (6), 641-646.
Cowley, Elizabeth and Andrew A. Mitchell (2003), “The Moderating Effect of Product Knowledge on the Learning and Organization of Product Information”, Journal of Consumer Research, 31 (1), 229-235.
Spurr, Ray, Elizabeth Cowley, Peter Robins and Arch G. Woodside (2003), "Domestic leisure traveler purchase and consumption systems: Theory and an empirical study of Australian domestic overnight travelers," Tourism Analysis, 8(2), 149-152.
Cowley, Elizabeth (2002), “East–West Consumer Confidence and Accuracy in Memory for Product Information”, Journal of Business Research, 55(11): 915-921. 

Cowley, Elizabeth (2001), “Overconfidence in Memory for Brand Information: A Cross-National Study,” at Asia Pacific Journal of Marketing and Logistics, 13(2): 85-96.

Law, Sharmistha and Elizabeth J. Cowley (1995) “Do you ‘Remember’ or do you ‘Know’: Does it matter?, Canadian Journal of Marketing Research, 14: 94-99.

Conference Proceedings in Edited Books

Cowley, Elizabeth (forthcoming 2005), “Reconstructing Memory for Evaluations: The Role of Past Feelings, Past Behavior, and Post-Experience Information,” European Advances in Consumer Research, Gotenberg, Sweden, June 2005.

Farrell, Colin, Elizabeth Cowley and Michael Edwardson (forthcoming 2005), “Strategies to Improve the Probability of Winning a Lottery: Gamblers and their Illusions of Control, European Advances in Consumer Research, Gotenberg, Sweden, June 2005.

Elizabeth Cowley and Andrew A. Mitchell (forthcoming 2005), “What do Novices Remember?” Advances in Consumer Research, Volume 32.
Cowley, Elizabeth (2004) “How the Opinions of Others Affect Memory for Consumption Experiences,” European Advances in Consumer Research, Volume 6, 19-20.

Cowley, Elizabeth, Colin Farrell, and Michael Edwardson (2004), “Affective Expectation and Uncertainty Orientation: When do Affective Expections Stop Affecting Affective Reactions?,” Advances in Consumer Research, Volume 31, 140-141.

Farrell, Colin, Elizabeth Cowley, and Michael Edwardson (2004), “A New Classification of Uncertainty Orientation: Exploring the Susceptibility to the Hindsight Bias in a Gambling Context,” Advances in Consumer Research, Volume 31, 246-247.
Cowley, Elizabeth (2002), “The Fundamental Attribution Error: Social Inference of Service Outcomes,” Advances in Consumer Research, eds. Susan M. Broniarczyk and Kent Nakamoto, Provo, UT: Association for Consumer Research, 29: 327-328.

Cowley, Elizabeth and John R. Rossiter (2001), “A Range Model of Overall Evaluation: Extending the Ideal Point Model”, at European Advances in Consumer Research, 5:174-179.

Cowley, Elizabeth and Marylouise Caldwell (2001), “Truth, Lies and Videotape: The Impact of Personality on Memory for a Consumption Experience,” Advances in Consumer Research, eds. Mary Gilly and Joan Meyers-Levy, Provo, UT: Association for Consumer Research, 28: 20-25. 

Cowley, Elizabeth (1999), “Primacy Effects: When First Learned is Best Recalled”, European Advances in Consumer Research, eds. Bernard Dubois, Tina M. Lowrey, L. J. Shrum and Marc Vanhuele, 4: 155-160.

Cowley, Elizabeth and James Wiley (1998), “Should we have Confidence in Confidence Scales?”, Australasian Advances in Consumer Research, 3: 216-219. 

Cowley, Elizabeth (1997), “The Effect of Message Format and Content on Consumers’ Confidence in their Memory: Another Take on Comparative Advertising,” European Advances in Consumer Research, eds. Basil G. Englis and Anna Olofsson, 3: 108-113.

Cowley, Elizabeth J. and Sharmistha Law (1995), "Altering Retrieval Sets: When will Contextual Cues make a Difference?," in Advances in Consumer Research, ed. Frank Kardes and Mita Sujan, Provo, UT: Association for Consumer Research, 22: 323-327. 

Cowley, Elizabeth J. (1994) "Recovering Forgotten Information: A Study in Consumer Expertise," in Advances in Consumer Research, eds. Chris T. Allen and Deborah Roedder-John, Provo, UT: Association for Consumer Research, 21: 270-275.

Cowley, Elizabeth J. (1993) "Recall: When will the Expert Remember More?" in Proceedings for the Society for Consumer Psychology, eds. Karen Finlay, Andrew A. Mitchell and F.C. Cummins, South Carolina: CtC Press, 71-79.

Refereed Conference Proceedings

Cowley, Elizabeth (2005), “Knowing the claim is not very credible, but using it anyway: Processing exaggerated advertising claims,” at Proceedings of the European Academy of Marketing Conference, Milan Italy May 2005.

