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 The Wharton Behavioral Lab supports behavioral research at the Wharton School. We have
an extraordinary team of dedicated staff, a state-of-the art facility, and cutting-edge tools
(such as eye-tracking) to support faculty research.

By the numbers: In 2024, we supported research led by 54 faculty across five Wharton
departments. This past year, we supported data collection in 34 published articles and 90
working papers. 

The mechanics of what we do: We continue to support both in-person and online studies.
Our in-person studies are conducted on campus, and these typically involve high-touch
experiences, such as eye-tracking, physio measures, face-to-face conversations, and taste tests.
Our online studies typically involve lower-touch experiences, but reach large numbers of
participants across the globe.

Workshops: Building on our success last year, we continued our partnership with Wharton
Research Computing to host research Workshops. These workshops create a space for
current and interested scholars to learn about new methods and technologies. In addition, we
have continued to engage with members of the Internal Review Board to help new faculty
and PhD students gain familiarity with the nuts and bolts of launching behavioral studies.

There has never been a more exciting time to conduct behavioral research at Wharton. Our
exceptional staff, our incredible community of scholars, and our growing toolkit enable us to
transform ideas into data. We thank all of you who are part of our community—and extend a
warm welcome to anyone interested in joining us.

a message from the Academic Director
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Maurice Schweitzer
Cecilia Yen Koo Professor
Professor of Operations, Information and Decisions
Professor of Management



Prior to the Wharton Behavioral Lab (WBL), Wharton faculty spent a significant portion of their
time recruiting participants and executing studies, thereby limiting their creative capacity to design
and pose studies. At the same time, the School faced several challenges regarding behavioral research,
such as recruiting new faculty in the field and allocating research dollars. In response to these growing
challenges, Wharton created the WBL.

The WBL in its current form began in Spring 2005 with a single lab located in Jon M. Huntsman
Hall (JMHH). The initial proposal estimated that the research volume would range between 5,000
and 14,000 participant-hours annually (with the lower number being the 2005 volume). In the first
year, actual volume exceeded those estimates and a second location was added in Steinberg-Dietrich
Hall (SHDH). This immediate high volume was interpreted as evidence that the WBL addressed a
major deficiency in research support that had slowed the rate of research productivity and/or reduced
the sample sizes used in behavioral research projects. In 2020, the on-campus volume was over 30,000
participant-hours and online volume was over 1,000,000 completed surveys/experiments. This
growth since 2005 has resulted from increased numbers of faculty doing behavioral research and
increased volume per researcher.

The WBL serves as a key to unlocking vast impact from the research of Wharton’s faculty. Since
opening in 2005, the WBL has established itself as the preeminent laboratory of its kind, attracting
faculty and doctoral students from around the world. The Wharton School is the leading place for
behavioral research with over 55 faculty utilizing the WBL on a regular basis.

The WBL provides faculty and doctoral students a dedicated research space, experienced staff, and
financial resources to support behavioral, business-related research. The scale of the WBL enables
Wharton to efficiently and profoundly boost faculty research productivity.

History 
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“The WBL allows me to think much bigger in the questions I ask and the way I can find
answers, build more consequence into my studies, gain more confidence in  my findings, and
ultimately, do research that stands to have a bigger impact."

CAIT LAMBERTON, 
ALBERTO I. DURAN PRESIDENT'S DISTINGUISHED PROFESSOR, 
PROFESSOR OF MARKETING
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WBL Team

Meet the dedicated team members of The Wharton Behavioral Lab.

