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Virtual Summer School
5to 16 July 2021

Teaching delivery
Online, synchronously (Zoom)

Time zones
Two sessions are available to accommodate international learners.
Depending on your location, please select a course which is available at and suitable with your time zone.

"Sunrise" sessions from 8:00 AM to 11:30 AM CEST time (Paris) = UTC+2
Cross-Cultural Management & Intercultural Competences - 6 ECTS
Cross-Cultural Negotiation Skills & Leadership - 6 ECTS

Experiential Marketing - 6 ECTS

Fashion & Luxury Brand Management - 6 ECTS

Marketing Analytics - 6 ECTS

"Sunset” sessions from 4:00 PM to 7:30 PM CEST time (Paris) = UTC+2
Cross-Cultural Management & Intercultural Competences - 6 ECTS
Cross-Cultural Negotiation Skills & Leadership - 6 ECTS

Fashion & Luxury Brand Management - 6 ECTS

Marketing Analytics - 6 ECTS

Course Syllabi

For details, please refer to the indicated pages:

Page 5-6 Cross-Cultural Management & Intercultural Competences
Page 7-8 Cross-Cultural Negotiation Skills & Leadership

Page 9 Experiential Marketing

Page 10-11 Fashion & Luxury Brand Management
Page 12-13  Marketing Analytics

Academic and language requirements
Courses are open to Undergraduate and Graduate students providing that applicants have the pre-requisites
specified in the course's syllabus.

Courses are taught and assessed in English. For non-native speakers of English, B2 (CEFR) or equivalent (TOEFL IBT
72, IELTS 5.0, TOEIC 750) is highly recommended.
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Virtual Summer School
5to 16 July 2021

"French touch” virtual cultural immersion

More than just online classes, our Virtual Summer School combines academics with a selection of cultural and social
activities.

Online gatherings:
= Welcome event: Get to know lecturers and other students
= Farewell event: Reflect on what you learned and share your favorite moments

French business, culture and language through virtual contents:
= Learnand practice French at your own level and rhythm

= Discover famous French companies and brands

= Explore major sites of Normandy and France via virtual visits

= Know more about France's National Holiday on 14 July

Schedule
APPLY FOR "Sunrise” session from 8:00 to 11:30 AM "Sunset” session from 4:00 to 7:30 PM
CEST time (Paris) = UTC+2 CEST time (Paris) = UTC+2
Mo. 5 Jul 8:00-8:45 AM Welcome event 4:00-4:45 PM Welcome event
’ y 9:00-11:30 AM Class session 1 5:00-7:30 PM Class session 1
We. 7 July Class session 3 Class session 3
Fr.9 July Class session 5 Class session 5
Mo. 12 July Class session 6 Class session 6
We. 14 July FREE TIME for self-study and “French Touch” virtual cultural immersion
Fr 16 Jul 8:00-11:00 AM Class session 9 - EXAM 4:00-7:00 PM Class session 9 - EXAM
’ y 11:15-11:30 AM Farewell event 7:15-7:30 PM Farewell event
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Virtual Summer School
5to 16 July 2021

Additional information
For details about study programmes offered by EM Normandie please contact:

Séverine GROULT, International Development Manager - Europe & Short-Term Programmes
short-term@em-normandie.fr

Laurence BOITEUX, Deputy Director of International Affairs

Iboiteux@em-normandie.fr
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Virtual Summer School
5to 16 July 2021

COURSETITLE CROSS-CULTURAL MANAGEMENT AND INTERCULTURAL COMPETENCES

Available session(s) Sunrise 8:00to 11:30 AM OR Sunset 4:00 to 7:30 PM CEST time (Paris) = UTC+2

Workload (1h = 60 min) 30 class-hours + Independent learning hours ECTS credits 6

Pre-requisite(s) N/A
for attending the course

Learning objective(s) = Todevelop open-mindedness
= To demonstrate the ability to collaborate effectively
= Toworkina cross-cultural environment

By the end of this course, participants are able to:

v" recognise the impact of culture on communication and

v management in highly diverse teams,

v" describe cultural concepts and dimensions non-evaluatively,

v"identify their own cultural norms and values, and realise that they are not universal,
v'demonstrate curiosity about other cultural norms and values,

v"embrace the advantage of diversity,

v' switch perspectives when analysing an event (Practice "frame-of-reference-shifting")

v" formulate and implement action plans for managing highly effective multicultural and diverse teams.

