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	MASTER II International Management 

Academic Year 2014-2015




Class Syllabus 

Instructors: Ms Marie-Christine Messana and Ms Marie-Pierre Eugène
Class: FLE  ( Français Langue Etrangère) – Advanced Level ( B2/C1)

DU EBA / M2 Management InternationaL / MBA
Length: 18 H/ 20 H
Required level: B1

COURSE OBJECTIVES: 

The aim is to learn how to use french in the management field.

LEARNING OBJECTIVES:

· Develop the understanding of  written articles

· Develop professional language and written acquisition

· Develop speaking skills 

· Develop vocabulary in the management field.

COURSE DESCRIPTION: 

1. Professional language acquisition:

- Professional written: CV, cover letter (individual practical help will be provided)

- The interview (intership)

- How to communicate in a firm? Internal and external communication.

- How to communicate by phone? Rules, presentation, take and give an appointment

- Business in France: organisation, titles and function.

- How to negociate?

Grammatik skills will be studied according to the topics

2. Develop understanding and speaking skills in the management field:

Using press and research articles to present summary, oral presentation, briefs.

TEACHING METHODOLOGY: 

· Using multimedia

· Work group

· Oral presentation and debate 

· Writing summaries, briefs drawn from a collection of articles

· Role play

Participants will be expected to be actively involved in class discussions. It will be a part of the evaluation.

Evaluation: 

· Students will be evaluated through their individual activity and course contribution (50%)

· Final exam: oral/written exercices about topics of the session.  (50%).

BIBLIOGRAPHY:

INTERNET SITES: A list of business french sites will be given at the beginning of  the session


- To consolidate basic french ( cultural and linguistic tools)

· French for anglophones: http://www.bbc.co.uk/languages/french/

· Teaching with TV5: http://www.tv5.org/TV5 Site/enseigner-apprendre-francais/accueil_apprendre.php

· French phonetics: http://phonetique.free.fr/
· Exercices in French as Second Language: http://www.lepointdufle.net/
· Exercices in French as Second Language: http://orthonet.sdv.fr/

- Useful radios/TV to learn  French as Second language

· RFI ¨langue française¨ (International French Radio ¨french language¨): http://www.rfi.fr/lffr/statiques/accueil_apprendre.asp
· TV5: http://www.tv5.org/TV5 

· Specific tools as business french

·  Bonjour de France: http://www.bonjourdefrance.com/index/indexfranaff.htm
· Chambre de commerce et d'industrie: http://www.francais.cci-paris-idf.fr/francais-de-specialite-monde-des-affaires/
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	MASTER II International Management 
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Class Syllabus 

Instructor: Ms Mary-José OTERO

Class: Business French

Length: 20 H

Required level: Beginner

COURSE OBJECTIVES: 

The aim of this course is to learn how to use the basics in the French language in the management field.

LEARNING OBJECTIVES:

· Develop the understanding of basic written documents

· Develop the acquisition of a professional language 

· Develop speaking skills 

· Develop vocabulary in the management field

COURSE DESCRIPTION: 

3. se présenter (identité, nationalité, numéro de téléphone, adresse, profession et entreprise)

4. saluer

5. tutoiement/vouvoiement

6. demander des renseignements

7. se situer dans l'espace et localiser un lieu

TEACHING METHODOLOGY: 

· Using multimedia

· group work 

· Writing short notes / emails

· Role play

Participants will be expected to be actively involved in the class. It will be part of the evaluation.

Evaluation: 

· Students will be evaluated through their individual activity and course contribution (50%)

· Final exam: oral/written exercises about topics of the session (50%).

BIBLIOGRAPHY 

INTERNET SITES:   A list of business French sites will be given at the beginning of the session 


- Strengthen basic French (cultural and linguistic tools)

· French for Anglophones: http://www.bbc.co.uk/languages/french/

· Teaching with TV5: http://www.tv5.org/TV5 Site/enseigner-apprendre-francais/accueil_apprendre.php

· French phonetics: http://phonetique.free.fr/
· Exercises in French as Second Language: http://www.lepointdufle.net/
· Exercises in French as Second Language: http://orthonet.sdv.fr/

- Useful radio channels to learn French as a Second language

· RFI ¨langue française¨ (International French Radio ¨French language¨): http://www.rfi.fr/lffr/statiques/accueil_apprendre.asp
· TV5: http://www.tv5.org/TV5 

· Specific tools for business French

· Resources in French law: http://www.liensutiles.org/droitfr.htm
· Vocabulary in Political Sciences “Inter Activity for Europe”: http://iate.europa.eu/iatediff/SearchByQueryEdit.do
· Les chambres de Commerce et d'industrie en France: http://www.cci.fr
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	MASTER II International Management 
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Class Syllabus 

