Sponsors

Research on National Brand & Private Label Marketing –
International Conference (5th edition)
CONFERENCE DATES AND VENUE: JULY 11th – 13th, 2018, BARCELONA, SPAIN
DEADLINE FOR PAPER SUBMISSION: January 20th, 2018
CONFERENCE CHAIRS: Francisco J. Martínez-López (University of Granada, Spain; Open University of
Catalonia, Barcelona, Spain), Juan Carlos Gázquez-Abad (University of Almería, Spain) and Alexander
Chernev (Northwestern University, IL, USA)
CONFERENCE REVIEW BOARD (ALPHABETICAL ORDER): Kusum L. Ailawadi, Tuck School of Business at
Dartmouth (USA); Nawel Amrouche, Long Island University (USA); Chris Baumann, Macquarie University
(Australia); José J. Beristain, University of the Basque Country (Spain); Enrique Bigné, University of Valencia
(Spain); James Brown, West Virginia University (USA); Cristina Calvo-Porral, University of La Coruña (Spain);
Ioannis E. Chaniotakis, University of the Aegean (Greece); Liwen (Brandon) Chen, City University of Hong
Kong (China); Alexander Chernev, Northwestern University (USA); Chan Choi, Rutgers Business School
(USA); Gérard Cliquet, Université de Rennes 1 (France); Giuseppe Colangelo, Catholic University of Milan
(Italy); Ronald W. Cotterill, University of Connecticut (USA); Barbara Deleersnyder, Tilburg University
(Netherlands); John Dawes, University of South Australia (Australia); Charles Gengler, City University of
New York (USA); Els Gijsbrechts, Tilburg University (Netherlands); J. Tomas Gomez-Arias, Saint Mary's
College of California (USA); Oscar González-Benito, University of Salamanca (Spain); Csilla Horváth,
Radboud University (The Netherlands); Marco Ieva, University of Parma (Italy); Eugene Jones, The Ohio
State University (USA); Robert Paul Jones, The University of Texas at Tyler (USA); Lien Lamey, Katholieke
Universiteit Leuven (Belgium); Elisa Martinelli, University of Modena and Reggio Emilia (Italy); Mercedes
Martos-Partal, University of Salamanca (Spain); Sebastián Molinillo Jiménez, University of Malaga, Spain;
Dirk Morschett, University of Fribourg (Switzerland); Martin Natter, Goethe University Frankfurt am Main
(Germany); Magdalena Nenycz-Thiel, University of South Australia (Australia); Nicoletta Occhiocupo,
Oxford Brookes University (UK); Michael Pepe, Siena College (USA); William P. Putsis, University of North
Carolina at Chapel Hill (USA); Natalia Rubio-Benito, Autonomous University of Madrid (Spain); Hanna
Schramm-Klein, University of Siegen (Germany); Fiona Scott Morton, Yale University (USA); Raj
Sethuraman, Southern Methodist University (USA); Randall Shannon, Mahidol University (Thailand); Ian
Clark Sinapuelas, San Francisco State University (USA); Jay I. Sinha, Temple University (USA); Yaron Timmor,
Arison School of Business (Israel); Rodolfo Vázquez-Casielles, University of Oviedo (Spain); Gianfranco
Walsh, Friedrich Schiller University of Jena (Germany); María Jesús Yagüe Guillén, Autonomous University
of Madrid (Spain); Jie Zhang, University of Maryland (USA); Cristina Ziliani, University of Parma (Italy); Pilar
Zorrilla, University of the Basque Country (Spain).
CONFERENCE SPONSORS: So far, this conference is sponsored by several institutions: Open University of
Catalonia; IRI Spain; the Spanish Association of Commercial Codification (AECOC), and EAE Business School.
CONFERENCE PUBLICATION: Conference papers will be published as a conference proceedings book
entitled “Advances in National Brand and Private Label Marketing. Fifth International Conference, 2018” by
the prestigious publisher Springer. Conference papers will also be accessible online through Springer’s
online platform, for quick and effective dissemination of the conference participant’s research work.

Call for Papers:
The concrete theme for this fifth edition is on a passionate and timely research theme
“Building Strong Brands in the Digital Age”
The internet has dramatically changed the ways in which consumers engage with brands, the role brands
play in people’s lives, and the value brands can create for companies and their customers. As an increasing
number of consumers are virtually always online with their smart phones, tablets, and computers,
companies are presented with unique opportunities to gain a better understanding of how these
customers think and design more effective and cost-efficient strategies to build and manage strong brands.
To stay relevant, companies must evolve with times and ensure that their brands are in tune with the
digital lifestyle of their customers.
Along with brand building opportunities come challenges. The availability of product-related information is
eroding the role of brands as a signal of product quality. Rather than relying on the brand image to infer
product performance, consumers can easily gain the relevant information from blog posts, customer
reviews, and online ratings. Product performance, rather than the company’s advertising, is becoming the
key factor in defining brand image. The increased importance of product performance not only deemphasizes the impact of the company’s brands and decreases customers’ willingness to pay a premium
for branded products, but it also levels the playfield between national brands and established mega-brands
on the one hand and private labels and newly launched niche brands on the other. In addition to the threat
of becoming less relevant, traditional brands are also facing the challenge stemming from the exponential
growth of the social media that has dramatically reduced the company’s ability to control the image of its
brands. Today’s customers effectively co-own the company’s brands by creating unique brand content,
developing brand narratives, and shaping brand meaning.
Another profound change in the ways companies position their brands involves a shift from focusing on
functional benefits of the company’s offerings to emphasizing the role of brands as a means of selfexpression. Lifestyle branding has become an increasingly common approach among managers, especially
in categories in which functional differences are hard to discern. A growing number of companies—from
consumer packaged goods companies, to car manufacturers, and technology companies—are adopting
lifestyle positioning as a way to break free of the cutthroat competition within a category by connecting
with consumers on a more personal level. This trend toward lifestyle branding is facilitated by Facebook,
YouTube, Twitter, and other social media platforms that help companies identify the touch points where
brands engage and influence their target customers. At the same time, social media platforms provide
unprecedented opportunities for consumers to assert their individuality by interacting with one another
without relying on lifestyle brands. The ubiquity of such nonbrand means of self-expression raises the
hurdle that lifestyle brands must overcome to stay relevant to their customers.
Despite the changes, one aspect of building brands in the digital age has remained constant: consumers
want offerings with a clear and relevant brand promise. The key function of brands as a means of creating
customer value above and beyond the value delivered by the company's products and services has not
changed. What has changed is the context in which brands create customer value, the means by which
they create value, and the specific tools that companies can use to design and manage their brands.
Understanding the impact of the digital transformation `is essential to the company’s ability to build strong
brands that create market value.
In keeping with its established objectives, the conference welcomes papers on topics related to any
retailing, private label and/or national brand issues, though this year we encourage submissions related to
the topic introduced above.
In order to submit a paper to the NB-PL 2018 conference you must register as an author at the conference
management system at Easychair; click here
All papers must be formatted according to the conference’s format guidelines and submitted through the
conference management system.

Important Dates:
·

Conference Paper Submission date: January 20th 2018

·

Authors Notification date: February 15th 2018

·

Accepted Papers camera-ready: March 20th 2018

·

Conference Dates: July 11th-13th, 2018

For further information and updates, please check the conference’s website: http://www.nbplmarketing.org
We really look forward to meeting you in Barcelona and having a great time, sharing ideas and experiences
in an amiable gathering.

The Organizing Committee

