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The 12th Conference on Gender, Marketing and Consumer Behavior will 
meet on June 24-26 2014 in Helsinki Finland, at Aalto University School of 
Business. The conference will take place directly before the 2014 Consumer 
Culture Theory (CCT) conference. 

The theme of the conference is Gendering Theory and Theorizing Gender – 
Thinking back, looking forward. With this theme, the aim is to encourage 
scholarly discussion and debate on the import of gender as an analytical, 
theoretical construct for marketing and consumer research as well as to 
explore future directions in the theoretical development of the field.  

As keynote speakers, we are proud to welcome three internationally 
acknowledged scholars: Professor Eileen Fischer, York University, Toronto, 
Canada; Professor Jeff Hearn, Hanken School of Economics, Helsinki, 
Finland; and Professor Annamma Joy, University of British Columbia 
Okanagan, Kelowna, Canada. 
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In existing literature, the concept of 
gender has been defined and 
used in empirical research on 
marketplace activity in multiple 
ways so as to shed light on the 
gendered nature of not only 
consumer identity projects and 
cultural models but also marketing 
theory and practice. While this 
work has advanced our 
knowledge of the workings of 
gender in the marketplace, there 
appears to be a need to focus 
more systematic attention to the 
development of theory so as to 
advance groundbreaking 
theoretical contributions in the 
field. 

 

For the 12th conference on 
Gender, Marketing and Consumer 
Behavior, we therefore invite 
papers and special session 
proposals that focus on advancing 
theoretical knowledge of gender, 
marketing, and consumer behavior 
in ways that are also accessible to 
the broader community of 
marketing and consumer scholars. 
We welcome contributions that 
seek not only to critically review, 
problematize, and rethink the 
various existing conceptualizations 
and empirical accounts of gender 
in the literature but also work 
towards new theoretical constructs 
and frameworks for gaining deeper 
insights into the gendered nature 
of marketplace activity. By 
marketplace activity we refer to a 
broad spectrum of market-
mediated activities and practices, 
ranging from marketing-related 
management practice and 
consumers’ everyday lives to the 
work of marketing and consumer 
behavior scholars in the 
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exceedingly competitive 
battlefields of academia. 

In particular, we welcome papers 
that advance knowledge of 
gender as an analytical construct 
by incorporating insights and 
debates from feminist theory and 
gender studies into contemporary 
theories of consumption and 
marketing. Such papers might 
draw, for example, on the work of 
prevalent feminist and gender 
studies scholars, such as Rosi 
Braidotti, Judith Butler, Elisabeth 
Gross, Donna Haraway, Luce 
Irigaray, Julia Kristeva, Helen 
Longino, Theresa de Lauretis, 
Gayatri Chakravorty Spivak, and 
many more. For example, 
participants of the conference 
might explore and discuss: 

• Theories of performative 
identity  

• Theories of intersectionality  

• Practice-based theories of 
gender  

• Feminist critiques of 
science and technology 

• Feminist theories of post-
humanism and 
sociomateriality 

• Queer theory 

• Theories of men and 
masculinities 
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However, we welcome all kinds of 
submissions, both theoretical and 
empirical papers, that continue, 
build on and extend the existing 
research and scholarship in the 
field of gender, marketing and 
consumer behavior to advance 
knowledge of the gendered 
nature and dimensions of 
marketplace activity in its many 
forms and manifestations.  

Submission Formats 

(1) Competitive papers. 
Competitive papers represent 
completed original work. The 
length of the paper should be 
approximately 5000-7000 words. 

(2) Developmental papers. 
Developmental papers are short 
discussion papers of 1500-3000 
words that to enable authors to 
discuss and get feedback on their 
work in progress, while it is still in its 
developmental stage.  

(3) Special topics include 3 or 4 
presenters on the same topic. 
Proposals should include a 500-
word abstract for each 
presentation. 

 

Instructions for submission: 
acrgenderconference.com 

All inquiries: 
2014gender@gmail.com 

Gendering Theory 
Theorizing Gender  

in Marketing & 
Consumer Research. 

Thinking back, 
looking forward 

Pellentesque habitant morbi 

Paper submissions by  
  January 2 2014 

Acceptance notifications by 
March 31 2014 

More information: 
acrgenderconference.com 


