
CURRICULUM VITAE 

 

MERUNKA Dwight 
 

Aix Marseille University 
Graduate School of Management -IAE 

CERGAM Research Center 
Date of birth: October 1951 Chemin de la Quille-Puyricard - France 

  
Status  
Professor Emeritus Phone: +33 (0)4.42.28.08.08 
 Fax: +33 (0)4.42.28. 08.00 

 E.mail: dwight.merunka@iae-aix.com 

 

BIOGRAPHY 

 

Dwight MERUNKA is Professor Emeritus of Marketing at the Aix-Marseille Graduate School of Management (Aix-Marseille 
University), France. He previously was Professor at Paris-Dauphine University and at Toulouse University. He held different 
positions such as Associate Dean for Research, Associate Dean for Faculty, Director of the Research Center, or Director of 
doctoral studies. He taught in various international Universities such as the University of Texas at Austin, Renmin University of 
China, Shanghai Jiao Tong University, or the Universities of Dakar, Abidjan and Cotonou. He holds a Master degree from Ecole 
des Hautes Etudes Commerciales (HEC Paris) and a PhD from Aix-Marseille University. 
 
His work is published in scientific journals such as the Journal of the Academy of Marketing Science, International Journal of 
Research in Marketing, Journal of Business Ethics, Psychology and Marketing, Journal of Business Research, Journal of 
Forecasting, AMS Review, Journal of Personal Selling and Sales Management, or International Marketing Review. His research 
interests cover brand management, consumer behavior, consumer well-being, and cross-cultural consumer research. 
 

EDUCATION  

 
- 1985 : AGREGATION DE L’ENSEIGNEMENT SUPERIEUR EN SCIENCES DE GESTION (Equivalent to TENURE) 

1rst National rank 
 

- 1984 : DOCTORATE IN MANAGEMENT (PhD) 
Aix-Marseille University, France 

 

- 1980 : I.T.P. – International Teachers Program 
Manchester Business School, U.K. 

 

- 1974 : MASTER in MANAGEMENT (Marketing major) 
H.E.C. Paris, Ecole des Hautes Etudes Commerciales, France 

 

Foreign languages (mentioned with an X) 

 
Language Read Spoken Written 

English X X X 

German X X  

 
 

ACADEMIC ACTIVITIES  

 
International research & teaching 

• The University of Texas at Austin, visiting research scholar (2 years) 
• Renmin University of China (Beijing, PRC) 
• Shanghai Jiao Tong University (Shanghai, PRC), 
• Korea University Business School (Seoul, Republic of Korea) 
• C.E.S.A.G. Dakar (Senegal) 
• University Félix Houphouët-Boigny (Abidjan, The Ivory Coast) 
• University Abomey-Calavi (Cotonou, Benin) 
• University of Parakou (Benin) 



 
 

SCIENTIFIC ACTIVITIES  

Editorial Activities 

• Editorial Board of Applied Research in Quality of Life 

• Editorial Board of Recherche et Applications en Marketing 

• Invited editor of The Journal of Business Research, special issues on “Communications and Consumer Behavior”, 
(2004, 2006, 2008, 2010, 2012, 2014) 

 

Ad Hoc Reviewer 

• European Journal of Marketing 

• International Marketing Review 

• Journal of Business Research 

• Journal of Business Ethics 

• Applied Research in Quality of Life 

• Recherche et Applications en Marketing 

• Décisions Marketing 

 

Organization of Academic Conferences 

• Co-president (with Joël LEBON, Johns Hopkins University Carey Business School) of the 2024 Word Marketing 
Congress (Academy of Marketing Science), held in Mauritius. 

• President of the Organizing Committee of the La Londe Conference “Consumer Behaviour and Marketing 
Communications”, La Londe les Maures, France, in 2017, 2015, 2013, 2011, 2009, 2007, 2005, 2003 and 2001. 