Instructor: Bertrand BLANCHETON, Professor of Economics, Dean of Economic Faculty.
Class: European Business Environment
Length: 20 h
COURSE OBJECTIVES: 

Analyse world trade globalization dynamic


Analyse international financial integration dynamic


Understand why GDP is so unstable


Analyse macroeconomic policies in euro zone
LEARNING OBJECTIVES:

Analyse international economic mechanism 


Business decision in a global and unstable environment

COURSE DESCRIPTION: 

Part 1. Globalization in historical perspective

Trade Globalization


Global Capital Market

Part 2. Instability in economic activy


Supply instability


Demand volatility

Part 3. Economic Policy


Monetary Policy


Fiscal Policy

TEACHING METHODOLOGY: 

Course with document, presentation/expose
BIBLIOGRAPHY 

Krugman P and Obstfeld Maurice, International Economics, Pearson, 2009.
INTERNET SITES:  

http://web.mit.edu/krugman
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Class Syllabus

Instructor: RAMBHUJUN Kamlesh 
Title: Maitre de Conférences
Class: Supply Chain Management
Length: 20 hours
COURSE OBJECTIVES:
1. How to create value through supply chain management

LEARNING OBJECTIVES:

1. How to optimize value creation through supplier relationship management

2. How to eliminate non –value creating activities

3. How to create value through warehousing management, transport management and distribution channels

COURSE DESCRIPTION: 

· A strategic view of supply chain management

· Difference between logistics and supply chain management

· Supply chain model

· Creating value throughout  the supply chain

PEDAGOGICAL METHODS: 

· Lectures

· Classroom discussion

· Case studies

· Videos

REFERENCE BOOK: 

Chopra Sunil, Meindl Peter: Supply Chain Management: Strategy, Planning,& Operation, Third Edition 2007 Pearson Prentice Hall, 536 P. ISBN : 0-13-173042-8

	Ch 1
	Supply Chain and the competitive environment

· The paradigmatic evolution of management and competitiveness

· Gaining competitiveness by value creation for end-customers

· Eliminating non value creating activities

· Getting closer to the customer and the suppliers
	Read

Ch 1&2

	Ch 2
	Supply Chain and Lean organizations

· lean thinking

· lean production

· Agile production

· Comparison of lean and Agile productions systems

· Value Chain
	

	Ch 3
	Supply Chain Management

· Definition

· State of the art

· Research methodology

· Unit of analysis

Reference articles :

1) Frankel ,R., et al. The domain and Scope of SCM’s foundational Disciplines- insights and issues to advance research, Journal of Business Logistics, Vol. 29, N° 1, 2008

2) John T. Mentzer, Theodore P. Stank, Terry L. Esper., Supply Chain Management and its relationship to Logistics, Marketing, Production, and Operations Management
Journal of Business Logistics, Vol. 29, No. I, 2008 31 

	Classroom

Discussion

Classroom

Discussion

	Ch 4
	Supply Chain and Information Technology: Coordination and cooperation.

· Supply Chain Management applications

· SCM and Internet

· Demand-driven supply chains

· Customer relationship management

Case Study: Limited Brands.

Article DELL1


	Read Ch 3&5

	Ch 5
	Supply Chain Reference Model

    Process management approach


	

	Ch6
	Demand Forecasting in a Supply chain

· The role of forecasting

· Forecasting methods

Exercises 
	 Read Ch 7

	Ch 7
	 Supply Chain Management and Purchasing

  -Network approach

  - Network and centrality

  - Relationship Management

Case Study: IKEA


	Read Ch 5& 14

	Ch 8
	Production Management

· Planning Capacity

· Layouts 

· Workforce

· Types of production systems

Case Study: Computer Products Corporation, The suitcase Manufacturing and Export Company 
	

	Ch 9
	 Purchasing and Inventory

· Fixed order quantity systems

· Fixed order period systems

· Introducing discounts

· Introducing production lots


	

	Ch 10
	Dependent demand inventory systems

· From MRP to MRP II

Case study:  Computer Products Corporation

Case study: Eurologistics
	

	Ch 11
	Transportation and distribution networks 

· Managing transportation

· Risks related to transportation

· Some transport algorithms: dynamic programming, Ford, Ford and Fulkerson

Exercises


	Read Ch 13



	Ch 12
	Supply Chain management and relationship Management

Case Study: Logisoft
	


BIBLIOGRAPHY
Anderson and Narus Business Market Management: Understanding, Creating, and Delivering Value, 2nd edition. Upper Saddle River NJ: Pearson Prentice Hall. 2004.

Bowersox J. Donald, John  Mentzer John , Speh ThomasT., Logistics Leverage Journal of Business Strategies Volume 25, Number 2  
Day, G,S. “ Creating a Superior  Customer-Relating Capability.” MIT Sloan Management review 44, N° 3 Spring 2003.

