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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 
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(University of British Columbia), presented at the 2011 AIDSImpact Conference, Santa Fe, New 
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Memory for Celebrity Advertising,” with Dan Rice (Louisiana State University), presented at the 
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with Adam Duhachek (Indiana University), 
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