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Chapitres d’ouvrage
SEGGIE,  S.  (2023).  The  Attempted  Reshaping  of  the  Turkish  Football  Landscape  under  the  AK
Party. Dans: Simon Chadwick, Paul Widdop, Michael M. Goldman eds. The Geopolitical Economy
of Sport. 1st ed. London: Routledge, pp. 203-209.

SOYER,  E.,  PAUWELS,  K.  et  SEGGIE,  S.  (2019).  Big  and  Lean  Is  Beautiful:  A  Conceptual
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1st ed. Emerald, pp. 63-84.

Conférences
MCFARLAND, R. et SEGGIE, S. (2018). The Logic of Failure vs. Supply Chain Agility. Dans: 2018
Institute for the Study of Business Markets (ISBM) Academic Conference.
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Presse
TALAY, B., PAUWELS, K. et SEGGIE, S. 2023. Should You Launch Products During a Recession?
Septembre.

SEGGIE, S. 2021. Interview on Managing an EMBA During a Pandemic. Septembre.

SEGGIE, S. 2021. The Business of Football. Mars.

SEGGIE, S. 2021. The Future of Marketing After the Pandemic. Mai.

ACTIVITES PROFESSIONNELLES
Autres activités professionnelles

Member of the Advisory Board of2021 - Présent
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