Claude R. Duguay R., Landry Sylvain and Pasin Federico., From mass production to flexible/agile production International Journal of Operations

& Production Management,

Vol. 17 No. 12,1997, pp. 1183-1195.

Frankel ,R., et al. The domain and Scope of SCM’s foundational Disciplines- insights and issues to advance research, Journal of Business Logistics, Vol. 29, N° 1, 2008

 Canie Marjolein C.J. Gelderman Cees J. Purchasing strategies in the Kraljic matrix—A power and dependence perspective, Journal of Purchasing & Supply Management 11 (2005) 

Klein Richard., et al.  Competitive and cooperative Positioning in Supply Chain Logistics Relationships Decision Sciences Volume 38 Number 4November 2007

Lapide Larry., The Operational Performanee  Triangles  Supply Chain Management Review • November 2008

Lei Chi, Clyde W. Holsapple, and Cidambi Srinivasan.,   Digital systems Partnership networks, and Competition: The co-evolution of IOS Use and Network Position as antecedents of Competitive action, Journal of Organizational Computing and Electronic Commerce, 18:, 2008
Mentzer, John T.  Stank Theodore P., Esper Terry L.., Supply Chain Management and its relationship to Logistics, Marketing, Production, and Operations Management Journal of Business Logistics, Vol. 29, No. I, 2008 31 
Norman, G., « is it time for EDI ? », Logistics Supplement, Journal of Purchasing and Supply Management, June, 1994

Kenneth Lysons and Brian Farrington ., Purchasing and Supply Chain Management Prentice Hall FT senenth Edition 2006 

OUNNAR F., PUJO P., MEKAOUCHE L.  and GIAMBIASI N. Customer–supplier relationship management in an intelligent supply chain network Production Planning & Control,
Vol. 18, No. 5, July 2007, 377–387

Pathak , D Surya  et al. Complexity and Adaptivity in Supply Networks:Building Supply Network Theory Using a Complex Adaptive Systems Perspective Decision Sciences Volume 38 Number 4 November 2007
 Schary P, Skjött-Larsen T “Managing the global Supply Chain” Copenhagen Business School Press, 2001

Vaidyanathan Jayaraman and Yadong Luo., Creating Competitive Advantages Through New Value Creation: A Reverse Logistics Perspective, Academy of Management Perspectives
INTERNET SITES: (Provided in Class)
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Class Syllabus

____________________________________________________________________

Instructor: Jorge H. LOPES-CARDOSO

Exec. Coordinator MBA UERJ – Rio de Janeiro, Brazil 

UE1: INTERNATIONAL NEGOCIATION

Durée: 10 heures 
___________________________________________________________________________

Course Description 

This course is designed to introduce students to key cultural concepts and practices that are important to successfully working and negotiating within a global business environment. It is designed to provide both theory and practice in managing international negotiations and cross-cultural communication across countries. Students will be introduced to the concepts of culture, cross-cultural competencies, managing multicultural teams and global projects, and facilitating negotiation practices with colleagues and customers from different countries. 

Course Learning Competencies 

· Learn basic concepts, theories, and practices in international negotiation. 

· Understand the impact of cultural differences, diverse languages, and local business practices on negotiation capabilities and competencies. 

· Improve awareness and application of customer communication and negotiation practices in a multicultural environment. 

· Improve personal and professional skills in international negotiations involving culturally diverse teams, global projects, and demanding business situations. 

Learning Methods: The course addresses the skills necessary for communicating and managing in diverse cultural environments and cross-cultural situations. This interactive course will inc1ude a variety of teaching methods such as c1ass discussions, presentations, exercises, simulations, and cases. 

Course Hours: 15 

PROGRAM

Grading and Evaluation:

Attendance and Participation 
30%
Case Study and Simulation
30%

Final Exam


40%

NEGOCIATION SUR LES MARCHÉS INTERNATIONAUX

INTERNATIONAL NEGOTIATION
Topics






Assignments

___________________________________________________________________________

Day 1

Developing negotiation and cross-cultural competencies  Lecture/Discussion
Local business practices and 
negotiation etiquette

Developing Cultural Intelligence and 


Simulation, Exercise
Cross-Cultural Communication Skill



Day 2

Communication and Negotiation Skills 1

Simulation, Exercise
Day 3

Doing Business Around the World


Lecture/Discussion
Communication and Negotiation Skills 2




Day 4

Doing Business Around the World


Lecture/Discussion
Communication and Negotiation Skills 3

Day 5

The International Business Negotiation

Simulation
Final Exam





Exam
LEARNING METHODS/PEDAGOGY: 

The course addresses the skills necessary for communicating and managing in diverse cultural environments and cross-cultural situations. This interactive course will include a variety of teaching methods such as class discussions, presentations, exercises, simulations, case studies, and multi-media. 
REFERENCES:
Bartlett, Ghoshal “Transnational Management, texts, cases and readings in cross-border management" Irwin/McGraw Hill 2000.

