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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. 
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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. 
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