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Notice 

 

Notre bibliographie répertorie plus de 100 publications – en français et en anglais – qui traitent de la 

commandite, dont une vingtaine portant sur le secteur culturel et artistique. Bilan des recherches 

scientifiques publiées au Canada et à l’étranger au cours de la dernière décennie, elle a pour objet d’aider 

les chercheurs et acteurs du milieu à consulter des études consacrées à un mode de financement dont la 

littérature en marketing se fait de plus en plus l’écho. 

 

Par rapport à la bibliographie de même type publiée en 1992 par Turgeon et Colbert et à la revue de 

littérature de Cornwell et  Maignan (1996), notre recherche se distingue par le choix de nos sources, soit : 

1. Les articles tirés de revues scientifiques ; 

2. Les communications publiées dans les actes de colloques ; 

3. La consultation des banques de données ABI-Inform et Emerald Intelligence and Fulltext. Le 

lecteur trouvera en annexe la liste détaillée des ouvrages compulsés.  

 

Dans la présente bibliographie, nous entendons par commandite tout support financier accordé par une 

entreprise privée à une entité, soit de nature individuelle (par exemple, un sportif), organisationnelle (par 

exemple, une société humanitaire), ou collective (par exemple, un orchestre),  dans le but de permettre à 

cette entité de poursuivre ses activités (par exemple, un événement culturel). Il est important de noter que 

pour certains auteurs européens de langue française, la définition de la commandite concerne autant le 

mécénat que le sponsoring tandis que pour d’autres de langue anglaise, « philanthropy » et 

« sponsorship » sont synonymes. Nous avons cru bon tenir compte de ces différentes définitions. 

 

Chaque document est identifié à l’aide d’une notice comportant le nom du ou des auteurs, le titre, ainsi 

que les éléments référentiels précisant sa localisation. À l’aide des descripteurs (voir l’index 1 pour les 

mots-clés français et l’index 2 pour les mots-clés anglais) l’usager pourra sélectionner rapidement les 

documents désirés en fonction d’intérêts particuliers.  

 

Notons enfin que les notices ont été classées par ordre alphabétique d’auteurs, que chacune d’elles porte 

un numéro dans l’index qui classe l’ensemble des notices par descripteur, et que nos résultats s’appliquent 

uniquement aux sources disponibles à Montréal. 

 

N.B. Nous avons inclus dans une deuxième section une série de notices dont nous n’avons pas analysé le 

contenu mais qui sont néanmoins susceptibles d’intéresser le lecteur. 
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Our bibliography lists over 100 publications in French and English on the topic of sponsorship, including 

about twenty documents that deal specifically with the cultural sector. This bibliography constitutes a 

review of the academic research published in Canada and abroad over the past decade and is intended to 

help researchers and others in the field gain access to studies focusing on a fundraising tool that is 

attracting increasing attention in the marketing literature. 

 

Our research stands apart from a similar type of bibliography published by Turgeon and Colbert in 1992 

as well as from the literature review by Cornwell and Maignan (1996), by virtue of the sources on which 

we have chosen to focus, notably: 

 

4. Articles in scholarly journals; 

5. Papers published in conference proceedings; 

6. Consultation of the ABI-Inform and Emerald Intelligence and Fulltext databases. A detailed list of 

the works consulted is provided in appendix.  

 

In this bibliography, we use the term sponsorship to refer to any form of financial support provided by a 

private-sector company to an entity, whether it be individual (ex., an athlete), organizational (ex., a 

humanitarian group), or collective (ex., an orchestra), with the aim of enabling this entity to carry on its 

activities (a cultural event, for example). It is important to note that some English-speaking authors regard 

“philanthropy” and “sponsorship” as synonyms, while many of their French-speaking counterparts in 

Europe include “mécenat” (patronage) in their definition of sponsorship. We have taken these different 

definitions into account. 

 

Each document is identified by means of an entry that includes the name of the author(s), the title, as well 

as information specifying the source of the document. Using descriptors (see Index 1 for French keywords 

and Index 2 for English keywords), users can quickly select the desired documents based on their specific 

interests.  

 

Lastly, it should also be noted that entries are listed in alphabetical order by author’s name, that each entry 

has a number in the index, which classifies all entries by descriptor, and that our results apply only to 

sources available in Montreal. 

