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New technologies continue to evolve and are able to impact the way 
people live and work, disrupting the economy and society. In the digital 
age, disruptive technologies, like social media, big data, robotics and 
new forms of manufacture have opened up new markets, new job 
opportunities, and new journeys of making decision and consuming, 
widening the economic benefits of firms and customers, as well as of 
society in general. However, notevery emerging technology will alter 
the business or social landscape and therefore it is critical to unders-
tand which technologies will matter to business and policy maker and 
prepare accordingly. Framing of new digital technological develop-
ments in terms of “disruption” and “social impact” need to be respeci-
fied in marketing and management terms and through qualitative and 
quantitative methods of investigation useful to appreciate, understand 
and anticipate social consequences and effects of new digital techno-
logies.
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Social media engagement and user generated ideas

Big data dynamic capabilities and business intelligence 

Digital transformation and predictive marketing

Industries 4.0 and 5.0

Drivers of transformative change and social impact of new 
products/innovation

Customer driven strategies

Change in organizational mindset

Technology acceptance model

Technological forecasting and social change

����� ����������� Paper submissions deadline : August 15, 2021
Paper notification to authors : September 15, 2021

Registration Open : September 01, 2021
Final papers deadline : December 15, 2021
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Alice Mazzucchelli, Ph.D.- Assistant Professor of Management at the 
University of Milan-Bicocca. She is a Temporary Lecturer in Marketing 
Management and Entrepreneurship at the University of Milan-Bicocca. 
She is also involved in several research projects, and her research is 
accomplished in collaboration with different national and international 
research groups. Her research interests include social media marketing, 
digital transformation, knowledge management, innovation manage-
ment, and entrepreneurship

Insaf Khelladi is an Associate Professor of Marketing at EMLV Business 
School (Paris). She holds a Ph.D. in Management & an MBA from Université 
Côte d’Azur. Her research interests evolve around the underlying cognitive 
processes in the online, offline and human-machine interaction contexts, and 
their inherent consequences on individual (consumer, individual investor), 
group (virtual teams, entrepreneurial teams, generational cohort), organiza-
tional (corporate e-reputation, Champagne houses) and industry (wine) level. 
She published in journals such as JBR, TFSC, IEEE TEM, International Marke-
ting Review, Management Decision, and Journal of Technology Transfer.
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Which technologies will matter to business and policy maker?

Whether and how disruptive technologies influence society?

In what extent disruptive technologies contribute to social change?

Can disruptive technologies contribute to improve benefit (environ-
mental, social and economic) for society?
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