• President of the Organizing Committee and of the Scientific Committee of the 19th International Annual Conference of 
the French Marketing Association (A.F.M.), Tunis, Tunisia, May 2003. 

 

National or International Committees 

• President of the national committee for the selection of French University professors (concours national d’agrégation 
de l’enseignement supérieur) in 2012-2013. 

• Member of the national committee for the selection of French University professors (concours national d’agrégation de 
l’enseignement supérieur) in 1991 and 1993. 

• Expert for the French Ministry of Higher Education and Research since 2000. 

• Expert for the Portuguese Foundation for Science and Technology (FCT) – 2010-2012. 

• Member of the international committee for the selection of University professors in French speaking African countries 
(Conseil Africain et Malgache pour l'Enseignement Supérieur) – 2013 and 2015. 

 

CURSUS 
 

• Since 2019: Professor Emeritus 
 

• Since 1985: Full Tenured Professor 
 

• 1995 - present: Aix-Marseille Graduate School of Management - IAE,  

 2017 – 2019: Associate Dean for Faculty 

 1996-2004: Associate Dean for Research 

       Director of the Research Center 

       Director of the doctoral program 

 

• 1989 – 1995: Paris-Dauphine University 

• 1985 -1989: Toulouse University – Toulouse School of Management 

  
• 1980 – 1984: Associate Professor 

Toulouse Business School, France. 

 
• 1977 – 1980: THE QUAKER OATS Company, Brand Manager, France 

• 1974 – 1977: C & A, Brand Manager, France 

 



RESEARCH AND  PUBLICATIONS  

Best Papers 

• 1999: Best Paper Award, American Marketing Association, « Explaining and Enhancing the Salespeople Effort towards 
Competitive Intelligence: Evidence from the CIA Salesperson Scale » (with J. Le Bon) 

• 2008: Best Paper Award, National Conference in Sales Management, “The Impact of SFA on Customer-Salesperson 
Relationship Quality: A Conceptual Model,” (with Othman Boujena and Wesley J. Johnston) 

Articles in refereed journals 

1. Huaman-Ramirez, Merunka, D. and Maaninou N. (2023) “Destination personality effects on tourists’ attitude: The role 
of self-congruity and ambiguity tolerance”, Journal of Strategic Marketing, 31:1, 74-98, DOI 

10.1080/0965254X.2021.1874488. 

2. Huaman-Ramirez, R. and Merunka, D. (2021), "Celebrity CEOs’ credibility, image of their brands and consumer 
materialism", Journal of Consumer Marketing, Vol. 38 No. 6, pp. 638-651. https://doi.org/10.1108/JCM-08-2020-4026. 

3. Huaman-Ramirez, R., Maaninou, N., Merunka, D. and Cova, V. (2021), "How do consumers perceive old brands? 
Measurement and consequences of brand oldness associations", European Business Review, Vol. 33 No. 4, pp. 566-
596. https://doi.org/10.1108/EBR-05-2020-0110. 

4. Malik, A., Merunka, D., Akram, M.S., Barnes, B., & Chen, A. (2020), Self-Concept, Individual Characteristics and 
Counterfeit Consumption: Evidence from an Emerging Market, Psychology & Marketing, Vol.37, No 10, 1378-1395. 
DOI:10.1002/mar.21386. 

5. Ashraf, R., Albert, N., Merunka, D. and Khan, M. (2019), "Consumer involvement with corporate ads vs product ads: A 
cross-national study", Asia Pacific Journal of Marketing and Logistics, Vol. 32 No. 2, pp. 322-
342. https://doi.org/10.1108/APJML-09-2017-0219. 

6. Huaman-Ramirez, R. and Merunka, D. (2019), "Brand experience effects on brand attachment: the role of brand trust, 
age, and income", European Business Review, Vol. 31 No. 5, pp. 610-645. https://doi.org/10.1108/EBR-02-2017-0039. 

