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Current employment
Professor of Marketing, European University Viadrina, Frankfurt (Oder), Germany

Education

PhD in Management Science, Department of Marketing, Solvay Brussels School of Economics and
Management, Université Libre de Bruxelles, Brussels, Belgium, 2008-2011.
Thesis: Essays on Consumer Perceived Ethicality of Companies and Brands.

DEA (Diplomé d’études approfondies en sciences de gestion; postgraduate degree in Advanced Studies in
Management Science), Solvay Business School, Université Libre de Bruxelles, Brussels, Belgium, 2006—-2007.
Thesis: Corporate Ethics—A Consumer Perspective and Research Agenda for Marketing.

MBA (High Honours) in Marketing and Corporate Strategy, Solvay Business School, Université Libre de
Bruxelles, Brussels, Belgium, 2001-2002.

Diploma in Marketing and Communication Studies — “Marketing/Kommunikationswirt (IMK),” Privates
Institut fiir Marketing und Kommunikation, Berlin, Germany, 1999-2001.

Past employment

Post-doctoral researcher, Center for Market Communications, European University Viadrina, Frankfurt
(Oder), Germany, 2015-2019

Postdoctoral Research Fellow (Marie Curie), ESMT European School of Management and Technology, Berlin,
Germany, 2012-2014

Research Fellow (Chercheuse Mini-Arc), Department of Marketing, Brussels School of Economics and
Management, Université Libre de Bruxelles, Brussels, Belgium, 2008-2012

Research Visitor, Department of Marketing, Cass Business School, City University London, London, UK,
October-November 2010

Manager, Client Consulting (Europe, Africa and Middle East), BASES - A Nielsen Company (Marketing
research consultancy and leading provider of pre-market consumer insights for the consumer packaged
goods industry), Brussels, Belgium, 2002—2006.

Central London Revenue and Reservations Manager, Starwood Hotels and Resorts Worldwide, Inc., London,
UK, 1995-1999

Honors, awards and third party funding

Third party research funding by the German research council (DFG) for the 2-year multi-method research
project “(How and why) do consumers adjust their ethical consumption practices in times of inflation?”
Total funding of 228.885 Euros, 2025-2027.
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Third party research funding by the German research council (DFG) for the 2-year research project “Digital
Advertising Effectiveness: A Meta-Analysis.” with Farid Tarrahi and Martin Eisend.
Total funding of 167,904 Euros, 2024-2026.

Nicosia Award for Best Competitive Paper of the 51st Annual North American Conference of the Association
for Consumer Research, Seattle, October 2023 ("Value-creating processes of past-themed marketing and
consumption" with C. Dam and B.J. Hartmann).

Article “Exploring origins of ethical company/brand perceptions - A consumer perspective of corporate
ethics” ranked among the top 40 most cited articles of the Journal of Business Research published during
the past 5 years (google scholar rankings — h5 index) in 2015.

Marie Curie post-doctoral research fellowship by the ERC, funded by the Seventh Framework Programme:
Marie Curie Actions, Support for training and career development of researcher, Intra-European
Fellowships (IEF) Call: FP7-PEOPLE-IEF-2011 (2012-2014).

Full-time doctoral research scholarship (Mini-Arc), French speaking community of Belgium, Brussels,
Belgium, 2008-2012.

Top 20 of papers awarded based on doctoral research, 39th EMAC Conference “The Six Senses — The
Essentials of Marketing,” Copenhagen, Denmark, June 2010.

Best thesis, DEA (Diplomé d’études approfondies en sciences de gestion), Solvay Business School, Université
Libre de Bruxelles, Brussels, Belgium, 2006—2007.

PUBLICATIONS

Peer-reviewed international journal publications

Dam, C., Hartmann, B. J., & Brunk, K. H. (2024). Marketing the past: a literature review and future
directions for researching retro, heritage, nostalgia, and vintage. Journal of Marketing Management, 40
(9-10), 795-819.

Brunk, K.H., Campana, M., Dalmoro, M., Ferreira, M.C., Figueiredo, B., Scaraboto, D., Sibai, O., Smith, A.N.,
and Belkhir, M. and Brouard, M., (2024), To Rest or Not to Rest? Consumer Tensions in the Achievement
Society, Advances in Consumer Research, Vol. 52, Association for Consumer Research, Duluth, MN
(forthcoming).

Dam, C., Hartmann, B.J., and Brunk, K.H. (2023)*, Value-creating processes of past-themed marketing and
consumption, Advances in Consumer Research, Vol. 51: 39-43, eds. L. Nguyen Chaplin, P. Raghubir, and
K. Wilcox, Association for Consumer Research, Duluth, MN.

