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Letter from the Conference Organizer 

 

January 30, 2015 

 

Dear Colleagues, 

It is a great pleasure to welcome you to the Influence and Resistance to Influence Conference.  We 

offer special and heartfelt thanks to CERAG and its Director, Professor Radu BURLACU, for their 

gracious and generous support of this conference, and the freedom to organize it as I saw fit. A 

special thanks to IAE Grenoble (Grenoble Alpes University) and its Director, Professor Christian 

DEFELIX, for the invitation of Professor Darren DAHL. And with the biggest and deepest thanks 

to Cyrielle VELLERA for her initial linking with Darren. 

Social influence has been shown to play an important role in marketing, particularly in the 

consumption process. Interactive social influence and noninteractive social influence have 

effects on consumers. But, our understanding of influence conditions, influence process and risks 

of resistance towards influence in a consumption context is still limited and there remains much 

to be learned. 

The goal of this conference is to advance knowledge about influence, by disseminating new 

research, sharing best practices, and encouraging the evolution of new research ideas and 

themes.  I have assembled, around the very famous speaker Darren W. DAHL who is a 

global leader in the study of consumer behaviour, a group of high quality international 

researchers with interesting and innovative insights on influence and resistance to influence: 

Dominique ROUX (Paris Sud University, Saclay, France); Mario PANDALAERE (Ghent 

University, Belgium); Emanuela PANDRELLI and Paola CILLO (Bocconi University, Milan, 

Italy).  I also have the pleasure of featuring one distinguished practitioner keynote speaker in the 

program: Pierre GOMY, Deputy Managing Director, Millward Brown France. Through this 

diverse program, I hope to not only help participants advance their knowledge on influence and 

resistance to influence, but also to inspire the social influence sub-discipline through 

relationships and dialogue with distinguished scholars and practitioners across disciplinary 

boundaries.  

As we meet to discuss new ideas in social influence, I would like to thank everyone for traveling 

so far and working so hard to contribute to this event. I hope that you enjoy the Conference. 

Special thanks also to Florence Alberti, Camille Servoz-Gavin and Yoann Gerbaud for their 

support, and Agnès Helme-Guizon for her useful network of professional contacts. 

With Kind Regard, 

Marie-Laure GAVARD-PERRET,  

Professor of Marketing, Grenoble Alpes University (IAE – UPMF) and CERAG Research Center. 
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Conference Speaker Biographies 

 

 

Darren W. Dahl is Professor in Marketing at the Sauder School of Business, University 

of British Columbia. He is the B.C. Council Innovation Professor, the Senior Associate 

Dean of Faculty and Research and the Director of the Robert H. Lee Graduate School. He 

received his Ph.D. from the University of British Columbia. 

 His current research interests are in the areas of new product design and development, 

creativity, consumer product adoption, the role of social influence in consumer 

behaviour, and understanding the role of self-conscious emotions in consumption.  

He has published in the Journal of Consumer Research, Journal of Marketing Research, 

Journal of Marketing, Management Science, and Journal of Consumer Psychology. He 

currently serves as an editor at the Journal of Consumer Research and is an editorial 

board member of the Journal of Marketing Research, Journal of Marketing, Journal of 

Consumer Psychology, and the International Journal of Research in Marketing.  

Darren Dahl Ranks #1 in the World for Marketing Research. He was recently named #1 

worldwide for research productivity in the world’s premier marketing journals, 

according to a new ranking published by the American Marketing Association. He topped 

the ranking of the foremost 50 researchers by having 13 studies published between 

2010 to 2014 in the world’s top journals, including the Journal of Consumer Research, 

Journal of Marketing, Journal of Marketing Research and Marketing Science. 

Darren Dahl was also named one of only four professors globally to make the short list 

for the Economist Intelligence Unit’s Business Professor of the Year Award. 

 

 



6 

 

 

Paola Cillo is an Associate Professor of Management and the Director of the Master of Science 
Program in Economics and Management of Innovation and Technology at Bocconi University in 
Milan, Italy. She holds a Ph.D. in Management from Bocconi University.  