Ciadini, Robert B., (2006) “Influence: The Psychology of Persuasion”. NY: HarperBusiness.

Fisher, R. & Ury, W. (2011), “Getting to Yes: How to Negotiate Agreement Without Giving In”, NY: Penguin.

Govindarajan, Vijay and Gupta, Anil (2001) 'The Quest for Global Dominance:

Transforming Global Presence into Global Competitive Advantage", San Francisco: Jossey·

Bass/Wiley & Sons.

Gundling, Ernest (2003) "Working GlobeSmart: 12 People Skills for Doing Business Across

Borders". Palo Alto: Davies-Black Publishing.
Hofstede, Geert (1997) "Software of the Mind: Intercultural Cooperation and Its Importance for Survival", McGraw-Hill: New York.

Hernandez Requejo, William and Graham, John L. (2008) "Global Negotiation: The New

Rules". New York: Pal grave MacMillan.

Malhotra, Deepak (2008) “Negotiation Genius”. NY: Bantam.  
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Class Syllabus 

Instructor: PERRIN Sylvie

Title: Consultant, Instructor

Class:  International Trade Practices
Length: 20 hours

  ----------------------------------------------------------------------------------------------------------------                       
COURSE OBJECTIVES : 

Provide technical exporting helps businesses to companies 
that consider opening markets abroad.

LEARNING OBJECTIVES :

1. Implement an incoterm strategy

2. Clear up goods
3.  Set up international payment solutions

COURSE DESCRIPTION :
I. INTERNATIONAL CONDITIONS OF SALE  (Pro-Forma invoice, International Commercial Terms…)

II. FOREIGN IMPORT DUTIES AND TAXES ( Taxation and Customs Union, International Tariff goods classification…)

III. INTERNATIONAL PAYMENTS SOLUTIONS (Stand-by Letter of Credit, Documentary L/C …)

TEACHING METHODOLOGY : 
A. Case Studies

B. Export project realization
BIBLIOGRAPHY :

Basic Guide to Exporting 

Edition Library of Congress

United States International Trade Administration
INTERNET SITES : 
- www.eu.int
- www.uktradinfo.com
- www.iccbooks.com
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Class Syllabus 

Instructor:  MARK D. Groza, PhD

Class:  MARKET RESEARCH

Length: 15H

COURSE OBJECTIVES: 

The Market Research course is designed to provide professionals an understanding and appreciation of the fundamental concepts of Marketing and Market Research.  Marketing decision-making is a process that is essentially wrapped around the fundamental goal of creating value for customers in the marketplace. In order to create value for customers, business professionals must understand the needs and wants of customers and clearly identify what motivates them. A primary goal of this course is to provide a thorough familiarity with available tools and techniques used to gather and analyse macro and micro market data. 

LEARNING OBJECTIVES:
On successful completion of this course, participants will be able to

· understand the importance of market research in the context of marketing management.

· identify various market research tools.

· analyze the appropriateness of various market research tools in different situations.

· understand how to assess the needs and wants of different customers.

· develop customer profiles based on research.

· prepare and plan for a market research plan.

COURSE DESCRIPTION: 

1. Review of Key Concepts of Marketing 

a. Definition

b. Purpose

c. The 4 P’s

i. Product

ii. Price

iii. Place

iv. Promotion

d. Keys to Marketing Success

i. Segmentation

ii. Targeting

iii. Positioning

2. Overview of Market Research

a. Purpose

b. Types of data

i. Primary versus secondary

ii. Quantitative versus qualitative

c. Data collection methods

d. Data analysis methods

3. Identifying Customer Needs

a. Approaching customers

b. Asking questions

c. Uncovering hidden needs

4. Planning Market Research Projects

a. Outlining objectives

b. Creating the plan

c. Gathering data

d. Analyzing data

e. Interpreting results

TEACHING METHODOLOGY: 

The emphasis throughout this class will be on helping participants learn how to gather information in order to make more informative data-driven decisions. The approach used in this course is a unique blend of strong academic theory and hands-on assignments. Material will be presented in a rigorous and scientific manner.  Class discussions, based on daily reading assignments, are an integral part of the classroom learning environment. In order to actively and meaningfully participate in the in-class discussions it is important that each student read and fully analyze all assigned readings prior to class. Participants will be expected to be actively involved in all in-class discussions. Material covered in class will go substantially beyond the prescribed readings. 
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Class Syllabus