7. Huaman-Ramirez, R., Albert, N. and Merunka, D. (2019), "Are global brands trustworthy? The role of brand affect, 
brand innovativeness, and consumer ethnocentrism", European Business Review, Vol. 31 No. 6, pp. 926-
946. https://doi.org/10.1108/EBR-11-2017-0202. 

8. Huaman-Ramirez, R., and Merunka, D. (2017), “When is Consumer Desire Driven by Difficulty of Recall? The Effects 
of the Type of Information and Time Pressure”, The Journal of Marketing Theory and Practice, Vol. 25(4), 375-395. 

9. Ashraf, R., and D. Merunka (2016), "The Use and Misuse of Student Samples in Marketing Research: An Empirical 
Investigation of European Marketing Research”, Journal of Consumer Behaviour, Vol. 16 (4), 295-308. 

10. Petit, O, Merunka, D., Anton, JL., Nazarian, B., Spence, C., Cheok, A.D., Raccah, D. and Oullier, O., (2016), “Health 
and Pleasure in Consumers' Dietary Food Choices: Individual Differences in the Brain's Value System”, PLOS ONE, 1-
15. 

11. Petit, O., Basso, F., Merunka, D., Spence, C., Cheok, A. D., and Oullier O. (2016), “Pleasure and the control of food 
intake: An embodied cognition approach to self-regulation”, Psychology and Marketing, Vol. 33 (8), 608-619. 

12. D’Antone, S. and D. Merunka (2015), “The brand origin meaning transfer model (BOMT): An integrative theoretical 

model”, International Marketing Review, Vol. 32(6), 713-731. 

13. Bartikowski, B. and D. Merunka (2015), “Modeling the Effect of the Three Dimensions of Trust towards the e-Vendor on 

Online Consumer Behavior”, Systèmes d’Information et Management, Vol. 20 (1), 1-22. 

14. Zhang, M.H. and Merunka, D. (2015), "The impact of territory of origin on product authenticity perceptions: an empirical 
analysis in China", Asia Pacific Journal of Marketing and Logistics, Vol. 27, n° 3, 385 – 405. 

15. Lee, Dong-Jin, Yu, Grace B., Merunka, Dwight R., Bosnjak, Michael, Sirgy, M. Joseph, and J. S. Johar (2015), Effect 
Symmetry of Benefit Criteria in Post-Purchase Evaluations, Psychology & Marketing, Vol. 32 (6), 651–669. 

16. Farooq, O., Payaud, M., Merunka, D. and P. Valette-Florence (2014), “The Impact of Corporate Social Responsibility 
on Organizational Commitment: Exploring Multiple Mediation Mechanisms”, Journal of Business Ethics, 125, 563-580. 

17. Zhang, M. and D. Merunka (2014), “The Use of Territory of Origin as a Branding Tool”, Global Business and 
Organizational Excellence, November/December, 32-40. 
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18. Petit, O., Merunka, D. and O. Oullier (2014), “Neurosciences et comportement du consommateur : 2- Etat de l’art et 

perspectives de recherche”, Revue Française du Marketing, n° 248, 3/5, septembre, 9-26. 

19. Petit, O., Merunka, D. and O. Oullier (2014), “Neurosciences et comportement du consommateur : 1- Outils et méthodes 

d’investigation”, Revue Française du Marketing, n° 247, 2/5, juin, 7-25. 

20. Warlop, L., Shrum, L.J., Merunka, D. and V. de Barnier (2014), “Utterly fresh perspectives on consumer research and 

advertising: Introducing the special issue from the 2013 La Londe conference”, Journal of Business Research, 67, 7 

(July), 1519-1521. 

21. Mazodier, M. and D. Merunka (2014), “Beyond brand attitude: Individual drivers of purchase for symbolic cobranded 

products”, Journal of Business Research, 67, 7 (July), 1552–1558. 

22. Peterson, R.A. and D. Merunka (2014), “Convenience samples of college students and research reproducibility”, Journal 
of Business Research, 67, 5, 1035-1041. 