Brouard, M., Brunk, K.H., Campana, M., Dalmoro, M., Ferreira, M.C., Figueiredo, B., Scaraboto, D., Sibai,
0., Smith, A.N., and Belkhir, M. (2023). ‘Upload Your Impact’: Can Digital Enclaves Enable Participation in
Racialized Markets?. Journal of Public Policy and Marketing, 42(1), 56-73.

Sibai, O., Brunk, K.H., Ferreira, M.C., Belkhir, M., Brouard, M., Campana, M., Dalmoro, M., Figueiredo,

B., Scaraboto, D., and Smith, A.N. (2022), Market-centric pathways for racial inclusion: the case of
#MyBlackReceipt, Advances in Consumer Research, Vol. 50: 49-54, eds. H. Chen, G. Eckhardt, R.
Hamilton, Association for Consumer Research, Duluth, MN.

Dalgap, I., Brunk, K.H. and Hartmann, B.J. (2020). The Aestheticization of Past-Themed Consumption.

Advances in Consumer Research, Vol. 48: 509-511, eds. J. Argo, T.M. Lowrey, and H.J. Schau, Association
for Consumer Research, Duluth, MN.

Brunk, K.H. and DeBoer, C. (2020). How do Consumers Reconcile Positive and Negative CSR-Related
Information to Form an Ethical Brand Perception? A Mixed Method Inquiry. Journal of Business Ethics,
161(2), 443-458.

Hartmann, B.J. and Brunk, K.H. (2019). Nostalgia Marketing and (Re)enchantment. International Journal
of Research in Marketing, 36(4), 669-686.
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Belkhir, M., Brouard, M., Brunk, K.H., Dalmoro, M., Dinnin Huff, A., Ferreira, M.C., Figueiredo, B.,
Scaraboto, D., Sibai, 0., and Smith, A. (2019). Isolation in Globalizing Academic Fields: A Collaborative
Autoethnography of Early Career Researchers. Academy of Management Learning & Education, 18(2),
261-285.

Hartmann, B.J., Brunk, K.H. and Giesler, M. (2018). The Production and Consumption of Retro Brands
Beyond Meaning Revival. Advances in Consumer Research, Vol. 46: 402-405, eds A. Gershoff, R. Kozinets
and T. White, Association for Consumer Research, Duluth, MN.

Brunk, K.H., Giesler, M., and Hartmann, B.J. (2018). Creating a Consumable Past: How Memory Making
Shapes Marketization. Journal of Consumer Research, 44(6), 1325-1342.

Herz, M.F. and Brunk, K.H. (2017). Conceptual Advances in Consumers’ Semantic and Episodic Brand
Memories: A mixed methods exploration. Psychology & Marketing, 34(1): 70-91.

Brunk, K.H., Hartmann, B.J., and Veresiu, E. (2016). The Politicization of Markets: Exploring the Interplay
Between Politics and Markets. Advances in Consumer Research, Vol. 44: 257-263, eds P. Moreau and S.
Puntoni, Association for Consumer Research, Duluth, MN.

Brunk, K.H. and De Boer, C. (2015). Ethical brand perception formation when information is inconsistent
— An impression formation perspective. Advances in Consumer Research, Vol. 43: 319-323, eds K. Diehl
and C. Yoon, Association for Consumer Research, Duluth, MN.

Hartmann, B.J. and Brunk, K.H. (2015). Negotiating the Merger of Contrasting Consumer Cultures:
Ideological Myth and Identity. Advances in Consumer Research, Vol. 43: 358-363, eds K. Diehl and C.
Yoon, Association for Consumer Research, Duluth, MN.

Brunk, K.H. and Hartmann B.J. (2014). Zooming In While Zooming Out: How a consumption context
animates a macrofocus investigation and stimulates new opportunities for theoretical insights.
Advances in Consumer Research, Vol. 42: 255-259, eds J. Cotte and S. Wood, Association for Consumer
Research, Duluth, MN.

Brunk, K.H., Veresiu, E. and Visconti, L. (2013). Expanding the Theoretical Boundaries of Consumer
Acculturation: Investigating the Role of Institutional Forces and Nostalgic Consumption. Advances in
Consumer Research, Vol. 41: 94-99, eds S. Botti and A. Labroo, Association for Consumer Research,
Duluth, MN.