Instructor: Martine HLADY RISPAL

Title: Maître de Conférences, HDR

Class:  Global marketing

Length: 20H

COURSE OBJECTIVES:

1. Understand the issues surrounding implementation, control and coordination of marketing programs that have a global scope

2. Be sensitive to economic, political and cultural differences among nations

3. Learn methods of identifying and evaluating opportunities in the global market

LEARNING OBJECTIVES:

1. Understand the consequences of making decisions to enter foreign markets

2. Develop marketing plans in such markets 

3. Explain the most important determinants for the internationalization of SMEs versus LMEs and born global firms.

COURSE DESCRIPTION: 

Global marketing in the firm 
The social and cultural environment 
The international market selection process 
Market entry strategies 
Designing a global marketing program-global brands
TEACHING METHODOLOGY: 

Case studies

Quizzes and multiple choice questions 

Oral presentations and debate 

BIBLIOGRAPHY: 

S. Hollensen (2013), Global Marketing, Prentice Hall, Financial Times, 714 p.

INTERNET SITES:  

www.pearsoned.co.uk/hollensen 
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Class Syllabus

Professor: Jocelyn Husser, University of Bordeaux IV
Title: Maître de Conférences
Class: International Finance

Length: 20 hours

COURSE OBJECTIVES:

This course is an introduction to the fundamentals of finance designed for the study of international and multinational companies. It introduces students to the analysis of the major financial challenges that businesses face due to their international activities. The main topics include financial and cost price analysis, performance ratios, financial decisions of international investment and financing, modes and techniques of international payment, and currency risk management.

LEARNING OBJECTIVES: 

At the end of this course, students will be able to make an objective judgment on the financial health and financial policies of international businesses, and propose recommendations incorporating their specific goals. In particular, students will be able to: 

1. Conduct a financial analysis of an international company through a financial, strategic and market diagnosis taking into account the accounting and financial statements differences across countries;

2. Interpret the profitability and risk ratios of the international company operating in an increasingly competitive, risky and global environment; 

3. Extend the analysis by incorporating the contributions of behavioural finance to understand the financial policies of dividends, investment and financing of international investment. 

COURSE DESCRIPTION:

The course is divided into 3 main chapters: 

Chapter 1 : Current challenges of international business : cost price versus selling price

Chapter 2 : Principles of financial diagnosis in the European Context
Chapter 3 : Analysis and Management of  Currency exchange Rates
TEACHING METHODOLOGY: 

Theoretical lectures and practical applications based on case studies of international businesses.

BIBLIOGRAPHY:

EITEMAN David K., STONEHILL Arthur I., MOFETT Michael H., Multinational Business Finance, 12th edition, Global Edition, Pearson, 2010.

SERCU P., International Finance : Theory into practice, Princeton University Press, 2009/

VERNIMEN P., QUIRY P., LE FUR Y., Corporate Finance : Theory and practice 2009, Willey-Blackwell, 2009.
INTERNET SITES: (Provided in class)
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Class Syllabus

Instructor: HERRBACH Olivier

Title: Professeur des Universités

Class: Global Human Resource Management

Length: 20 hours

COURSE OBJECTIVES: 
By the end of the course, the student should:

1. Be aware of the challenges in contemporary employer-employee relations

2. Define the building blocks of an HR strategy

3. Understand the major features of HR planning, staffing, and training

LEARNING OBJECTIVES:

1. Assess the HRM-strategy link and make appropriate recommendations

2. Evaluate the effectiveness of HRM policies

3. Critically assess trends in international HRM

COURSE DESCRIPTION:
HR strategy and organizational strategy

The HR function

Managing the employee lifecycle: from recruitment to career management

The international dimension of HRM

TEACHING METHODOLOGY: 
Lectures, guided discussions, case studies, in-class exercises, and readings.

BIBLIOGRAPHY:
Redman, T. & Wilkinson, A. (2009). Contemporary Human Resource Management: Text and Cases. Prentice Hall. 
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Class Syllabus

Instructor: Xavier LEPERS
Class: international strategic MANAGEMENT 
Length: 20H
COURSE OBJECTIVES:


· Understanding global environment and being able to define strategies for firms

· Analysing global firms’ cases  
LEARNING OBJECTIVES:
· Understanding strategic management main concepts and applying them to case studies. 
COURSE DESCRIPTION: 
Introduction to International Strategic Management
All managers are concerned with strategy to some extent or another. Strategy is about key issues for the future of organizations. To better understand the practical challenges of real-world and how organizations should compete in their different markets to perform, this chapter considers the two important and related contents in strategic management: the strategic position (1) and the strategic choices (2) of the organization. 
1. Strategic Position is concerned with linking external environment (1.1) and strategic capability (1.2). 

