
 

 

 

 

 
 

This catalogue provides a detailed outline of all the courses offered to students within the MBA 
Institute for the North American BBA program. 

All courses rigorously respect high academic standards and students must validate 60 ECTS 
credits per year. In both programs: the first year is devoted to principles and fundamentals, the 
second year to global business culture and the third year to specialisations.  

Class sizes are generally around 30 students apart from TOEFL and GMAT classes which will 
be around 15 students. 

North American BBA students are destined for top-ranking International Masters and MBA 
programs. Most classes tend to be in English and are supported by Tutorials when necessary. 
Students are expected to obtain a minimum of 12 out of 20 in their annual overall grade (GPA 
3.2) and must take their TOEFL in their second year of studies and the their GMAT during their 
fourth year. From the outset students are attributed to groups based on their academic results 
and each group is re-evaluated at the end of each semester. During the first two years, all 
courses are compulsory, with electives being introduced in the third year. Upon completion of 
their fourth year, students may opt for a Masters or MBA program in the United States which is 
systematically AACSB accredited. 

 

NOTE: It is possible for a student to transfer at the end of each academic year between 
programs depending on the results obtained.  

 



 
 
 
 
 
 

North American BBA 
1st YEAR / 1ère année 



North American BBA 1 
Students are actively encouraged to study or work abroad from the outset. Our internship 
service offers multiple opportunities thanks to our close relationships with our alumni. All 
students may also attempt a four-week study period at our campus in London. They may also 
study in the US, Mexico, Europe or Asia (results permitting).  

PLEASE NOTE:  
If you decide to take a Summer Session in London (12 supplementary credits), the 
credits cannot be carried over from one year to another. The MBA Institute will then take 
into account your 60 best credits.  

Although ENGLISH is the major language spoken in the school it is essential to learn at least one other 
language (see the levels in the table below). 

 

 

 

 

 

 

LANGUAGE LEVELS 
All students at the MBA Institute must be proficient in French. English is the principal “foreign” 
language offered at the school, and students study it four to five hours per week for their first 
three years. 
All students are required to take a second foreign language. The MBA institute offers 
German, Spanish, Italian and Chinese. Students wishing to study another language may, 
after consulting with the director, enrol for courses in that language at other Parisian 
University level institutions. 

 
The modern language program at the MBA Institute has two objectives: 

• To teach students to speak and understand the second language of their choice well 
enough to carry on ordinary business conversations. 

• To prepare them for the examinations of German, Spanish and Italian Chambers of 
Commerce, which test written expression as well as reading comprehension and 
conversation 

 

Level Description Complements 

C2 Advanced superior Maîtrise de la communication linguistique, y compris professionnelle 

C1 Advanced Aptitude à participer à des réunions concrètes, y compris professionnelles 

G Globalization Globalisation - géopolitique 

B2 Intermediate superior Aptitude à participer à des discussions pratiques et à faire valoir des 
argumentaires simples 

B1 Intermediate Aptitude à participer à des discussions de routine 

A2 Elementary Aptitude à la compréhension et à la retransmission de messages simples 

A1 Beginner Aptitude à la compréhension de certaines phrases 



 
 
 
Department of Communication & Foreign Languages 
 
 
BBA 1 
Course: Use of English, Professor Robert BRADFORD,  
Language: English, 36 hours, 6 European credits 
 
Course Description 
 
USE OF ENGLISH I is a course taken throughout freshman year and is a remedial English class intended to review 
important tense, grammar and vocabulary points necessary to a first year business college student. Emphasis is 
placed on improving written and spoken English as well as identifying and correcting errors common to non-native 
speakers of English. 
 
Course Objective 
  

• This course also focuses on oral expression and comprehension. A variety of group and individual activities 
are used to enable students to feel more at ease and confident using English as a primary language. 
These activities include (but are not limited to) case-study simulations, debates, student-led discussions, 
and short talks.  

• The final project, in English, is a five- to ten-minute video program (e.g., a news broadcast, talk show, or 
documentary)  conceived, written, and performed by the students. There is no required reading but a 
general knowledge of Anglophone culture (music, literature, film) and current events (news, trends, popular 
culture) is useful.  

Topics 
 

• Grammar 
• Vocabulary 
• Oral expression 
• Listening comprehension 

 
Textbook(s) and Supplies 
 
Constance Bourde and Sheila Malovany, My English is French, Albin Michel 
Judith Andreyev, Say It With Style, Bréal Editions. 
 
BBA 1  
Course: GMAT VERBAL, Professor Linda Meyers 
Language: English, 36 hours, 6 European credits 
Grading: Midterm 50%, Final exam 50% 
 
COURSE DESCRIPTION AND OBJECTIVES: 
 
The first- and second-year GMAT Verbal program is designed to develop a core set of skills and to teach test-
taking techniques and strategies in order to improve the students’ scores. 
 
First-year program: 
This program introduces the verbal parts of the GMAT test and teaches the students how to approach unfamiliar 
vocabulary and to practice a more active kind of reading in order to comprehend the GMAT reading passages 
which are written in difficult, often technical prose and which are taken from the vast areas of business, the social 
sciences and the natural sciences. 
 
Second-year program:  
 In the second year, the program concentrates on intensive and in-depth work on the reading comprehension, 
sentence correction and critical reasoning question sections of the test, using authentic GMAT test material. 
 
First, in the sentence correction question part, students are trained to recognize the classic grammar errors as well 
as those of style, accuracy and syntax. Secondly, for the reading comprehension section, the students are taught 



how to answer, quickly and accurately, questions on the gist, the underlying purpose and the principal ideas of the 
prose.  Lastly, for the critical reasoning question part of the test, the students are taught how to develop a 
systematic approach to analysing the merits of an opinion, idea or argument. 
 
 
TEXTBOOKS: 
 

• GMAT VERBAL REVIEW: The Official Guide, from the Graduate Management Admission Council, 
Blackwell Publishing, 2005 

• GMAT VERBAL WORKBOOK, Fifth Edition, Kaplan Publishing, 2008 
 
BBA 1 
Course: GMAT Quantitative, Professor ,  
Language: English, 36 hours, 6 European credits  
Grading: 100% classwork 
 
Course Description. A review of basic mathematical skills required for the GMAT. Specific attention is paid to 
geometry, statistics and logical reasoning. The students are taught strategies to improve their individual 
performance.  
 
Course outline: 
 

• Arithmetic, algebra, geometry and statistics 
• Problem solving and data sufficiency 
• Use of  specific software 

 
References: GMAT Quantitative Review (2005), The Official guide, Blackwell Publishing. 
 
 
BBA 1 
Course: Advanced English 1, Professor Sylvie Jeanloz,  
Language: English, 36 hours, 6 European credits 
 
Course Description 
 
This course is intended to improve reading comprehension, oral comprehension, written expression, and 
grammatical knowledge. Students are exposed to a variety of media: newspapers, magazines, televised news, and 
the internet. Students present given topics to the class, participate in role-playing with partners, and get 
accustomed to extemporaneous speech and dialogue. 
 
Course Objective 
 

• Employ a complex vocabulary 
• Understand various literary forms, from Op-Ed pieces to twentieth-century plays 
• Express themselves fluently on cultural and political topics, in writing and orally 
• Understand high-level spoken English 

 
Topics 
 

!  Political and Marketing Idols: the use of franchising, branding and fame to promote social and political 
agendas. 

!  Video, debate, small-group work and final formal presentation. 
!  The internet and the invasion of pervasive media forms present in the workplace and private life. 
!  Analysis of media use, reality TV, and workplace surveillance focusing on the ethical and legal aspects of 

recent cases and decisions. 
!  Exploration of social responsibility and cultural diversity through corporate governance, discrimination, and 

various diversity initiatives. 
!  Examination of the needs for diversity in terms of transcultural competence and the bottom line 

 
Textbook(s) and Supplies 

 
Harvard Business Review, The New York Times, Career Journal Management 
The Economist, BBC, CNN, Various management-based websites  
 



 
 
BBA 1 
COURS: ESPAGNOL, Professeurs Cecillia  LEIMDORFER, Maria CHANEY et Patricia 
HERNANDEZ 
Langue : espagnol, 54 heures, 9 crédits européens 
Mode d’évaluation : Contrôle continu 50 %, examens 25 % participation 25% 
 
Objectifs : 
 

• Acquérir les connaissances basiques de la langue espagnole  
• Communiquer dans un contexte de travail ainsi que dans des diverses situations de la vie quotidienne. 
• Comprendre le mode de fonctionnement des entreprises dans les pays hispanophones à travers de 

structures basiques et claires.  
• Exprimer des besoins élémentaires 

 
Pré requis : Aucun 
 
Plan du cours :  
 

• Pendant l’année scolaire on suit la méthode Al dia, curso de espagnol para los negocios. Nivel inicial.  
Cette méthode s’accompagne d’exercices de compréhension orale pour chaque séance dans le but de 
familiariser l’élève à la phonétique espagnole et aux différents accents. 

• Réalisation des exercices de grammaire afin de se familiariser avec la conjugaison et les différents 
éléments grammaticaux.  

• Afin d’encourager les élèves à se familiariser avec la langue, le professeur propose le long de l’année, des 
activités ludiques et des jeux de groupe où les connaissances grammaticales sont les principaux 
ingrédients.   

 
Bibliographie :  
 
Al día, curso de español para los negocios. Gisèle Prost y Lafredo Noriega. SGEL, ele.  
Uso de la gramática española. Nivel inicial.  Francisca Castro, Edelsa, S. 
 
 
BBA 1 
COURS: Espagnol avancé, Professeur Cecillia LEIMDORFER,  
Langue : Espagnol, 54 heures, 9 crédits européens 
 
Objectifs : 
 

• Maîtrise complète de la langue 
• acquérir le vocabulaire nécessaire à la négociation et la correcte utilisation de l’espagnol d’affaires 
• Comprendre des lectures et des supports multimédia dans des domaines variés et de façon précise et 

détaillée 
• Formuler clairement les différences essentielles dans le monde du travail entre les entreprises espagnoles 

et latino-américaines et les entreprises françaises et ou américaines 
 
Pré requis :  
 Niveau avancé. L’élève maîtrise la conjugaison, est capable de se faire comprendre tout en expliquant certaines 
subtilités de la langue.  
 
Plan du cours : 
 

• Des études de cas qui soulèvent la nécessité de comprendre la culture au-delà de la langue et qui invitent 
à la réflexion multiculturelle.    

• Analyse de l’ALENA et ses répercussions dans la dynamique commerciale de la région. 
• Des présentations et des débats sur des sujets d’actualité sont réalisés tout au long de l’année.  
• L’analyse des fiches de lecture fournis par le professeur proposent d’approfondir sur un seul sujet tout en 

réalisant des exercices de compréhension, de vocabulaire et de  grammaire.  
• Révision et exercices des structures grammaticales complexes.   

 
Mode d’évaluation :  



Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie:  
Uso de la gramática española. Nivel avanzado. Francisca Castro, Edelsa, S.A.2006 
 
BBA 1 
COURS: Allemand,   
Professeur : Georg Kranner,  
Langue : Allemand, Français, 54 heures, 9 crédits européens 
 
Objectifs : 
 

• Acquérir les connaissances basiques de la langue allemande 
• Communiquer dans la vie quotidienne. 
• Comprendre des dialogues simples en allemand 
• Avoir une idée précise de certaines structures de base en allemand, notamment de la syntaxe. 

 
Plan du cours :  
 

• Utilisation de la méthode Schritte International 1 et 2. Cette méthode met l’accent surtout sur la 
compréhension auditive (par CD) et sur les jeux de rôle. 

• Se familiariser avec les conjugaisons et les déclinaisons. 
• Répétition fréquente du vocabulaire acquis et des structures de base. 
• Dans la mesure du possible, certains cours apporteront des connaissances sur la civilisation des trois pays 

germanophones (Allemagne, Autriche Suisse) 
 
Mode d’évaluation : Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie: Schritte international – Deutsch als Fremdsprache niveaux 1 et 2 – Hueber Verlag. 
 
COURS: Allemand A2 
Professeur : Georg Kranner,  
Langue : Allemand/Français, 54 heures, 9 crédits européens 
 
 
Objectifs du cours du cours : approfondir les connaissances des étudiants sur la civilisation et l’économie des 
trois pays germanophones. Sensibiliser les étudiants aux différences culturelles. En même temps, les élèves 
seront amenés à  discuter et à communiquer en allemand. Reprendre certains chapitres de grammaire et inciter à 
l’expression écrite par le biais de travaux écrits à la maison. Apprentissage de l’allemand d’affaires de bases (150 
mots). 
 
Plan du cours : un  sujet clé pour 6 semaines. 
 
Etude d’un thème pendant 6 semaines, soit 4 sujets par an : 
1) le système politique en Allemagne, en Autriche et en Suisse. 
2) L’économie des pays germanophones (les entreprises les plus importantes, les forces et faiblesses de 

l’économie allemande, autrichienne et suisse. 
3) Les principales différences entre la France et l’Allemangne dans des domaines de l’éducation, le 

comportement, le travail. 
4) Les régions et les villes les plus importantes. 
 
Méthode : 
 
Le cours s’appuie sur des textes d’actualités adaptés au niveau linguistiques des élèves. Ces textes retravaillés, 
tirés du Spiegel et des meilleurs quotidiens d’Allemagne (Süddeutsche Zeitung, FAZ) permettront aux étudiants 
d’avoir une vue d’ensemble sur les discussions actuelles en Allemagne. Beaucoup de jeux de rôle et des 
exercices interactifs sur la grammaire sont proposés aux étudiants. 
 

Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie :  
 



Tasachen über Deutschland, Francfort 2008 
 
COURS: Allemand B 
Professeur : Georg Kranner  
Langue : Allemand/Français, 54 heures, 9 crédits européens  
 
Objectifs du cours du cours : approfondir les connaissances des étudiants sur la civilisation et l’économie des 
trois pays germanophones. Sensibiliser les étudiants aux différences culturelles. En même temps, les élèves 
seront amenés à discuter et à communiquer en allemand. Reprendre certains chapitres de grammaire et inciter à 
l’expression écrite par le biais de travaux écrits à la maison. Encourager la prise de parole par le biais d’exposés. 
Elargir le vocabulaire d’allemand des affaires. Exprimer son opinion personnelle en allemand. 
 
Plan du cours : un  sujet clé pour 6 semaines. 
 
Etude d’un thème pendant 6 semaines, soit 4 sujets par an : 
 
1) Le système politique en Allemagne, en Autriche et en Suisse. 
2) L’économie des pays germanophones (les entreprises les plus importantes, les forces et faiblesses de 

l’économie allemande, autrichienne et suisse. 
3) L’éducation et le système universitaire en Allemagne, études de différences interculturelles. 
4) Les régions et les villes les plus importantes, les salons et foires en Allemagne. 
 
Méthode : 
 
Le cours utilise des textes d’actualités adaptés au niveau linguistiques des élèves. Ces textes retravaillés, tirés du 
Spiegel et des meilleurs quotidiens d’Allemagne (Süddeutsche Zeitung, FAZ), permettront aux étudiants d’avoir 
une vue d’ensemble sur les discussions actuelles en Allemagne. 
Beaucoup de jeux de rôle et des exercices interactifs sur la grammaire sont proposés aux étudiants. 
 

Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie : Tasachen über Deutschland, Francfort 2008, Spiegel online 

 
BBA 1 
COURS: Chinois (MANDARIN),  Gilles Lespade et Weimin Sun,  
Langue: Chinois, Français, 54 heures, 9 crédits européens 
 
Descriptif du Cours  Chinois A  
 
Le projet pédagogique correspond à une préparation des tests HSK inférieurs au niveau 3 
Les élèves des premières années ont à apprendre les leçons correspondant à un corpus de 200 caractères 
environ (200 caractères année 1 – 500 caractères année 2). Le vocabulaire est étendu grâce au principe des "mots 
magiques" dérivés de ce corpus = soient plus de 600 expressions/locutions pour 200 caractères acquis. 
 
Plan du cours : Les points de grammaires suivants sont à acquérir : 

• les chiffres 
• les classificateurs 
• 3 structures prépositionnelles avec leur groupe prépositionnel (CCL statique, CCL dynamique, datif et 

attributif, passif) 
•  la forme de l'aspect accompli 
• la négation de l'aspect accompli 
• la forme redoublée du verbe 
• l'adverbe 'jiu' 
• l'adverbe 'zai' du gérondif 
• la particule modale de changement d'état, ses différents emplois 
• la particule d'aspect "le" 

 
A l'oral travail interactif fréquent : 

• jeux de rôle 
• descriptions/présentations de support (visuels simples/scénario d'images/publicité...)  
• apprentissage de chansons/poésie…  

 



Descriptif du Cours  Chinois B  
 
Le projet pédagogique correspond à une préparation des tests HSK entre les niveaux 3 et 5 (en nombre de 
caractères, l’objectif d’acquisition se situe au-delà des 1500 caractères). Les cours sont envisagés dans la 
perspective du "chinois des affaires" 
 
Sur le manuel de conversation de commerce international/chinois des affaires, l’objectif est d’apprendre trois 
chapitres dans chacune des leçons de 1 à 5 (une douzaine de texte de conversations) : 
 
Doivent être acquis en chinois : 
 

• les salutations/invitation/refus/présentation du registre formel 
• les termes formels relatifs à la négociation/échanges/commande/facturation 
• les termes relatifs à l'organisation d'événementiels sur salon/stand/positionnement/promotion mais aussi 

les banquets et les différents types de repas d'affaires avec leurs notions chinoises propres. 
• les termes relatifs à l'établissement de cotations internationales transitaire/incoterms/douane et 

dédouanement 
 
Plan du cours : Une approche systématique des deux points de grammaire suivants approfondie par les  élèves : 
 

• les 24 types de prépositions (valeurs/emplois...) 
• les compléments verbaux (simples & complexes) avec leurs deux types (complément adjectif / complément 

verbe : les compléments verbaux simples et les compléments verbaux complexes). 
 
Comme travaux interactifs : 
 
• les élèves effectuent des jeux de rôle (autour de la négociation, rencontre, présentation, coup de 

téléphone) 
 
Travaux sur dossier 
 
• les élèves doivent créer sur plusieurs mois un dossier personnel complet de présentation tout en chinois 

sur un seul produit regroupant une fiche technique, un argumentaire, un e-mail ou une lettre de  
sollicitation/prospection/promotion/invitation ainsi qu'un plan promotionnel /prospection /participation à des 
salons.  

• D’autres travaux sur dossier consistent à effectuer une présentation détaillée d’une province ou d’un grand 
ensemble urbain en Chine continentale (données statistiques économiques et sociales ; histoire et culture 
modernes de la province/ville durant les 150 dernières années; relations contemporaines de la 
province/ville avec des entités économico-politiques étrangères…)  

• A partir d’un dossier de presse thématiques (ex : « les marques préférées des consommateurs chinois 
aujourd’hui ») chaque élève doit traduire (présentation vocabulaire annoté, structures lexicales ou 
syntaxiques déconstruites etc.) puis commenter individuellement – à l’oral puis à l’écrit - pour ses 
camarades l’un des articles (extrait de presse ou d’un article de science humaine) figurant dans le dossier 
de presse. 

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
 
BBA 1 
COURS: Italien,  Salvo Falcone,  
Langue : Italien, Français, 54 heures, 9 crédits européens 
 
Descriptif du Cours Les cours sont principalement orientés vers le développement des capacités de 
conversation, sans négliger la culture et la civilisation italienne. En conjuguant la présentation d'aspects 
grammaticaux et structuraux de la langue avec des activités de développement des capacités de communication. 
Les cours fournissent également des éléments de culture italienne. Les cours sont tout particulièrement adaptés 
pour effectuer un programme d'étude spécifique sur une longue durée.  
 
Un scrupuleux travail d'évaluation du test d'admission soumis au début de l’année académique nous permet de 
créer des groupes homogènes, aussi bien pour la capacité linguistique que pour les motivations. 
 
Trois niveaux d'enseignement: du niveau élémentaire au niveau de perfectionnement. 



Plan du cours :  
 

• Les leçons de groupe permettent de développer les compétences générales liées au domaine 
professionnel et à la préparation de l'examen CILS. Pendant les leçons, des exercices sont effectués à 
travers des tests CILS. De plus, les arguments sur lesquels les étudiants se montreront en difficultés 
seront approfondis. 

 
• Un manuel  est utilisé pendant les cours conçu pour la formation universitaire : LA LINGUA ITALIANA PER 

STRANIERI, écrit par des professeurs de l’université pour étrangers de Pérouse, édité par « Guerra 
Edizioni ».Il s’agit d’un manuel composé de plusieurs contextes de la vie économique, de l’apprentissage 
de la culture italienne, de projets et réalisation de parcours didactique, focalisés sur des facteurs 
fondamentaux du processus d’apprentissage : les acteurs et les lieux, le publique que nous avons devant, 
les institutions et les entreprises. 

 
• Les étudiants seront confrontés tout le temps à des situations de la vie courante, pour atteindre un niveau 

supérieur qui leur permet de faire des exposés en réunion ou assemblée d’entreprise. Le programme inclut 
certes des articles de la presse quotidienne italienne, toujours pour rester en contact directe avec tout ce 
que se passe au niveau socio-économique. 

 
Exemples de thèmes pouvant être traités pendant le cours: 
 

1. Demande d'emploi : comment écrire une lettre de motivation, expressions utiles. 
2. Curriculum Vitae : langage et structure du C.V., types de C.V. 
3. Demander et/ou fournir des références. 
4. Ecrire une lettre commerciale. 
5. Modèle, date, adresse, en-têtes, notes, phrases d'Introduction, corps de la lettre, formules de politesse, 

signature, abréviations, style. 
6. Demande et envoi de listes de prix, catalogues et échantillons. 
7. Ordres, paiements, informations, plaintes, organisations du transport, locations, assurances. 
8. Candidatures et publicité pour les représentants de commerce. 
9. Propriétaires des entreprises, classification des sociétés. 
10. Compagnies au détail ou en gros, réseaux de vente. 
11. Régulations commerciales : lois italienne et européenne. 
12. L'organisation du commerce, rôles auxiliaires et organisations, médiateurs, agents, représentants de 

commerce, messagers et expéditeurs/affréteurs, chambres de commerce, bourses de commerce, 
associations commerciales. 

13. Contrats de vente. 
14. Documents bancaires. 
15. Contrats nationaux de travail dans le secteur commercial. 

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie : LA LINGUA ITALIANA PER STRANIERI, écrit par des professeurs de l’université pour étrangers 
de Pérouse, édité par « Guerra Edizioni ». 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



DEPARTMENT of Management, Strategy & Culture  
 
 
BBA 1 
Course: American Business Culture 1,  
Professors Robert Bradford, Stephen Muse, William Moore, and Curtis Young 
Language: English, 36 hours, 6 European Credits 
Grading: 100% Classroom Work 
 
Course Description 
 
American Business Culture is a core course that is taken in the 1st and 2nd years.  It is based on an American 
university liberal arts approach and gives a broad overview of the important historical, political, economic and 
cultural changes in the U.S.A. from colonial times to the start of the 20th century. 
 
Course Objective 
 
The first year program is designed to give students a sociological basis for understanding the American mentality 
and work ethic.  By studying significant historical events (from the commercial reasons behind the original 
European settlers to the emergence of the United States as an industrial powerhouse at the dawn of the 20th 
century) the student will expand  their knowledge of American thought and philosophy to prepare them for future 
internships and/or study abroad programs in the U.S.A. 
 
Topics 
 

• History— Economics—Culture 
• Politics and government 
• Geography 
• Arts and Literature 

  
  

Textbook(s) and Supplies 
 
Paul Johnson, A History of the American People, Harper Perennial, 1997. 
 
 
American Political Institutions II was created to prepare French students to work with and compete against 
American business.  To do this efficiently and effectively, non-Americans must understand the United States.   
 
This course traces the development and mutation of fundamental American Institutions, including physical 
institutions, written institutions, and institutions of custom.  It starts with the founding of the US; its agricultural 
idealism, its will to be “apart” from Europe, and its aim to be a country of the “happy meritocracy” as Benjamin 
Franklin described his vision.   
 
This vision, and the institutions that supported it, were forced to change with the Louisiana Purchase.  The resulting 
westward expansion of the United States, with the vast resources of land and minerals that were included, had an 
indelible impact on American government, American business and the American myth.  The civil war with the 
resulting centralization of power within the structure of the Federal Constitutional followed and established the final 
corner stone for the emergence of the Industrial Age, and the explosion of American power. 
 
The course then traces the development of the United States through the “Gilded Age” of savage capitalism, 
massive immigration, Robber-Barons, the emergence of the cult of “charitable social conscience”, and the 
development of Monopolies.  Following this era comes the age of Progressivism and Populism – the mutation of 
the US government from a Laissez Faire state to a regulatory state, and how business reacted. 
 
Paralleling these developments, the United States became ever more active in world events, culminating in its 
participation in World War One.  Returning home from this war, the United States enjoyed a period of real boom… 
or did it?  The economy seemingly soared.  Social changes were rampant.  However, the foundations of these 
events – from Prohibition to the “Roaring 20’s” were not solid.  The crash of 1929 proved a turning point for the 
USA, its private business, its public services, and its personal morals. 
 



World War II, and the industrial miracle that accompanied it, remains a centerpiece in the American myth.  This 
course takes a look at these events, as well as those following World War II, as the US emerges as one of the two 
leading powers of the world. 
 
In the second semester, API II analyzes the Cold War and its impact on the American people and their Government 
– from McCarthyism to the establishment of the Pentagon and the War Industry.   
 
Following this, the course reviews the social revolutions of the 1960’s and the liberalization of American morals.  
Martin Luther King and the movement that began dismantling institutionalized racism, the Hippie movement, 
Vietnam, Watergate, the rise of the Republican – Conservative Christian alliance, and American Foreign Policy are 
all considered. 
 
Finally, in the closing weeks, the course takes a look at current events – tracing the origins of these movements 
and their potential impact on the ever changing institutions of the United States. 
 
Sources for the course include, but are not limited to: 
 

♦ American Government: Continuity and Change   O’Connor & Sabato 
♦ A History of the American People  Paul Johnson 
♦ A People’s History of the United States  Howard Zinn 

 
 
BBA 1 
Course: Business Game 1 (Jeux d’entreprise),   
Professor Philipe DUBOST,  
Languages: French and English, 24 hours, 4 European credits 
 
Course Description 
This course is devoted to analysing a real-life business situation and proposing solutions using knowledge acquired 
in different courses. Students are notably expected to write-up a Business Plan, and use their Marketing, Financial 
and legal knowledge to propose a coherent course of action.  
 
The business game takes place over five days and students have to work in teams imposed by the Professor. Each 
team needs to optimise its resources so that each step in the analytical process is optimised. The business game 
alos involves one day at least of field work.  At the end of the week, each team will make an oral presentation in 
English in front of a jury. Prizes are given to the best groups. 
 
