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OURAHMOUNE, N. et NYECK, S. (2008). Male Consumers Entering the Private Sphere: An
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ASAC'97 (Association Sciences Administration Canada). pp. 123-133.

NYECK, S. et ROUX, E. (1997). WWW as a Communication Tool for Luxury Brands : Compared
Perceptions of Consumers and Managers. Dans: Proceedings of the 2nd International Research
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