23. Merunka, D. (2013), “Reinterpreting cultural priming effects in cross-cultural consumer research”, Academy of Marketing 
Science Review, 3, 232-248. 

24. Diop, F. and D. Merunka (2013), “African Tradition and Global Consumer Culture: Understanding Attachment to 
Traditional Dress Style in West Africa”, International Business Research, 6, 11, 1-14. 

25. Ashraf, R. and D. Merunka (2013), “The Impact of Customer-Company Identification on Consumer Reactions to New 
Corporate Initiatives: The Case of Brand Extensions”, Marketing Intelligence and Planning, 31, 5, 489-507. 

26. Sogbossi Bocco, B. and D. Merunka (2013), “Do Leaders of Small and Medium Businesses Base Decisions on Intuition? 
An Empirical Investigation among West African Managers”, Global Business and Organizational Excellence, 

July/August, 45-52. 

27. Albert, N. and D. Merunka (2013), “The role of brand love in consumer–brand relationships”, Journal of Consumer 
Marketing, 30, 3, 258-266. 

28. Albert N, Merunka, D. and P. Valette-Florence (2013), “Brand passion: Antecedents and consequences”, Journal of 
Business Research, 63, 904-909. 

29. Mazodier, M., and D. Merunka (2012), “Achieving brand loyalty through sponsorship: the role of fit and self-congruity”, 
Journal of the Academy of Marketing Science, Vol. 40, Issue 6, p. 807-820. 

30. Akram, A., Merunka, D. and M.S. Akram (2011), “Perceived brand globalness in emerging markets and the moderating 
role of consumer ethnocentrism”, International Journal of Emerging Markets, 6, 4 (September), 291-303. 

31. Hamzaoui-Essoussi, L., Merunka, D. and B. Bartikowski (2011), “Brand origin and country of manufacture influences 
on brand equity and the moderating role of brand typicality”, Journal of Business Research, 64, 9 (September), 973-
978. 

32. Valette-Florence, P., Guizani, H. and D. Merunka (2011), « The Impact of Brand  Personality and Sales Promotion on 
Brand Equity », Journal of Business Research, 64, 1 (January), 24-28.  

33. Peterson, R.A., Albaum, G., Merunka, D. Muneura, J.L. and Smith, S.M. (2010), “Effects of Nationality, Gender, and 
Religiosity on Business-Related Ethicality”, Journal of Business Ethics, 96, 4 (November), 573-587.  

34. Albert, N., Merunka,D. and Valette-Florence, P. (2010), « Développement et Validation de Deux Nouvelles Echelles 
d’Amour pour une Marque », Innovations, 31 (1), 109-129. 

35. Bartikowski B., Merunka D., Ouattara A. and P. Valette-Florence (2009), “Les Villes ont-elles une Personnalité ?”, Revue 
Française de Gestion, 35, 197, 49-64. 

36. Albert, Noël, Merunka, Dwight and Pierre Valette-Florence (2009), "The Feeling of Love Toward a Brand: Concept and 

Measurement", Advances in Consumer Research, Volume 36, eds. Ann L. McGill and Sharon Shavitt, Duluth, MN : 

Association for Consumer Research, 300-307. 

37. Boujena O., Johnston W.J. & Merunka D.R. (2009) "The Benefits of Sales Force Automation: A Customer's Perspective" 

Journal of Personal Selling & Sales Management, Vol. XXIX, N° 2 (Spring), 137-150. 

38. Bartikowski B., Merunka D. and P. Valette-Florence (2008), “L’attitude vis-à-vis des destinations touristiques : le rôle de 
la personnalité des villes”,  Management et Avenir, 18, 72-87. 

39. Albert N., Merunka, D. and P. Valette-Florence (2008), « When Consumers Love their Brands: Exploring the Concept 
and its Dimensions », Journal of Business Research, 61, 10, 1062-1075.  