The External Environment creates opportunities and presents threats for organizations. Although the future can never be predicted perfectly, managers try to anticipate main influences. This part provides frameworks for analyzing this changing and complex environment and determining threats and opportunities on the one hand and critical success factors on the other hand. Perceiving environment needs to distinguish different ‘layers’: 

· The macro-environment;

· The industry or sector ; 

· The strategic groups. 

1.1. The Strategic Capability relies deeply on organizational resources and competences. The key issues posed by this part are to determine the foundations of strategic capabilities in a market leading to distinctive capabilities and constituting a basis for achieving competitive advantage and superior performance. We are considering different ways strategic capabilities might be analyzed through: 

· How strategic capabilities might provide sustainable competitive advantage on the basis of their value, rarity, inimitability and non-substitutability (VRIN); 

· Diagnose strategic capability by means of benchmarking, value chain analysis and activity system mapping. 

The conclusion of this section explains the use of SWOT analysis as a basis for pulling together the insights from the analysis of the environment and of strategic capabilities. 

2. Strategic Choices are associated to business strategy and corporate strategy. 

2.1. Business Strategy is about how a business unit can create a competitive advantage in its market. This part is based mainly on Porter’s three ‘generic’ strategies: 

· Cost leadership;

· Differentiation strategies; 

· Focus strategies. 

Thanks to the strategy clock and considering the dynamic of markets (hypercompetition, cooperative strategies), an important theme will be how far these strategies are sustainable over time (Volvo case study). 

2.2. Corporate Strategy deal with choices of products and markets for an organization to enter or exit. Two key themes have to be studied: 

· Corporate parenting; 

· Portfolio matrices (Which SBU’s invest in?). 

In order to distinguish between different diversification strategies and analyzing the ways in which a corporate parent can add or destroy value for its portfolio of business units, dedicated cases studies are integrated (Zodiac and Virgin illustrations). 
TEACHING METHODOLOGY: 

Courses and cases studies

BIBLIOGRAPHY 
Johnson, G.,Scholes, K. &Whittington, R. – Exploring Corporate Strategy – Prentice hall 9th edition, 2011

Knights, G. &al – International Business- Pearson 2008

Friedman,T. The world is flat … - Penguin, 2006

Porter, M. – the competitive advantages of nations – Mc Millan, 1990
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Class Syllabus

Instructor: Chiara CANNAVALE
Class: INTERCULTURAL MANAGEMENT
Length: 10 hours
COURSE OBJECTIVES: 
The course is intended to help students to develop the capability to work and manage multicultural team. It will analyse in depth the following topic:

· Which are the main challenges connected to a multicultural environment? How does culture impact on management?

· How can we know cultures? Are the basic models sufficient?

· Do managers and particularly expatriate need a cultural competence? What is it and how can they develop it? Is it possible to develop it? Why is it important for managers and expatriates?
LEARNING OBJECTIVES:
This course aims at developing students’ cultural competence, that is to improve their awareness about the impact of cross-cultural differences on management. Students will develop a basic knowledge about cultural differences and the capability to understand to which extent differences are important, and how they should be faced. 

TEACHING METHODOLOGY: 

The course will be developed by combining lectures, and discussions.  Lectures will be aimed at transferring the basic knowledge on the different topic. Students will work on case studies, in order to think about the theoretical problems and discuss the possible solutions. Articles and case studies will be processed in groups. 

BIBLIOGRAPHY:
House, R., Hanges, P., Javidan, M., Dorfman, P., and Gupta V. (2004), Cultures, Leadership and Organizations, SAGE.

Hofstede G., Hofstede G.J., Minkov M. (2010), Cultures and Organizations, McGraw Hill.
Calza F., Aliane N., Cannavale C. (2013), Cross-cultural bridges in European firms’ internationalization to Islamic Countries: The key role of cultural competence. EuroMed Journal of Business, vol. vol. 8, p. 172-187, ISSN: 1450-2194.
INTERNET SITES:  
http://geert-hofstede.com/
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Class Syllabus 

Instructor: Dr. Chang Liu
Title: Professor of Management Information Systems and Department Chair

Class: Operations/Project Management

Length: 20 hours
COURSE OBJECTIVES: 

This course deals with big data issues and integrating development tools and technologies to design and implement business intelligence (BI) applications. The students will work with some popular business intelligence tools such as SAP Business Object Analysis, Microsoft 

SQL Server Business Intelligence Studio, and Microsoft Excel to design and implement business intelligence solutions. Managerial issues related to planning, design, and application of business

intelligence will also be discussed.