Different business games are proposed to the students in first, second, third and fourth years. 
 
 
BBA 3 
Course: Company Takeovers 
Professor Philipe DUBOST,  
Languages: French and English, 18 hours, 3 European credits 
 
Course Description:  
This course is devoted to the creation and acquisition of companies.   
The development of this program actually derives from our convictions: we strongly believe that short and long term 
success heavily depends on management abilities that can 
 
 -engage in creative problem solving 
 -have the capacity to inspire and motivate people 
  -perfectly know the business they are operating 
 -have a track record of accomplishment  
 -are capable of coaching people so as to implement strategy 
 
Embedded in this business philosophy, the course explains, starting from personal targets, how to set up a take 
over project, select among a bundle of opportunities the right company, analyse, negotiate and start running the 
business. Il also provides a deep review of financial matters to articulate take over strategies. Numerous statistic 
and financial tools are provided. Case discussion is derived from genuine companies to locate the course in a real 
life environment. 

Course Objective: 



We will strive  
 
 " To provide analytical tools, including fundamental concepts and principles from the various 
                 Functional areas and industries 
 " To develop skills in using these tools with a creative problem solving capacity 
 " To create the ability to make and carry out decisions based on facts and figures 
 " To develop a base for dealing effectively with others both in written and oral  communication   
 " To instil a thorough understanding of today's business challenges at a European/world level 
 " To encourage continuous learning from experience 
 
As a summary, first two parts will focus on such questions as “where to start the story?» and " how to handle to 
succeed? ". They indicate the road map, the procedure, the chronology of the stages. The other parts are more 
specific and make it possible to cross under good conditions the "technical difficulties": project presentation, 
financial arrangement, loan application, creation and building of the company... The method suggested covers the 
complete process of an act of creation or take over; broken up so that the contractor can always preserve the 
control of the process and to ensure whole coherence of the project. 
 
Prerequisites:  ‘Corporate finance’ course, Marketing, Business management  
 
Grading:  
Trainees will jointly work on a group basis, to identify among French mandatory web sites, companies under law 
protection for a take over bid at the Court ; A thorough project will be issued including company market analysis, 
building a business plan based on  financial simulations as well as a final price proposition to the Court . This paper 
will account for 50% of the grade 
The final 50% mark will be based on a end-of -term exam; a case derived from a recent company take over will be 
issued, including some technical questions  
  
 
Topics, Process & Bibliography 
 

  

1 – Define one’s project  
To define one’s personal project  
To target a type undertaken  
To check coherence  
Companies in difficulty  
Take over the family affair? 
 

5 - The legal wrap up  
Tax consequences  
Take over of an industrial company  
Take over of a company 
 

9 - To achieve the purchase steps  
Fund purchase by an individual 
investor  
CFE procedures  
Fund purchase by a company  
Social shares purchase procedure  
Merging procedure  
New issue of capital 
 

2 - To find a company  
The market for companies to be 
taken over   
To make a first selection 
How to prospect?  
 

6 - Financing and financial helps  
Company Savings Booklet  
PCE  
Loan on trust 
Guarantee procedures   
How to contact the banks 
Various financial helps 
 

10 - The first months  
Observation of paid workers  
The first business development 

3 - To analyze the company  
To analyze the company  
Necessary documents C/A 
Necessary Documents for a Small 
Average Company  
Diagnosis: what do we need ? 
Diagnosis of activity  
Diagnosis oh human resources  
Diagnosis of financial situation  
Diagnosis of legal matters 
Synthesis of diagnosis  
 

7 - To work out the take over plan   
Operational plans 
Financial forecast programs 
Financial set up plans  
 

  
 

4 - To evaluate the company  
Comparative methods 
Patrimonial methods  
Profitability methods 
 

8 - To negotiate the take over 
plan  
Improve knowledge of former 
company owner  
Negotiation  
Establishing / negotiation of draft-

 



agreements 
 

Textbook(s) and Supplies:  

Corporate Finance 
Author: Vernimmen, Pierre  
Editor: John Wiley & Sons 
Publication: 2004  
 

Pratique moderne de l'évaluation 
d'entreprise 
Author: Chapalain, Gérard  
Editor: EMS Editions 
Publication: 2004  
 
 
 

Financer la création et le 
développement de son entreprise 
Author: Duplat, Claude-Annie  
Editor: Vuibert 
Publication: 2005  
 
 
 

Tout savoir sur le Capital 
Investissement : Capital Risque, 
Capital Développement, LBO 
Author: Mougenot, Gilles  
Editor: Gualino 
Publication: 2007  
 

Financer son entreprise de la 
création à la transmission par le 
capital-investissement 
Author: Battini, Pierre  
Editor: Maxima 
Publication: 2005  
 

Marketing Insights from A to Z 
Author: Kotler, Philip  
Editor: John Wiley & Sons 
Publication: 2003  
 

 
 
 
BBA 1 
Course: Microeconomics 1,  
Professor Roman KRYS,  
Language: English, 18 hours, 3 European credits 
Grading: 100% Classroom Work, 1st semester 
 
Course Description 
 
This course introduces students to price theory, concentrating on consumer behaviour, firm behaviour, and market 
structures. It will examine a wide range of subjects, including the characteristics of market demand, the theory of 
business firms, the theory of price in perfectly competitive markets, and market equilibrium. 
 
Course Objective 
 

• Understand the basic terms of the economist: e.g., supply, demand, price, cost, wage, profit. 
• Understand the basic market models. 
• Be prepared for in-depth studies in economics and business. 

 
Topics 
 

Introduction: Ten Principles of Economics and Thinking like an Economist (chap.1 & 2) 
Supply & Demand Part I: How Markets work (chap.4, 5 & 6) 
Supply & Demand Part II: Markets & Welfare (chap. 7, 8 & 9) 
The Economics of the Public Sector (chap. 10, 11 & 12) 
Firm behaviour & the Organization of Industry (chap. 13, 14, 15, 16 & 17) 
The Economics of Labour Markets (chap. 18, 19, & 20) 

 
Textbook(s) and Supplies 
 

Principles of economics, N. Gregory Mankiw, THOMSON SOUTH-WESTERN, 3rd edition 
Study Guide to accompany 3rd edition of Principles of economics prepared by David R. Hakes.  
 
Whenever a chapter from the textbook is assigned the student is required to perform all of the questions in 
the study guide. 

 
 
 
 
 
 
 
 



BBA 1 
Course: Macroeconomics 1, Professor Roman KRYS,  
Language: English, 18 hours, 3 European credits 
Grading: 100% Classroom Work, 2nd semester 
 
Course Description 
 
This course deals with macroeconomic theory, an aspect of economics concerned with the performance of and the 
relationship between large economic aggregates: specifically overall production, national income, consumption, 
investment, savings, price levels, employment levels, the volume of money, and interest rates. Specific attention is 
given to the roles of governments and central banks in the economy. 
 
Course Objective 
 

• Have an understanding of how a national economy functions, by using the theories and tools of analysis 
developed by economics. 

• Be able to analyze current economic problems such as inflation, unemployment, slow growth, high interest 
rates, and budget deficits. 

• Be prepared for more advanced economic and business coursework. 
 

Topics 
 

• Introduction: Ten principles of Economics and thinking like an Economist (chap.1 & 2) 
• the Data of Macroeconomics (chap.23 & 24) 
• the Real Economy in the Long Run (chap.25, 26, 27 & 28) 
• money & prices in the Long Run (chap.29 & 30) 
• the macroeconomics of open economies (chap.31 & 32) 
• Short-run economic fluctuations (chap.33, 34 & 35) 
• final thoughts: 5 debates over macroeconomic policy (chap.36) 

 
Textbook(s) and Supplies 
 
Principles of economics, N. Gregory Mankiw, THOMSON SOUTH-WESTERN, 3rd edition 
Study Guide to accompany 3rd edition of Principles of economics prepared by David R. Hakes. 

 
Whenever a chapter from the textbook is assigned the student is required to perform all of the questions in the 
study guide. 
Regular reading of the Economist and/or the Financial Times and/or The Wall Street Journal Europe is highly 
recommended.  
 
BBA 1 
Cours: INTEGRATED BUSINESS,   
Professeur Jérôme VLNA,  
Langue: français et anglais, 18 heures, 3 crédits européens 
 
BBA 1 
Cours: INTELLIGENCE ECONOMIQUE 1,   
Professeur Jérôme VLNA,  
Langue: français et anglais, 36 heures, 6 crédits européens 
 
I / Géopolitique et renseignement : 
 
Introduction 
 
A/ Temps de paix et périodes de conflits 
B/ La géopolitique et l’histoire secrète 
 
II / La guerre économique mondiale et l’information :    
 
A/ L’utilité de l’information : 

- 1/ Les principaux dangers 



- 2/ Une juste définition de l’intelligence économique 
 
B/ Les acteurs : 

- 1/ Les Etats 
- 2/ Les entreprises  
- 3/ Les grandes organisations et groupes de pensée 
- 4/ Les individus : salariés, stagiaires, intérimaires 

 
C/ Les entreprises françaises et l’information : 
 

- 1/ Les mentalités et les comportements 
- 2/ Protections de l’information 
- 3/ Prospectives et évolutions 

 
III / Méthodes utilisées en Intelligence Economique :    
 
A/ L’analyse des produits des concurrents 
 B/ Les moyens de protection et de répression pour les entreprises 
 
IV / Construire une politique de renseignement au profit d’une entreprise :   
 
A/ Les bases pratiques et conventionnelles : 
 

- 1/ Analyse 
- 2/ Mise en place d’une approche 

 
B/ Les mises en œuvres des fonctionnements : 
 

- 1/ Le recensement des besoins 
- 2/ La collecte des informations 
- 3/ Le traitement des informations 

 
V /  La rumeur comme technique de déstabilisation de l’entreprise :  
 
A/ Les principales définitions de la rumeur 
B/ Les principaux acteurs de la rumeur 
C/ Les conséquences pour l’entreprise et les moyens pour s’en protéger                
 
 
BBA 1 
Cours: Systèmes informatiques 1, Professeurs Nicole Mignot et Odile Leborgne,  
Langue : français, 18 heures, 3 crédits européens 
Grading: 100% Classroom Work, 2nd semester 
 
Course Objective  
 
Le but de cet enseignement est de former les étudiants en tant qu’utilisateurs avertis et non d’en faire des 
informaticiens. Le programme a été conçu de façon à apporter aux étudiants les bases des outils informatiques 
dont ils auront besoin à court et moyen terme. A court terme, à l’école dans la plupart des matières, ou dans leur 
vie extrascolaire. A moyen terme, dans leur future vie professionnelle comme outil de gestion et de décision. 

 
Topics 
 
POWERPOINT:  
 

• Création d’un diaporama : présentation des différentes diapositives, différents modes d’enregistrement et 
d’impression, les différents modes de transition, les différents modes d’animation.  

• Compléments : incorporation de données provenant d’EXCEL, utilisation du masque de diapositives, 
utilisation des boutons et liens hypertextes 

 
EXCEL : 
 



• Entrée de données simples : texte et numérique, modification, suppression. Entrées de données à partir de 
listes : temporaires, personnalisées et déroulantes. Sélection de plages de cellules contiguës et non 
contiguës. Mise en forme d’un tableau : présentation des titres, encadrement. Utilisation du bouton 
« somme automatique ». Mise en forme conditionnelle. Création de séries. 

• Calculs à l’aide des formules et des fonctions SOMME, MOYENNE, MINIMUM et MAXIMUM (utilisation de 
l’assistant fonction). Copie de formules sur des plages adjacentes et non adjacentes. COUPER, COPIER, 
COLLER et collage spéciaux. Présentation des calculs. Fractionnement des fenêtres, Figer les titres. 
Protection des cellules. Impression. 

• Graphiques. Distribution du cas POWER POINT. Faire remplir par les étudiants la feuille avec la liste des 
groupes pour la présentation orale. 

• Utilisation des références dans les formules, relatives, absolues et mixtes. Créer, modifier, supprimer un 
nom et utilisation des noms dans les formules. 

• Donner l’ordre de passage des groupes pour le cas POWERPOINT de la séance 7. Fonction logiques Si, 
Et, Ou.Idem et fonctions SOMME .Si et Nb.si. 

• Présentation orale par groupe de 5 d’un cas utilisant POWERPOINT et les graphiques. Remise d’un 
rapport écrit. 

• Bases de données : grille, filtres automatiques, filtres élaborés. Tris. 
• Suite bases de données : fonctions de bases de données et critères calculés. 
• Fonctions de recherche. Utilisation de recherche V. 
• Exercice de synthèse sur les fonctions logiques et recherche V. 
• Exercice de synthèse sur les Bases de données 

 
 Textbook(s) and Supplies 
 

No Textbook is required 

 



DEPARTMENT of  MARKETING  
 

BBA 1 
Course: Marketing Principles,  
Professor William EVANS,  
Language: English, 36 hours, 6 European credits 
Grading: 100% Classroom Work 

Course Description 
 
This course offers an overview of marketing as a discipline. In studying marketing’s relationship to economics and 
management, the course puts the various tools and tasks of the marketer and of the process itself into their proper 
contexts. The case method is introduced, and students learn how various cases have developed. Readings are 
required for each class. Assigned chapters and cases correspond to discussions of the same title. Students are 
expected to participate in class discussions. 
 
 Course Objective 
 

• Understand the essentials of marketing. 
• Begin case analysis. 
• Appreciate the significance of a marketing plan. 