Maurice Schweitzer
Academic Director
Cecilia Yen Koo Professor 
Professor of Operations, Information
and Decisions
Professor of Management

Robert Botto
IT Director
Lab hardware and software systems,
Research programming support,
Psychophysiological methods

Susan McCafferty
Sr. Research Coordinator
Special Panels - Online Studies
Mturk/Prolific implementation, Field
Studies, Reimbursements, Financials,
Qualtrics liaison

Mary Spratt
Associate Director
Scheduling, Financials, Hiring/Staff
Management, Advertising and Promotion

Emily Rosa
Sr. Research Coordinator
On-campus studies
Session coordination and
implementation, RA hiring and training,
Cash management

Abigail Farina
Research Assistant
Study implementation, Participant
check-in/check-out

Katerina Bratke
Lab Coordinator
Session coordination and
implementation, RA hiring and training, 

Bob Stewart
Senior IT Support Specialist
Lab hardware and tech support, Qualtrics
administrative support, Evaluation and
implementation of new technologies

Patricia James
Business Administrator
Budgeting and financial liaison

Lee Dandelias
Research Assistant
Study implementation, Participant
check-in/check-out
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WBL Academic Advisory Board

The Advisory Board includes leading behavioral science faculty from across the
Wharton School. These scholars offer guidance, advice, and review large proposals
along with Maurice Schweitzer, the academic director of the WBL.

Cait Lamberton
Alberto I. Duran President's
Distinguished Professor,
Marketing

Michael Platt
James S. Riepe Universtiy
Professor - Marketing,
Psychology, Neuroscience

Marissa Sharif
Associate Professor of Marketing

Judd Kessler
Howard Marks Associate Professor,
Business Economics & Public Policy

Andrew Carton
Associate Professor, Management



111
95 ON-CAMPUS +16 REMOTE

SESSIONS

11,634
COMPLETED SURVEYS

2024 saw a return to pre-pandemic numbers

in terms of participant engagement. The WBL

will continue its efforts to retain current

levels while also attracting new users.

The WBL's state of the art on-campus labs are

located in Steinberg-Dietrich Hall.

The WBL has seen an increase in high touch

studies in which participants are asked to

engage in discussions, taste tests, physio

measures and more. 

A session is a group of experiments that are

run at the same time in the same location.
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On Campus Studies

Tools and Tech

Eye Tracking

Audio/Video

Virtual Reality

Physio Measures

Facial Coding

Screen-based eye tracking cameras
record eye movements and changes in

pupil diameter bring to light attention,
focus, and complex cognitive processes.

Built-in focus room cameras with
centralized network control and

portable devices enable high quality
sound and image recordings.

Head mounted displays allow us to
present immersive virtual

environments and unique participant
avatars while directly collecting
advanced behavioral measures.

Physiological expressions of the
autonomic nervous system, including

Electrodermal Activity and Heart Rate
Variability, help to provide insight into

emotion and cognition.

Automated Facial Coding from video
streams, using computational methods

from machine learning, identify
expressions of emotion and engagement.



Study Examples

"Eye Tracking in Decision-Making"
Michael Platt

 James S. Riepe University Professor,  
    Professor of Marketing, Psychology and Neuroscience

Shakespeare wrote that “the eyes are the window to the soul.” We’ve found that they’re also
the window to the mind of the decision maker. In studies run through WBL, we offered
people real gambles of winning and losing money while simultaneously tracking their eyes
and measuring the size of their pupils. We found that people who were more likely to reject
a gamble spent more time looking at the possible loss, whereas people who focused more on
potential gains were more likely to accept the bet. These biomarkers of the decision process
offer the potential to help shape what people choose. Financial service companies, for
example, could help customers accept more risk by physically emphasizing potential
windfalls over possible losses. 

