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Other Academic Activities (Program Committees, Links with the Business 

Community and Institutions of Higher Learning) 

2017-2020 

2014-2020 

Director KEDGE Global EMBA and EA MBA 

Coordinator of the Major Wine & Spirits Management, KEDGE Global 

MBA 

2010-2015 Academic Director of KEDGE Wine and Spirits MBA 

2011 Head of the Conference Committee of the 6th Academy of Wine Business 

Research organised at Bordeaux Management School 

2010-2019 Ad-Junct Senior Research Associate of the Ehrenberg-Bass Institute for 

Marketing Science, University of South Australia 

OTHER PROFESSIONAL EXPERIENCE IN TEACHING AND RESEARCH  

Positions held 

2010 Senior Professor of Marketing at KEDGE Business School 

2005-2009 Lecturer and Senior Research Associate at the University of South 

Australia, School of Marketing / Ehrenberg-Bass Institute for Marketing 

Science, Australia  

2003-2004 Lecturer and Research Associate at Montpellier Sup Ag
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OTHER BUSINESS ACTIVITIES 

Co-author of a documentary presenting the óEn primeurô wine sale system of Bordeaux 

classified growths, awarded ñBest movie for wine professionalsò at the 2013 Oenovideo 

festival. 

Guest Speaker at the 2° Seminario in Marketing del Vino, Italy, 2011. 

Round Table participant on Current Global Trends in the Wine Market, Deusto University 

wine conference, 2011. 

PUBLICATIONS 

Chapters in Books 

1. Ouvrard, S., Remaud H., Taplin I. (2018). ñThe Bordeaux classified growth system: a 

strong legacyò. Chapter 12 of a Routledge Book entitled 'Accounting for Alcohols', 

Routledge edition. 

2. Hervé Remaud and Philippe D

https://doi.org/10.1108/BFJ-04-2019-0303
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5. 
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Communications published in conference proceedings  

1. Livat F and Remaud H, 2016, ñFactors impacting wine pricesô mark-up in restaurantsò, 9th 

AWBR International Conference, University of South Australia, 16-19 February 2016. Best 

Paper Award. 

2. CHAN H.C.C., Mazodier M and Remaud H, 2016, ñThe impact of celebrity endorsement 

on wine brandsô likeability and purchase intention. A Chinese perspectiveò, 9th AWBR 

International Conference, University of South Australia, 16-19 February 2016.  

3. Celhay F and Remaud H, 2016, ñWhat does your wine label mean to consumers? A 

semiotic approachò, 9th AWBR International Conference, University of South Australia, 16-

19 February 2016. 

4. Zucker D and Remaud H, 2014, ñDoes Choice Overload Exist in Wine Retail?ò, 8th AWBR 

International Conference, Geisenheim University, 28-30 June 2014. Best Paper Award. 

5. Holohan W and Remaud H, 2014, ñThe Impact of Eco-Friendly Attributes on Bordeaux 

Wine Tourism and Direct to Consumer Salesò, 8th AWBR International Conference, 

Geisenheim University, 28-30 June 2014. 

6. Malka P, Remaud H, Livat F, 2014, ñMotives to adopt a social media communication 

strategy: the case of Bordeaux wine estates and merchantsò, 8th AWBR International 

Conference, Geisenheim University, 28-30 June 2014. 

7. Mueller S, Sirieix L, Remaud H, 2011, ñAre personal values related to sustainable attribute 

choice?ò, 6th AWBR International Conference, Bordeaux Management School, 9-10 June 

2011. 

8. Remaud H and Sirieix L, 2010, ñComment les consommateurs perçoivent les vins éco-

labellisés face aux vins conventionnels : Une comparaison France-Australieò, Congrès de 

l'Association Française de Marketing, 6-7 May 2010, Le Mans. 

9. Remaud H, Danenberg N, Peters K, 2010, ñChefs' perception of fish and shellfish compared 

to meatò, Australiasian Aquaculture Conference, Hobart, Tasmania. 

10. Remaud H, Chabin Y, Mueller S, 2010, ñDo consumers value sustainable claims? An 

international comparisonò, XXXIIIème 
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16. Remaud H, Mueller S, Chvyl P, Lockshin L, 2008, ñDo Australians value organic wines?ò, 

4th International Wine Business Conference, Siena, Italy. 

17. Remaud H, Lockshin L, 2008, ñRebranding a commodity-based wine regionò, 4th
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Technical Reports or major consulting reports  

1. Remaud H., Teisseire C., 2011 - Modalités de Promotion de Château Palmer. BEM report 

prepared for Château Palmer. 

2. Remaud H., Chabin Y., Mueller S., 2010 ï Modalités de valorisation du message durable 

sur le marché mondial du vin (Allemagne, Canada, France, UK). BEM report prepared for 

InterOc (Association des Vins de Pays d'Oc). 

3. Remaud H., 2010, Analyse du marché de la tonnellerie dédiée au whisky en Ecosse. BEM 

report prepared for OENEO. 

4. Remaud H., Danenberg N., Peters K., 2010 ï What Would Influence Prawns Consumption 

in a Restaurant Context? Ehrenberg-Bass Institute Report prepared for Craig Johns, PIRSA. 

5. Remaud H., Danenberg N., Peters K., 2009 ï Barriers and Drivers of the South Australian 

Food Service Sectorôs Purchase of Seafood. Ehrenberg-Bass Institute Report prepared for 

Dr John Carragher and Dr Andrew Barber SARDI. 

6. Remaud H., Danenberg N., Mueller S., 2009 ï Buying behaviour of Australian seafood 

consumers. Ehrenberg-Bass Institute Report prepared for the Australian Seafood 

Cooperative Research Centre, Adelaide, Australia. 

7. 
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RESEARCH IMPACT 

Google Scholar metrics at 05/05/2020: Citations: 1108; h-index: 17; I10-Index: 19 

 

OTHER PERSONAL INFORMATION 

Languages 

Spoken, written and read (out of 5):  

Languages Reading Speaking Writing 

French 5 5 5 

English 4 4 4 
 