Course description Contents:
Definitions of culture
Cultural Key Concepts by Hall
Variations in Cultural Values by Kluckhohn & Strodtbeck
Six Dimension Model by Hofstede
How to achieve Cultural Synergy in diverse teams
Intercultural Sensitivity Model by J. and M. Bennet
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Virtual Summer School
5to 16 July 2021

Methods:
Short interactive lectures, class discussions, hands-on workshops, assignments, films, students'
presentations.
Evaluation criteria Continuous assessment: 50% Final assessment:50%
- Individual cultural awareness assignment - Cultural Basic Assumptions group assignment
- Individual Culture-shock assignment - Cultural synergy group assignment

Intercultural Sensitivity (pass-fail)
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Virtual Summer School
5to 16 July 2021

COURSE TITLE CROSS-CULTURAL NEGOTIATION SKILLS AND LEADERSHIP
Available session(s) Sunrise 8:00 to 11:30 AM OR Sunset 4:00 to 7:30 PM CEST time (Paris) = UTC+2
Workload (1h = 60 min) 30 class-hours + Independent learning hours ECTS credits 6
Pre-requisite(s) HOFSTEDE G. (2001), Culture’s consequences: comparing values, behaviours, institutions and
for attending the course organizations across nations, Sage Publishing.
TROMPENAARS F. HAMPDEN-TURNER C. (1998), Ridling the waves of culture: understanding cultural
diversity in global business, Mc Graw Hill.

HALLE.T. and HALL M.R. (1990), Understanding cultural differences. keys to success in West Germany,
France, and the United States, Intercultural Press

Learning objective(s) To apply knowledge in order to meet the expectations of the professional world
To demonstrate the ability to collaborate effectively
To improve leadership skills

To work in a cross-cultural environment

v" Equip students with the theoretical and practical knowledge of what is implied during a negotiation in
a cross-cultural context

v" Apply critical thinking, analysis, interpretation, and reflection to assess, analyze, and gain the
negotiating skills necessary to meet the challenges facing today's executives.

v" Gain a better understanding of bargaining and conflict relationships—and to learn (through class and
self-assessment) about the student's own individual bargaining style.
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Virtual Summer School
5to 16 July 2021

Course description Negotiating Globally

Lectures & discussions:
- Golden rules of a negotiation: basic principles
- Key points of a negotiation (Behaviour models, Styles, Tactics)
- Negotiation and Management styles and traits (USA versus China)

Teamwork & presentations:
- Global negotiations in diverse countries to select
- Application of cross-cultural negotiations (Business negotiations)

Role plays:
- Business cases in teams & Final Simulation game (specific instructions sent to students few
days before for a group preparation paper and the face to face negotiation - an individual
debrief paper is requested few days after)

Leadership
After a short presentation of the case "D-Day invasion" you will be invited in little groups of 3/4 students to
discuss and evaluate the strategic leadership of the General Eisenhower.

The document called "Strategic leadership skills" from HBR (Harvard Business Review) will be the support
for the discussion and the debate.

Evaluation criteria Continuous assessment: 40 % Final assessment: 60%
Type: Participation & Quality of presentations Type: Group preparation paper, Result of the Role
play & individual debrief paper
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Virtual Summer School
5to 16 July 2021

COURSETITLE EXPERIENTIAL MARKETING

Available session(s) Sunrise 8:00 to 11:30 AM CEST time (Paris) = UTC+2

Workload (1h = 60 min) 30 class-hours + Independent learning hours ECTS credits 6

Pre-requisite(s) N/A
for attending the course

Learning objective(s) To define and analyse a marketing plan

To use information technology tools

To apply knowledge in order to meet the expectations of the professional world
To make relevant strategic recommendations

Course description The course is divided into three main parts - 1) the origins and rise of customer experience in marketing, 2)
the new experiential marketing mix and its 7Es and 3) future challenges in the experiential marketing and
the customer experience field.

In the first part the key elements of experiential marketing are defined, i.e. Touchpoints and customer
journey, and ends up in a new framework for customer experience marketing. This framework is based on a
process that highlights experience markers, drivers and outcomes.

The second part of the course presents the new marketing mix, 7Es - Experience, Exchange, Extension,
Emphasis, Empathy capital, emotional touchpoints and emic/ethic process.

In the final part of the course future challenges are discussed, i.e. the rise of phygital consumers, storytelling
and storyliving and research techniques relevant for experiential marketing.

Evaluation criteria Continuous assessment: 50 % Final assessment: 50%
Type: Project report Type: Written Exam
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Virtual Summer School
5to 16 July 2021

COURSETITLE FASHION AND LUXURY BRAND MANAGEMENT

Available session(s) Sunrise 8:00 to 11:30 AM OR Sunset 4:00 to 7:30 PM CEST time (Paris) = UTC+2
Workload (1h = 60 min) 30 class-hours + Independent learning hours ECTS credits 6

Pre-requisite(s) Pre-reading(s) listed hereafter - Please do the pre-reading(s) prior to attending this course and consult/start
for attending the course reading the reccommended ones.

