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Abstract

In the current economic environment characterized by subdued potential growth and
anti-globalization rhetoric, the risk of protectionism, trade barriers, and food embargo
has risen. The emerging markets experience raise of nationalism which is reflected in
increasing preference for domestic brands and negative perceptions of global brands
(Lindner, 2016). Protectionist policies have been implemented by many countries
despite the fact that most observers agree that the world economy generally benefits
from free trade (Baggs, Brander, 2006). Obviously, such actions have impact on
marketing and branding strategies of firms hosted in emerging markets (Reagan, 2018).
However, the mechanisms underlying such impact are not well understood. We
attempt to answer these questions in two studies based on both subjective and
secondary data collected about food brands sold in an emerging economy (Russia) and
which are (un)affected by trade protectionism. Consequently, we will assess changes in
branding activities inspired by the protectionist actions.
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