 

N.B. We have included a second section containing a series of entries whose content we have not explored 

but which may be of interest to the reader. 
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1. “Hands in their pockets –Private money for the arts”, The Economist, Vol. 360, No. 8235, 

2001, pp.67-69.  

 

Mots clés : Arts, Patronage,  Europe. 

Keywords: Arts, Patronage, Europe. 

 

2. AJAM, Mahassen. “Sponsoring et mécénat au Liban”, Revue Française du Marketing, 

Vol. 172, No. 2, 1999, pp.85-98.  

 

Mots clés : Liban, Stratégie.  

Keywords : Lebanon, Strategy. 

 

3. ALEXANDER, Victoria D.; “From philanthropy to funding: The effects of corporate and 

public support on American art museums”, Poetics, Vol. 24, 1996, pp.87-129.  

 

 Mots clés: Arts, Musée, États-Unis.  

Keywords: Arts, Museum, United States. 

 

4. AMIS, John; SLACK, Trevor & BERRETT, Tim. “Sport sponsorship as distinctive 

competence”, European Journal of Marketing, Vol. 33, No. ¾, 1999, pp.250-272.  

 

 Mots clés: Sports, Stratégie, Canada.  

Keywords: Sports, Strategy, Canada.  

 

5. BEDNALL, David H., WALKER, Ian, CURL, David, LeROY, Heather “Business 

support approaches for charities and other nonprofits”, International Journal of Nonprofit 

and Voluntary Sector Marketing, Vol. 6, No. 2, 2003, pp.172-187.  

 

Mots clés: Organismes sans but lucratif, Australie.  

Keywords: Non-profit enterprises, Australia. 
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6. BENNETT, Roger. “Corporate philanthropy in France, Germany and the UK: 

International comparisons of commercial orientation towards company giving in 

European nations”, International Marketing Review, Vol. 15, No. 6, 1998, pp. 458-475.  

 

Mots clés: Philanthropie, Étude comparative, Europe.  

Keywords: Philanthropy, Comparative study, Europe. 

 

7. BENNETT, Roger. “Sports sponsorship, spectator recall and false consensus”, European 

Journal of Marketing, Vol.33, No. ¾, 1999, pp. 291-313.  

 

Mots clés: Sports, Comportement du consommateur, Marque, Publicité.  

Keywords: Sports, Consumer behaviour, Brand, Advertising. 

 

8. BENNETT, Roger. “Corporate perspectives on cause related marketing”, Journal of 

Nonprofit & Public Sector Marketing, Vol. 10, No. 1, 2003, pp. 41-59.  

 

Mots clés: Marketing social, Philanthropie, Évaluation de la commandite.  

Keywords: Cause related marketing, Philanthropy, Sponsorship evaluation. 

 

9. BENNETT, Roger; GABRIEL, Helen. “Headteacher characteristics, management style 

and attitudes towards the acceptance of commercial sponsorship by state funded schools”, 

Market Intelligence & Planning, Vol. 17, No. 1, 1999, pp. 41-52.  

 

Mots clés: Éducation, Évaluation de la commandite.  

Keywords: Education, Sponsorship evaluation. 

 

10. BLOXHAM, Mike. “Brand affinity & television programme sponsorship”, International 

Journal of Advertising, Vol. 17, No. 1, 1998, pp. 89-98.  

 

Mots clés: Télévision, Marque, Comportement du consommateur.  

Keywords: Television, Brand, Consumer behaviour. 
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11. CHONG, Derrick. “Revisiting business and the arts”, Journal of Nonprofit & Public 

Sector Marketing, Vol. 11, No. 1, 2003, pp. 151-165.  

 

Mots clés: Arts, Comportement du consommateur.  

Keywords: Arts, Consumer behaviour. 

 

12. CLARK, John M., CORNWELL, Bettina T., PRUITT, Stephen W. “Corporate stadium 

sponsorships, signalling theory, agency conflicts, and shareholder wealth”, Journal of 

Advertising Research, Vol. 42, No. 6, 2002, pp.16-32.  

 

Mots clés: Sports, Image corporative.  