LEARNING OBJECTIVES:
Upon completion of the course the student should be able to:

· Understand big data issue and business intelligence

· Understand business impacts and technologies in business intelligence

· Apply Microsoft Excel/SAP tools to analyse data

· Apply Microsoft SQL Business Intelligence Tools to analyse data 
· Understand basic business data ming techniques

COURSE DESCRIPTION: 

The amount of enterprise data being generated is skyrocketing, and companies are being challenged to deliver information expediently, pervasively, and efficiently. Business Intelligence enables business users to make better and faster decisions based on enterprise data. The course will provide a foundation in the area of business intelligence (BI), including topics of the business impacts, technologies, and management and development of BI. Students will also be introduced to various BI technologies such as Microsoft SQL Server Business Intelligence Studios, SAP Business Object, and Microsoft Excel for analyzing enterprise data. 

TEACHING METHODOLOGY: 

Lecture, Class Demonstration, Class Discussion, Hands-on exercises, Small Group Exercises, and Short Business Cases.

DETAILED OUTLINE
	Day
	AM
	PM

	
	
	13h00 – 17h00

	Monday
	Course Introduction

Big Data Issues

· BI Applications

· BI Challenges

· Data Warehouse

· BI Tools


	Data Analysis (1)

· Dimensional Modeling
· Business Case 

· In-class Exercises



	
	9h00 –  12h00
	14h00 – 17h00

	Tuesday
	Data Analysis (2)

· Excel Pivot Table
· SAP BusinessObject

· Case Study (1) 

· In-class Exercises


	· Excel PowerPivot

· Case Study (2)

· In-class Exercises

	
	9h00 –  12h00
	14h00 – 16h00

	Wednesday
	Data Mining (1)

· Business Case
· Decision Tree
· In-class Exercises


	

	
	9h00 –  12h00
	14h00 – 17h00

	Thursday
	Data Mining (2)

· Business Case
· Association Analysis
· In-class Exercises


	

	
	10h00 – 12h00
	

	Friday
	Final Exam
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Class Syllabus 

Instructor: Dean EVRAERT

Class: COST ACCOUNTING
Length: 18 Hours

COURSE OBJECTIVES: 

To provide an academic and practitioner’s overview over the missions, techniques and trends in managerial accounting along with an outlook on management control philosophies and capital budgets.
LEARNING OBJECTIVES:  To facilitate students’ understanding of how management decisions affect costs and the strategy implementation process. Introduce concepts early, then revisit them at more complex levels as students gain understanding, and provide appropriate real-company examples at every stage.

COURSE DESCRIPTION: 

Part 1. Focus on Decision Making : Chapter1 :  Managerial Accounting… Chapter 2: Introduction to Cost Behavior and and Cost Volume Relationships. Chapter 3: Measurement of Cost Behavior.

Part 1. Focus on Decision Making : Chapter 4 : Cost Management Systems and Activity Based Costing.

Part 1. Focus on Decision Making : Chapter 5 : Relevant Information for Decision Making with a Focus on Pricing Decisions. Chapter  6 :Relevant Information for Decision Making with a Focus on Operational  Decisions.

Part 2 Accounting for Planning and Control :  Chapter  7 : Introduction to Budgets and Preparing the Master Budget. Chapter 8 : Flexible budgets and Variance Analysis. 

Part 2 Accounting for Planning and Control : Chapter 9 : Management Control Systems and Responsibility Accounting. Chapter 10 : Management Control in Decentralized Organizations.

Part 3. Capital Budgeting

Chapter 11 : Capital Budgeting.

Other Topics.

TEACHING METHODOLOGY: 

Lectures and Case studies

BIBLIOGRAPHY:

Introduction To Management Accounting, Horngren, Sundem,Stratton, Burgstahler, Schatzberg, Pearson  International Edition, 831p. 2008

INTERNET SITES:

See references in Book.
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Class Syllabus

Instructor: PERRIN Sylvie
Title: Consultant, Instructor
Class:  International Logistics
Length: 20 hours
___________________________________________________________________________
COURSE OBJECTIVES: 
- Manage international transport operations        
- Evaluate the cost complexity of pricing decisions for exporters

LEARNING OBJECTIVES:
1. Learn the different steps of the international logistics process
2. Identify transport risks
3. Negotiate with the operators of international transport

4. Implement an international transportation strategy
COURSE DESCRIPTION:

      I. INTERNATIONAL LOGISTICS FUNCTIONS AND INTERMEDIARIES 

     ( Forwarders, Freight Consolidator, Shipping agent, Stevedore, Charterer...)

      II. INTERNATIONAL TRANSPORTATION CONVENTIONS AND  DOCUMENTS

           (International Sea, Air, Road, River and Rail Transport)

     III.  SECURING FREIGHT ANS INSURING MERCHANDISE 

           (Marine insurance, Claims and procedure, Outline of trade contract responsibilities....)

     IV. FRAMEWORK FOR PRICING TRANSPORT DECISION S AND EXPORT QUOTATIONS

           (Cost factors of export-import goods, tariff rates, freight adjustment factors....)

