
University of St. Thomas, Minnesota
UST Research Online

Marketing Faculty Publications Marketing

2011

No harm done? Culture-based branding and its
impact on consumer vulnerability: A research
agenda
Amanda J. Broderick
Newcastle University

Catherine Demangeot
Aston University

Eva Kipnis
Coventry University

Miguel Angel Zúñiga
Morgan State University

Abhijit Roy
The University of Scranton

See next page for additional authors

Follow this and additional works at: http://ir.stthomas.edu/ocbmktgpub

Part of the Marketing Commons

This Article is brought to you for free and open access by the Marketing at UST Research Online. It has been accepted for inclusion in Marketing
Faculty Publications by an authorized administrator of UST Research Online. For more information, please contact libroadmin@stthomas.edu.

Recommended Citation
Broderick, Amanda J.; Demangeot, Catherine; Kipnis, Eva; Zúñiga, Miguel Angel; Roy, Abhijit; Pullig, Chris; Mueller, Rene Dentiste;
Mandiberg, James M.; Johnson, Guillaume D.; Henderson, Geraldine Rosa; Ferguson, Nakeisha S.; and Adkins, Natalie Ross, "No
harm done? Culture-based branding and its impact on consumer vulnerability: A research agenda" (2011). Marketing Faculty
Publications. 49.
http://ir.stthomas.edu/ocbmktgpub/49

http://ir.stthomas.edu?utm_source=ir.stthomas.edu%2Focbmktgpub%2F49&utm_medium=PDF&utm_campaign=PDFCoverPages
http://ir.stthomas.edu/ocbmktgpub?utm_source=ir.stthomas.edu%2Focbmktgpub%2F49&utm_medium=PDF&utm_campaign=PDFCoverPages
http://ir.stthomas.edu/ocbmktg?utm_source=ir.stthomas.edu%2Focbmktgpub%2F49&utm_medium=PDF&utm_campaign=PDFCoverPages
http://ir.stthomas.edu/ocbmktgpub?utm_source=ir.stthomas.edu%2Focbmktgpub%2F49&utm_medium=PDF&utm_campaign=PDFCoverPages
https://network.bepress.com/hgg/discipline/638?utm_source=ir.stthomas.edu%2Focbmktgpub%2F49&utm_medium=PDF&utm_campaign=PDFCoverPages
http://ir.stthomas.edu/ocbmktgpub/49?utm_source=ir.stthomas.edu%2Focbmktgpub%2F49&utm_medium=PDF&utm_campaign=PDFCoverPages
mailto:libroadmin@stthomas.edu


Author
Amanda J. Broderick, Catherine Demangeot, Eva Kipnis, Miguel Angel Zúñiga, Abhijit Roy, Chris Pullig,
Rene Dentiste Mueller, James M. Mandiberg, Guillaume D. Johnson, Geraldine Rosa Henderson, Nakeisha S.
Ferguson, and Natalie Ross Adkins

This article is available at UST Research Online: http://ir.stthomas.edu/ocbmktgpub/49

http://ir.stthomas.edu/ocbmktgpub/49?utm_source=ir.stthomas.edu%2Focbmktgpub%2F49&utm_medium=PDF&utm_campaign=PDFCoverPages





















	University of St. Thomas, Minnesota
	UST Research Online
	2011

	No harm done? Culture-based branding and its impact on consumer vulnerability: A research agenda
	Amanda J. Broderick
	Catherine Demangeot
	Eva Kipnis
	Miguel Angel Zúñiga
	Abhijit Roy
	See next page for additional authors
	Recommended Citation
	Author


	tmp.1496329654.pdf.iJmzc