Keywords: Sports, Corporate image. 

 

13. COBB, Nina Kressner. « The new philanthropy : Its impact on funding arts culture », The 

Journal of Arts Management, Law and Society, Vol. 32, No. 2, Summer 2002, pp. 125-

143.  

 

Mots clés: Arts, Philanthropie.  

Keywords: Arts, Philanthropy. 

 

14. COLBERT, François; TURGEON, Normand. « La commandite dans le domaine des arts 

et de la culture : bibliographie », Cahier de recherche Chaire de gestion des arts, HEC 

Montréal, Mai 1992, 152 pages.  

 

Mots clés: Bibliographie, Arts, International.  

Keywords: Bibliography, Arts, International. 

15. COLLINS, Marylyn. “Global corporate philanthropy – marketing beyond the call of 

duty”, European Journal of Marketing, Vol. 27, No. 2, 1993, pp.46-58.  

 

Mots clés: Philanthropie, Management, International.  

Keywords: Philanthropy, Management, International. 
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16. CORNWELL, Bettina T. “The use of sponsorship-linked marketing by tobacco firms: 

International public policy issues”, The Journal of Consumer Affairs, Vol.31, No.2, 1997, 

pp.238-254.  

 

Mots clés: Tabac, Stratégie, Règlements.  

Keywords: Tobacco, Strategy, Regulations. 

 

17. CORNWELL, Bettina T.; MAIGNAN, Isabelle. “An international review of sponsorship 

research”, Journal of Advertising, Vol. XXVII, No. 1, 1998.  

 

Mots clés: Revue de littérature, International.  

Keywords: Literature review, International. 

 

18. CORNWELL, Bettina T.; PRUITT, Stephen W.; VAN NESS, Robert. “The value of 

winning in motorsports: Sponsorship-linked marketing”, Journal of Advertising Research, 

Vol. 41, No. 1, 2001, pp. 17-31.  

 

Mots clés: Sports, Stratégie, Évaluation de la commandite.  

Keywords: Sports, Strategy, Sponsorship evaluation. 

 

19. CORNWELL, Bettina T.; ROY, Donald P.; STEINARD II, Edward A. “Exploring 

managers’ perceptions of the impact of sponsorship on brand equity”, Journal of 

Advertising, Vol. XXX, No. 2, 2001, pp. 41-51.  

 

Mots clés: Marque, Évaluation de la commandite, Management.  

Keywords: Brand, Sponsorship evaluation, Management. 
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20. COURBET, Didier. « Les effets automatiques du parrainage télévisuel sur la marque : 

étude de la mésattribution de la familiarité, du transfert sémantique et de l’influence des 

émotions déclenchées par le programme »,  Recherche et Applications en Marketing, Vol. 

15, No. 1, 2000, pp. 39-61.  

 

Mots clés: Télévision, Marque, Évaluation de la commandite. 

Keywords: Television, Brand, Sponsorship evaluation. 

 

21. CRIMMINS, James; HORN, Martin. “Sponsorship: from management ego trip to 

marketing success”, Journal of Advertising Research, July/August 1996, pp.11-21.  

 

 Mots clés: Évaluation de la commandite, Stratégie, Management.  

Keywords: Sponsorship evaluation, Strategy, Management. 

 

22. DALAKAS, Vassilis, KROPP, Frederic. “Attitudes of youth toward purchasing from 

sponsors: a cross-cultural perspective”, Journal of Euromarketing, Vol. 12, No. 1, 2002, 

pp. 19-39.  

 

Mots clés: Comportement du consommateur, Sports, Grèce, États-Unis, Corée du Sud. 

Keywords: Consumer behaviour, Sports, Greece, United States, South Korea. 

 

23. d’ASTOUS, Alain, BITZ, Pierre. “Consumer evaluations of sponsorship programmes”, 

European Journal of Marketing, 1995, Vol. 29, No. 12, p.6-22.  

 

Mots clés: Sports, Évaluation de la commandite, Comportement du consommateur. 

Keywords: Sports, Sponsorship evaluation, Consumer behaviour. 
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24. d’ASTOUS, Alain, SÉGUIN, Nathalie. “Consumer reactions to product placement 

strategies in television sponsorship”, European Journal of Marketing, Vol. 33, No. 9/10, 

1999, pp. 896-910.  

