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218.

CHANDON, J.L., LAURENT, G. and VALETTE-FLORENCE, P. (2017). In search of new planets in
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KAPFERER, J.N. and LAURENT, G. (2016). Where do consumers think luxury begins? A study of
perceived minimum price for 21 luxury goods in 7 countries. Journal of Business Research, 69(1),
pp. 332-340.

NABEC,  L.,  PRAS,  B.  and  LAURENT,  G.  (2016).  Temporary  brand–retailer  alliance  model:  the
routes  to  purchase  intentions  for  selective  brands  and  mass  retailers.  Journal  of  Marketing
Management,  32(7-8),  pp.  595-627.

CHANDON,  J.L.,  LAURENT,  G.  and  VALETTE-FLORENCE,  P.  (2016).  Pursuing  the  concept  of
luxury:  Introduction  to  the  JBR  Special  Issue  on  “Luxury  Marketing  from  Tradition  to  Innovation”.
Journal  of  Business  Research,  69(1),  pp.  299-303.

LAPORTE,  S.  and  LAURENT,  G.  (2015).  More  prizes  are  not  always  more  attractive:  factors
increasing prospective sweepstakes participants’ sensitivity to the number of prizes. Journal of the
Academy of Marketing Science, 43(3), pp. 395-410.

LAURENT, G. (2015). Susan Douglas: the “founding mother” of the European Marketing Academy.
International Marketing Review, 32(2), pp. 116-117.

LAURENT,  G.,  ROMBOUTS,  J.  and  VIOLANTE,  F.  (2013).  On  Loss  Functions  and  Ranking
Forecasting Performances of Multivariate Volatility Models. Journal of Econometrics, 173(1), pp. 1-
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RUNGIE, C., UNCLES, M. and LAURENT, G. (2013). Integrating consumer characteristics into the
stochastic modelling of purchase loyalty. European Journal of Marketing, 47(10), pp. 1667-1690.

Gilles LAURENT 5page 2/26/04/2024
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VANHUELE, M., LAURENT, G. and DRÈZE, X. (2006). Consumers' Immediate Memory for Prices.
Journal of Consumer Research, 33(2), pp. 163-172.

RUNGIE, C., LAURENT, G., RILEY, F.D., MORRISON, D.G. and ROY, T. (2005). Measuring and
modeling the (limited) reliability of free choice attitude questions. International Journal of Research
in Marketing, 22(3), pp. 309-318.

RUNGIE, C. and LAURENT, G. (2005). Repeated Binary Logit: Analysing Variation in Behavioural
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YOON,  C.,  LAURENT,  G.,  FUNG,  H.H.,  GONZALEZ,  R.,  GUTCHESS,  A.H.,  HEDDEN,  T.  ...
SKURNIK,  I.  (2005).  Cognition,  Persuasion  and  Decision  Making  in  Older  Consumers.  Marketing
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DUBOIS,  B.,  CZELLAR,  S.  and  LAURENT,  G.  (2005).  Consumer  Segments  Based  on  Attitudes
Toward Luxury: Empirical Evidence from Twenty Countries. Marketing Letters, 16(2), pp. 115-128.

LAURENT,  G.,  RUNGIE,  C.,  BROWN,  B.  and  RUDRAPATNA,  S.  (2005).  A  Standard  Error
Estimator  for  the  Polarization  Index:  Assessing  the  Measurement  Error  in  One  Approach  to  the
Analysis  of  Loyalty.  Marketing  Bulletin,  16(Technical  Note  2).

LAMBERT-PANDRAUD,  R.,  LAURENT,  G.  and LAPERSONNE,  E.  (2005).  Repeat  Purchasing of
New  Automobiles  by  Older  Consumers:  Empirical  Evidence  and  Interpretations.  Journal  of
Marketing,  69(2),  pp.  97-113.

LAURENT,  G.  and  ZAICHKOWSKY,  J.  (2005).  Preface  to  La  Londe  2003  special  issue:
communications  and  consumer  behavior.  Journal  of  Business  Research,  58(10),  pp.  1407-1408.

LAGEAT, T., CZELLAR, S. and LAURENT, G. (2003). Engineering Hedonic Attributes to Generate
Perceptions of Luxury: Consumer Perception of an Everyday Sound. Marketing Letters,  14(2), pp.
97-109.

LAURENT,  G.  (2000).  Improving  the  external  validity  of  marketing  models:  A  plea  for  more
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CHANDON,  P.,  WANSINK,  B.  and  LAURENT,  G.  (2000).  A  Benefit  Congruency  Framework  of
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LAURENT,  G.,  KAPFERER,  J.N.  and  ROUSSEL,  F.  (1995).  The  Underlying  Structure  of  Brand
Awareness  Scores.  Marketing  Science,  14(3_supplement),  pp.  G170-G179.

NESLIN, S., ALLENBY, G., EHRENBERG, A., HOCH, S., LAURENT, G., LEONE, R. ... WITTINK,
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LAURENT, G. and KAPFERER, J.N. (1985). Consumer Involvement Profiles: A New and Practical
Approach to Consumer Involvement. Journal of Advertising, 25(6), pp. 48-56.
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des modèles log-linéaires au marketing des biens de grande consommation. Revue Française du
Marketing,  83(4), pp. 21–39.

LAURENT,  G.  (1976).  Range  Programming:  Introducing  a  "Satisficing  Range"  in  a  L.P.
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LAURENT,  G.,  LILIEN,  G.  and  PRAS,  B.  [Eds]  (1994).  Research  Traditions  in  Marketing.  Kluwer
Academic  Publishers,  442  pages.

Book chapters
LAMBERT-PANDRAUD, R. and LAURENT, G. (2021). Impact of Age on Brand Choice. In: Aimee
Drolet,  Carolyn Yoon eds.  The Aging Consumer:  Perspectives from Psychology and Marketing.  2
ed.  Routledge,  pp.  163-181.
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CZELLAR, S., DUBOIS, D. and LAURENT, G. (2020). Foreword: Researching luxury consumption
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DUBOIS,  B.,  LAURENT,  G.  and  CZELLAR,  S.  (2001).  Consumer  rapport  to  luxury:  Analyzing
complex  and  ambivalent  attitudes.  736/2001  (490  cites  in  Google  Scholar),  HEC.

CHOFFRAY, J.M. and LAURENT, G. (1988). Marketing science : formalisation et exploitation des
connaissances marketing.  ESSEC Business School.
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Eye-Tracking for Research, ESSEC Business School, France2020
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