
Reinterpreting Latino culture in the commodity form: the case of alcohol
advertising in the Mexican American community
Alaniz ML, Wilkes C.
Hispanic journal of behavioral sciences
1995; 17(4):430-451
 
ARTICLE IDENTIFIERS
DOI: 10.1177/07399863950174002
PMID: unavailable
PMCID: not available
 
JOURNAL IDENTIFIERS
LCCN: not available
pISSN: 0739-9863
eISSN: 1552-6364
OCLC ID: not available
CONS ID: not available
US National Library of Medicine ID: not available
 
This article was identified from a query of the SafetyLit database.

Powered by TCPDF (www.tcpdf.org)

http://www.tcpdf.org

