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Ethnoculture's  Emblems:  Impact  of  Acculturation  and  Ethnic  Identity  on  Consumers'  Orientation
Toward  Sporting  Events.  Sport  Marketing  Quarterly,  pp.  231-240.
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implications  pour  la  gestion  des  marques  ?  Dans:  L'art  de  l'innovation.  1st  ed.  L'Harmattan,  pp.
117-124.
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NYECK,  S.,  VOLLE,  P.  et  MACE,  S.  (1999).  Le  marketing  du  point  de  vente.  Dans:  Manuel  de
Gestion.  1st  ed.  Paris:  Ellipses,  pp.  473.

NYECK,  S.,  BOURDEAU,  L.  et  PARADIS,  S.  (1997).  Botanical  Garden  and  Satisfaction  of  the
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Tourism.  1st  ed.  John  Wiley  &  Sons,  Inc.  pp.  253-264.
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OURAHMOUNE, N. et NYECK, S. (2008). Gender Values and Brand Communication: The Transfer
of  Masculine  Representations  to  Brand  Narratives.  Dans:  Advances  in  Consumer  Research  -
European Conference Proceedings 2008. Association for Consumer Research (ACR), pp. 181-188.
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Dans:  9th  Advances  in  Consumer  Research  on  Gender,  Marketing  and  Consumer  Behavior
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Leaders  International  Conference  on  Brand  Management  (CD-Rom).  University  of  Birmingham.

BOULAIRE,  C.,  LADHARI,  R.  et  NYECK, S.  (2004).  Le concept  de fidélité  revisité  par  une étude
qualitative des relations à un site web. Dans: Actes de la 3ème Journée Nantaise de Recherche sur
le e-marketing. Association Française du Marketing (AFM).
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NYECK, S. et ROUX, E. (2003). Valeurs culturelles et attitudes par rapport au luxe : l'exemple du
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PONS,  F.,  LAROCHE,  M.,  MOURALI,  M.  et  NYECK,  S.  (2001).  Why  do  We  Consume  Sporting
Events?  Scale  Development  and  Buying  Implications.  Dans:  2001  AMA  Summer  Educators'
Proceedings  Vol.  12:  Enhancing  Knowledge  Development  in  Marketing.  American  Marketing
Association  (AMA),  pp.  28-30.

NYECK, S., LADHARI, R., MORALES, M. et PONS, F. (2001). Consumption Patterns of Movies In
Latin  America.  Dans:  .  Brisbane:  International  Association  of  Arts  and  Cultural  Management
(AIMAC),  pp.  99-109.
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NYECK,  S.,  XUEREB,  J.M.,  LADHARI,  R.  et  GUEMARRA,  L.  (2000).  Typologie  d'attitudes  de
shopping  sur  Web.  Dans:  .  Montréal:  Association  Française  du  Marketing  (AFM),  pp.  619-630.

NYECK,  S.,  LADHARI,  R.  et  DHRIFF,  H.  (1999).  La  recherche  postmoderne  en  marketing  :
illustration  par  l'analyse  des  typologies  de  shopping  sur  web.  Dans:  .  Tunis:
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NYECK, S. et ROUX, E. (1997). "Internet : Communication du Luxe et Gestion de Marque". Dans:
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
Seminar  on  Marketing  Communications  and  Consumer  Behavior  1997.  IAE  Aix-en-Provence,  pp.
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XUEREB,  J.M.,  NYECK,  S.,  PARADIS,  S.  et  CHEBAT,  J.C.  (1994).  Tendances  à  innover  des
consommateurs : évaluation empirique de la validité d'une échelle de mesure de l' "Innovativeness"
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Marketing  (AFM),  pp.  203-228.

BERGADAA, M., NYECK, S. et STELLA-BOURDILLON, B. (1993). Le théâtre, de la création à la
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BERGADAA,  M.  et  NYECK,  S.  (1993).  Time Orientation  and  Cognitive  Enrichment  Influences  on
Consumer Attitudes towards a Cultural Activity : A Meaning Structure Analysis. Dans: Marketing for
the  New  Europe  :  Dealing  with  Complexity  -  Proceedings  of  the  22nd  Annual  Conference  of  the
European  Marketing  Academy.  ESADE  Business  School,  pp.  165-181.

BERGADAA,  M.  et  NYECK,  S.  (1991).  Induction  and  Deduction  in  Marketing  Research.  Dans:
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