 

Mots clés: Télévision, Placement de produit, Comportement du consommateur. 

Keywords: Television, Product placement, Consumer behaviour. 

 

25. DANESHVARY, Rennae; SCHWER, Keith R. “The association endorsement and 

consumers’ intention to purchase”, Journal of Consumer Marketing, vol.17, No. 3, 2000, 

pp. 203-213.  

 

Mots clés: Comportement du consommateur, Marque, Publicité. 

Keywords: Consumer behaviour, Brand, Advertising. 

 

26. DERBAIX, Christian; GÉRARD, Phillipe; LARDINOIT, Thierry. « Essai de 

conceptualisation d’une activité éminemment pratique : le parrainage. », Recherche et 

Applications en Marketing, Vol. IX, No. 2, 1994, pp.43-67.  

 

Mots clés: Typologie.  

Keywords: Typology. 

 

27. DES THWAITES, Rafael Aguilar-Manjarrez. “Professional football sponsorship – 

Profitable or Profligate?”, International Journal of Advertising, Vol.14, 1995, pp.149-

164.  

 

Mots clés: Sports, Stratégie.  

Keywords: Sports, Strategy. 
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28. DES THWAITES, Rafael Aguilar-Manjarrez; KIDD, Callum. “Sports sponsorship 

development in leading Canadian companies: issues & trends”, International Journal of 

Advertising, Vol. 17, No. 1, 1998, pp. 29-49.  

 

Mots clés: Sports, Management, Stratégie, Canada.  

Keywords: Sports, Management, Strategy, Canada. 

 

29. EASTON, Simon; MACKIE, Penny. “When football came home: a case history of the 

sponsorship activity at Euro ‘96”, International Journal of Advertising, Vol. 17, No. 1, 

1998, pp. 99-114.  

 

Mots clés: Sports, Évaluation de la commandite, Comportement du consommateur. 

Keywords: Sports, Sponsorship evaluation, Consumer behaviour. 

 

30. ERDOGAN, Zafer B.; KITCHEN, Philip J. “Managerial mindset and the symbiotic 

relationship between sponsorship and advertising”, Marketing Intelligence & Planning, 

Vol. 16, No. 6, 1998, pp. 369-374.  

 

Mots clés: Publicité, Communication marketing intégrée, Stratégie.  

Keywords: Advertising, Integrated marketing communication, Strategy. 

 

31. FAN, Ying; PFITZENMAIER, Nico. “Event sponsorship in China”, Corporate 

Communications: An International Journal, Vol. 7, No. 2, 2002, pp. 110-116.  

 

Mots clés: Communication marketing intégrée, Typologie, Chine.  

Keywords: Integrated marketing communication, Typology, China. 
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32. FARRELLY, Francis, QUESTER, Pascale. “The effects of market orientation on trust and 

commitment: The case of the sponsorship business-to-business relationship”, European 

Journal of Marketing, Vol. 37, No. ¾, 2003, pp. 530-553.  

 

Mots clés: Australie, Marketing relationnel.  

Keywords: Australia, Relationship marketing. 

 

33. FARRELLY, Francis John; QUESTER, Pascale G.; BURTON, Richard.  “Integrating 

sports sponsorship into the corporate marketing function: an international comparative 

study”, International Marketing Review, Vol. 14, No. 3, 1997, pp.170-182.  

 

Mots clés: Sports, Étude comparative, Stratégie, International.  

Keywords: Sports, Comparative study, Strategy, International. 

 

34. FARRELLY, Francis, QUESTER, Pascale, MAVONDO, Felix. “Collaborative 

communication in sponsor relations”, Corporate Communications: An international 

Journal, Vol. 8, No. 2, 2003, pp. 128-138.  

 

Mots clés: Marketing relationnel.  

Keywords: Relationship marketing. 

 

35. FERRAND, Alain; PAGES, Monique. “Image management in sport organisations: the 

creation of value”, European Journal of Marketing, Vol.33, No. ¾, 1999, pp.387-401.  

 

 Mots clés: Sports, Comportement du consommateur, Image corporative.  

