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HEILBRUNN B., (2010), "Marquéthique ou mercatique ? : La marque de mode face a la question éthique", in DION
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gourmandes, Editions Jean-Paul Rocher, pp 201-210, 10 p.
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et des pratigues, Institut Francais de la Mode, Editions du Regard, pp 217-294, 18 p.
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HEILBRUNN B., (2006), "The blandness and delights of a daily object", in CARU A, COVR B. (eds), Clomsuming
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