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50. Mæhle, N., Iversen, N. and Hem, L.E. (2012). “Classification of the Factors Influencing Ethical 

Consumer Choice: The Framework”. Advances in Consumer Research, Vol. 40, 1117. 

51. Bravo, R., Hem, L.E. & Pina, J.M. (2012). From Online to Offline. Analysis of Feedback Effects in 

Brand Extensions and Alliances. International Journal of Electronic Commerce, Number 1, 

January 2012.  

https://www.igi-global.com/book/trends-business-services-commerce/76711
https://www.igi-global.com/book/trends-business-services-commerce/76711


 
52. Iversen, N. & Hem, L.E. (2011). Reciprocal Transfer Effects for Brand Extensions of Global or 

Local Origin: Evidence from Norway. International Marketing Review, Vol. 28, Number 4/5, pp. 
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