She has been Visiting Researcher at the Snider Entrepreneurial Research Center at the Wharton 
School, University of Pennsylvania (2000) and Visiting Assistant Professor at the Carlson School 
of Management, University of Minnesota (2005). She has been Visiting Professor within the MBA 
program at the Tuck School of Business, Dartmouth College (2008) and Visiting Professor at the 
University of Innsbruck (2006). She is a Senior Professor at the SDA Bocconi School of 
Management, where she teaches courses on creativity and new product development, as well as 
on innovation management. She has designed custom initiatives for several national and 
international companies, with a specific focus on fast moving consumer goods, pharmaceuticals, 
and fashion and luxury.  She teaches “Ideating and Marketing New Products” within the SDA 
Bocconi Master in Business Administration (MBA) and in the Executive Master in Marketing and 
Sales, and “Innovation and New Product Development” in the SDA Bocconi-Bvlgari Luxury 
Business Track within the MBA program.  

Her research focus regards the dynamics of innovation in symbolic industries, and customer 
involvement in innovation. She has a special expertise and has done most of her research in the 
fashion and luxury industry, as well as in high-tech contexts. She currently works on different 
international research projects with teams in leading Institutions in Europe and in the US, and 
her research has been funded by public institutions and private companies in Italy and abroad. 
She published several national and international books and articles in leading international 
journals, such as Research Policy, Journal of Product Innovation Management, International 
Journal of Human Resource Management, and European Management Journal. She also won the 
award for distinctive academic research from Bocconi University in 2008, 2010, and 2013. 
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Pierre Gomy is Deputy Managing Director of Millward Brown France, a global leader in brand, 

media and communications research. 

He has a 20+ experience in Brand and Communication Market Research. He initially worked as a 

research assistant and teacher of Marketing and Strategy during 5 years. He holds a Master’s 

Degree in Marketing from Paris Dauphine University. He is a regular speaker and commentator 

on marketing, branding and research.  

From 1998, he has managed commercial teams to advise brands on their strategy and 

communication at GfK and TNS. Then he joined Millward Brown where he was successively R&D 

director, CMO an now Deputy Managing Director of the French office. 
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Mario Pandelaere is Full Professor in Marketing at Ghent University, Belgium. He holds 

academic degrees in Business Engineering (M.Sc.), Psychology (M.A., PhD.), Statistics (M.Sc.) and 

Philosophy (B.A.). His research interests include 1) social influence and persuasion, 2) 

quantitative information processing and 3) Materialism, luxury consumption, conspicuous 

consumption.  

His work has been published in top-tier journals in Business and Psychology, including Journal of 

Consumer Research, Journal of Public Policy & Marketing, International Journal of Research in 

Marketing, Journal of Consumer Psychology, Journal of Experimental Social Psychology, Personality 

and Social Psychology Bulletin and Psychological Science. He has taught Public Relations, 

Persuasive Communication, Marketing Communication, Advertising and currently teaches 

Advanced Research Methods. He reviews for academic journals in business, psychology and 

communication sciences and currently serves on the editorial board of the Journal of Consumer 

Research and International Journal of Research in Marketing. 
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Emanuela Prandelli is Associate Professor of Management & Technology and CEMS-MIM 
Academic Director. She is the representative of affiliates of CRIOS, Center for Research on 
Innovation, Organization, and Strategy at Bocconi University (Milan, Italy).  

She holds a Ph.D. in Management from Bocconi and served as a Research Assistant at St.Gallen 
University, year 1998, and at the Research Center on Technology, Innovation, and eCommerce of 
the Kellogg School of Management, Northwestern University, year 1999. She was also Visiting 
Professor at Kellogg in 2001. She is Senior Lecturer at SDA Bocconi School of Management, 
where she teaches innovation management, marketing management and technology marketing. 
In 2012 she won the “Innovation Excellence Award” in custom executive programs. In 2008 she 
was prized as the best teacher of the Marketing Department at SDA Bocconi in 2007.   