Brunk, K.H. (2012). Un/ethical company and brands perceptions: Conceptualising and operationalising
consumer meanings. Journal of Business Ethics 111(4): 551-565.

Brunk, K.H., and Bluemelhuber C. (2011). One strike and you’re out: Qualitative insights into the
formation of consumers’ ethical company or brand perceptions. Journal of Business Research 64(2):
134-141.

Brunk, K.H. (2010). Exploring origins of ethical company/brand perceptions: Reply to Shea and Cohn’s
commentaries. Journal of Business Research 63(12): 1364-1367.

Brunk, K.H. (2010) **. Exploring origins of ethical company/brand perceptions - A consumer perspective
of corporate ethics. Journal of Business Research 63(3): 255—-262.

Brunk, K.H. (2010). Reputation building: Beyond our control? Inferences in consumers’ ethical
perception formation. Journal of Consumer Behaviour 9(4): 275-292.

Brunk, K.H. (2010). Ethical reputation: Fact or Fiction? Marketing Theory and Applications, Vol. 21, eds
M.K. Brady and M.D. Hartline, American Marketing Association, Chicago, IL.

Brunk, K.H., and Bluemelhuber C. (2009). The impact of un/ethical corporate conduct on consumers’
ethical perceptions: A multidimensional framework. Advances in Consumer Research, Vol. 37: 368-373,
eds M.C. Campbell, J. Inman and R. Pieters, Association for Consumer Research, Duluth, MN.

*Winner of the Franco Nicosia Best Competitive Paper Award.
**Article ranked among the top 40 most cited articles of the Journal of Business Research published
during the past 5 years (google scholar rankings — h5 index)
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Other international publications

Dam, C., Hartmann, B.J., and Brunk, K.H. (2024). Nostalgic Consumption. In: Gollnhofer, J. and Hofstetter, R.
(eds.), Encyclopedia of Consumer Behavior, 227-230, Edward Elgar Publishing.

Brunk, K.H. and Oberseder, M. (2017). Shedding Light on the Ethical Consumer Debate: Evidence from a
Quialitative Investigation of Body Shop Consumers. In: Colin L. Campbell (ed.) The Customer is NOT Always
Right? Marketing Orientations in a Dynamic Business World, Springer: 292-300.

Brunk, K.H. (2016). Towards a Better Understanding of the Ethical Brand and its Management. In: Dall'Olmo
Riley, F., Singh, J., and Blankson, C. (eds.), The Routledge Companion to Brand Management. Routledge,
London: 280-293.

Brunk, K.H. (2013), Consumer Perceived Ethicality of a Brand/Company (CPE), PsychTESTS (repository for
psychological measurement scales), American Psychological Association (APA), DOI 10.1037/t15261-000.

Brunk, K.H. (2009). De ce avem o imagine proasta? O perspectiva a consumatorului asupra
comportamentului lipsit de etica al corporatiilor. Revista Romana de Marketing, anul IV, 3: 73-93. Number
one marketing journal in Romania. Invited publication.

RESEARCH IN THE NEWS AND PUBLIC OUTLETS

Research featured in popular media, academic and corporate blogs

Vita Cola: Identity-led cola for East Germans. Gouri Sharma, case study for Canvas8, published 9th of
October 2023. https://www.canvas8.com

Juneteenth and Emancipation Day: How the ‘Buy Black’ movement is addressing economic inequality. The
Conversation, 15th of June 2023. https://theconversation.com/juneteenth-and-emancipation-day-how-the-
buy-black-movement-is-addressing-economic-inequality-206829

Sa kan marknadsférare anvanda nostalgi for att fértrolla. Resumé (Swedish news outlet), published 14
September 2022. https://www.resume.se/insikt/resume-insikt/sa-kan-marknadsforare-anvanda-nostalgi-

for-att-fortrolla/

Academics: The Epidemic of Loneliness, Video featuring the work with co-author Olivier Sibai for Birkbeck
University’s 5 min Series 2, Episode 6, published 28™ of April 2021.
https://www.youtube.com/watch?v=clZrhRdP59k

Corona. Tilbage til fortidens fremtid. Erhverv Fyn (Danish newspaper), p.22., published 1% of October 2020.
https://www.sdu.dk/-

/media/files/om sdu/fakulteterne/samfundsvidenskab/samf kommunikation/kronikker/kronikker 2020/kr
onik-dannie-kjelgaard.pdf

How coronavirus made us nostalgic for a past that held the promise of a future. The Conversation, published
14" of July 2020. https://theconversation.com/how-coronavirus-made-us-nostalgic-for-a-past-that-held-the-
promise-of-a-future-140651