 
Topics 
 

• Strategic planning and marketing management 
• Marketing research process 
• Consumer behaviour  
• Marketing segmentation 
• Marketing mix 
• Marketing communications 
• Cases 

 
Textbook(s) and Supplies 
 
J. Paul Peter Jr., James H. Donnelly, Preface to Marketing with power Web, Mc-Graw-Hill-Irwin 2002, Cecybrary, 
Internet 
 
 
BBA 1 
Course: Selling Techniques,  
Professor William EVANS,  
Language: English, 36 hours, 6 European credits 
Grading: 100% Classroom Work 
 
Course Description 
 
Sales training starts with client discovery, the usual resistance, and the answers to difficult situations. The students 
learn how to manage objections, build efficient sales calls, and negotiate from such varied points of view as the 
traditional shopkeeper’s and the industrial purchaser’s. Management of key accounts and sales planning gives 
students a strategic perspective. This module presents different sales functions, their organization, and their 
corresponding recruitment methods. It shows the importance of motivation tools, team animation, sales logistics, 
and salesperson evaluation. 
 
Course Objective 
 

• Be able to carry out sales negotiations in different fields and under varying conditions. 
• Know how to function within a sales team, meet quantitative objectives, and create successful sales trends. 
• Be able to define qualitative objectives in the larger scope of sales policy, development and sales 

management in accordance with team goals. 
 
 



Topics 
 

• Preparation: how to sell and approach clients and prospects. 
• Adaptation towards the clients: how to adjust its behaviour to interlocutors. 
• Introduction of sales presentations. Observation, estimate of storage and potential activity. How to behave 

with a new costumer. 
• Presentation: discovering tactile, auditive, material, friendly sensations. 
• Selling tools: assistance and prescription. How to manage such important factors as stock and potential. 
• Conclusion of a sales call. Analysis of results: evaluation of sales action and optimization of methods. 
• Validation and forecast. 
• Understand objections: need of protection, search for information, rigid perceptions, and personal equation. 

Which objections and how to answer to objections. 
• Solutions. How to overcome obstacles created by clients or purchasers. 

 
Textbook(s) and Supplies 
 

Zoltners (A.), Sinha (P.), Zoltners (G.), The complete guide to accelerating sales force performance, 
Amacom, New York City, 2001, 472p. 

 
  
BBA 1 
Cours: TECHNIQUES DE VENTE (Sales Techniques), Professeur Philippe COFFRE 
Langues: français et anglais, 18 heures, 3 crédits européens 

 
This course will help students to manage efficiently sales negotiation in different fields and conditions. They will 
understand how to be an efficient part of a sales team in order to answer to quantitative objectives and create a 
successful trend in sales. They will have to define qualitative objectives in the larger scope of sales policy, 
development and sales management in coherence with team goals. This module uses classical sales training tools. 
It implies, from each student, a good participation, initiative and sales ability. Students will have to understand and 
use tools, vocabulary and sales professional methods. 
 
Sales training starts with client discovery, usual answers to difficult situations. The students learn how to manage 
objections, build efficient sales calls and negotiate from traditional shopkeeper to an industrial purchaser. 
Management of key accounts and sales planning will give a strategic perspective to the students. This module 
presents different sales functions, their organization and the corresponding recruitment methods. It shows the 
importance of motivation tools, team animation, sales logistics and salesperson’s evaluation. 
 
TEACHING METHODS, EVALUATIONS & PLAN  
 
Role-playing and simulating interviews. Each student will be evaluated during a role-play as a salesperson or a 
purchaser. A written document is expected on a subject defined for the student. 50 % continuing assessment and 
exam 
 
Class Program  CM TD 
1  Preparation: how to sell and approach clients and prospects.  Role-Plays and 

interviews.  
X X 

2 Adaptation towards the clients: how to adjust its behavior to interlocutors. Role-Plays 
and interviews. 

X X 

3  Introduction of sales presentations. Observation, estimate of storage and potential 
activity. Role-Plays and interviews. 

X X 

4 How to behave with a new customer. Role-Plays and interviews. X X 
5 Presentation: discovering tactile, listening, material, friendly sensations.  Role-Plays 

and interviews. 
X X 

 Role-Plays and interviews. X X 
6  Selling tools: assistance and prescription. How to manage such important factors as 

stock and potential. Role-Plays and interviews. 
X X 

7 How to manage such important factors as stock and potential. Role-Plays and 
interviews. 

X X 

8 Selling plan. Proposal, decision-making aid, estimation.  Role-Plays and interviews. X X 
9 Merchandising: how to leave elements which will help to sell. Role-Plays and 

interviews. 
X X 



10 Conclusion of a sales call. Analysis of results: evaluation of sales action and 
optimization of methods. Validation and forecast. Role-Plays and interviews. 

X X 

11 Bad reasons to objections: need of protection, search for information, rigid 
perceptions, personal equation. Which objections and how to answer to objections. 
Role-Plays and interviews. 

X X 

12 Solutions. How to succeed to obstacles created by clients or purchasers. Role-Plays 
and interviews. 

X X 

    
 TOTAL    
 
 
BIBLIOGRAPHY 
 
Zoltners (A.), Sinha (P.), Zoltners (G.), The complete guide to accelerating sales force performance, Amacom, New 
York City, 2005, 472 p. 

 
BBA 1 
Cours: Consumer Behaviour,   
Professeur Mireille FOREST,  
Langue: français, 18 heures, 3 crédits européens 
 
Course objective 
 

- L’objectif de cette formation : « Marketing Research Methodology » est de faire assimiler par les étudiants 
les principales étapes élémentaires de la recherche appliquée au marketing 

- à la fin de la formation les étudiants devront être à même d’intégrer les principales dimensions marketing 
que ce soit au niveau national ou international 

- les étudiants devront enfin avoir étudié et assimilé même de façon relativement synthétique les méthodes 
ou outils utilisés le plus généralement dans le cadre des recherches marketing 

 
Course description 
 

- La formation comportera d’abord la description des principales approches ou les concepts fondamentaux 
utilisés en recherche en marketing 

- L’enseignant mettra en évidence les déclinaisons différenciées du marketing national ou international 
- Un des aspects développés de façon relativement détaillée sera l’ensemble constitué par les études de 

marché qualitatives et quantitatives 
- Les outils et méthodes de marketing en développement (non encore stabilisés) feront l’objet de toute une 

partie du contenu du cours 
 
A la fin de ce module un étudiant devrait pouvoir 

- trouver dans les situations de consommation d’achat des illustrations des éléments académiques fournis 
- découvrir également dans les politiques d’offre des fournisseurs ou distributeurs les mêmes illustrations 

des concepts de recherche  proposés 
- appliquer autant que faire se peut outils ou méthodes dans des situations concrètes de marketing appliqué 

 
 
 
 



DEPARTMENT of FINANCE  
 
 
BBA 1 
Course: Introduction to Finance,  
Professor Robert YOUNG,  
Language: English, 18 hours, 3 European credits 
Grading: 100% Classroom Work 
 
Course Description 
 
The course is a basic lecture format where each theme is introduced and then enhanced by examples from current 
business situations. The topics covered include the financial markets, the time value of money, bond valuation, 
stock valuation, the risk return trade-off, diversification and the portfolio effect, operating leverage and financial 
leverage 
 
Course Objective 
 
This is an entry level course designed to give students: 
A working vocabulary of financial terms in English 
An introduction to Anglo-Saxon financial statements  
A basic understanding of the main principles and theories of modern finance 
 
Topics 
 
Textbook(s) and Supplies 
 
There is no book required 
 
 
BBA 1 
Course: American Financial Accounting, Professor Robert YOUNG,  
Language: English, 18 hours, 3 European credits 
Grading: 100% Classroom Work, 2nd semester 
 
Course Description 
 
The course offers an introduction to American accounting methods. It explains and illustrates how accounting 
information id collected, reported, and interpreted in the United States: i.e., in accordance with American Generally 
Accepted Accounting Principles. The material covered provides students with an understanding of the accounting 
cycle and accounting practices, enables them to prepare and analyse basic financial statements, and offers a 
preliminary overview of financial markets and investments.  
 
 Course Objective 
 
The course’s underlying objective is to develop students’ capacity to make sound financial and accounting 
decisions. Students will be assigned practical problems and exercises in each class. 
 
Topics 
 

• Introductions / housekeeping—Balance sheet basics 
• Transaction analysis 
• Measuring income / financial ratios / cash flow (chap. 1& 2) 
• Double entry accounting / the recording process (chap.3) 
• Accounting adjustments / prepaids & accruals (chap.4) 
• Revenue recognition—Accounts receivable / internal control (chap.5) 
• Inventory—gross profit—COGS—Inventory valuation (chap.6) 
• Depreciation—deletion—amortization—back to cash flow (chap.7) 
• Current and long term liabilities—deferred taxes / debt ratios (chap.8) 
• Present value analysis / lease-buy decisions—accounting for long term liabilities (chap.9) 
• Statement of cash flows—cash flow (chap.10) 
• Owners’ equity / dividends / preferred stock- stock splits / dividends / equity ratios (chap.11) 



• Valuing inter corporate investments—consolidated financial statements / goodwill (chap.12) 
• Financial statement analysis / financial ratios (chap.13) 
• Accounting versus the Real World (chap.14) 

 
Textbook(s) and Supplies 
 
Charles Horngren, Gary Sundem and John Elliott 
Introduction to Financial Accounting, Prentice Hall Internatonal 
 
BBA 1 
Cours: Comptabilité française, Professeur Slah BOUGHATTAS,  
Langue: français, 18 heures, 3 crédits européens 
Grading: 100% Classroom Work, 2nd semester 
 
Course Description 
 
This course introduces students to basic French accounting principles and provides them with a basic working 
knowledge of French double entry bookkeeping. The conceptual framework is provided by the official 1982 French 
Accounting Standards, established by the French National Accounting council (Conseil National de la Comptabilité) 
in its revised Charts of Accounts (plan Comptable Général). 
 
Course Objective 
 

• Understand the double entry bookkeeping system. 
• Be able to read income statements and balance sheets. 
• Be able to carry out financial statements analysis. 

 
Topics 
 

• The official bases of French accounting 
• Financial Statements : the balance sheet and the income statement 
• The journal, the general ledger, and source documents 
• Invoicing and VAT 
• Entry adjustment : depreciations, reserves, inventory 
• Closing entries 
• The preparation of income statements, intermediate & final balance sheet, and footnotes 

 
Textbook(s) and Supplies 
 
J.J. Friedrich, Comptabilité générale, 3rd edition, Hachette, Paris, 2003, Cecybrary, Internet 
 
BBA 1 
Cours: Mathématiques financières,  
Professeur Slah BOUGHATTAS,  
Langue: français, 18 heures, 3 crédits européens 
Grading: 100% Classroom Work, 2nd semester 
 
Course Description 
 
This course provides students with the basic mathematical tools for making financial and investment decisions. The 
calculation of simple and compound interest is explained, and the notions of present and future value, as they 
apply to sinking funds, discounts, and loans, are introduced. The principal criteria in investment decisions, certainly 
in the knowledge of cash flow being assumed, are discussed. 
They include the payback rate of return, the accounting rate of return, and, most importantly, net present value and 
the internal rate of return. Finally, the concepts of cash flow and investment are refined to include in their 
calculation factors such as working capital interest, opportunity costs, sunk costs, salvage value, equipment 
replacement, projects with unequal lives, and corporate taxes. 
 
Course Objective 
 

• Understand simple and compound interest. 
• Understand present and future value. 
• Know the main criteria for investment decisions: NPV and IRR. 



 
Topics 
 

• Simple and compound interest 
• Present and future values 
• Sinking funds, discounts, and loans 
• Cash flow valuation 
• Principal criteria for investment decisions: net present value, internal rate of return, and payback 
• Financial choices: equity, debt and, leasing 

 
Textbook(s) and Supplies 
 
Walder Masieri, Mathématiques financières, Paris Dalloz, 2001, Cecybrary, Internet access 
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MBA INSTITUTE, North American BBA 2 
 

The second year of the MBA consolidates each student’s general business education 
and provides a sound theoretical foundation which will stand them in good stead for 
their future professional and more specialised courses. It is a year when students have 
to pass their TOEFL if they haven’t already done so.    



 

Department of Communication & Foreign Languages 
 

BBA 2 
Course: Public Speaking 1 
Professor, Robert Bradford,  
Language: French et English, 18 hours, 3 European credits 

Course Description 
 
Public Speaking I is an introductory course intended to prepare the student for the future eventuality of speaking in 
public whether in a business or academic context.  All elements necessary to effectively communicate before an 
audience will be covered; i.e. pronunciation, articulation, breath control, pacing, body language, confidence-
building, rehearsal techniques,  etc.  Students will be expected to take part in numerous oral expression activities 
such as individual speech-making (prepared and extemporaneous), instant summaries/analyses and group 
presentations. 
  
Course Objective 
 
By the end of the course, the students will be able to:  
 
Speak more freely in public having gained the self-confidence and basic skills necessary 
Understand through analysis and examples what makes a speech effective 
Address an audience in English with improved vocal assurance, clarity and power 
 
Topics 
 
The rhetorical forms studied in Public Speaking I will be manuscript and short form extemporaneous speeches. 
 
Textbook(s) and Supplies 
 
Booklet supplied by professor   
Michael and Susan Osborn, Public Speaking, Houghton Mifflin, 7th edition, 2006. 
 
 
BBA 2  
Course: GMAT VERBAL,  
Professor Michael Cavey 
Language: English, 36 hours, 6 European credits 
Grading: Midterm 50%, Final exam 50% 
 
COURSE DESCRIPTION AND OBJECTIVES: 
 
The first- and second-year GMAT Verbal program is designed to develop a core set of skills and to teach test-
taking techniques and strategies in order to improve the students’ scores. 
 
