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Marketing major

S5MKT521P: COMPETENCIES AND TOOLS FOR THE PRODUCT MANAGER

Teachers :

Outside teacher(s)

Targeted skills :

CGO04 : To understand the life within and the way firms operate
CGO05 : To understand the various environments

CGO06 : To be able to apply theory to concrete situations

CG12 : To choose those actions that are in line with the strategy
CG13: To define, suggest and defend strategic choices

CG16 : To identify, evaluate and allocate the necessary resources
for the realization of strategic choices

CG18: To implement the action plan

CG19 : To increase the economic and social added valule of the
firm

CG10 : To understand and become skilful in the use of decision

support systems

Aim of the course :

Acquire, by professionals' interventions, the knowledge of tools
and specific or transverse marketing practices. Better know

certain sectors.

Pedagogic methods :

Lessons, work groups, case studies

Assignments :

Lessons, works groups. Production of professional

recommendation (launching of products, panels analysis, etc.

Evaluation : 6 ECTS

Continued 100 %

Bibliography :

e Présentation audencia english

Course 's planning :

45 hours minimum

N° Type Detailed description
1 Lesson and work Marketing 360°

group
2 Conference and Retailing and logistic




visit

Lessons and case

study

panels

Lesson and case

study

L'Oréal Brandstorm

Lesson, case study

Industrial marketing and business engeneering.

Lesson, case study

marketing and sales

Lesson, case study

the BAT concept - Danone




S5MKT523P: Communication and Promotion

Teachers :

Jean Louis NICOLAS

Targeted skills :

CGO05 : To understand the various environments
CG18 : To implement the action plan
CG13 : To define, suggest and defend strategic choices

CGO06 : To be able to apply theory to concrete situations

Aim of the course :

-To understand the role of communication (a wide view including
advertising, public relations, sponsoring, direct marketing, etc.) in a
company’s strategic marketing.

- To master all communication tools necessary for a student of a
marketing Major orienting him/herself towards this sector and to
learn these methods’ practical application techniques.

- to discover the strategy and tools for e communication and e

marketing and CRM

Pedagogic methods :

Classes, case studies, video, audio, supervised work

Assignments :

To build a communication campaign (case study in work group)

To analyse the e marketing of a firm or institution (project in group)

Evaluation : 5 ECTS

Team Project
Continued 67 % | (presentation and 67 %

report)

) Individual Written
Final 33 % ) 33%
Assignment

Bibliography :

Course 's planning :

Communication 14 hours - e marketing 12 hours - semiotics 10
hours - CRM 9 hours

N° Type

Detailed description

1 Classes and

cases studies

The communication strategies and the communication tools (Mme

Chartier)

2 Classes, case

studies,

e communication and e marketing




supervised
work

3 Lesson & case | CRM
study

4 Lesson Semiotic

S5SMKT525P: THE FUNDAMENTALS - INFORMAT®

ANALYSIS.NEGOTIAT®.SALES TECHNI

Teachers :

Jean Louis NICOLAS Charlotte Laigo Mouiche

John SAUNDERS Veronica WONG

Nicolas MINVIELLE

Targeted skills :

CGO01 : To improve one's own behavior

CGO03 : To act upon the individual, collective and organizational
factors for innovation and change within an organization

CGO06 : To be able to apply theory to concrete situations

CGO08 : To be able to give a definite form to an argument

Aim of the course :

This module is designed for students of the two Marketing Majors.
It comprises teaching that all students must follow if they wish to
orient themselves towards a career in marketing or sales. It is
organised in two parts:

- Information analysis: the aim is to consolidate the knowledge
gained in, the core courses, to discover the different techniques of
quantitative study (in particular, factorial analysis and classification
methods), to employ more effectively information tools relevant to
the treatment of complex statistics.

- Negotiation and sales techniques: an introduction to sales
professions and to sales techniques, plus a first step towards
being operational in sales techniques. Finally, testimonies (short
presentations by marketing and sales professionals on their

professions)

Pedagogic methods :

Information analysis :




- Classes
- Supervised computer-based work in small groups

Sales techniques: classes, supervised work, role plays

Assignments :

To be able to negociate. To understand data analysis and to be
able to use some tools of SPSS

- International marketing:

. To analyse complex international marketing environments
using appropriate techniques.

. To develop and critique theoretical approaches informing
international marketing management.

. To critically evaluate options and make recommendations for
the development of international marketing strategies appropriate
to different international markets using relevant theoretical

frameworks.

Evaluation : 5 ECTS

Continued 100 % | Team Project 100 %

Bibliography :

e Presentation

e Market - Etudes et recherches en marketing - 3 ed - EVRARD Y., PRAS B,,
ROUXE. - 2003 - DUNOD

e Hollensen, S. (2007) Global Marketing, Prentice Hall, 4th edition.