TEACHING METHODOLOGY: 

A. Case Studies

B. Logistics project realization

BIBLIOGRAPHY:
- EXPORT/IMPORT PROCEDURES AND DOCUMENTATION

Thoams E. Johnson and Donna L. Bade, Authors

- THE HANDBOOK OF INTERNATIONAL TRADE, 

A guide to the principles and practice of export

Jim Sherlock and Jonathan Reuvid, Editors

- SCHMITHOFF’S EXPORT TRADE, 

The law and  practice of international trade

Clive Schmithoff, Author

Barbara Cleave, Leo d’Arcy and Carole Murray, Editors

Publisher : Sweet and Maxwell 10th Revised edition

- THEORY AND PRACTICE OF INTERNATIONAL TRADE LINKAGE MODELS N°9

A.Italianer, Author

Kluwer Academic Publisher

INTERNET SITES: 

www.containershipping.int
www.containershipping.nl/casualties.htmlwww.

www.uktradeinfo.com
www.shippingline.org
www.gcaptain.com
www.searates.com
www.shippinginternational.com
www.logisticsworld.com
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Class Syllabus 

Instructor: M. HUSSER  

Title: Maître de Conférences

Class: Corporate Finance
Length: 15 hours

COURSE OBJECTIVES:

2. To assess Firm’s Profitability
3. To structure a firm’s  financial planning

4. To analyze a business plan

LEARNING OBJECTIVES:

1. Understand Main Financial Statements
2. Understand how to identify the main elements of the operating cash flow.

3. Understand how to present a financial statement in order to raise funds.

COURSE DESCRIPTION: 

Part 1:
Financial Statements 
Part 2: 
Long-term Investment decisions

Part 3:
Financial Planning and Business Plan 

Part 4: 
Investments and financial policy
TEACHING METHODOLOGY:
· Chapters to read before lectures

· Summary presented at the beginning of each lecture

· Case studies

· Study of international firms

BIBLIOGRAPHY:

Brealey,  Myers,  Allen, ” Corporate Finance”,  International edition,  

Mc Graw-Hill

Gitman L.J, “Principles of Managerial Finance”, eleventh edition, Pearson International Edition

Tracy J.A., “How to read Financial Statements”, Wiley

Van Horne, Wachowicz, “Financial Management”, Prentice Hall

INTERNET SITES: (Provided in Class)
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Class Syllabus 

Instructor: Maria MELIN-BONFILS
Class: Wine Economics & COMMERCIAL
Length: 15 Hours
COURSE OBJECTIVES: From the vine to the wine glass – studying the global wine world, from producer to consumer, with a focus on the Bordeaux region.

LEARNING OBJECTIVES:
The students should be able to understand the basics of the wine world; from how it is made to how it is sold, with a focus on the Bordeaux wines in a highly competitive global world.

COURSE DESCRIPTION:
· Bordeaux wines: between two worlds and two colours? 

· A/
Bordeaux: Master of the wine world? 

· Invention of a specific model from chateaux to wine brokers 

· A complex world: the Great Growths and Premium wines hide other appellations such as medium and lower range wines 

· B/
The return of the Mayflower? 

· New world wine producers: the success of wine branding

· Emergence of New World Wine Producers and New New World Wine Producers 

TEACHING METHODOLOGY: 
Lectures, studying of articles, class discussions and presentations. Visit of a wine estate followed by a tasting session.

BIBLIOGRAPHY / INTERNET SITES:  
Information given during the course.
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Class Syllabus

Instructor: Professor José Jeanne-Rose

Comparative french culture and european business culture in two sessions 

Length: 22 hours (12 + 10)

INTRODUCTION 
A. MACROECONOMIC FRAME WORK 
A.1. France = Historical, religious and philosophical influences 

A.2. Political and Economic Situation. The role of FRANCE in the UE Trade area 

A.3. Business relation-ships/Business etiquette(compliance with OCDE anti corruption law)with public administration and with private customers or suppliers. Importance of the “TOP TEN” French high schools (ENA - POLY TECHNIQUE….). 
B. WHO IS THE FRENCH MANAGER 
C. METHODOLOGY TO COMPLY IN ORDER TO REACH AN EFFECTIVE CROSS CULTURAL COMMUNICATION (upon MR GEERT HOFSTEDE’S GRID)

C.1. Compare French cultural values to some others European cultural specification (highlighting of do/and do not) 

C.3. Verbal and non verbal communication 

C.4. Planning and leading meetings time management 

C.5.Lifestyle, customs and traditions 

D. BUSINESS BASIC FRENCH VOCABULARY
Vocabulary used in the French Administrations taking into account
E. SIMULATION CASE STUDY

F. CONCLUSION