Scent-sational Otherland Candles Are our Latest Obsession. Eonline, published 30" of January 2020.
https://www.eonline.com/uk/news/1117586/scent-sational-otherland-candles-are-our-latest-obsession

Eine Frage des bleibenden Eindrucks — Wie semantische und episodische Markenerinnerungen das
Konsumentenverhalten beeinflussen. KleinundPlécking, published as White Paper July 2019.
http://www.kleinundplaecking.com/home/index.php/eine-frage-des-bleibenden-eindrucks-whitepaper/

Memory Making and the Marketization of Socialism in East Germany. Third Generation Ost, published 11t of
July 2019. http://thirdgenerationost.com/memory-making-and-the-marketization-of-socialism-in-east-

germany/

Isolation of early career researchers. Video featuring the work with co-author Olivier Sibai for the Academy of
Management Learning and Education, published 17" of April 2019. https://youtu.be/I-KR7G3ywuk
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There is a hidden epidemic in academia, World Economic Forum, Feb 2019.
https://www.weforum.org/agenda/2019/02/overworked-and-isolated-the-rising-epidemic-of-loneliness-in-

academia/

Academics affected by loneliness epidemic, radio interview with co-author Bernardo Figueiredo, 2ser Radio
Station (Australia), 4" of February 2019.
https://2ser.com/academics-affected-by-loneliness-epidemic/

Overworked and isolated: the rising epidemic of loneliness in academia, The Conversation, 29" of January
2019.https://theconversation.com/overworked-and-isolated-the-rising-epidemic-of-loneliness-in-academia-
110009

Ostalgie als konsumierbare Vergangenheit (Ostalgie as consumable past), radio interview, Kulturradio (RBB)
am Vormittag, 30th of January 2018, Berlin, Germany.

The nostalgia for Socialism in the Age of Consumerism, The Conversation, 24" of May 2018.
https://theconversation.com/the-nostalgia-for-socialism-in-the-age-of-consumerism-96872

Beyond nostalgia: understanding socialism markets, Oxford University Press Feature Blog, 3™ of July 2018.
https://blog.oup.com/2018/07/beyond-nostalgia-understanding-socialism-markets/

CONFERENCES

International peer-reviewed conference presentations

Tarrahi, F., Eisend, M. and Brunk, K.H. (2025), Digital Advertising Effectiveness: A Meta-Analysis. In
Proceedings of the 23rd International Conference on Research in Advertising (ICORIA), Rotterdam,
Netherlands, forthcoming June 2025.

Tarrahi, F., Eisend, M. and Brunk, K.H. (2025), Digital Advertising Effectiveness: A Meta-Analysis. In
Proceedings of the 2025 American Academy of Advertising (AAA) Conference, Pittsburgh, USA, March 2025.

Tarrahi, F., Eisend, M. and Brunk, K.H. (2025), Digital Advertising Effectiveness: A Meta-Analysis. In
Proceedings of the 2025 AMA Winter Marketing Educators’ Conference, Phoenix, USA, February 2025.

Brunk, K.H., Campana, M., Dalmoro, M., Ferreira, M.C., Figueiredo, B., Scaraboto, D., Sibai, O., Smith, A.N.,
and Belkhir, M. and Brouard, M. (2025), Consumer Tensions & Struggles to Rest as Threats to Wellbeing: A
Collaborative Ethnographic Study of Rest in the Achievement Society. In Proceedings of the 2025 AMA Winter
Marketing Educators’ Conference, Phoenix, USA, February 2025.

Brunk, K.H., Campana, M., Dalmoro, M., Ferreira, M.C., Figueiredo, B., Scaraboto, D., Sibai, O., Smith, A.N.,
and Belkhir, M. and Brouard, M., (2024), To Rest or Not to Rest? Consumer Tensions in the Achievement
Society. In Proceedings of the 2024 Annual North American Conference of the Association for Consumer
Research (ACR), Paris, France, September 2024.

Dam, C., Hartmann, B.J., and Brunk, K.H. (2023)*, Value-creating processes of past-themed marketing and
consumption. In Proceedings of the 2023 Annual North American Conference of the Association for Consumer
Research (ACR), Seattle, USA, October 2023.

Sibai, 0., Brunk, K.H., Ferreira, M.C., Belkhir, M., Brouard, M., Campana, M., Dalmoro, M., Figueiredo, B.,
Scaraboto, D., and Smith, A.N. (2022), Market-centric pathways for racial inclusion: the case of
#MyBlackReceipt. In Proceedings of the 2022 Annual North American Conference of the Association for
Consumer Research (ACR), Denver, USA, October 2022.