40. Bécheur, I., Dib, H., Merunka, D. and P. Valette-Florence (2008), « Emotions of Fear, Guilt or Shame in Anti-Alcohol 
Messages: Measuring Direct Effect on Persuasion and the Moderating Role of Sensation Seeking”, European Advances 
in Consumer Research, vol.8, 99-106. 

41. Hamzaoui Essoussi, L. and D. Merunka (2007), “Consumers’ product evaluations in emerging markets: does country 
of design, country of manufacture, or brand image matter?”, International Marketing Review, 24, 4, 409-426. 
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42. Bozzo, C., Merunka, D. and J.M. Moulins (2007), “Pocho Consumatori Fideli habitano in Paradiso”, Micro & Macro 
Marketing, aXVI, n°2 (August), 223-247.  

43. Le Bon, J. and D. Merunka (2006), “The Impact of Individual and Managerial Factors on Salespeople’s Contribution to 
Marketing Intelligence Activities”, International Journal of Research in Marketing, vol.23, 4 (December), 395-408. 

44. Merunka, D.R. and R.A. Peterson (2006), “Language, Thought, and Consumer Research”, Review of Marketing 

Research, (Fall), vol.3, chap. 6, 152-192. 

45. Hamzaoui, L. and D. Merunka (2006), “The Impact of Country of Design and Country of Manufacture on Consumer 
Perception of Bi-national Products’ Quality: an Empirical Model Based on the Concept of Fit”, Journal of Consumer 
Marketing, 23, 3 (May), 145-155. 

46. Merunka D. and J.B. Kazmierczak (2005), “ROMI* : une révolution dans la pensée et les pratiques en Marketing », 
Décisions Marketing, n°40 (Oct-Dec), 9-16. 

47. Merunka D. and J.B. Kazmierczak (2005), “Repenser la performance en Marketing», Décisions Marketing, n°40 (Oct-
Dec), 7-8. 

48. Ambroise L., Ferrandi, J.M., Merunka D., Valette-Florence P and V. De Barnier (2005), « How Well Does Personality 
Predict Brand Choice? A Measurement Scale and Analysis using Binary Regression Models », Asia Pacific Advances 
in Consumer Research, vol. 6, 30-38. 

49. Bozzo C., Merunka D. and J.L. Moulins (2003), « Fidélité et Comportement d’Achat : ne pas se fier aux apparences », 
Décisions Marketing, n°32, Octobre-Décembre, 9-17. 

50. Cegarra J.J. and D. Merunka (2003), « Les Marques : enjeux et stratégies », Revue Française de Gestion, vol. 29, n° 
145, Juillet-Août, 115-117. 

51. Ferrandi, J.M., Merunka D. and P. Valette-Florence (2003),  « La personnalité de la Marque : bilan et perspectives », 
Revue Française de Gestion, vol. 29, n° 145, Juillet-Août, 145-162. 

52. Merunka D. (2002), « Recherches sur la Marque : quelques dangers, quelques directions », Recherche et Applications 

en Marketing, vol. 17, n°3, 1-6. 

53. Ferrandi, J.M., De Barnier, V., Merunka, D. and Valette-Florence P. (2002), “Brand Personality: How well does a Human 
Personality Scale apply to Brands?”, Asia Pacific Advances in Consumer Research, vol. 5, 53-60. 

54. Bentz, Y. and D. Merunka (2000), « Neural Networks and the Multinomial Logit for Brand Choice Modeling: a Hybrid 
Approach », Journal of Forecasting, vol. 19, 177-200. 

55. Merunka, D., Changeur, S. and P. Bourgeat (1999), “ Les modèles de concurrence entre les marques : pratiques et 
limites ”, Recherche et Applications en Marketing, vol.14, n° 4, 9-22.  

56. Bentz, Y. and D. Merunka (1996), « La Modélisation du Choix des Marques par le Modèle Multinomial Logit et les 
Réseaux de Neurônes Artificiels : proposition d’un Modèle Hybride », Recherche et Applications en Marketing, vol. 11, 

n° 2, pp. 43-62. 