Barron, Christopher and Elizabeth Cowley (2004), “The Role of Programme Liking in Effective Product Placement,” Proceedings of the European Academy of Marketing Conference, Spain 2004.
Cowley, Elizabeth, Colin Farrell and Michael Edwardson (2003), “The Role of Affective Expectations in a Service Setting,” ,” Proceedings of the Fifth International Research Seminar on Marketing Communications and Consumer Behavior.

Cowley, Elizabeth (2001), “Retrieval Confidence, Retrieval Accuracy and Choice”, Proceedings of the Fourth International Research Seminar on Marketing Communications and Consumer Behavior, 169 185.

Cowley, Elizabeth and John R. Rossiter (2001), “A Range Model of Overall Evaluation: Proceedings of the Fourth International Research Seminar on Marketing Communications and Consumer Behavior, 186-198.

Caldwell Marylouise and Elizabeth Cowley (2000), "Motivation to Attend the Performing Arts", Western Decision Sciences Institute, 1301-1303.

Caldwell Marylouise and Elizabeth Cowley (2000), "Attendance of the Performing Arts - A Model of Consumer Choice ", Western Decision Sciences Institute, 1137-1139.

Roland Handel, Elizabeth Cowley and Kelly Page (2000), Attitudes Toward Advertising: Implications for the World Wide Web,” Australia and New Zealand Marketing Conference Proceedings.

Cowley, Elizabeth and Mary-Louise Caldwell (1999), “Who is Susceptible to Post Experience Suggestion?” Australia and New Zealand Marketing Conference Proceedings.
Accepted Conference Presentations for this year

Special Session Proposal ACR 2005

Culture and cognition:  The case of irrational beliefs about luck with Ana Valenzuela, San Francisco State University, Peter Darke, University of British Columbia, Yuwei Jiang, Angela Cho, Rashmi Adaval, Donnel A. Briley, and Robert S. Wyer, Hong Kong University of Science and Technology.

Cowley, Elizabeth and Colin Farrell “Retrospective Evaluations: Will Chance versus Luck Oriented Individuals Select Different Moments of an Experience?”

Books and Chapters

Cowley, Elizabeth, Ray Spurr, Peter Robbins, and Arch Woodside (2004), “Domestic leisure traveller consumption systems,” in Consumer Psychology of Tourism, Hospitality and Leisure, Volume 3, Couch, G. I., Timmermans, H., & Uysal, M. (eds.), Oxon, UK: CABI.

Shiffman, Bednall, Cowley, O’Cass, Watson and Kanuk (2001), Consumer Behaviour, 2nd edition.  Sydney, NSW: Pearson Education.

Papers Under Review

Cowley, Elizabeth and Christopher Barron,” When Product Placements Damage Brand Attitude: The Effects of Program Liking and Placement Prominence,” at Journal of Advertising, first review.

Cowley, Elizabeth and Colin Farrell, “Recollections of Pleasure and Pain: Using the Peak-End Rule to Explain Remembered Utility,” at Journal of Behavioral Decision Making, second review.

Paul, Patterson, Elizabeth Cowley, and Kriengsin Prasongsukarn, “The Role of Cultural Orientation on Consumers’ Perceptions of Post-Recovery Service Satisfaction at International Journal of Research in Marketing, submitted 3rd revision. 


Grants, Awards, and Scholarships

Australian Research Council Linkage Grant (sole Chief Investigator)


Awarded for 2005, 2006, 2007

From Economic Benefit to Social Cost: Antecedents of Irresponsible Gambling



      Combined award $340, 000 including an APAI. We aim to understand how a gambler shifts from gambling responsibly which contributes to the economic well-being of the community, to gambling irresponsibly which negatively impacts the social well-being of a community. We consider memory for utility and irrational thinking to investigate two different decisions in this project; the decision to begin a gambling session and the decision to continue (or not stop) a gambling session. Both questions are critical to understanding irresponsible gambling.
Research Achievement Award, University of Sydney


Awarded for 2004.

University Bridging Grant, University of Sydney (sole Chief Investigator)

Awarded 2004 for 2005 - $45,000.

When Puffery is Deceptive: How Exaggeration in Advertising Alters Memory for Previous Evaluation and Choice


This project seeks to carry forward a research program which focuses on how puffery can affect memory and behaviour, particularly when the consumer is paying very little attention to the message. Insofar as such advertising is deceptive, changes to public policy and industrial regulations may prove necessary, if not mandatory.
University Special Research Project (sole Chief Investigator)

Awarded for 2003

The Advertising Misinformation Effect: When is Memory for a Consumption Experience Changed?

Although a vast literature in eyewitness testimony explores memory distortions, no published study considers a situation where the witness does not remember his or her exposure to the misinformation.  This is logical as the event of interest is questioning of a witness, which is typically a memorable experience.  This study investigates whether misinformation can also affect memory when the presentation of the misinformation is not remembered.

Non-Professional Research Achievement Award, University of New South Wales


Awarded for 2002

University Special Research Project (sole Chief Investigator)

Awarded for 2001

Altering Memory for a Consumption Experience:  The Influence of Post-Consumption Comments on Memory

The aim of this project is to gain insight into the process and conditions under which post-consumption comments are integrated into consumers’ memories for consumption experiences.  Also to investigate whether there are differences in the propensity to communicate a reconstructed memory (resulting from the integration of another’s experience) versus the original, unaltered memory. 