Her research focus regards collaborative marketing and open innovation, digital business and 
social media marketing. She has a special interest in exploring these topics in the fashion and 
luxury industry and in the publishing industry. She permanently develops her research projects 
in collaboration with the Kellogg School of Management of Northwestern University and the 
User Innovation Group of the MIT, Boston.  

She published several national and international books and articles in leading international 
journals, such as Journal of Marketing, California Management Review, Organization Studies, 
Journal of Interactive Marketing, MIT Sloan Management Review, European Management Journal, 
Communications of the Association for Information Systems. She won the 2001 Accenture Award 
for the best paper published in California Management Review in 2000.  She also was Runner-up 
for the Theo Scholler-Preis 2011, Munich Best Paper Award Innovation Management, and for the 
JIM’s 2006 Award for the Best Paper published in the Journal of Interactive Marketing in 2005. 

Her Ph.D. Dissertation was prized by Booz Allen & Hamilton and financed by the Marketing 
Science Institute of Cambridge. She also got the award for distinctive academic research from 
Bocconi University for the results achieved during the periods 2001-2003 and 2005-2007. 
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Dominique Roux is Professor at Paris Sud University, Saclay (France). She is currently 
participating in a project on Collaborative Consumption with the French Ministry of 
Ecology, sustainable development and energy and was previously coordinator of two 
projects on “Information and communication to consumers” with the 17 French 
consumer organizations and “New Approaches to Consumer Resistance” with 35 
researchers from five European universities. 

Her main research areas are second hand consumption and consumer resistance. Her 
research has been published in the Journal of Retailing, Journal of Macromarketing, 
European Journal of Marketing, Advances of Consumer Research (2005-2011), Recherche 
et Applications en Marketing (English Edition) and Décisions Marketing. She served as 
guest editor of a special issue on Anti-Consumption and Consumer Resistance of the 
European Journal of Marketing in 2011 and as editor of the French book “Marketing et 
Résistance(s) des consommateurs” (2009, Paris: Economica).  
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Influence and Resistance to Influence: A Research Conference 2015 

 

Detailed Conference Program 
 
 

9:30-10:00 Morning Reception – Coffee (Grenoble INP, Building B, 2nd Floor, Salle des 

Conseils) 

10:00-10:10 Conference Welcome (Grenoble INP, Building B, 2nd Floor, Salle des Conseils) 

Marie-Laure GAVARD-PERRET, Professor of Marketing - Grenoble Alpes 

University (IAE – UPMF and CERAG Research Center - France) 

Darren DAHL, Professor of Marketing - Sauder Business School (Vancouver - 

Canada) 

10:10-11:00 Session 1 

Emanuela PANDRELLI, Associate Professor of Management & Technology - 
Department of Management & Technology – Bocconi University (Italy)  
Paola CILLO, Associate Professor of Management - Bocconi University & SDA 
Bocconi School of Management (Italy) 

“The Effect of Critical Evaluation on Aesthetic Innovation: Debunking the 
Myth of Designer as Dictator” (presentation 30 minutes; discussion 20 minutes) 
In fashion, innovation is reflected by how and how much styles change. Elite 
designers claim to be the only force shaping fashion innovation season by season, 
yet each season, fashion critics vet the new collections these designers introduce, 
assessing what is original as opposed to reworked and uninspired. Despite 
designers’ claims to be impervious to this criticism, in this research we document 
how aesthetic innovation, vis-à-vis the styles premier design houses introduced 
each season, is impacted by critics’ assessments of designers’ past work. Our 
data, which include 61 measures detailing the styles introduced by 38 prestigious 
Italian and French design houses over a nine-year period, suggest designers 
move further away from styles reviewed less favorably while adhering more 
closely to styles reviewed more positively. Additionally, the styles a designer 
introduces are shown to depend on critical assessments of competing designers’ 
styles, revealing how design houses attend to each other’s work. This work 
documents how the evolution of style over time depends on fashion critics’ 
feedback, effectively debunking the myth of influential designer as fashion 
dictator. 
 

