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EMPLOYMENT

Assistant Professor of Marketing
Richard A. Chaifetz School of Business, Saint Louis University, July 2016 — present.

Assistant Professor of Marketing
Sam M. Walton College of Business, University of Arkansas, June 2011 — June 2016.

EDUCATION

Doctorate of Philosophy in Marketing, May 2011
Kelley School of Business, Indiana University, Bloomington, Indiana
Minor emphasis: Psychology

Master of Science in Marketing, May 2006
Warrington College of Business Administration, University of Florida, Gainesville, Florida

Bachelor of Science in Business Administration, May 2003
Warrington College of Business Administration, University of Florida, Gainesville, Florida
Major: Marketing

RESEARCH INTERESTS

Private label branding, prosocial behavior, celebrity advertising, and fluency.

PUBLICATIONS

Kelting, Katie, Christopher Berry, and Femke van Horen. (2019). The Presence of Copycat Private
Labels in a Product Set Increases Consumers’ Choice Ease When Shopping with an Abstract
Mindset, Journal of Business Research, 99, 264-274.
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Kelting, Katie, Stefanie Robinson, and Richard J. Lutz. (2019). Would You Like to Round Up and
Donate the Difference? Roundup Request Reduce the Perceived Pain of Donating. Journal of
Consumer Psychology, 29(1), 70-78.

Kelting, Katie, Adam Duhachek, and Kim Whitler. (2017). Can Copycat Private Labels Improve
The Consumer’s Shopping Experience? A Fluency Explanation. Journal of the Academy of Marketing
Science, 45(4), 569-585.

Kelting, Katie and Dan H. Rice. (2013). Should We Hire David Beckham to Endorse Our Brand?
Contextual Interference and Consumer Memory for Brands in a Celebrity’s Endorsement
Portfolio. Psychology and Marketing, 30(7), 602-613.

Rice, Dan H., Katie Kelting, and Richard J. Lutz. (2012). Multiple Endorsers and Multiple
Endorsements: The Influence of Message Repetition, Source Congruence and Involvement on
Brand Attitudes. Journal of Consumer Psychology, 22(2), 249-259.

Duhachek, Adam and Katie Kelting. (2009). Coping Repertoire: Integrating a New
Conceptualization of Coping with Transactional Theory. Journal of Consumer Psychology, 19(3), 473


https://link.springer.com/article/10.1007/s11747-017-0520-2
https://link.springer.com/article/10.1007/s11747-017-0520-2
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“Can Social Responsibility Backfire? The Role of Intentions in Times of Corporate Crisis,” with
Adam Duhachek (Indiana University) and Durairaj Maheswaran (New York University), presented
at the 2012 Association for Consumer Research Conference, Vancouver, British Columbia,
Canada.

“Imitation by Private Label Brands: A Processing Fluency Perspective” with Adam Duhachek
(Indiana University), presented at the 120th (2012) Annual Convention of the American
Psychological Association Conference, Orlando, Florida.

“Can Social Responsibility Backfire? The Role of Intentions in Times of Corporate Crisis,” with
Adam Duhachek (Indiana University) and Durairaj Maheswaran (New York University), presented
at the 2012 Society for Consumer Psychology Winter Conference, Las Vegas, Nevada.

“Imitation by Private Label Brands: A Processing Fluency Perspective” with Adam Duhachek
(Indiana University), presented at the 2011 Association for Consumer Research conference, Saint
Louis, Missouri.

“The Effect of Sensual vs. Disease Prevention Positioning and Contextual Setting on Condom
Purchasing” with Gerald Gorn (The Hong Kong Polytechnic University), Adam Duhachek
(Indiana University), Darren W. Dahl (University of British Columbia), Charles B. Weinberg
(University of British Columbia), presented at the 2011 AIDSImpact Conference, Santa Fe, New
Mexico.

“Should We Hire David Beckham to Endorse Our Brand? Contextual Interference and Consumer
Memory for Celebrity Advertising,” with Dan Rice (Louisiana State University), presented at the
2010 Society for Consumer Psychology Winter Conference, St. Pete Beach, Florida.

“Rational versus Emotional Ad Appeals: The Moderating Roles of Expertise and Product Type,”
with Adam Duhachek (Indiana University),
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Recipient of a Faculty Global Research Grant. (2014). Funded by the Walton College Global
Engagement Office, University of Arkansas.

HONORS & AWARDS

Women in the Marketing Academy Fellow (2016).
AMA/Sheth Foundation Doctoral Consortium Fellow, Texas Christian University (2010).
Haring Symposium Fellow (Presenter), Indiana University (2009).
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