57. Merunka, D. and A. Quaghebeur (1995), "Les Panels Consommateurs Scannérisés", Décision Marketing, n° 5 (Mai-
Août), pp. 95-106.    

58. Cegarra J.J. and D. Merunka (1993), "Les Extensions de Marque : Concepts et Modèles", Recherche et Applications 
en Marketing, vol.8, n°1, pp. 53-76. 

59. Merunka, D. (1992), "Produits Durables : Un Essai de Clarification du Concept", Recherche et Applications en 
Marketing, vol.7, n°4, pp. 105-113. 

60. Merunka, D. (1992), "L'Etude de Cas en Marketing : une Méthode d'Analyse et de Rédaction du Rapport de Cas", 
Recherche et Applications en Marketing, vol.7, n°3, pp. 89-102. 

61. Merunka, D. and I. Le Roy (1991), "Competitor : un Modèle de Positionnement Concurrentiel des Marques appliqué à 
des Données de Panel Consommateur", Recherche et Applications en Marketing, vol.6, n°2, pp. 1-24. 

62. Merunka, D. and P. Bourgeat (1988), "Une Méthode de Mesure et de Représentation de la Concurrence entre les 
Marques", Recherche et Applications en Marketing, 1988, vol.3, n°2, pp. 1-27. 

63. Merunka, D. and P. Topsacalian (1987), "La Croissance Externe : Mort des Produits Nouveaux", Recherche et 
Applications en Marketing, vol.2, n°3, pp. 35-52. 

64. Merunka, D., Wagner, P. and P. Cavat (1987), "L'utilisation du Jugement Managérial en Marketing : la Procédure 
d'Analyse Hiérarchique", Recherche et Applications en Marketing, vol.1, n°4, pp. 1-22. 

65. Merunka, D. (1986), "Les Nouvelles Mesures d'Efficacité Publicitaire", Revue Française de Gestion, 1986, n° 58, pp. 

19-28. 

66. Merunka, D. (1984), "Produits Durables : les Mal-Aimés du Marketing", Harvard-l'Expansion, Printemps, pp. 44-52. 

 

 



Books and Book Chapters 

• Merunka, D., Décisions Marketing, Concepts, Cas et Corrigés, 1994, 2nd edition, Dalloz. Merunka, D., Décisions 
Marketing, Concepts, Cas et Corrigés, 1992, Editions Dalloz. 

• Merunka, D., La Prise de Décision en Management, 1987, Editions Vuibert. 

• Albert, N. and D. Merunka (2015), “Role of brand love in consumer–brand relationships”, in Consumer Brand Relationships: 
Meaning, Measuring, Managing, Tobias Heilman & Marc Fetscherin, eds., Palgrave Macmillan, 15-30. 

• Farooq,O., Merunka, D. and P. Valette-Florence (2013), “Employees’ Response to Corporate Social Responsibility: An 
Application of a Non Linear Mixture REBUS Approach”, in New Perspectives in Partial Least Squares and Related 
Methods, New York: Springer, pp. 257-267. 

• Merunka, D., (2011), “Cannibalism”, in Wiley International Encyclopedia of Marketing, Wiley and Sons ltd.  

• Guérin A.M. and D. Merunka (2000), « La création de nouveaux marchés par les innovations de rupture », in De l'idée au 
marché, processus d'innovation et de lancement de produits nouveaux, Manceaux et Bloch, eds., Editions Vuibert, série 
Vital Roux. 

• Merunka, D. and P. Bourgeat (2000), « Les Méthodes d'évaluation du potentiel des nouveaux produits », in De l'idée au 
marché, processus d'innovation et de lancement de produits nouveaux, Manceaux et Bloch, eds., Editions Vuibert, série 
Vital Roux. 