First-year program: 
This program introduces the verbal parts of the GMAT test and teaches the students how to approach unfamiliar 
vocabulary and to practice a more active kind of reading in order to comprehend the GMAT reading passages 
which are written in difficult, often technical prose and which are taken from the vast areas of business, the social 
sciences and the natural sciences. 
 
Second-year program:  
 In the second year, the program concentrates on intensive and in-depth work on the reading comprehension, 
sentence correction and critical reasoning question sections of the test, using authentic GMAT test material. 
 
First, in the sentence correction question part, students are trained to recognize the classic grammar errors as well 
as those of style, accuracy and syntax. Secondly, for the reading comprehension section, the students are taught 
how to answer, quickly and accurately, questions on the gist, the underlying purpose and the principal ideas of the 



prose.  Lastly, for the critical reasoning question part of the test, the students are taught how to develop a 
systematic approach to analysing the merits of an opinion, idea or argument. 
 
 
TEXTBOOKS: 
 
GMAT VERBAL REVIEW: The Official Guide, from the Graduate Management Admission Council, Blackwell 
Publishing, 2005 
 
GMAT VERBAL WORKBOOK, Fifth Edition, Kaplan Publishing, 2008 
 
 
BBA 2 
Course: Advanced English, Professor Sylvie Jeanloz,  
Language: English, 18 hours, 3 European credits 
 
Course Description 
 
This course is intended to improve reading comprehension, oral comprehension, writing and grammar. Students 
will be exposed to a variety of media: newspapers, magazines, televised news and the internet. They will learn how 
to present a given topic to the class, do role-play activities with a partner and also feel comfortable when presented 
with extemporaneous speech and dialogue. 

 
Course Objective 
 
Employ a complex vocabulary. 
Understand various literary forms, from op-ed pieces to twentieth-century plays. 
Express themselves fluently on cultural and political topics, in writing and orally. 
Understand high-level spoken English. 

 
Topics 
 

• Political and marketing idols: the use of franchising, branding, and fame to promote social and political 
agendas 

• Video, debate, small-group work and final formal presentation 
• The internet and the invasion of pervasive media forms present in the workplace and private life 
• Analysis of media use, reality TV, and workplace surveillance focusing on the ethical and legal aspects of 

recent cases and decisions 
 
Textbook(s) and Supplies 
 
Harvard Business Review 
The New York Times 
Career Journal Management 
The Economist, BBC, CNN 
Various management-based websites, etc 
 
BBA 2 
Course: GMAT Quantitative, Professor Hervé Ollier ,  
Language: English, 18 hours, 3 European credits 
Grading: 100% classwork 
 
Course Description. A review of basic mathematical skills required for the GMAT. Specific attention is paid to 
geometry, statistics and logical reasoning. The students are taught stratgies to improve their individual 
performance.  
 
Course outline: 
 

• Arithmetic, algebra, geometry and statistics 
• Problem solving and data sufficiency 
• Use of  specific software 

 
References: GMAT Quantitative Review (2005), The Official guide, Blackwell Publishing. 



BBA 2 
COURS: ESPAGNOL, Professeurs Cecillia  LEIMDORFER, Maria CHANEY et Patricia 
HERNANDEZ 
Langue : espagnol, 54 heures, 9 crédits européens 
Mode d’évaluation : Contrôle continu 50 %, examens 25 % participation 25% 
 
Objectifs : 
 

• Acquérir les connaissances basiques de la langue espagnole  
• Communiquer dans un contexte de travail ainsi que dans des diverses situations de la vie quotidienne. 
• Comprendre le mode de fonctionnement des entreprises dans les pays hispanophones à travers de 

structures basiques et claires.  
• Exprimer des besoins élémentaires 

 
Pré requis : Aucun 
 
Plan du cours :  
 

• Pendant l’année scolaire on suit la méthode Al dia, curso de espagnol para los negocios. Nivel inicial.  
Cette méthode s’accompagne d’exercices de compréhension orale pour chaque séance dans le but de 
familiariser l’élève à la phonétique espagnole et aux différents accents. 

• Réalisation des exercices de grammaire afin de se familiariser avec la conjugaison et les différents 
éléments grammaticaux.  

• Afin d’encourager les élèves à se familiariser avec la langue, le professeur propose le long de l’année, des 
activités ludiques et des jeux de groupe où les connaissances grammaticales sont les principaux 
ingrédients.   

 
Bibliographie:  
 
Al día, curso de español para los negocios. Gisèle Prost y Lafredo Noriega. SGEL, ele.  
Uso de la gramática española. Nivel inicial.  Francisca Castro, Edelsa, S. 
 
 
BBA 2 
COURS: Espagnol avancé, Professeur Cecillia LEIMDORFER,  
Langue : Espagnol, 54 heures, 9 crédits européens 
 
Objectifs : 
 

• Maîtrise complète de la langue 
• acquérir le vocabulaire nécessaire à la négociation et la correcte utilisation de l’espagnol d’affaires 
• Comprendre des lectures et des supports multimédia dans des domaines variés et de façon précise et 

détaillée 
• Formuler clairement les différences essentielles dans le monde du travail entre les entreprises espagnoles 

et latino-américaines et les entreprises françaises et ou américaines 
 
Pré requis :  
 Niveau avancé. L’élève maîtrise la conjugaison, est capable de se faire comprendre tout en expliquant certaines 
subtilités de la langue.  
 
Plan du cours : 
 

• Des études de cas qui soulèvent la nécessité de comprendre la culture au-delà de la langue et qui invitent 
à la réflexion multiculturelle.    

• Analyse de l’ALENA et ses répercussions dans la dynamique commerciale de la région. 
• Des présentations et des débats sur des sujets d’actualité sont réalisés tout au long de l’année.  
• L’analyse des fiches de lecture fournis par le professeur proposent d’approfondir sur un seul sujet tout en 

réalisant des exercices de compréhension, de vocabulaire et de  grammaire.  
• Révision et exercices des structures grammaticales complexes.   

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie:  



Uso de la gramática española. Nivel avanzado.  Francisca Castro, Edelsa, S.A.2006 
 
BBA 1 
COURS: Allemand,   
Professeur : Georg Kranner,  
Langue : Allemand, Français, 54 heures, 9 crédits européens 
 
Objectifs : 
 

• Acquérir les connaissances basiques de la langue allemande 
• Communiquer dans la vie quotidienne. 
• Comprendre des dialogues simples en allemand 
• Avoir une idée précise de certaines structures de base en allemand, notamment de la syntaxe. 

 
Plan du cours :  
 

• Utilisation de la méthode Schritte International 1 et 2. Cette méthode met l’accent surtout sur la 
compréhension auditive (par CD) et sur les jeux de rôle. 

• Se familiariser avec les conjugaisons et les déclinaisons. 
• Répétition fréquente du vocabulaire acquis et des structures de base. 
• Dans la mesure du possible, certains cours apporteront des connaissances sur la civilisation des trois pays 

germanophones (Allemagne, Autriche Suisse) 
 
Mode d’évaluation : Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie: Schritte international – Deutsch als Fremdsprache niveaux 1 et 2 – Hueber Verlag. 
 
COURS: Allemand A2 
Professeur : Georg Kranner,  
Langue : Allemand/Français, 54 heures, 9 crédits européens 
 
 
Objectifs du cours du cours : approfondir les connaissances des étudiants sur la civilisation et l’économie des 
trois pays germanophones. Sensibiliser les étudiants aux différences culturelles. En même temps, les élèves 
seront amenés à  discuter et à communiquer en allemand. Reprendre certains chapitres de grammaire et inciter à 
l’expression écrite par le biais de travaux écrits à la maison. Apprentissage de l’allemand d’affaires de bases (150 
mots). 
 
Plan du cours : un  sujet clé pour 6 semaines. 
 
Etude d’un thème pendant 6 semaines, soit 4 sujets par an : 
5) le système politique en Allemagne, en Autriche et en Suisse. 
6) L’économie des pays germanophones (les entreprises les plus importantes, les forces et faiblesses de 

l’économie allemande, autrichienne et suisse. 
7) Les principales différences entre la France et l’Allemangne dans des domaines de l’éducation, le 

comportement, le travail. 
8) Les régions et les villes les plus importantes. 
 
Méthode : 
 
Le cours s’appuie sur des textes d’actualités adaptés au niveau linguistiques des élèves. Ces textes retravaillés, 
tirés du Spiegel et des meilleurs quotidiens d’Allemagne (Süddeutsche Zeitung, FAZ) permettront aux étudiants 
d’avoir une vue d’ensemble sur les discussions actuelles en Allemagne. Beaucoup de jeux de rôle et des 
exercices interactifs sur la grammaire sont proposés aux étudiants. 
 

Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie :  
 
Tasachen über Deutschland, Francfort 2008 
 
COURS: Allemand B 



Professeur : Georg Kranner  
Langue : Allemand/Français,  54 heures, 9 crédits européens  
 
Objectifs du cours du cours : approfondir les connaissances des étudiants sur la civilisation et l’économie des 
trois pays germanophones. Sensibiliser les étudiants aux différences culturelles. En même temps, les élèves 
seront amenés à discuter et à communiquer en allemand. Reprendre certains chapitres de grammaire et inciter à 
l’expression écrite par le biais de travaux écrits à la maison. Encourager la prise de parole par le biais d’exposés. 
Elargir le vocabulaire d’allemand des affaires. Exprimer son opinion personnelle en allemand. 
 
Plan du cours : un  sujet clé pour 6 semaines. 
 
Etude d’un thème pendant 6 semaines, soit 4 sujets par an : 
 
5) Le système politique en Allemagne, en Autriche et en Suisse. 
6) L’économie des pays germanophones (les entreprises les plus importantes, les forces et faiblesses de 

l’économie allemande, autrichienne et suisse. 
7) L’éducation et le système universitaire en Allemagne, études de différences interculturelles. 
8) Les régions et les villes les plus importantes, les salons et foires en Allemagne. 
 
Méthode : 
 
Le cours utilise des textes d’actualités adaptés au niveau linguistiques des élèves. Ces textes retravaillés, tirés du 
Spiegel et des meilleurs quotidiens d’Allemagne (Süddeutsche Zeitung, FAZ), permettront aux étudiants d’avoir 
une vue d’ensemble sur les discussions actuelles en Allemagne. 
Beaucoup de jeux de rôle et des exercices interactifs sur la grammaire sont proposés aux étudiants. 
 

Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie : Tasachen über Deutschland, Francfort 2008, Spiegel online 
 
BBA 2 
COURS: Chinois (MANDARIN),  Gilles Lespade et Weimin Sun,  
Langue: Chinois, Français, 54 heures, 9 crédits européens 
 
Descriptif du Cours  Chinois A  
 
Le projet pédagogique correspond à une préparation des tests HSK inférieurs au niveau 3 
Les élèves des premières années ont à apprendre les leçons correspondant à un corpus de 200 caractères 
environ (200 caractères année 1 – 500 caractères année 2). Le vocabulaire est étendu grâce au principe des "mots 
magiques" dérivés de ce corpus = soient plus de 600 expressions/locutions pour 200 caractères acquis. 
 
Plan du cours : Les points de grammaires suivants sont à acquérir : 

• les chiffres 
• les classificateurs 
• 3 structures prépositionnelles avec leur groupe prépositionnel (CCL statique, CCL dynamique, datif et 

attributif, passif) 
•  la forme de l'aspect accompli 
• la négation de l'aspect accompli 
• la forme redoublée du verbe 
• l'adverbe 'jiu' 
• l'adverbe 'zai' du gérondif 
• la particule modale de changement d'état, ses différents emplois 
• la particule d'aspect "le" 

 
A l'oral travail interactif fréquent : 

• jeux de rôle 
• descriptions/présentations de support (visuels simples/scénario d'images/publicité...)  
• apprentissage de chansons/poésie…  

 
Descriptif du Cours  Chinois B  
 



Le projet pédagogique correspond à une préparation des tests HSK entre les niveaux 3 et 5 (en nombre de 
caractères, l’objectif d’acquisition se situe au-delà des 1500 caractères). Les cours sont envisagés dans la 
perspective du "chinois des affaires" 
 
Sur le manuel de conversation de commerce international/chinois des affaires, l’objectif est d’apprendre trois 
chapitres dans chacune des leçons de 1 à 5 (une douzaine de texte de conversations) : 
 
Doivent être acquis en chinois : 
 

• les salutations/invitation/refus/présentation du registre formel 
• les termes formels relatifs à la négociation/échanges/commande/facturation 
• les termes relatifs à l'organisation d'événementiels sur salon/stand/positionnement/promotion mais aussi 

les banquets et les différents types de repas d'affaires avec leurs notions chinoises propres. 
• les termes relatifs à l'établissement de cotations internationales transitaire/incoterms/douane et 

dédouanement 
 
Plan du cours : Une approche systématique des deux points de grammaire suivants approfondie par les  élèves : 
 

• les 24 types de prépositions (valeurs/emplois...) 
• les compléments verbaux (simples & complexes) avec leurs deux types (complément adjectif / complément 

verbe : les compléments verbaux simples et les compléments verbaux complexes). 
 
Comme travaux interactifs : 
 
• les élèves effectuent des jeux de rôle (autour de la négociation, rencontre, présentation, coup de 

téléphone) 
 
Travaux sur dossier 
 
• les élèves doivent créer sur plusieurs mois un dossier personnel complet de présentation tout en chinois 

sur un seul produit regroupant une fiche technique, un argumentaire, un e-mail ou une lettre de  
sollicitation/prospection/promotion/invitation ainsi qu'un plan promotionnel /prospection /participation à des 
salons.  