"The Computational Basis of Social Interaction"
 Gus Cooney, PhD

 Senior Lecturer in Operations Information & Decisions 

A computational revolution is transforming the social sciences, creating rigorous
theoretical models of human behavior. At the Wharton Behavioral Lab, we're testing these
theoretical models by analyzing hundreds of live conversations between strangers—
bridging the gap between computational simulations and empirical reality. Our findings
reveal striking patterns in how we misjudge social interactions: systematically
underestimating others' positive impressions of us, avoiding conversations that would
make us happier and better informed, and engaging in destructive negative self-talk after
meeting someone for the first time. These insights explain why people hold themselves
back from forming new relationships, even across group boundaries they wish to cross,
and point to practical ways we can overcome the psychological barriers that limit our
ability to build social connections in our personal and professional lives.
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Wharton students in Visual Marketing (MKTG2390/7390),
taught by Professor Barbara Kahn and Dr. Elizabeth (Zab)
Johnson, gain a unique, hands-on opportunity exploring
the power of visual marketing through real-time
experiments in the Wharton Behavioral Lab that
incorporate eye-tracking, collection of electrodermal
activity, heart rate, and reaction time. In this session,
students experience both collecting data and being a
participant in experiments. Whether it is MBA students or
undergraduates, this WBL session gives our students the
chance to move beyond theory and concepts and engage
directly with experimental design, neuroscience methods,
marketing science, and consumer behavior and insights.
For many, it’s an unforgettable, immersive experience that
brings cutting-edge marketing research vividly to life.

WBL in the Classroom



753,764
TOTAL PARTICIPANTS

The WBL reached over 753,764 participants

conducting over 1,684 studies with online

panels.

1,684
SPECIALIZED PANEL STUDIES

Researchers use specialized panels to target

large sample sizes and reach specific target

demographics.

Specialized panels include field

studies, MTurk, Prolific and Qualtrics
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Specialized Panels

Seminars

Large Language Models (LLMS) and
Behavioral Research, Part One

Survey-taking bots employing the latest LLM technologies,
like ChatGPT, can mimic human responses to a high degree,
making them very hard to detect. How do we defend against
automated responses and ensure data quality? In part one of

our LLM series, we will discuss the problem, and look at
techniques for bot detection and response screening.

Large Language Models (LLMS) and
Behavioral Research, Part Two

LLM technology poses problems for online research
integrity, but does it also offer opportunities to behavioral
researchers? In part two of our LLM series, we will look at
ways LLMs can aid in experiment design, survey testing,

confederate chatbot engineering, and data analysis.

Many of our technical questions can be answered in house
but we are proud to have the support of  Wharton

Computing’s Research and Analytics. 

Whatever your research computing needs,  their team is
dedicated to helping get the job done.

Wharton Computing’s Research and Analytics

The WBL hosts a variety of seminars and workshops each
year to support our researchers and educate them on new
processes and technologies in the ever-evolving world of

online platforms.  

Here are a few examples:
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The WBL continues to see high levels of

engagement from our faculty. The total

number of primary investigators for

CY2024 was 77. This number is comprised

of 54 faculty and 23 students spanning

over 5 departments.

Based on current requests for on-campus

and specialized samples we expect growth

to continue in 2025.
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Researchers - Faculty Engagement

Department

NOTE: MKTG continues to lead with 31 PIs followed closely behind by OID and MGMT with 20. Wharton faculty members
sponsor most research done by doctoral students.

Note: Wharton Faculty includes Visiting Faculty and Post-docs

2024-2023 Usage of WBL Services by User Type
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Publications 
Cumulative List of Papers and Research Projects - 2024

1. Barack*, D.L., Ludwig*, V.U., Parodi, F., Ahmed, N., Brannon, E. M, Ramakrishnan, A., Platt, M.L. (2024). Attention deficits
linked with proclivity to explore while foraging. Proceedings B 291:2017.

2. Bastani, H., Bastani, O., & Sinchaisri, W. P. Improving Human Sequential Decision-Making with Reinforcement Learning.
Forthcoming in Management Science.

3. Boghatri, Reihane, Marissa A. Sharif, +Siavash Yousefi, and Arsalan Heydarian (2024), Emotion Tracking (vs. Reporting) Increases
the Persistence of Positive (vs. Negative) Emotions, Journal of Experimental Social Psychology, 110, 104556

4. Cameron, L. 2024. The Making of the Good Bad Job: How Algorithmic Management Repurposes Workplace Consent through
Constant and Confined Choice. Administrative Science Quarterly

5. Chang, L.W., E.L. Kirgios, S. Mullainathan, K.L. Milkman (2024). Does Counting Change What Counts? Quantification Fixation
Biases Decision Making. Proceedings of the National Academy of Sciences.
 