• Merunka, D. and P. Bourgeat (1998), « A Catastrophe-Based Brand Preference Model » in Contemporary Developments 
in Marketing, Paris: Eska. 

• Merunka, D. (1997), « Le Marketing des Produits Durables », in Encyclopédie de Gestion, Paris: Economica. 

• Merunka, D. (1992), « Produits Nouveaux : les Nouvelles Méthodes pour Améliorer les Chances de Succès », in 
Encyclopédie de Management, Paris: Vuibert. 

 

Refereed proceedings - Conference papers 
 

• Merunka, D., Peterson, R.A., Sogbossi Bocco B., and Valette-Florence, P. (2023). “Exploring the Structure of the Attitudes 
Towards Business Ethics Questionnaire (ATBEQ) in Developing Markets, Academy of Marketing Science World Marketing 
Congress, July 2023, Canterbury, U.K. 

• Huaman-Ramirez, R., Toti, J.F., and Merunka, D. (2023), « Global brands’ perceived ethics: The moderating role of 
voluntary simplicity and materialism », American Marketing Association Global Marketing SIG Conference, May-June 2023, 

Santiago, Chile. 

• Merunka, D., Sogbossi Bocco B., and Valette-Florence, P. (2023). “The Measurement of Attitude Towards Business Ethics: 
An Application in Developing Markets”, African Marketing Association Annual Conference, April 2023, Parakou, Benin. 

• Sogbossi Bocco B. & Merunka, D. (2019). “Are Managers in the Informal Economy More or Less Ethical than their Formal 
Economy Counterparts? Contrasting Business Cultures in Three Developing West African Countries”, 2019 Cross-Cultural 
Research Conference, December 2019, Puerto Rico, USA. 

• Ashraf, R. and Merunka, D. (2016). “Cross National Investigation of Consumer Involvement for Corporate and Product 
Ads: Evidence from France, Pakistan and USA”, Global Marketing Conference, July 2016, Hong Kong.  

• Zhang, M., and Merunka, D. (2015), “Conspicuous Consumption and Subjective Well-Being: A Bi-Motive Explanation”, 
2015 Asia-Pacific Association for Consumer Research Conference, June 2015, Hong Kong. 

• Le Bon, J., Hughes, D., Schrock, W. and D. Merunka (2015), “Protecting Brand Value: Walking the Talk after the Sale”, 
2015 Academy of Marketing Science Conference, May 2015, Denver, Co., USA 

• LEMSTRAD Conference, “Modelling and Explaining Purchase for Symbolic Cobranded Products”, (with Marc Mazodier), 
December 2014, Dakar, Senegal. 

• AMA 2014 Summer Marketing Educators’ Conference, "Does Relating to Corporate or Product Brands Generate Similar 
Emotions?", (with R. Ashraf), August 2014, San Francisco, CA, USA. 

• 2014 AMS Conference, « Adapting Communication Messages to Reward and Punishment Sensitivity of Targeted 
Audiences in Fighting Obesity”, (with O. Petit and O. Oullier), May 2014, Indianapolis, USA. 

• 2014 AMS Conference, « Engaging Customer Preference through Trade Credit: An Investigation of the Impact of Payment 
Terms on Brand Equity”, (with J. Le Bon), May 2014, Indianapolis, USA. 

• 2014 Africa Academy of Management, “Strategic management of BoP initiatives: An empirical application to the case of 
company Nestlé in Africa”, (with M. Payaud), January 2014, Gaborone, Botswana. 

• 2013 EMAC conference, “The Influence of Territory-of-Origin on Product’s Authenticity and Consumer’s Self-Product 
Connection” (with M. Zhang and P. Valette-Florence), June 2013, Istanbul, Turkey. 



• 2013 Macro-Marketing Conference, “The Impact of Consumption Deprivation and Materialism on Perceived Quality of Life” 
(with B. Bartikowski and M.J. Sirgy), June 2013, Toronto, Canada. 
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