• D’autres travaux sur dossier consistent à effectuer une présentation détaillée d’une province ou d’un grand 
ensemble urbain en Chine continentale (données statistiques économiques et sociales ; histoire et culture 
modernes de la province/ville durant les 150 dernières années; relations contemporaines de la 
province/ville avec des entités économico-politiques étrangères…)  

• A partir d’un dossier de presse thématiques (ex : « les marques préférées des consommateurs chinois 
aujourd’hui ») chaque élève doit traduire (présentation vocabulaire annoté, structures lexicales ou 
syntaxiques déconstruites etc.) puis commenter individuellement – à l’oral puis à l’écrit - pour ses 
camarades l’un des articles (extrait de presse ou d’un article de science humaine) figurant dans le dossier 
de presse. 

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
BBA 2 
COURS: Italien,  Salvo Falcone,  
Langue : Italien, Français, 54 heures, 9 crédits européens 
 
Descriptif du Cours Les cours sont principalement orientés vers le développement des capacités de 
conversation, sans négliger la culture et la civilisation italienne. En conjuguant la présentation d'aspects 
grammaticaux et structuraux de la langue avec des activités de développement des capacités de communication. 
Les cours fournissent également des éléments de culture italienne. Les cours sont tout particulièrement adaptés 
pour effectuer un programme d'étude spécifique sur une longue durée.  
 
Un scrupuleux travail d'évaluation du test d'admission soumis au début de l’année académique nous permet de 
créer des groupes homogènes, aussi bien pour la capacité linguistique que pour les motivations. 
 
Trois niveaux d'enseignement: du niveau élémentaire au niveau de perfectionnement. 

Plan du cours :  
 



• Les leçons de groupe permettent de développer les compétences générales liées au domaine 
professionnel et à la préparation de l'examen CILS. Pendant les leçons, des exercices sont effectués à 
travers des tests CILS. De plus, les arguments sur lesquels les étudiants se montreront en difficultés 
seront approfondis. 

 
• Un manuel  est utilisé pendant les cours conçu pour la formation universitaire : LA LINGUA ITALIANA PER 

STRANIERI, écrit par des professeurs de l’université pour étrangers de Pérouse, édité par « Guerra 
Edizioni ».Il s’agit d’un manuel composé de plusieurs contextes de la vie économique, de l’apprentissage 
de la culture italienne, de projets et réalisation de parcours didactique, focalisés sur des facteurs 
fondamentaux du processus d’apprentissage : les acteurs et les lieux, le publique que nous avons devant, 
les institutions et les entreprises. 

 
• Les étudiants seront confrontés tout le temps à des situations de la vie courante, pour atteindre un niveau 

supérieur qui leur permet de faire des exposés en réunion ou assemblée d’entreprise. Le programme inclut 
certes des articles de la presse quotidienne italienne, toujours pour rester en contact directe avec tout ce 
que se passe au niveau socio-économique. 

 
Exemples de thèmes pouvant être traités pendant le cours: 
 

16. Demande d'emploi : comment écrire une lettre de motivation, expressions utiles. 
17. Curriculum Vitae : langage et structure du C.V., types de C.V. 
18. Demander et/ou fournir des références. 
19. Ecrire une lettre commerciale. 
20. Modèle, date, adresse, en-têtes, notes, phrases d'Introduction, corps de la lettre, formules de politesse, 

signature, abréviations, style. 
21. Demande et envoi de listes de prix, catalogues et échantillons. 
22. Ordres, paiements, informations, plaintes, organisations du transport, locations, assurances. 
23. Candidatures et publicité pour les représentants de commerce. 
24. Propriétaires des entreprises, classification des sociétés. 
25. Compagnies au détail ou en gros, réseaux de vente. 
26. Régulations commerciales : lois italienne et européenne. 
27. L'organisation du commerce, rôles auxiliaires et organisations, médiateurs, agents, représentants de 

commerce, messagers et expéditeurs/affréteurs, chambres de commerce, bourses de commerce, 
associations commerciales. 

28. Contrats de vente. 
29. Documents bancaires. 
30. Contrats nationaux de travail dans le secteur commercial. 

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie : LA LINGUA ITALIANA PER STRANIERI, écrit par des professeurs de l’université pour étrangers 
de Pérouse, édité par « Guerra Edizioni ». 
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BBA 2 
Course: American Business Culture 2,   
Professors Robert Bradford, Stephen Muse, William Moore, and Curtis Young 
Language: English, 36 hours, 6 European credits 
 
Course Description 
 
American Business Culture is a core course that is taken in the 1st and 2nd years.  It is modelled on an American 
liberal arts approach and gives a broad overview of the important historical, political, economic and cultural 
changes in the U.S.A.  In the second year, the course  concentrates on the rise of industrialism at the beginning of 
the 20th century to the present. 
 
Course Objective 
 
In addition to lectures on the significant political and historical events during this period, students are also required 
to attend additional sessions that specifically address American business and economy.  Half of these classes are 
designed to increase the students’ awareness of the current financial performance of key American businesses, 
and to develop their presentation skills and understanding of key financial data.  The other half are geared towards 
an in-depth analysis of key American corporations. 
 
Topics 
 

• History— Economics—Culture 
• Politics and government 
• Geography 
• Arts and Literature 

 
Textbook(s) and Supplies 

 
Paul Johnson,  A History of the American People, Harper Perennial, 1997. 
Assorted press articles, case studies and business reviews 
 
BBA 2 
Course: Business Game 2 (Jeux d’entreprise),   
Professor Philipe DUBOST,  
Languages: French and English, 24 hours, 4 European credits 
 
Course Description 
This course is devoted to analysing a real-life business situation and proposing solutions using knowledge acquired 
in different courses. Students are notably expected to write-up a Business Plan, and use their Marketing, Financial 
and legal knowledge to propose a coherent course of action.  
 
The business game takes place over five days and students have to work in teams imposed by the Professor. Each 
team needs to optimise its resources so that each step in the analytical process is optimised. The business game 
alos involves one day at least of field work.  At the end of the week, each team will make an oral presentation in 
English in front of a jury. Prizes are given to the best groups. 
 
Different business games are proposed to the students in first, second, third and fourth years. 

 

 

 

 



BBA 2 
Cours: INTELLIGENCE ECONOMIQUE 2 
Professeur Jérôme VLNA,  
Langue: français et anglais, 36 heures, 6 crédits européens 

I / Géopolitique et renseignement : 
 
Introduction 
 
A/ Temps de paix et périodes de conflits 
B/ La géopolitique et l’histoire secrète 
 
II / La guerre économique mondiale et l’information :    
 
A/ L’utilité de l’information : 

- 1/ Les principaux dangers 
- 2/ Une juste définition de l’intelligence économique 

 
B/ Les acteurs : 

- 1/ Les Etats 
- 2/ Les entreprises  
- 3/ Les grandes organisations et groupes de pensée 
- 4/ Les individus : salariés, stagiaires, intérimaires 

 
C/ Les entreprises françaises et l’information : 
 

- 1/ Les mentalités et les comportements 
- 2/ Protections de l’information 
- 3/ Prospectives et évolutions 

 
III / Méthodes utilisées en Intelligence Economique :    
 
A/ L’analyse des produits des concurrents 
 B/ Les moyens de protection et de répression pour les entreprises 
 
IV / Construire une politique de renseignement au profit d’une entreprise :   
 
A/ Les bases pratiques et conventionnelles : 
 

- 1/ Analyse 
- 2/ Mise en place d’une approche 

 
B/ Les mises en œuvres des fonctionnements : 
 

- 1/ Le recensement des besoins 
- 2/ La collecte des informations 
- 3/ Le traitement des informations 

 
V /  La rumeur comme technique de déstabilisation de l’entreprise :  
 
A/ Les principales définitions de la rumeur 
B/ Les principaux acteurs de la rumeur 
C/ Les conséquences pour l’entreprise et les moyens pour s’en protéger                
 
 
 
 
 
 
 



BBA 2 
COURS: Structures juridiques,  
Professeur Rufin KERN,  
Langue: français, 18 heures, 3 crédits européens 
 
Course Description 
 
This course seeks to highlight the importance of law as an element of French social life and especially in the 
French business world. The principles underlying economic activity are discussed, in order to develop future 
manager interest in legal questions and to help them to develop essential legal reflexes. 

 
Course Objective 
 

• Understand French civil law. 
• Understand French business law. 
• Understand contracts within the context of French law. 

 
Topics 
 

• INTRODUCTION TO CIVIL LAW 
• The function of law in society and business 
• The nature of legal rules 
• Sources of law in France 
• The principle fields of civil law 
• The French court system 
• Choice of forum clauses 
• Arbitration 
• GENERAL CONTRACT LAW 
• Conditions determining the enforceability of agreements 
• Kinds of contract and their functions 
• Contract modifications, consequences of breaches 

 
Textbook(s) and Supplies 
 
Lamy, Droit de l’entreprise. 
Sirey, Droit civil. 
Memento contrats : le droit des affaires en France, François Lefebvre. 
Défis. L’Entreprise. Le Monde. Le MOCI. L’Usine Nouvelle. 
 
BBA 2 
Course: Macroeconomics 2,  
Professor Roman Krys,  
Language: English, 18 hours, 3 European credits 
 
Course Description 
 
This course reviews the major economic policies of developed market economies as well as of less-developed 
countries. It also treats the special problems of formulating policy in an open economy. Topics include fiscal policy, 
social welfare policy, monetary policy, and wage and price policy. 

 
Course Objective 
 

• Understand detailed analyses of macroeconomic problems. 
• Understand economic growth, inflation, deflation, unemployment, budget deficits, and national debt. 

 
Topics 
 

• Short-Run Fluctuations (Chap. 7) 
• Financial Markets and Aggregate Demand (Chap. 8) 
• The Economic Fluctuations Model (Chap. 9) 
• Consumption Demand (Chap. 10) 
• Investment Demand (Chap. 11) 
• Foreign Trade and the Exchange Rate (Chap. 12) 
• Spending, Taxes, and the Budget Deficit (Chap. 13) 



• The Monetary System (Chap. 14) 
• The Macroeconomic Policy Model (Chap. 16) 
• Long-Run Economic Growth (Chap. 4) 
• Technology and Economic Growth (Chap. 5) 
• Growth and the World Economy (Chap. 6) 

 
Textbook(s) and Supplies 
 
MACROECONOMICS: Economic Growth, Fluctuations and Policy, Hall/Papell, Norton, 6th Edition 
The Economist and/or The Financial Times and/or The Wall Street Journal Europe 
 
BBA 2 
Course: Microeconomics 2,  
Professor Roman Krys,  
Language: English, 18 heures, 3 European credits 
 
Course Description 
 
This course analyzes the pricing of inputs and outputs and the general equilibrium of production and exchanges. 
The analyses of market structures and maximizing behaviour introduced in MICROECONOMICS I are pursued in 
greater depth. Topics discussed include pricing policies and strategies in competitive and non-competitive 
markets, labour economics, the theory of investment, and the economics of market information. 
 
Course Objective 
 

• Have mastered the terms and practical methods of economics. 
• Understand how to apply them to business problems. 

 
Topics 
 

• The Basics of Supply and Demand (Chap. 2) 
• Consumer Behaviour (Chap. 3) 
• Individual and Market Demand (Chap. 4) 
• Production (Chap. 6) 
• The Cost of Production (Chap. 7) 
• Profit Maximization and Competitive Supply (Chap. 8) 
• The Analysis of Competitive Markets (Chap. 9) 
• Market Power: Monopoly and Monopsony (Chap. 10) 
• Pricing with Market Power (Chap. 11) 
• Monopolistic Competition and Oligopoly (Chap. 12) 
• Game Theory and Competitive Strategy (Chap. 13) 
• Markets for Factor Inputs (Chap. 14) 

 
Textbook(s) and Supplies 
 
MICROECONOMICS, Pindyck/Rubinfeld, PRENTICE HALL, 6th Edition 
Study Guide to accompany 6th Edition of Microecnomics prepared by V.Y. Suslow/J.H.Hamliton. 
The Economist and/or The Financial Times and/or The WallStreey Journal Europe 
 
 
 
 
 
 
 
 
 
 
 
BBA 2 
Course: Informatique 2,  
Professeur Nicole Mignot,  



LANGUE : français, 18 heures, 3 crédits européens 
 

Course Description 
 
The goal of these courses is not to convert business students into computer scientists but rather to introduce future 
managers to the use of computers by teaching them the fundamental computer skills they will need during their 
studies and in their professional lives. Students will learn to work with Excel, a widely used spreadsheet program, 
and with PowerPoint, a widely used program for graphic presentations. 

 
Course Objective 
 

• Know how to create tables, graphics, and databases. 
• Know how to execute calculations and more or less complex functions. 

 
Topics 
 

• EXCEL (seminar) : Tableaux croisés dynamiques à partir d’une liste. Compléments sur la gestion des 
listes : synthèse des données avec les sous totaux. Tableaux croisés dynamiques à partir de plusieurs 
feuilles de calcul. Présentation d’un cas (durée 2h00) à  oral par groupe de 5 – remise d’un rapport écrit. 