Small Grant, Australian Research Council (with John Rossiter)

Awarded for 1999

Word-of-Mouth Communication: When the opinion of others affects Post-Consumption Overall Evaluations

The aim of this project is to provide a theoretical understanding of the integration of word-of-mouth communication into the evaluation of product performance, and to investigate the nature of the change in evaluations when word-of-mouth communication occurs near consumption.

Small Grant, Australian Research Council (sole Chief Investigator)


Awarded for 1997 and 1998

Consumer Learning and Memory: Understanding the Elaboration, Integration and Confusion of Brand Information


The aim of this project is to investigate how the elaboration, and integration during encoding affects both the consumer’s ability to recognise information, and their confidence in their ability to recognise the information.  .

Nepean Seed Grant, University of Western Sydney (sole Chief Investigator)


Awarded for 1997

An Investigation of Memory Differences Between Chinese and Australian Consumers


The aim of this project is to investigate how consumers in China, compared to consumers in Australia process marketing information, and how their learning styles influence the ability to retrieve advertising and product information

Twaits Scholarship, University of Toronto

Awarded for 1995

Doctoral Scholarship, University of Toronto


Awarded for 1991, 1992, 1993, 1994, 1995

Teaching and Academic Administration

PhD Programme Coordinator

University of Sydney, Discipline of Marketing, School of Business


2004 – present

Associate Professor

University of Sydney, Discipline of Marketing, School of Business


2004 – present

Honours Programme Coordinator

University of New South Wales, School of Marketing     


1999 - present

Senior Lecturer










University of New South Wales, School of Marketing     


 



2001 - 2003


Consumer Behaviour (Undergraduate)


Advanced Consumer Behaviour (Undergraduate)


Consumer Behaviour (Professional Marketing Program)


Consumer Analysis (Masters Program)


Communication (Postgraduate)

Visiting Professor

Groupe HEC, Département Marketing


2002, 2003, 2004, 2005

Consumer Behaviour (MBA)

Visiting Professor

Erasmus University, Marketing Department


2002

Consumer Behaviour (Masters Program)

Lecturer











University of New South Wales, School of Marketing     


 



1998 - 2001


Consumer Behaviour (Undergraduate)


Advanced Consumer Behaviour (Undergraduate)


Communication (Postgraduate)

Director of Undergraduate Studies

University of Western Sydney, Nepean, Marketing Department     


 


1996 - 1998

Coordinator











University of Western Sydney, Nepean, Marketing Department     


 


1996 - 1998


Consumer Behaviour (Undergraduate)


Advertising and Promotion (Undergraduate)

Lecturer











University of Western Sydney, Nepean, Marketing Department     


 


1996 - 1998


Consumer Behaviour (Undergraduate)


Marketing Certificate (Fee paying)


Marketing Project (Undergraduate)

Lecturer











University of Western Australia, Graduate School of Management


1997

Consumer Behaviour (Executive MBA program)

Lecturer











University of New South Wales, Australian Graduate School of Management


1996

Marketing Principles (Executive MBA program)

Lecturer











University of Toronto, Commerce Department     


 



1995

Principles of Marketing (Undergraduate) 






Visiting Lecturer










University of Guelph, Department of Consumer Studies    


 



1994-1995

Fundamentals of Consumer Behaviour (Undergraduate)




Consumer Decision Processes (Undergraduate)





Communication and Behaviour (Undergraduate) 



Reviewing

Advances in Consumer Research

Australian Graduate School of Management Grant Application

Australian New Zealand Marketing Conference

Australian Marketing Journal

European Advances in Consumer Research

European Journal of Marketing

Journal of Consumer Research

Journal of International Consumer Research

Marketing Communication and Consumer Behaviour Conference

University of New South Wales Honours Theses

University of South Australia Masters Thesis

University of Western Sydney Doctoral Thesis


Thesis Supervision

Doctoral Candidates -
Alex Li

Heather Skougaard

Shuhaida Md Noor

Christina Ioannou

Natalina Zlatevska

Sean McNally 





Colin Farrell





Kriengsin Prasongsukarn - completed 2005

Honours Students -

Eunika Janus (First class, University Medalist 2002)




Chris Barron (First class)

Conference Organization and Involvement

Advances in Consumer Research, Programme Committee Member 2004-2005

Australia and New Zealand Marketing Conference, Track Chair 2005

European Marketing  Association Doctoral Colloquium, Co-Chair 2005

Asia-Pacific Advances in Consumer Research, Programme Committee Member 2006

Asia-Pacific Advances in Consumer Research, Track Chair 2006


Related Industry Experience

Special Project Leader






1987-1989
Marketing Planning, 

PetroCanada Products

Senior Market Analyst






1986-1987
Marketing Planning, 

PetroCanada Products

Territory Manager







1984-1986

Retail Marketing, 

PetroCanada Products

Elizabeth Cowley