Keywords: Sports, Consumer behaviour, Corporate image. 
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36. FISCHER, Fernando. “Arts sponsorship: Use and practice in Brazilian companies”, 

AIMAC 5th International conference on arts and cultural management, Helsinki, 

Finlande, 1999, pp. 192-204.  

 

Mots clés: Arts, Management, Brésil.  

Keywords: Arts, Management, Brazil. 

 

37. FISHEL, David. “Australian philanthropy and the Arts: How does it compare?”, 

International Journal of Arts Management, Vol. 4, No. 2, 2002, pp. 9-15.  

 

Mots clés: Arts, Philanthropie, Australie.  

Keywords: Arts, Philanthropy, Australia. 

 

38. GAGNON, Gilbert. « L’évolution du financement privé des arts au Québec », Actes, 

Première Conférence Internationale sur la Gestion des Arts, Chaire de gestion des arts, 

HEC Montréal, Août, 1991, pp. 221-230.  

 

Mots clés: Arts, Management, Québec.  

Keywords: Arts, Management, Quebec. 

 

39. GANASSALI, Stéphane. « Le transfert comme principe du parrainage », Recherche et 

Applications en Marketing, Vol. 11, No. 1, 1996, pp. 37-48.  

 

Mots clés: Comportement du consommateur, Typologie.  

Keywords: Consumer behaviour, Typology. 
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40. GIANNELLONI, Jean-Luc. « L’influence de la communication par l’événement sur la 

nature de l’image de l’entreprise. », Recherche et Applications en Marketing, Vol. VIII, 

No.1, 1993, pp. 5-29.  

 

Mots clés : Image corporative, Comportement du consommateur, Évaluation de la 

commandite.  

Keywords: Corporate image, Consumer behaviour, Sponsorship evaluation. 

 

41. GILHESPY, Ian; REAVILL, Richard. “Sponsorship, social responsibility, and the arts in 

Britain: an analysis of some relationship between commercial organizations and 

performing arts provision in the south and south west of England”, AIMAC 6th 

International Conference on Arts and Cultural Management, Brisbane, Australia, 2001, 

pp. 403-409.  

 

Mots clés: Arts, Management, Stratégie, Angleterre.  

Keywords: Arts, Management, Strategy, England. 

 

42. GRIMES, Eoin; MEENAGHAN, Tony. “Focusing commercial sponsorship on the 

internal corporate audience”, International Journal of Advertising, Vol. 17, No. 1, 1998, 

pp. 51-74.  

 

Mots clés: Image corporative, Évaluation de la commandite.  

Keywords: Corporate image, Sponsorship evaluation. 

 

43. GRÜNSTEIN, Raoul. “On the four dimensions of sponsorship and their relevance in 

cultural sponsorships”, AIMAC 5th International Conference on Arts and Cultural 

Management, Helsinki, Finland, 1999, pp. 247-255.  

 

Mots clés: Arts, Évaluation de la commandite.  

Keywords: Arts, Sponsorship evaluation. 
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44. GWINNER, Kevin P. “A model of image creation and image transfer in event 

sponsorship”, International Marketing Review, vol.14, No. 3, 1997, pp. 145- 158.  

 

Mots clés: Image corporative, Évaluation de la commandite, Marque, Comportement du 

consommateur.  

Keywords: Corporate image, Sponsorship evaluation, Brand, Consumer behaviour. 

 

45. GWINNER, Kevin P.; EATON, John. “Building brand image through event sponsorship: 

The role of image transfer”, Journal of Advertising, Vol. XXVIII, No. 4, 1999, pp. 47-57.  

 

Mots clés: Sports, Image corporative, Marque, Comportement du consommateur, 

Évaluation de la commandite.  

Keywords: Sports, Corporate image, Brand, Consumer behaviour, Sponsorship 

evaluation. 

 

46. GWINNER, Kevin, SWANSON, Scott R. “A model of fan identification: antecedents and 

sponsorship outcomes”, Journal of Services Marketing, Vol. 17, No. 3, 2003, pp. 275-

294.  

 

Mots clés: Sports, Comportement du consommateur.  

Keywords: Sports, Consumer behavior. 