6. Daviet, R., & Nave, G. (2024). The Value of Genetic Data in Predicting Preferences: A Study of Food Taste. Journal of Marketing
Research, 00222437241244736.

7. Deller, C. and J. Michels. 2024. The Effect of Weather on Subjective Performance Evaluation. Journal of Management Accounting
Research, Forthcoming.

8. Exley, C. L., & Kessler, J. B. (2024). Equity concerns are narrowly framed. American Economic Journal: Microeconomics, 16(2),
147-179.

9. Feng, Xiaohang (Flora), Shunyuan Zhang, Xiao Liu, Kannan Srinivasan and Cait Lamberton (2025), “An AI Method to Score
Celebrity Visual Potential from Human Faces,” Journal of Marketing Research
 
10. Gordon, A., & Schweitzer, M. (2024). Gossip, Power, and Advice: Gossipers Are Conferred Less Expert Power. Journal of
Experimental Social Psychology.

11. Hart, E., Bear, J., & Ren, Z. B. § (accepted Feb 2024). "But what if I lose the offer? Negotiators' inflated perception of their
likelihood of jeopardizing a deal." Organizational Behavior and Human Decision Processes, 181, 104319.

12. Hart, E., VanEpps, E. M., Yudkin, D. A. & Schweitzer, M. E. (2024). "The interpersonal costs of revealing others' secrets." Journal
of Experimental Social Psychology, 110: 104541.
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Published Articles 



Publications 
Cumulative List of Papers and Research Projects - 2024

13. Hu, B., & Simmons, J. P. (2024). Different methods elicit different belief distributions. Journal of Experimental Psychology:
General.

14. Hu, X., Parke, M. R., Peterson, R. S., & Simon, G. M. (2024). Faking it with the boss's jokes? Leader humor quantity, follower
surface acting, and power distance. Academy of Management Journal, 67(5), 1175-1206.

15. Huang, J., Kessler, J. B., & Niederle, M. (2024). Fairness has less impact when agents are less informed. Experimental Economics,
27(1), 155-174.
 
 16. Lu, Joy and J. Wesley Hutchinson (2024), “ Information Search Within a Web Page: Modeling the Full Sequence of Eye
Movement Decisions, Subjective Value Updating, and First Clicks,” Management Science (Articles in Advance), 1-28.

17. Mehr, Katie S. and Joseph P. Simmons (2024), How Does Rating Specific Features of an Experience  Alter Consumers Overall
Evaluation of That Experience? Journal of Consumer Research, 51(4), 739-760.
    
18. Melnikoff, D.E., Strohminger, N. Bayesianism and wishful thinking are compatible. Nat Hum Behav 8, 692-701 (2024).
https://doi.org/10.1038/s41562-024-01819-6

19.  Melumad, Shiri and Robert J. Meyer (2024), "How Listening versus Reading Alters Consumers' Interpretations of News,"
published online at Journal of Marketing Research.

20. Milkman, K.L., S.F. Ellis, D.M. Gromet, A.S. Luscher, R.S. Mobarak, M.K. Paxson, R.A. Silvera Zumaran, R. Kuan, R. Berman,
N.A. Lewis Jr., J.A. List, M.S. Patel, C. Van den Bulte, K.G. Volpp, M.V. Beauvais, J.K. Bellows, C.A. Marandola, A.L. Duckworth
(2024). Megastudy Shows Reminders Boost Vaccination but Adding Free Rides Doesn't Nature.

21. Naijia Liu, Xinlan Emily Hu, Yasemin Savas, Matthew Baum, Adam Berinsky, Allison Chaney, Christopher Lucas, Rei Mariman,
Justin de Benedictis-Kessner, Andrew Guess, Dean Knox, and Brandon Stewart.. 2025. Short-term exposure to "filter-bubble"
recommendation systems has limited polarization effects: Naturalistic experiments on YouTube. Proceedings of the National
Academy of Sciences (Research Report).