Dam, C., Brunk, K.H., Hartmann, B.J. (2022). The (Authentic?) Past in Marketing: A Conceptual Review and
Future Research Agenda. In Proceedings of the 51° EMAC Annual Conference, Budapest, Hungary, May 2022.

Belkhir, M., Brouard, M., Brunk, K.H., Campano, M., Dalmoro, M., Ferreira, M.C., Figueiredo, B., Scaraboto,
D., Sibai, O., and Smith, A. (2021). Three Frameworks to Combat Racial Exclusion in the Marketplace.
Presented at the 2021 Annual ANZMAC Conference, Melbourne, Australia, December 2021.
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Belkhir, M., Brouard, M., Brunk, K.H., Campano, M., Dalmoro, M., Ferreira, M.C., Figueiredo, B., Scaraboto,
D., Sibai, O., and Smith, A. (2021). Frameworks for understanding strategies to combat racial exclusion in the
marketplace. Presented at the JACR Boutique Conference on Racism and Discrimination in the Marketplace,
online, June 2021.

Belkhir, M., Brouard, M., Brunk, K.H., Campano, M., Dalmoro, M., Ferreira, M.C., Figueiredo, B., Scaraboto,
D., Sibai, O., and Smith, A. (2021). From survival to upheaval: Market-centric pathways to fight
racial exclusion. Presented at the AMA Marketing and Public Policy Conference (MPPC), online, June, 2021.

Belkhir, M., Brouard, M., Brunk, K.H., Campano, M., Dalmoro, M., Ferreira, M.C., Figueiredo, B., Scaraboto,
D., Sibai, 0., and Smith, A. (2021). #Myblackreceipt: Marketplace exclusion and orders of worth. In
Proceedings of the AMA Winter Marketing Educators’ Conference. Vol. 32, online, February 2021

Dalgap, I., Brunk, K.H. and Hartmann, B.J. (2020). The Aestheticization of Past-Themed Consumption. In
Proceedings of the 2020 Annual North American Conference of the Association for Consumer Research (ACR),
Paris, France (online).

Koéhler, T., Billsberry, J., Brunk, K.H. et al. (2019). Academic Careers in Management: How do We Get to
Where the Grass Is Greener? (Symposium). In Proceedings of the Academy of Management (AoM) Annual
Meeting. Boston, USA, August 2019.

Olf A.-L. and Brunk, K.H. (2019). Are Cheaper Products Considered Less Ethical by Consumers? Exploring the
Role of Price as an Inferential Cue of Ethicality. Proceedings of the 48" European Marketing Academy
Conference (EMAC), 8498, Hamburg, Germany, May 2019.

Giesler, M., Brunk K.H., Hartmann, B. (2019). Cultural Retro Branding Strategies in the German Ostalgie
Market. In Proceedings of the AMA Winter Marketing Educators’ Conference. Austin, USA, February 2019.

Hartmann, B.J., Brunk, K.H. and Giesler, M. (2018). The Production and Consumption of Retro Brands Beyond
Meaning Revival. In Proceedings of the 2018 Annual North American Conference of the Association for
Consumer Research (ACR). Dallas, USA, October 2018.

Belkhir, M., Brouard, M., Brunk, K.H., Campano, M., Dalmoro, M., Dinnin Huff, A., Ferreira, M.C., Figueiredo,
B., Scaraboto, D., Sibai, O., and Smith, A. (2017). Isolation in Emerging Fields: The Case of Entrant Actors in
an Emerging Academic Field. Presented at the 12th Annual Consumer Culture Theory Conference, Anaheim,
CA, USA, July 2017.

Brunk K.H., Hartmann, B., and Giesler, M. (2017). Brand retrofication: How old brands disrupt new markets.
In Proceedings of the AMA Winter Marketing Educators’ Conference. Orlando, USA, February 2017.

Hartmann, B.J., Brunk, K.H., and Giesler, M. (2016). Brand Retrofication: How East German Consumers
Animate a Retro Brand Market to Create a Revisionist Eastern Consumption Culture. In Proceedings of the
2016 Annual North American Conference of the Association for Consumer Research (ACR). Berlin, Germany,
October 2016.