 

47. HAL DEAN, Dwane. “Brand endorsement, popularity, and event sponsorship as 

advertising cues affecting consumer pre-purchase attitudes”, Journal of Advertising, Vol. 

XXVIII, No. 3, 1999, pp. 1-12.  

 

Mots clés: Publicité, Évaluation de la commandite, Marque.  

Keywords: Advertising, Sponsorship evaluation, Brand. 
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48. HALEY, Eric. “Exploring the construct of organization as source: Consumers’ 

understanding of organizational sponsorship of advocacy advertising”, Journal of 

Advertising, Vol. XXV, No. 2, 1996, pp. 19-33.  

 

Mots clés: Image corporative, Comportement du consommateur, Publicité. Keywords: 

Corporate image, Consumer behaviour, Advertising. 

 

49. HARVEY, Bill. “Measuring the effects of sponsorships”, Journal of Advertising 

Research, Vol. 41, No. 1, 2001, pp. 59-65.  

 

Mots clés: Évaluation de la commandite, Publicité.  

Keywords: Sponsorship evaluation, Advertising. 

 

50. HOEK, Janet. “Sponsorship: An evaluation of management assumptions and practices”, 

Marketing Bulletin, Vol. 10, 1999, pp. 1-10.  

 

Mots clés: Management, Évaluation de la commandite.  

Keywords: Management, Sponsorship evaluation. 

 

51. HOEK, Janet; GENDALL, Philip; STOCKDALE, Mark. “Some effects of tobacco 

sponsorship advertisements on young males”, International Journal of Advertising, 1993, 

Vol. 12, pp.25-35.  

 

Mots clés: Tabac, Comportement du consommateur, Règlements.  

Keywords: Tobacco, Consumer behaviour, Regulations. 
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52. JAGRE, Emma; WATSON, John J.; WATSON, John G. “Sponsorship and congruity 

theory: A theoretical framework for explaining consumer attitude and recall of event 

sponsorship”, Advances in Consumer Research, Vol.28, 2001, pp. 439-445.  

 

Mots clés: Évaluation de la commandite, Comportement du consommateur. Keywords: 

Sponsorship evaluation, Consumer behaviour. 

 

53. JAVALGI, Rajshekhar G.; TRAYLOR, Mark B.; GROSS, Andrew C. “Awareness of 

sponsorship and corporate image: an empirical investigation”, Journal of Advertising, 

Vol. 23, No. 4, 1994, pp. 47-58.  

 

Mots clés: Image corporative, Évaluation de la commandite, Comportement du 

consommateur.  

Keywords: Corporate image, Sponsorship evaluation, Consumer behaviour. 

 

54. KING, Timothy. “Patronage and market in the creation of opera before the institution of 

intellectual property”, Journal of Cultural Economics, Vol. 25, 2001, pp. 21-45.  

 

 Mots clés: Arts, Patronage, Italie.  

Keywords: Arts, Patronage, Italy. 

 

55. KIRCHBERG, Volker. “Arts sponsorship and the state of the city”, Journal of Cultural 

Economics, Vol. 19, 1995, pp. 305-320.  

Mots clés: Arts, Étude comparative, États-Unis.  

Keywords: Arts, Comparative study, United States. 

 

56. LARDINOIT, T.; DERBAIX, C. “Sponsorship and recall of sponsors”, Psychology & 

Marketing, Vol. 18, No.2, 2001, pp. 167-190.  

 

Mots clés: Télévision, Évaluation de la commandite.  

Keywords: Television, Sponsorship evaluation. 

 15



57. LARDINOIT, Thierry. « Impact de la commandite sur la notoriété de marques non-

sponsors: effet du lien sémantique entre produit et événement», Actes, Congrès ASAC-

IFSAM 2000, Montréal, Canada, pp. 40-49.  

 

Mots clés: Évaluation de la commandite, Marque.  

Keywords: Sponsorship evaluation, Brand.  

 

58. LARDINOIT, Thierry. « Interaction des parrainages terrain et t.v.: impact mémoriel de 

l’implication durable. », Actes du Congrès ASAC 1998, Saskatoon, Canada, pp. 59-68.  

 

Mots clés: Télévision, Évaluation de la commandite.  

Keywords: Television, Sponsorship evaluation. 