@ Brand Innovation: Context and Commercialisation

e The Product Innovation Challenge

e BLOCKS & REMOVING THEM

e The Environment of Innovation: technology, race and rock’n’roll

e Rohm and Haas

New Product Marketing Strategy

Course 's planning : 45 hours
N° Type Detailed description
1 lessons and sales and negociation
sketches
2 lessons and Data analysis
case studies




Lessons &

case studies

International Marketing

Lessons &

case studies

New Product Development




S5SMKT526P: SECTOR SPECIFIC MARKETING AND SALES

STRATEGIES

Teachers :

Jean Louis NICOLAS Laurent Fabre

Rhona JOHNSEN Monica MACQUET

Targeted skills :

CGO04 : To understand the life within and the way firms operate
CGO05 : To understand the various environments
CG13: To define, suggest and defend strategic choices

CG18 : To implement the action plan

Aim of the course :

-To discover the particularities of services marketing : marketing
strategies, marketing tools, approach and client loyalty, etc.

- To discover the particularities of B to B

Pedagogic methods : Classes, discussions, practical case studies, group projects
Assignments : For each course, team project, with final report for services
marketing
Evaluation : 5 ECTS Continued 50 % | Team Project 50 %
Individual Written
Final 50 % ) 50 %
Assignment

Bibliography :

o Adrian Palmer — Principles of Services Marketing — 4th Edition — McGraw-Hill
Book Company
e Philippe Malaval - Marketing Business to Business - Village Mondial 2001

Course 's planning :

Services : 4 days * 6 hours - B2B : 3 days* 7 hours

N° Type

Detailed description

1 Lessons,

studies

practical case

B2B MARKETING

2 Classes,

discussions,

services marketing




practical case
studies, group

projects

Presentations

case presentations in groups




SSMKT527P: Marketing and Value

Teachers :

Jean Louis NICOLAS Paul Mc Donagh

Targeted skills :

CGO05 : To understand the various environments

CG10 : To understand and become skilful in the use of decision
support systems

CGO08 : To be able to give a definite form to an argument

CG13: To define, suggest and defend strategic choices

CG16 : To identify, evaluate and allocate the necessary resources
for the realization of strategic choices

CG19: To increase the economic and social added valule of the

firm

Aim of the course :

To help students understand that all strategic marketing developed
by a product manager (industrial or consumer) should generate a
value for the company, the client and all parties involved in the
process . To achieve this one must employ tools that allow value to
be defined and measured then transfer this to the contribution of
value to marketing actions (for example, pricing strategy, budget
definition, etc.). The course aims also to provide students with an
understanding of the role of Key Performance Indicators (KPI),

primarily in a commercial context

Pedagogic methods :

Classes, case studies, practical work, group work, final projects

Assignments :

practical work and projects ( group work)

Evaluation : 5 ECTS

Team Project
Continued 67 % | (presentation and 67 %

report)

) Individual Written
Final 33 % ) 33%
Assignment

Bibliography :

Course 's planning :

24 hours on value and marketing, brand equity - 21 hours on

business plan

No

Type

Detailed description




Lessons and Marketing and value, brand equity

cases studies

Lessons and KPI

team project




(=)

Consulting Major

STR520: CONSULTING IN STRATEGY AND CHANGE

MANAGEMENT

Teachers :

Alexandre PERRIN Corentin CURCHOD

Targeted skills :

CGO06 : To be able to apply theory to concrete situations
CGO08 : To be able to give a definite form to an argument
CG12 : To choose those actions that are in line with the strategy

CG14 : To adopt as one's own the strategic objectives

Aim of the course :

The strategic management process is the full set of commitments,
decisions, and actions required for a firm to develop a vision and
compelling business plan to achieve strategic competitiveness,
earn above average returns and sustain growth. The course will
develop knowledge of the strategic management process,
including strategy analysis, formulation and deployment. This
course is a study of decision-making, including integrating
analyses and policy determination at the overall management

level.

Pedagogic methods :

Lectures
Articles analysis
Case analysis
Lectures

Articles analysis

Assignments :

Students search for new knowledge and solutions to long and
short-term problems and opportunities in specific businesses.
Their two main objectives are:

1°) To be able to conduct an industry/sector/market research;

2°) To be able to manage change.

Evaluation : 6 ECTS

) Continuous
Continued 50 % 50 %
assessment




Final 50 % Final exam 50 %

Bibliography :

e Contemporary Strategy Analysis by Robert Grant (7th Edition)
e Syllabus - STR520 Consulting in Strategy and Change

e Tips to analyze a case

e BCG Short-Cases (for sessions 6 & 7)

e BCG Case Challenge 2010 (Strategy Cup)

o Slides - Fundamentals of Strategic Management

Course 's planning :

45 hours

N° Type Detailed description
1 Case Part 1. Introduction: the BCG Challenge 2009
2 Course Industry Analysis

3 Course Competitive Advantage 1

4 Course Competitive Advantage 2

STR521: CONSULTING IN INFORMATION SYSTEMS

Teachers :

Alexandre PERRIN

Targeted skills :

CG10 : To understand and become skilful in the use of decision
support systems

CGO06 : To be able to apply theory to concrete situations

Aim of the course :

Information systems knowledge is essential for creating
competitive firms, managing global corporations, and providing
useful products and services to customers. This course
emphasizes the digital integration of the firm through enterprise
applications (management of the supply chain, customer

relationships, enterprise systems, and knowledge).