Belkhir, M., Brouard, M., Brunk, K.H., Campano, M., Dalmoro, M., Dinnin Huff, A., Ferreira, M.C., Figueiredo,
B., Scaraboto, D., Sibai, O., and Smith, A. (2016). From the Fish Tank to the Open Ocean: Navigating the
Institutional Field of CCT. Roundtable presented at the 11th Annual Consumer Culture Theory Conference,
Lille, France, July 2016.

Giesler, M., Brunk K.H., and Hartmann, B. (2016). Nostalgic Consumption as Ideological Translation.
Presented at the Brands and Brand Relationship Conference, Toronto, Canada, May 2016.

Brunk, K.H. and De Boer, C. (2015). Ethical brand perception formation when information is inconsistent —
An impression formation perspective. In Proceedings of the 2015 Annual North American Conference of the
Association for Consumer Research (ACR), New Orleans, USA, October 2015.

Hartmann, B.J. and Brunk, K.H. (2015). Negotiating the Merger of Contrasting Consumer Cultures:
Ideological Myth and Identity. In Proceedings of the 2015 Annual North American Conference of the
Association for Consumer Research (ACR), New Orleans, USA, October 2015.

Brunk, K.H. and Hartmann B.J. (2014). Zooming In While Zooming Out: How a consumption context animates
a macrofocus investigation and stimulates new opportunities for theoretical insights. In Proceedings of the
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2014 Annual North American Conference of the Association for Consumer Research (ACR), Baltimore, USA,
October 2014.

Hartmann B.J. and Brunk K.H. (2014). Reconstructing the 'East’ in the 'West': Exploring Nostalgic Re-
enchantment Tactics following Germany's Re-unification as a Case of Institutional Rationalisation. Presented
at the 9th Annual Consumer Culture Theory Conference, Helsinki, Finland, June 2014.

Brunk K.H. and de Boer C. (2014). Is Good + Bad = Neutral? How consumers integrate information to form
ethical brand perceptions. In Proceedings of the 43 EMAC Annual Conference. Valencia, Spain, June 2014.

Brunk K.H. and Hartmann, B. (2013). Locals as Migrants in German Unification and Acculturation: How
Nostalgia Enchants the Former East. In Proceedings of the 2013 Annual North American Conference of the
Association for Consumer Research (ACR). Chicago, OH, USA, October 2013.

Brunk K.H. (2013). A second look at the ethical product — A conceptual extension of the ethical product
matrix. In Proceedings of the 42" EMAC Annual Conference. Istanbul, Turkey, June 2013.

Brunk K.H. (2012). What is ‘ethical’? Conceptualizing consumer meanings. In Proceedings of the 415 EMAC
Annual Conference. Lisbon, Portugal, May 2012.

Brunk K.H. and Oeberseder, M. (2011). Shedding Light on the Ethical Consumer Debate: Evidence from a
Qualitative Investigation of Body Shop Consumers. In Proceedings of the 2011 AMS World Marketing
Conference (Academy of Marketing Science). Reims, France, July 2011.

Brunk K.H. (2010)**. Consumer Perceived Ethicality: An Impression Formation Perspective. In Proceedings of
the 39" EMIAC Annual Conference. Copenhagen, Denmark, June 2010.

Brunk K.H. (2010). Ethical reputation: Fact or Fiction? A qualitative consumer exploration. In Proceedings of
the AMA Winter Marketing Educators’ Conference. New Orleans, USA, February 2010.

Brunk K.H. and Bluemelhuber, C. (2009). The impact of un/ethical corporate conduct on consumers’ ethical
perceptions — A multidimensional framework. In Proceedings of the 2009 North American Conference of the
Association for Consumer Research (ACR). Pittsburgh, USA, October 2009.

Brunk K.H. (2009). Why do we look bad? — A Consumer Perspective of un/ethical Corporate Behaviour. In
Proceedings of the 38" EMAC Annual Conference. Nantes, France, May 20009.

Brunk K.H. (2008). Inferences in Consumers’ Ethical Perception Formation. In Proceedings of the 37" EMAC
(European Marketing Academy) Annual Conference, Brighton, UK, May 2008.

* Best paper award
** Awarded top 20 of papers based on doctoral research by the European Marketing Academy.
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REFEREE

Conference Track Chair:
2023 Consumer Culture Theory Conference, Lund, Sweden.
Track chair poster session

Ad-hoc academic journal reviewer for:
Journal of Consumer Research
Journal of Business Research
Journal of Business Ethics
Journal of Consumer Behaviour

Reviewer for the annual conferences of the:
Association for Consumer Research
Consumer Culture Theory
European Marketing Academy
Academy of Marketing Science
American Marketing Association



