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Bushardt, C. (Ed.), Let’s Get Engaged! Crossing the Threshold of Marketing’s Engagement Era, Developments
in Marketing Science. USA: Springer.
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output: An innovative brand oriented approach. In Groza, M. & Ragland, C.  (Ed.), Marketing Challenges in a
Turbulent Business Environment, Developments in Marketing Science. USA: Springer.
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6 Davcik, N. (2015). How Much Do Product Differentiation, Marketing Investments and Brand Equity Actually
Affect Price? An Empirical Study in the Consumer Market. In Colin Campbell, Junzhao (Jonathon) Ma (Ed.),
Looking Forward, Looking Back: Drawing on the Past to Shape the Future of Marketing '. (pp. 619-619). USA:
Springer.
 - Times Cited Scopus: 1
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1 Pantelic, D., Davcik, N., Zehetner, A. & Gillpatrick, T. (2013). SUSTAINABILITY AS A MARKETING DOCTRINE (IN
DIFFERENT ECONOMICAL CONDITIONS). In Cross Cultural Conference . (pp. 0-0). Graz

4

https://ciencia.iscte-iul.pt/publications/an-exploratory-study-of-brand-success-evidence-from-the-food-industry/9807
https://ciencia.iscte-iul.pt/publications/an-exploratory-study-of-brand-success-evidence-from-the-food-industry/9807
https://ciencia.iscte-iul.pt/publications/health-enhancing-products-in-the-italian-food-industry-multinationals-and-smes-competing-on-yogurt/10387
https://ciencia.iscte-iul.pt/publications/health-enhancing-products-in-the-italian-food-industry-multinationals-and-smes-competing-on-yogurt/10387
https://ciencia.iscte-iul.pt/publications/the-effects-of-consumer-response-on-inter-firm-competitive-dynamics/62534
https://ciencia.iscte-iul.pt/publications/the-effects-of-consumer-response-on-inter-firm-competitive-dynamics/62534
https://ciencia.iscte-iul.pt/publications/the-effects-of-consumer-response-on-inter-firm-competitive-dynamics/62534
https://ciencia.iscte-iul.pt/publications/the-role-of-product-innovation-in-marketing-performance-empirical-study-in-fmcg-market-an-abstract/47302
https://ciencia.iscte-iul.pt/publications/the-role-of-product-innovation-in-marketing-performance-empirical-study-in-fmcg-market-an-abstract/47302
https://ciencia.iscte-iul.pt/publications/exploring-the-role-of-brand-equity-and-rampd-as-drivers-of-product-innovation-and-market/47301
https://ciencia.iscte-iul.pt/publications/exploring-the-role-of-brand-equity-and-rampd-as-drivers-of-product-innovation-and-market/47301
https://ciencia.iscte-iul.pt/publications/exploring-the-role-of-brand-equity-and-rampd-as-drivers-of-product-innovation-and-market/47301
https://ciencia.iscte-iul.pt/publications/exploring-the-influence-of-brand-innovation-on-marketing-performance-using-signaling-framework-and/28347
https://ciencia.iscte-iul.pt/publications/exploring-the-influence-of-brand-innovation-on-marketing-performance-using-signaling-framework-and/28347
https://ciencia.iscte-iul.pt/publications/exploring-the-influence-of-brand-innovation-on-marketing-performance-using-signaling-framework-and/28347
https://ciencia.iscte-iul.pt/publications/exploring-the-influence-of-brand-innovation-on-marketing-performance-using-signaling-framework-and/28347
https://ciencia.iscte-iul.pt/publications/how-dynamic-marketing-capabilities-affect-market-share-performance-output-an-innovative-brand/25619
https://ciencia.iscte-iul.pt/publications/how-dynamic-marketing-capabilities-affect-market-share-performance-output-an-innovative-brand/25619
https://ciencia.iscte-iul.pt/publications/how-dynamic-marketing-capabilities-affect-market-share-performance-output-an-innovative-brand/25619
https://ciencia.iscte-iul.pt/publications/how-much-do-product-differentiation-marketing-investments-and-brand-equity-actually-affect-price-an/11834
https://ciencia.iscte-iul.pt/publications/how-much-do-product-differentiation-marketing-investments-and-brand-equity-actually-affect-price-an/11834
https://ciencia.iscte-iul.pt/publications/how-much-do-product-differentiation-marketing-investments-and-brand-equity-actually-affect-price-an/11834
https://ciencia.iscte-iul.pt/publications/how-much-do-product-differentiation-marketing-investments-and-brand-equity-actually-affect-price-an/11834
https://ciencia.iscte-iul.pt/publications/does-branding-drive-price-differentiation-functional-organic-amp-wellness-food-in-italy/9810
https://ciencia.iscte-iul.pt/publications/does-branding-drive-price-differentiation-functional-organic-amp-wellness-food-in-italy/9810
https://ciencia.iscte-iul.pt/publications/does-branding-drive-price-differentiation-functional-organic-amp-wellness-food-in-italy/9810
https://ciencia.iscte-iul.pt/publications/sustainability-as-a-marketing-doctrine-in-different-economical-conditions/9811
https://ciencia.iscte-iul.pt/publications/sustainability-as-a-marketing-doctrine-in-different-economical-conditions/9811


