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CZELLAR, S., DUBOIS, D. et LAURENT, G. (2020). Foreword: Researching luxury consumption in
a global and digital age. Dans: Felicitas Morhart, Keith Wilcox, Sandor Czellar eds. Research
Handbook on Luxury Branding. 1 ed. Edward Elgar Publishing Ltd, pp. xviii-xxx.

LAURENT, G. et PRAS, B. (1999). Research in Marketing: Some Trends, Some
Recommendations. Dans: Rethinking Marketing. Towards Critical Marketing Accountings. 1st ed.
SAGE Publications, pp. 245-261.

CHOFFRAY, J.M. et LAURENT, G. (1991). Marketing science : formalisation et exploitation des
connaissances marketing. Dans: Encyclopédie du Management. 1st ed. Vuibert, pp. 596-612.

Conférences

LAURENT, G., VANHUELE, M. et ARORA, M. (2024). How Does the Visual Arrangement of Prices
Influence How They Are Compared? Dans: 53rd European Marketing Academy (EMAC)
Conference 2024. Bucharest.

LAURENT, G. et VANHUELE, M. (2024). How Do Consumers Compare Two Prices? Per Digit or
per Chunk? Dans: 2024 Association for Consumer Research Annual Conference. Paris.

LAURENT, G., VANHUELE, M. et ARORA, M. (2023). Using Eye-Movement Recording to Examine
Price Comparisons. Dans: 2023 European Association for Consumer Research Conference.
Amsterdam.

LAURENT, G., VANHUELE, M. et ARORA, M. (2023). Using Eye-Movement Recording to Examine
Price Comparis. Dans: 2023 European Marketing Academy (EMAC) Annual Conference. Odense.

LAURENT, G., VANHUELE, M. et ARORA, M. (2022). Comment les consommateurs évaluent-ils
I'écart entre deux prix ? Dans: 8éme Conférence Internationale de I'Association Frangaise du
Marketing (AFM) 2022. Tunis.

LAURENT, G. et WEN, Y. (2022). “Icing on the Cake” or “Stealing the Spotlight”: Evidence from
Eye-Tracking on How Highlighting Visuals and Presentation Formats Influence Consumers’
Attentional Processes. Dans: Society for Consumer Psychology 2022 Annual Conference. Online.

CHANDON, J.L., LAURENT, G. et LAMBERT-PANDRAUD, R. (2020). Battling for a Share of
Memory: The Case of Luxury Car Brands Across Four Cultures. Dans: 2020 Monaco Symposium
on Luxury.

LAURENT, G. et VANHUELE, M. (2019). Do Consumers Read Price from Left to Right? Negative
Evidence from Eye-tracking Analysis. Dans: 48th European Marketing Association Annual
Conference (EMAC) 2019.

PRAS, B. et LAURENT, G. (1993). Research in Marketing : Some Trends, Some Controversies and
Some Recommendations.

Documents de travail

DUBOIS, B., LAURENT, G. et CZELLAR, S. (2001). Consumer rapport to luxury: Analyzing
complex and ambivalent attitudes. 736/2001 (490 cites in Google Scholar), HEC.

CHOFFRAY, J.M. et LAURENT, G. (1988). Marketing science : formalisation et exploitation des
connaissances marketing. ESSEC Business School.

ENSEIGNEMENT

2020 Eye-Tracking for Research, ESSEC Business School, France

19/02/2026 Gilles LAURENT page 5/5