22.  Preston, M. C., & Carton, A. M. (2024). Echoes from the past: the impact of racial transference on leader selection during
succession. Academy of Management Journal, 67(2), 331-358.

23. Rai, A., E. Chang, E. Kirgios, K.L. Milkman (2024). Group Size and Its Impact on Diversity-Related Perceptions and Hiring
Decisions. Organization Science.

24. Rees-Jones, Alex, Ran Shorrer, and Chloe Tergiman. 2024. "Correlation Neglect in Student-to-School Matching." American
Economic Journal: Microeconomics, 16 (3): 1-42. https://www.aeaweb.org/articles?id=10.1257/mic.20200407

25. Ren, Z., & Schaumberg, R. (2024). Disagreement Gets Mistaken for Bad Listening. Psychological Science, 35(5), 455-470.
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Published Articles continued



26. Schaumberg, R. L. (2024). When expressing pride makes people seem less competent. Organizational Behavior and Human
Decision Processes, 184, 104352.
 
27. Schaumberg, R. L., & Lin, S. C. (2024). Partitioned prosociality: Why giving a large donation bit by bit makes people seem more
committed to social causes. Journal of Experimental Psychology: General. Advance online publication.
https://dx.doi.org/10.1037/xge0001705

28. Song, H., Armony, M., & Roels, G. (2024). Queue configurations and operational performance: An interplay between customer
ownership and queue length awareness. Manufacturing & Service Operations Management, 26(6), 2284-2304.

29. Tey, K. S., Mazar, A., Tomaino, G., Duckworth, A. L., & Ungar, L. H. (2024). People judge others more harshly after talking to
bots. PNAS Nexus, 3(9), page 397. https://doi.org/10.1093/pnasnexus/page 397

30.  VanEpps, E., Hart, E., & Schweitzer, M. (2024). Dual-promotion: Bragging better by promoting peers. Journal of Personality and
Social Psychology.

31. Weingarten, Evan, Amit Bhattacharjee, and Patti Williams (2024), So Bad It's Good: When Consumers Prefer the Bad Option,�
Journal of Consumer Psychology, 34 (4), 632-640.

32.Weingarten, Evan, and Jonah Berger (2024), "Discussing Proximal Pasts and Far Futures," Journal of Consumer Psychology, 34(1),
6-17.

33. Yildirim, P., Simonov, A., Petrova, M., & Perez-Truglia, R. (2024). Are political and charitable giving substitutes? Evidence from
the United States. Management Science. 

34. 'Yin, Siyuan and Marissa A. Sharif (2024), How and When Does a Used (vs. Unused) Account Affect Consumption Behavior?,�
Journal of Experimental Psychology: General, 153 (9), 939-956. 

Publications 
Cumulative List of Papers and Research Projects - 2024
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Published Articles continued
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Published Articles and Working Papers Historical Data 

Published Articles Working Papers



Goals looking forward....

1.   The WBL will host a Mini Conference
showcasing the work that researchers are
doing in the lab. We hope to make this an
annual event.

2.   Obtain new sources of external financial
support for the WBL.

3.   Development and implementation of
infrastructure software for quality control, 
participant characteristics database, and
accounting.

4.   Continue and increase IT and RA
support of eye-tracking equipment,
physiological equipment, and emotion
coding software.

5.   Broaden the scope of our seminar series
working closely with Wharton Computing’s
Research and Analytics team.

2024 Summary 
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34 Published Articles
90 Working Papers

77 Active Researchers 
54 Faculty, 23 Students

5 Academic Departments
Mktg, Mgmt, Oid, Bepp, Lgst

On Campus Studies
111 Sessions
11,634 completed surveys
59% increase in completed studies
from previous year.

Specialized Panels
1,684  studies
753,764 total participants

"WBL should stand for World's Best Lab. From its space
and equipment, to its staff and resources, I am extremely

grateful for this invaluable asset I have to conduct my
research."

MICHAEL PARKE,
ASSISTANT PROFESSOR, 

MANAGEMENT AND CHARLES W. EVANS
DISTINGUISHED FACULTY SCHOLAR