Pedagogic methods :

Lectures
Workshop
Case study
Lectures
Workshop




Assignments : Teamwork on case studies and use of collaborative/social

networking tools to manage IT projects.

Evaluation : 5 ECTS . Continuous
Continued 50 % 50 %
assessment
Final 50 % | Final exam 50 %
Bibliography : ® Management Information Systems by Laudon & Laudon

o Syllabus - STR521 Consulting in Information Systems

Course 's planning : 45 hours
N° Type Detailed description
1 Workshop Part 1. Introduction: the Lego Game
2 Lecture Part 2. Process engineering
3 Lecture Part 3. Managing knowledge & collaboration
4 Lecture Part 4. Building and managing IT projects




STRS522: CONSULTING IN INTERNATIONAL BUSINESS

Teachers :

Alexandre PERRIN

Targeted skills :

CGO07 : To think globally and in a multicultural perspective
CGO05 : To understand the various environments

CGO06 : To be able to apply theory to concrete situations

Aim of the course :

Because many issues in international business are complex, they
necessitate exploration of pros and cons of economic theories,
government policies, business strategies, organizational
structures, etc. This module focuses on managerial implications of
each topic on the actual practice of international business,
especially on Geopolitics and Country Risk Management (with the

case of China).

Pedagogic methods :

Lectures
Case study

Lectures

Assignments :

Individual and teamwork on globalization strategies followed by

firms outside Europe.

Evaluation : 5 ECTS

Team Project
Continued 50 % | (presentation and 50 %

report)

) Individual Written
Final 50 % ) 50 %
Assignment

Bibliography :

o International Business: Managing Globalization by Hill
o Syllabus - STR522 Consulting in International Business

e Companion Website

Course 's planning :

45 hours

N° Type Detailed description
1 Case Part 1. Introduction to International Business & Globalization
2 Lecture Part 2. Principles of International Business




Lecture

Part 3. Doing business in China

Case

Part 4. Country Risk Management at Citibank




STR523: CONSULTING SOFT SKILLS

Teachers :

Fred DEKKER Alexandre PERRIN

Targeted skills :

CGO01 : To improve one's own behavior
CGO03 : To act upon the individual, collective and organizational
factors for innovation and change within an organization

CGO06 : To be able to apply theory to concrete situations

Aim of the course :

Being a consultant requires a specific mindset built on developing
a strong relationship with the customers. Consulting is a
demanding profession this module helps those new to consulting
to get all the soft skills and the business attitude to carve out a

successful career.

Pedagogic methods :

Workshops

Article analysis
Simulation of job interviews
Workshops

Article analysis

Assignments :

Reflexive thinking about being a consultant. Thoughts are framed
by workshops organized by lecturers on teamworking and
interviewing. An analysis of few articles extracted from Academic

and Professional journals.

Evaluation : 5 ECTS

Continued 100 % | Individual Paper 100 %

Bibliography :

o The Consultant’s manual by Greenbaum

Course 's planning : 45 hours
N° Type Detailed description
1 Lecture and Part 1. Working with virtual teams
workshop
2 Lecture Part 2. Negotiation and interviewing skills
3 Worshop Part 3. Leadership and communication skills
4 Simulation Part 4. Simulation of jobs interviews




STR524: CONSULTING PROJECTS

Teachers :

Alexandre PERRIN Nicolas MINVIELLE

Targeted skills :

CG10 : To understand and become skilful in the use of decision
support systems

CG13: To define, suggest and defend strategic choices

CG12 : To choose those actions that are in line with the strategy
CG18 : To implement the action plan

CGO06 : To be able to apply theory to concrete situations

Aim of the course :

This module offers various projects to learn how to diagnose and
solve real client problems. Whatever the challenges facing by
students (Simulation, Prix de la Stratégie, Consulting mission) the
process of analysis needs to be managed as a project. Therefore,
this module is a comprehensive introduction to practice and

process in consultancy.

Pedagogic methods :

Online business game (CESIM Global Case Challenge)
Lectures on project management

Powerpoint Presentations

Online business game (CESIM Global Case Challenge)

Lectures on project management

Assignments :

To slip into the shoes of consultants by analyzing real firms. Each
project will be managed in teams and will be delivered into
Powerpoint Presentations. An online business game will allow

students to make real time decisions analyzed by the lecturers.

Evaluation : 5 ECTS

Team Project
Continued 100 % | (presentation and 100 %

report)

Bibliography :

@ Le Prix de la Stratégie 2010
e CESIM Global Challenge

Course 's planning : 45 hours
N° Type Detailed description
1 Lecture Part 1. Basic Principles of Project Management




Simulation

Part 2. Long term project: Online Business Simulation

Case

Part 3. Medium term project: Prix de la Stratégie d'Entreprise

Lecture and

Case

Part 4. Short term project : Equancy