 

59. LARDINOIT, Thierry. « Interaction des parrainages terrain et t.v.: mythe ou réalité ? Le 

cas de la réaction attitudinale. », Actes du Congrès ASAC 1997, St-John’s, Canada, pp. 

134-149.  

 

Mots clés: Télévision, Sports, Évaluation de la commandite.  

Keywords: Television, Sports, Sponsorship evaluation. 

 

60. LARDINOIT, Thierry; QUESTER, Pascale. “Attitudinal effects of combined sponsorship 

and sponsor’s prominence on basketball in Europe”, Journal of Advertising Research, 

Vol. 41, No. 1, 2001, pp. 48-58.  

 

Mots clés: Télévision, Sports, Évaluation de la commandite, Europe.  

Keywords: Television, Sports, Sponsorship evaluation, Europe. 
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61. LECLAIR, Mark S.; GORDON, Kelly. “Corporate support for artistic and cultural 

activities: What determines the distribution of corporate giving?”, Journal of Cultural 

Economics, Vol. 24, 2000, pp. 225-241.  

 

Mots clés: Arts, Management.  

Keywords: Arts, Management. 

 

62. LEE, Myung-Soo; SANDLER, Dennis M.; SHANI, David. “Attitudinal constructs 

towards sponsorship: scale development using three global sporting events”, International 

Marketing Review, Vol. 14, No. 3, 1997, pp. 159-169.  

 

Mots clés: Sports, Évaluation de la commandite.  

Keywords: Sports, Sponsorship evaluation. 

 

63. LENA, Hyacinthe. « Les pouvoirs publics et le mécénat en France et en Europe », Actes, 

Première Conférence Internationale sur la Gestion des Arts, Chaire de gestion des arts, 

HEC Montréal, Août, 1991, pp. 231-240.  

 

Mots clés: Arts, Politiques culturelles.  

Keywords: Arts, Cultural policies. 

 

64. LEVIN, Aron M; JOINER, Chris; CAMERON, Gary. “The impact of sports sponsorship 

on consumers’ brand attitudes and recall: The case of NASCAR fans”, Journal of Current 

Issues and Research in Advertising, Vol.23, No.2, 2001, pp. 23-31.  

 

Mots clés: Sports, Marque, Publicité, Évaluation de la commandite, Comportement du 

consommateur.  

Keywords: Sports, Brand, Advertising, Sponsorship evaluation, Consumer behaviour. 
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65. LIU, Jonathan; SRIVASTAVA, Ashok; WOO, Hong Seng. “Transference of skills 

between sports and business”, Journal of European Industrial Training, Vol. 22, No. 3, 

1998, pp. 93-112.  

 

Mots clés: Sports, Management, Royaume-Uni.  

Keywords: Sports, Management, United Kingdom. 

 

66. MADRIGAL, Robert. “The influence of social alliances with sports teams on intentions 

to purchase corporate sponsors’ products”, Journa lof Advertising, Vol. XXIX, No.4, 

2000, pp. 13-24.  

 

Mots clés: Sports, Comportement du consommateur.  

Keywords: Sports, Consumer behaviour. 

 

67. MADRIGAL, Robert. “Social identity effects in a belief-attitude-intentions hierarchy: 

implications for corporate sponsorship”, Psychology & Marketing, Vol. 18, No.2, 2001, 

pp. 145-165.  

 

Mots clés: Sports, Comportement du consommateur.  

Keywords: Sports, Consumer behaviour. 

 

68. MARSHALL, D.W.; COOK, G. “The corporate (Sports) sponsor”, International Journal 

of Advertising, Vol. 11, 1992, pp. 307-324.  

Mots clés: Sports, Typologie, Royaume-Uni.  

Keywords: Sports, Typology, United-Kingdom. 

 

69. MC ALISTER, Debbie Thorne. “The role of strategic philanthropy in marketing 

strategy”, European Journal of Marketing, Vol.36, No. 5/6, 2002, pp. 689-705.  

 

Mots clés: Philanthropie, Stratégie, Typologie.  

Keywords: Philanthropy, Strategy, Typology. 
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Mots clés: Sports, Publicité, Marque, Comportement du consommateur.  
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