Learning objective(s) »  Todefine and analyse a marketing plan

= To use information technology tools

= Todoaglobal analysis of the firm and its environment

= To make relevant strategic recommendations
Understand what is a brand identity (aesthetics/codes, narratives, values).
Explain what is a creative director in the fashion luxury sector, a designer in watches & jewelry, “nez", chef
de cave, etc.
Understand why these different types of creators are so important in the luxury industry.
Explain how these creators create value for a fashion brand (branding & 4P's).
Distinguish the role of a creator creating ex-nihilo a brand versus perpetuating a brand.
Understand brand architecture & notions of line and brand extensions.
Understand management of 4P's in luxury inc; 360° experience based marketing
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Virtual Summer School
5to 16 July 2021

Course description This course is focusing on understanding fashion & luxury brand management.
Starting from brand identity, brand codes in particular as well as brand narratives and brand values, we will
embark on a journey to understand how artistic directors / designers / leaders create and/or reinforce brand
identity as well as creating and managing key products.
It also explains how artistic directors, designers, "nez", etc. manage brand and value creation with product,
price, place and promotion.
Students will be exposed to key levers of fashion and luxury brand management to critically evaluate &
recommend a reinvention of an iconic product whether it is in Fashion, Accessories, Perfumes, Beauty,
Watches, Jewelry, Wines & Sprits and Palaces.
This course will also touch on how social medias, Instagram in particular, are redefining brand & marketing
mix communication in a luxury brand context.
Brands discussed will include Chanel, Gucci, Dior, Vuitton, Hermés, YSL, Chloé, Jacquemus, Omega, Rolex,
Valentino, Guerlain, Veuve Clicquot, Dom Pérignon, Chateau Yquem, Hotel Ritz Paris, Hotel Crillon, Plaza
Athénée, etc.

Evaluation criteria Continuous assessment: 40% Final assessment: 60%
Case studies Group work and presentation
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Virtual Summer School
5to 16 July 2021

COURSE TITLE MARKETING ANALYTICS

Available session(s) Sunrise 8:00to 11:30 AM OR Sunset 4:00 to 7:30 PM CEST time (Paris) = UTC+2

Teaching delivery Online, synchronously

Workload (1h = 60 min) 30 class-hours + Independent learning hours ECTS credits 6
Professor Radu Cocean (PhD) radu.cocean02@em-normandie.fr

Visiting Lecturer at EM Normandie Business School
PhD Lecturer Radu Cocean

Pre-requisite(s) To facilitate understanding, students should have basic notions of marketing, statistics and Excel©. No
for attending the course programming knowledge is required.
Learning goal(s) = To be equipped with efficient business skills

= To be entrepreneurially-minded

= To be a project manager with a strategic overview

» To define and analyse a marketing plan

= Toidentify the appropriate methodology to solve a problem

= To understand the environment of a company whatever the activity sector
= Todoa global analysis of the firm and its environment

To define a marketing strategy

= To know how to use Excel© Spreadsheet

= To select the methodological approach and data processing

= Toanalyse one’s company's positioning within its environment

Course description 1: An overview of data, analytics and insights - This module focuses on the following topics:
e The main differences between data, analytics and insights
* Gathering, storing and integrating raw marketing data
® Processing raw data and generating marketing analytics
* Interpreting analytics and generating marketing insights
* Reporting marketing insights to management
* Using marketing insights to make strategic and tactical decisions

Learning objective(s)

Learning outcome(s)

2: An in-depth look into gathering data - This module focuses on the following topics:
* Gathering data through the Marketing Information System

* The Internal Reports Sub-System

* The Marketing Intelligence Sub-System

* The Marketing Research Sub-System

* High quality data

* Big data

3: An in-depth look into storing & integrating data - This module focuses on the following topics:
* Data automation

* Data integration

* Data retrieval

* Data accessibility & GDPR

e Data storage & security

* CRM solutions to implement marketing data integration
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Virtual Summer School
5to 16 July 2021

4: An in-depth look into analyzing data, interpreting analytics and reporting insights - This
module focuses on the following topics:

e Data visualization tools

e Data analysis techniques

e Marketing metrics

e Predictive analytics

e Al & marketing insights

e Marketing reports & the Marketing Decision Support Sub-system

Each module will use the following types of activities and teaching methods:
* |nteractive presentations with reflection points and discussions

e Tutorials and team exercises in using analytical tools in Excel©

® Case study / best practice analysis and debriefing

e Tutorial and team exercises in using marketing dashboards

Evaluation criteria Continuous assessment: 40% Final assessment: 60%
Type: work in class (case study discussions, team &  Type: open book case study analysis, with
individual exercises, best practice analysis) requirements similar to those discussed in class
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