• EXCEL & présentation ACCESS : Insérer des feuilles dans un classeur, les renommer, les supprimer. 
Faire des groupes de feuilles. Liaisons entre feuilles de calcul : simples et 3D. Consolidation. 
Commentaires. Faire remplir par les étudiants la feuille avec la liste des groupes pour la présentation orale 
d’un cas sur les TCD. Fonctions appliquées à la finance. Princper, Intper, Vpm, Vc, Va, Taux et Npm. 
Donner l’ordre de passage des groupes pour les cas TCD. Suite : tableau d’amortissement d’emprunt. 
Choix d’emprunt. Choix d’investissement: Van & Tri. Les matrices. Fonctions appliqués au marketing. 
Régressions simples. Droitereg, Tendance, Logreg, Croissance. Exercices d’application sur les 
régressions simples. Fin : exercices d’application sur les régressions simples. Régressions multiples. 
Présentation d’une base de données. Notions de tris, de filtres et de requêtes. Examen 

 
Textbook(s) and Supplies 

Photocopied documents (provided by the school) & INSEEC servers 
 
 



FINANCE DEPARTMENT 
 
 
BBA 2 
Cours: Analyse financière,   
Professeur Slah Boughattas,  
Langue: français, 36heures, 6 crédits européens 
 
Course Description 
 
Students learn to perform financial analyses and to understand the financial decision-making process.  At the 
conclusion of the course, they are expected to be able to read, correct, and analyze a firm’s principal financial 
statements (balance sheet and income statement). 
 
Course Objective 
 

• Be capable of reading and understanding all manner of financial statements, from balance sheets to cash-
flow statements. 

• Know and understand various financial models. 
 
Topics 
 

• “Functional” and “financial” balance sheets in the French system: working capital and the main ratios. 
• The financial analysis report. 
• The cash flow statement. 
• Return of equity, return on investment, and leverage. 
• The capital-assets pricing model (C.A.P.M) and the weighted average cost of capital (W.A.C.C). 
• Valuation from financial statements: the accounting approach. 
• The discounted-cash-flow model. 
• The good-will model. 

 
Textbook(s) and Supplies 
 
Pierre Vernimmen, Finance d’Entreprise, Paris, Dalloz, 2002. 
 
 
BBA 2 
Cours: French Managerial Accounting,  
Professeur Slah Boughattas,  
Langue: français, 18 heures, 3 crédits européens 
 
 
Course Description 
 
In this course, students learn to analyze and break down operating costs. They are taught accounting procedures 
permitting more reliable recording of specific balance sheet entries (inventory, plant and equipment). 

 
Course Objective 
 

• Have mastered the calculation of complete costs. 
• Have mastered the variable-cost and fixed-cost systems. 
• Understand the relationship between costing and pricing decisions. 

 
Topics 
 

• Allocating costs by product or by activity. 
• Legally authorized inventory models. 
• Complete cost method. 
• Variable and fixed costs. 
• Introduction to activity based costing (A.B.C). 
• Introduction to the budgeting system. 

 



Textbook(s) and Supplies 
 
Patrick Piget, Comptabilité Analytique, 4th edition, Editions Economica, Paris, 2003 
 
BBA 2 
Course: Managerial Accounting,  
Professor Robert Young,  
Language: English, 18 hours, 3 European credits  
 
Course Description 
 
This course provides an introduction to American management and cost-accounting concepts. Subjects to be 
covered include cost-volume relationships, full-cost accounting, and responsibility accounting. Also covered are 
planning and control, capital budgeting, product costing and activity-based accounting.  
 
Course Objective 
 
The course’s underlying objective is to develop students’ capacity the use accounting information to make sound 
management decisions by providing the basic tools needed to analyse performance, pricing, outsourcing and 
capital investments. 
 
Topics 
 

• Accounting and Decision Making (chap.1) 
• Cost Drivers / Variable and Fixed Costs - Cost-Volume-Profit Analysis (chap.2) 
• Cost Behavior / Cost Functions (chap.3) 
• Cost Management Systems (chap.4) 
• Accounting and Marketing Decisions -  Pricing Decisions (chap.5) 
• Accounting and Production Decisions -  Make or Buy Decisions (chap.6) 
• Planning and Control -  Master Budget (chap.7) 
• Flexible Budgets - Variance Analysis (chap.8) 
• Management Control Systems (chap.9) 
• Centralization vs. Decentralization (chap.10)  
• Capital Budgeting - Discounted Cash Flow Models (chap.11) 
• Product Costing - Cost Allocation (chap.12) 
• Accounting for Overhead - Variable vs. Absorption Costing (chap.13) 

 
Textbook(s) and Supplies 
 
Charles Horngren, Gary Sundem & William Stratton, Introduction to Management Accounting, Prentice Hall 
International 
 
BBA 2 
Course: Financial Accounting,  
Professor Robert Young,  
Language: English, 36 hours, 3 European credits 
 
Course Description 
 
This course offers an introduction to American accounting methods. It explains and illustrates how accounting 
information is collected, reported, and interpreted in the United States: i.e., in accordance with the official American 
Generally Accepted Accounting Principles. The material covered provides students with an understanding of the 
accounting cycle and accounting practices, enables them to prepare and analyze basic financial statements, and 
offers a preliminary overview of financial markets and investments. The course’s underlying objective is to develop 
students’ capacity to make sound financial and accounting decisions. Students will be assigned practical problems 
and exercises in each class. 
 
Course Objective 
 

• Understand the accounting cycle and accounting practices. 
• Have developed a capacity to make sound financial and accounting decisions. 
• Be able to analyze financial statements. 

 
Topics 



 
• The basics of financial accounting: the GAAP 
• The accounting cycle 
• Accounting for financial assets 
• Accounting for financial liabilities 
• Income taxes and consolidation 
• The analysis of financial statements 

 
Textbook(s) and Supplies 
 
Charles Horngren, Gary Sundem, and John Elliot, Introduction to Financial Accounting, Prentice Hall 
 
 
 
 



MARKETING DEPARTMENT 
 
 

BBA 2 
Course: Strategic Marketing,  
Professor William Evans,  
Language: English, 36 hours, 6 European credits 
Grading: 100% Classroom Work 

Course Description: This is a theory and case-based course with a focus on corporate planning and strategy, 
including market research, forecasting, PIMS, and the optimization of marketing/engineering investment. 
 
Course Objective 
 

• Understand strategy and planning. 
• Understand segmentation. 
• Understand targeting and positioning. 
• Understand branding. 
• Understand pricing and distribution. 

 
Topics 

• Marketing orientation and strategy 
• Business strategy and competitive advantage 
• Forming segments 
• Market targeting and positioning 
• Product strategy 
• Distribution and pricing strategies 
• Promotional strategy 
• Case analysis 

 
Textbook(s) and Supplies 
 

David W. Carvens, Nigel Percy, Strategic Marketing, McGraw-Hill-Irwin, 2002 
Cecybrary, Internet access 

 
 
BBA 2 
Course: Advertising, 
Professor Samuel Cranston,  
Language: English, 18 hours, 3 European credits 
 
Course Description: The course is a general introduction to the advertising world and the basic techniques used 
to promote products. It explores the workings of advertising agencies, identifies the actors in advertising, and 
describes their duties. Other topics include the promotional mix, effective advertising planning, brand power, and 
the organization of an ad campaign. Trends in international advertising are also discussed. 
 
Course Objective 
 

• Be familiar with the necessary sources of information. 
• Appreciate the roles of all players in advertising (advertisers, agencies, media, consumers, and their 

representative organizations, etc.). 
• Have become aware of the many global trends affecting advertising today and likely to affect it tomorrow 

(political, economic, technological, socio-cultural, etc.). 
• Appreciate the various internal and external factors that must be taken into consideration when 

researching, planning, and implementing advertising campaigns in an increasingly global environment. 
 

Topics 
• The history of advertising / The role and limits of advertising as a marketing tool 
• The advertising process / Integrated Marketing Communications 
• Advertising and ethics / The roles in the agency & client 



• The role of the Media / Media planning 
• Levels of advertising investment and the implications / The Media 
• International trends in marketing communications / Advertisers and agency networks 
• The new multicultural hot shops / Local advertising culture 
• Attitudes and perceptions of advertising / The anti-advertising movements 
• Advertising regulation / Choosing the right degree of localisation / globalisation 
• Pros and cons of standardisation in advertising / No one best strategy 
• Consumer motivations, attitudes and perceptions  
• Being competitive, ethical, legal and effective / Local advertising styles 
• Translating or not translating (transcreation) / The creative process and semantic networks etc. 
• Being competitive, ethical, legal and effective / The Prism Effect 
• Readership, viewer ship levels / The cost of local and global media 
• International media research / Elaborating effective standardised international campaigns 
• Examples of VALS 2, Y&R‘s 4Cs, CCA, Globalscan, SINUS, ACE 

 
Textbook(s) and Supplies 
 
William D. Wells, et al., Advertising: Principles and Practice, Prentice Hall. 
Philip R. Cateora, International Marketing, R. D. Irwin. / Vern Terpstra, International Marketing, Dryden Press / 
Simon Anholt, Another One Bites the Grass: Making Sense of International Advertising, 
John Wiley & Sons / Jean-Marc Decaudin, Stratégies de publicité internationale, Liasons 
Various professional journals / Adage.com, adcritic.com, adweek.com, campaignive.com, WARC, adforum, and 
other websites and sources 
 
 
BBA 2 
Course: Marketing Research Methodology,  
Professor Mireille Forest,  
Language: French, 18 hours, 3 European credits 
 
Course Description 
 
This course introduces students to the basic principles of marketing research, including its current methods and 
concerns. Students are shown how market surveys are designed, implemented, and analyzed. They are also 
familiarized with the concepts of yield management, competitive intelligence, and customer-relationship 
management.  
Assignments will include library research on illustration (companies, press), oral reports on research carried out, 
and individual and group work on case studies. 
 
Course Objective 
 

• Have assimilated the elementary stages of research in marketing. 
• Have grasped the principle areas of research on the national and international level. 
• Have assimilated the methods and tools used for marketing research. 

 
Topics 
 

• Description of the principle methods of and approaches to marketing research 
• Study of qualitative and quantitative markets 
• Innovation procedures (the role of market and product research) 
• Marketing research on the evolution of the consumer: modern and post-modern 
• New forms: CRM distribution, e-marketing, trade marketing, category management 

 
Textbook(s) and Supplies 
 

Bernard Pras, Faire de la recherche en marketing, Vuibert, 1999. 
Raymond Alain-Thiétard, Méthodes de recherche en management, Dunod, 2003 
 
 
 
 



  

 

 

 

 
 

 
North American BBA 
3rd YEAR / 3ème année 



MBA INSTITUTE, North American BBA 3 

The third year of the MBA Institute is synonymous with the introduction of electives 
enabling student to choose a ‘major’ subject in which they wish to specialise. The majors 
which are proposed include: finance, marketing and supply chain management.  
Students are also offered three choices at the end of their first semester: 

1. A nine month internship in France or abroad 
2. A Study Abroad in a Partner University for one semester followed by a four month 

internship 
3. A second semester at the MBA Institute to take extra credits and improve their 

overall average grade. 

It is also compulsory for all students to complete a dissertation before the end of June to 
show their ability to apply their academic and work experience in a hands-on written 
document which is graded by seasoned professionals/ academics. 



Department of Communication & Foreign Languages 
 
 
BBA 3 
COURS: Public Speaking 2 (Core Course),   
Professor Robert Bradford,  
Language: English, 18 hours, 3 European credits 
Semester Grading: 100% Classroom Work 
 
Course Description 
 
Public Speaking II is the follow-up course to Public Speaking I.  All elements necessary to effectively communicate 
before an audience will be reviewed; i.e. pronunciation, articulation, breath control, pacing, body language, 
confidence-building, rehearsal techniques, etc. Students will be expected to take part in numerous individual oral 
expression activities such as speech-making (prepared and extemporaneous), spoken word assignments and a 
final group project. 
 
Course Objective 
  
In addition to delivery, this course takes a closer look at effective speech construction and design.  The six design 
formats that we will look at that will help focus the content of your speech into an effective pattern are: spatial, 
categorical, sequential, chronological, comparative and causation. Time will also be spent on analyzing the process 
of persuasion and how that can be incorporated into your speechmaking; 
 
Topics 
 
The two main forms of rhetoric that we study in this course are informative and persuasive speeches. 
 
Textbook(s) and Supplies 
 
 Michael and Susan Osborn: Public Speaking, Houghton Mifflin, 7th edition, 2006. 
 Mark Powell: Presenting in English, Thomson Heinle, 2002. 
 
 
BBA 3 
Course: GMAT Verbal & Analytical Writing (Core Course),  
Professeur Sylvie JEANLOZ,  
Language: English, 36 hours, 6 European Credits 
Grading:       100% Classroom Work 
 
Course Description 
The focus of this course is on enhancing the skills needed to successfully complete the Verbal and Analytical 
sections of the Graduate Management Admission Test (GMAT).  Through a variety of exercises, students develop 
their ability to read and comprehend written material, to reason and evaluate arguments, and to correct written 
material to conform to standard written English.  Students also develop their ability to think critically and to 
effectively communicate their ideas in writing. 
 
Course Objectives 

• Enhance knowledge of, and ability to correct, standard written English 
• Enhance understanding of logical relationships between points and concepts 
• Enhance ability to draw inferences from facts and statements 
• Enhance reasoning skills in relation to arguments and plans of action 
• Enhance ability to analyze issues and arguments 
• Enhance ability to present ideas in writing in a logical, persuasive and well organized manner  

 
Topics 
A broad range of topics is reflected.  Material used comes primarily from that which has been developed 
specifically for GMAT preparation.  In their own writing, however, students are actively encouraged, and assisted, 
to draw from their own experiences and observations. 
 