11:00-11:50 Session 2 

Dominique ROUX, Professor of Marketing - Paris Sud, Saclay (France) 

“ ’Dispositifs’ of promise and moral justifications: How loyalty programs 
produce mundane consumer resistance” (presentation 30 minutes; discussion 20 
minutes) 
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If loyalty programs offer ‘free’ benefits are therefore in consumers’ self interest, 
why do some consumers resist these supposedly benign market offerings? 
Current theoretical approaches in Consumer Culture Theory (CCT) frame 
consumer resistance as an ideological struggle but fail in fully explaining this 
phenomenon. To complement prior research we theorize loyalty programs to be 
‘dispositifs’ of promise – an assembly of discourses, material arrangements and 
moral propositions that offer consumers specified rewards or levels of service for 
their ‘loyalty’ – that consumers experience and confront with their own moral 
conceptualizations of loyalty. Analysis of consumer in-depth interviews 
conducted in France, reveal that loyalty programs produce consumer resistance 
by assembling a market logic of rewards and a promise of recognition that 
contradict with how these ‘dispositifs’ track and target consumers, misuse the 
notion of loyalty, limits people’s freedom, and increase people’s vulnerability. We 
further theorize these findings through a general framework of moral 
justifications that extends our understanding of consumers’ critical capacities and 
how ‘dispositifs’ produce consumer resistance. 

 

11:50-12:10 Morning Coffee Break (same room) 
 
12:10-1:00 Session 3 
   

  Mario Pandelaere, Full Professor of Marketing - Ghent University (Belgium) 

“Changing behavior, judgment and opinion through questions” (presentation 30 
minutes; discussion 20 minutes) 

The current talk provides an overview of various ways in which the use of 
questions can subtly shape behavior and responses. Mario Pandelaere briefly 
discusses the question-behavior effect (showing that answering questions may 
induce or strengthen intentions), the mere agreement effect (showing that 
agreement with questions induces compliance with unrelated requests), positive 
cueing (showing that questions about everyday behavior may alter attitudes and 
behavior) and the question-deliberation effect (showing that responding to 
survey questions is different from responding to survey statements). 
 

1:00-2:15 Lunch (Building C, Salle de Réception) 
 
 
2:15-3:45 Session 4 - Main Session – Conference guest speaker (Grenoble INP, Building 

B, 2nd Floor, Salle des Conseils) 

Darren DAHL, Professor of Marketing, Sauder Business School (Vancouver, 
Canada) (Presentation 1 hour; discussion 30 minutes) 

“Social Influence in the Retail Environment: Salesperson and Customer 
Effects” 
Across four different projects, the impact of social influence on consumer 
behavior in the retail context is established. First, mere presence effects are 
identified. Namely, the social presence of other customers is documented as a 
significant source of influence on the consumer. The actions and characteristics of 
the influencing customer are studied. Second, the salesperson in the store is 
shown to exhibit subtle behaviors that can also exert social influence. Incidental 
similarity and customer service are identified as significant sources of social 
influence that have impact on the consumer. 
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3:45-4:00 Afternoon coffee break (same room) 

4:00-4:50 Session 5 

Pierre GOMY, Deputy Managing Director, MillwardBrown (France) 

“Successful digital communications rely on strong social insights” (Presentation 

30 minutes; discussion 20 minutes) 

For decades, brands developed their communication on traditional media, with 

top to down approaches. Hundreds of touchpoints are now available on the 

internet but brands must reinvent themselves by accepting some loss of control: 

the consumer and their network are at the core of successful digital campaigns. 

For 10 years, Millward Brown has studied in depth digital communications and 

was able to identify key success factors of the best campaigns. We will present the 

learnings derived from researches we conducted on Facebook Fanpages and 

YouTube viral campaigns, whose success mainly rely on a strong social insight. 

4:50-5:00 Concluding Remarks 
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Conference Venue: Grenoble INP 

46 avenue Félix VIALLET – GRENOBLE 

Conference room: Building B, 2nd Floor, Salle des Conseils 

Reception Room (for the lunch): Building C, Salle de Réception 

(see the maps below) 

 
 
 

 

Bus station 

GRENOBLE INP, 46 

Félix Viallet Av. 