 
    - Talk
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Conference. (pp. 0-0). Porto: Joana Machado.

3 Davcik, N. (2012). Price Premium: A Multi Research Approach in Branding. In Paulo Rita (Ed.), Proceedings of
the EMAC 2012. (pp. 0-0). Lisbon

4 Davcik, N. (2010). Brand differentiation: A driver of the brand performance outputs. In 6th International
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5 Davcik, N. (2009). Antecedents of Successful Brand in Enriched-Food Industry. In Branding and Society: The
Social, Cultural and Financial Impacts of Brands in the 21st century. (pp. 0-0). Cambridge, UK

6 Davcik, N. (2009). Modeling the Brand Value: Brand Equity Approach. In Branding and Society: The Social,
Cultural and Financial Impacts of Brands. (pp. 0-0). Cambridge

7 Boesso, G., Davcik, N. & Favotto, F. (2008). Health-enhancing products in the Italian food industry:
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1 Davcik, N. & Sharma, P. (2016). The role of product innovation in marketing performance: Empirical study in
FMCG market. World Marketing Congress.

2 Davcik, N., Sharma, P. & Grigoriou, N (2016). Exploring the Role of Brand Equity and R&D as Drivers of Product
Innovation and Market Performance. World Marketing Congress.

3 Ly, A., Esperança, J. & Davcik, N. (2016). What drives Foreign Direct Investments (FDI): the role of language,
geographical distance, information flow and technological similarity. European International Business
Academy 2016 Conference.

4 Davcik, N. & Turyna, M. (2015). The Role of Brand Equity in Solving the Ambiguity of Firm Performance under
Dynamic Conditions. World Marketing Congress 2015.

5 Grigoriou, N., Davcik, N. & Sharma, P. (2014). Exploring the influence of brand innovation on marketing
performance using signaling framework and resource-based theory (RBT) approach. "Building Brands People
Love" track of the AMS conference.

6 Davcik, N., Vinhas da Silva, Rui & Hair, Joe F. (2014). Brand value: a definition, conceptual and research design.
Global brand conference.

7 Davcik, N. & Grigoriou, N (2014). How brand oriented dynamic capabilities affect market share performance
output: A resource-based theory approach. World Marketing Congress 2014.

8 Davcik, N. & Vinhas da Silva, Rui (2013). Brand Value: A Definition, Conceptual & Research Design. open
research seminar.

9 Davcik, N. (2013). How Brand Oriented Dynamic Capabilities Affect Market Share Performance Output: A
Resource Based Theory Approach . open research seminar.
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Professional Associations

American Marketing Association (Since 2016)

Rotary International - LC Lisboa-Nord (Since 2014)

Academy of Marketing Science (Since 2013)

Scientific Editing/Reviewing Activities

Type of Activity Journal Title ISSN/Quartile Perio
d

Language

Member of scientific
journal editing staff

Journal of Business Research -- Since
2016

English

Member of scientific
journal editing staff

Journal of Product and Brand
Management

-- Since
2013

English
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