Textbook(s) and Supplies 
The Official Guide for GMAT Review (11th Edition) 



The Official Guide for GMAT Verbal Review 
Various GMAT preparation websites 
Collins Co build Learner’s Dictionary or Oxford Advanced Learner’s Dictionary  
 
BBA 3 
Course: GMAT Quantitative 
Professeur Hervé OLLIER,  
Language: English & French, 36 hours, 6 European Credits 
Grading:       100% Classroom Work 
 
BBA 3 
Cours: ESPAGNOL (Elective),  
Professeurs Cecillia  LEIMDORFER, Maria CHANEY et Patricia HERNANDEZ 
Langue : espagnol, 54 heures, 9 crédits européens 
Mode d’évaluation : Contrôle continu 50 %, examens 25 % participation 25% 
 
Objectifs : 
 

• Acquérir les connaissances basiques de la langue espagnole  
• Communiquer dans un contexte de travail ainsi que dans des diverses situations de la vie quotidienne. 
• Comprendre le mode de fonctionnement des entreprises dans les pays hispanophones à travers de 

structures basiques et claires.  
• Exprimer des besoins élémentaires 

 
Pré requis : Aucun 
 
Plan du cours :  
 

• Pendant l’année scolaire on suit la méthode Al dia, curso de espagnol para los negocios. Nivel inicial.  
Cette méthode s’accompagne d’exercices de compréhension orale pour chaque séance dans le but de 
familiariser l’élève à la phonétique espagnole et aux différents accents. 

• Réalisation des exercices de grammaire afin de se familiariser avec la conjugaison et les différents 
éléments grammaticaux.  

• Afin d’encourager les élèves à se familiariser avec la langue, le professeur propose le long de l’année, des 
activités ludiques et des jeux de groupe où les connaissances grammaticales sont les principaux 
ingrédients.   

 
Bibliographie:  
 
Al día, curso de español para los negocios. Gisèle Prost y Lafredo Noriega. SGEL, ele.  
Uso de la gramática española. Nivel inicial.  Francisca Castro, Edelsa, S. 
 
 
BBA 3 
Cours: Espagnol avancé (Electif), 
Professeur Cecillia LEIMDORFER,  
Langue : Espagnol, 54 heures, 9 crédits européens 
 
Objectifs : 
 

• Maîtrise complète de la langue 
• acquérir le vocabulaire nécessaire à la négociation et la correcte utilisation de l’espagnol d’affaires 
• Comprendre des lectures et des supports multimédia dans des domaines variés et de façon précise et 

détaillée 
• Formuler clairement les différences essentielles dans le monde du travail entre les entreprises espagnoles 

et latino-américaines et les entreprises françaises et ou américaines 
 
Pré requis :  
 Niveau avancé. L’élève maîtrise la conjugaison, est capable de se faire comprendre tout en expliquant certaines 
subtilités de la langue.  
 
Plan du cours : 



 
• Des études de cas qui soulèvent la nécessité de comprendre la culture au-delà de la langue et qui invitent 

à la réflexion multiculturelle.    
• Analyse de l’ALENA et ses répercussions dans la dynamique commerciale de la région. 
• Des présentations et des débats sur des sujets d’actualité sont réalisés tout au long de l’année.  
• L’analyse des fiches de lecture fournis par le professeur proposent d’approfondir sur un seul sujet tout en 

réalisant des exercices de compréhension, de vocabulaire et de  grammaire.  
• Révision et exercices des structures grammaticales complexes.   

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie:  
Uso de la gramática española. Nivel avanzado.  Francisca Castro, Edelsa, S.A.2006 
 
BBA 3 
Cours: Allemand( Electif),   
Professeur : Georg Kranner,  
Langue : Allemand, Français, 54 heures, 9 crédits européens 
 
Objectifs : 
 

• Acquérir les connaissances basiques de la langue allemande 
• Communiquer dans la vie quotidienne. 
• Comprendre des dialogues simples en allemand 
• Avoir une idée précise de certaines structures de base en allemand, notamment de la syntaxe. 

 
Plan du cours :  
 

• Utilisation de la méthode Schritte International 1 et 2. Cette méthode met l’accent surtout sur la 
compréhension auditive (par CD) et sur les jeux de rôle. 

• Se familiariser avec les conjugaisons et les déclinaisons. 
• Répétition fréquente du vocabulaire acquis et des structures de base. 
• Dans la mesure du possible, certains cours apporteront des connaissances sur la civilisation des trois pays 

germanophones (Allemagne, Autriche Suisse) 
 
Mode d’évaluation : Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie: Schritte international – Deutsch als Fremdsprache niveaux 1 et 2 – Hueber Verlag. 
 
BBA 3 
Cours: Allemand A2 (Electif), 
Professeur : Georg Kranner,  
Langue : Allemand/Français, 54 heures, 9 crédits européens 
 
Objectifs du cours du cours : approfondir les connaissances des étudiants sur la civilisation et l’économie des 
trois pays germanophones. Sensibiliser les étudiants aux différences culturelles. En même temps, les élèves 
seront amenés à  discuter et à communiquer en allemand. Reprendre certains chapitres de grammaire et inciter à 
l’expression écrite par le biais de travaux écrits à la maison. Apprentissage de l’allemand d’affaires de bases (150 
mots). 
 
Plan du cours : un  sujet clé pour 6 semaines. 
 
Etude d’un thème pendant 6 semaines, soit 4 sujets par an : 
9) le système politique en Allemagne, en Autriche et en Suisse. 
10) L’économie des pays germanophones (les entreprises les plus importantes, les forces et faiblesses de 

l’économie allemande, autrichienne et suisse. 
11) Les principales différences entre la France et l’Allemagne dans des domaines de l’éducation, le 

comportement, le travail. 
12) Les régions et les villes les plus importantes. 
 
Méthode : 
 



Le cours s’appuie sur des textes d’actualités adaptés au niveau linguistiques des élèves. Ces textes retravaillés, 
tirés du Spiegel et des meilleurs quotidiens d’Allemagne (Süddeutsche Zeitung, FAZ) permettront aux étudiants 
d’avoir une vue d’ensemble sur les discussions actuelles en Allemagne. Beaucoup de jeux de rôle et des 
exercices interactifs sur la grammaire sont proposés aux étudiants. 
 

Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie :  
 
Tasachen über Deutschland, Francfort 2008 
 
BBA 3 
Cours: Allemand B (Electif), 
Professeur : Georg Kranner  
Langue : Allemand/Français, 54 heures, 9 crédits européens  
 
Objectifs du cours du cours : approfondir les connaissances des étudiants sur la civilisation et l’économie des 
trois pays germanophones. Sensibiliser les étudiants aux différences culturelles. En même temps, les élèves 
seront amenés à discuter et à communiquer en allemand. Reprendre certains chapitres de grammaire et inciter à 
l’expression écrite par le biais de travaux écrits à la maison. Encourager la prise de parole par le biais d’exposés. 
Elargir le vocabulaire d’allemand des affaires. Exprimer son opinion personnelle en allemand. 
 
Plan du cours : un  sujet clé pour 6 semaines. 
 
Etude d’un thème pendant 6 semaines, soit 4 sujets par an : 
 
9) Le système politique en Allemagne, en Autriche et en Suisse. 
10) L’économie des pays germanophones (les entreprises les plus importantes, les forces et faiblesses de 

l’économie allemande, autrichienne et suisse. 
11) L’éducation et le système universitaire en Allemagne, études de différences interculturelles. 
12) Les régions et les villes les plus importantes, les salons et foires en Allemagne. 
 
Méthode : 
 
Le cours utilise des textes d’actualités adaptés au niveau linguistiques des élèves. Ces textes retravaillés, tirés du 
Spiegel et des meilleurs quotidiens d’Allemagne (Süddeutsche Zeitung, FAZ), permettront aux étudiants d’avoir 
une vue d’ensemble sur les discussions actuelles en Allemagne. 
Beaucoup de jeux de rôle et des exercices interactifs sur la grammaire sont proposés aux étudiants. 
 

Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie : Tasachen über Deutschland, Francfort 2008, Spiegel online 
 
 
BBA 3 
Cours: Chinois (MANDARIN) (Elective),   
Gilles Lespade et Weimin Sun,  
Langue: Chinois, Français, 54 heures, 9 crédits européens 
 
Descriptif du Cours  Chinois A  
 
Le projet pédagogique correspond à une préparation des tests HSK inférieurs au niveau 3 
Les élèves des premières années ont à apprendre les leçons correspondant à un corpus de 200 caractères 
environ (200 caractères année 1 – 500 caractères année 2). Le vocabulaire est étendu grâce au principe des "mots 
magiques" dérivés de ce corpus = soient plus de 600 expressions/locutions pour 200 caractères acquis. 
 
Plan du cours : Les points de grammaires suivants sont à acquérir : 

• les chiffres 
• les classificateurs 



• 3 structures prépositionnelles avec leur groupe prépositionnel (CCL statique, CCL dynamique, datif et 
attributif, passif) 

•  la forme de l'aspect accompli 
• la négation de l'aspect accompli 
• la forme redoublée du verbe 
• l'adverbe 'jiu' 
• l'adverbe 'zai' du gérondif 
• la particule modale de changement d'état, ses différents emplois 
• la particule d'aspect "le" 

 
A l'oral travail interactif fréquent : 

• jeux de rôle 
• descriptions/présentations de support (visuels simples/scénario d'images/publicité...)  
• apprentissage de chansons/poésie…  

 
Descriptif du Cours  Chinois B  
 
Le projet pédagogique correspond à une préparation des tests HSK entre les niveaux 3 et 5 (en nombre de 
caractères, l’objectif d’acquisition se situe au-delà des 1500 caractères). Les cours sont envisagés dans la 
perspective du "chinois des affaires" 
 
Sur le manuel de conversation de commerce international/chinois des affaires, l’objectif est d’apprendre trois 
chapitres dans chacune des leçons de 1 à 5 (une douzaine de texte de conversations) : 
 
Doivent être acquis en chinois : 
 

• les salutations/invitation/refus/présentation du registre formel 
• les termes formels relatifs à la négociation/échanges/commande/facturation 
• les termes relatifs à l'organisation d'événementiels sur salon/stand/positionnement/promotion mais aussi 

les banquets et les différents types de repas d'affaires avec leurs notions chinoises propres. 
• les termes relatifs à l'établissement de cotations internationales transitaire/incoterms/douane et 

dédouanement 
 
Plan du cours : Une approche systématique des deux points de grammaire suivants approfondie par les  élèves : 
 

• les 24 types de prépositions (valeurs/emplois...) 
• les compléments verbaux (simples & complexes) avec leurs deux types (complément adjectif / complément 

verbe : les compléments verbaux simples et les compléments verbaux complexes). 
 
Comme travaux interactifs : 
 
• les élèves effectuent des jeux de rôle (autour de la négociation, rencontre, présentation, coup de 

téléphone) 
 
Travaux sur dossier 
 
• les élèves doivent créer sur plusieurs mois un dossier personnel complet de présentation tout en chinois 

sur un seul produit regroupant une fiche technique, un argumentaire, un e-mail ou une lettre de  
sollicitation/prospection/promotion/invitation ainsi qu'un plan promotionnel /prospection /participation à des 
salons.  

• D’autres travaux sur dossier consistent à effectuer une présentation détaillée d’une province ou d’un grand 
ensemble urbain en Chine continentale (données statistiques économiques et sociales ; histoire et culture 
modernes de la province/ville durant les 150 dernières années; relations contemporaines de la 
province/ville avec des entités économico-politiques étrangères…)  

• A partir d’un dossier de presse thématiques (ex : « les marques préférées des consommateurs chinois 
aujourd’hui ») chaque élève doit traduire (présentation vocabulaire annoté, structures lexicales ou 
syntaxiques déconstruites etc.) puis commenter individuellement – à l’oral puis à l’écrit - pour ses 
camarades l’un des articles (extrait de presse ou d’un article de science humaine) figurant dans le dossier 
de presse. 

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 



BBA 3 
Cours: Italien (Electif),   
Professeur Salvo Falcone,  
Langue : Italien, Français, 54 heures, 9 crédits européens 
 
Descriptif du Cours Les cours sont principalement orientés vers le développement des capacités de 
conversation, sans négliger la culture et la civilisation italienne. En conjuguant la présentation d'aspects 
grammaticaux et structuraux de la langue avec des activités de développement des capacités de communication. 
Les cours fournissent également des éléments de culture italienne. Les cours sont tout particulièrement adaptés 
pour effectuer un programme d'étude spécifique sur une longue durée.  
 
Un scrupuleux travail d'évaluation du test d'admission soumis au début de l’année académique nous permet de 
créer des groupes homogènes, aussi bien pour la capacité linguistique que pour les motivations. 
 
Trois niveaux d'enseignement: du niveau élémentaire au niveau de perfectionnement. 

Plan du cours :  
 

• Les leçons de groupe permettent de développer les compétences générales liées au domaine 
professionnel et à la préparation de l'examen CILS. Pendant les leçons, des exercices sont effectués à 
travers des tests CILS. De plus, les arguments sur lesquels les étudiants se montreront en difficultés 
seront approfondis. 

 
• Un manuel  est utilisé pendant les cours conçu pour la formation universitaire : LA LINGUA ITALIANA PER 

STRANIERI, écrit par des professeurs de l’université pour étrangers de Pérouse, édité par « Guerra 
Edizioni ».Il s’agit d’un manuel composé de plusieurs contextes de la vie économique, de l’apprentissage 
de la culture italienne, de projets et réalisation de parcours didactique, focalisés sur des facteurs 
fondamentaux du processus d’apprentissage : les acteurs et les lieux, le publique que nous avons devant, 
les institutions et les entreprises. 

 
• Les étudiants seront confrontés tout le temps à des situations de la vie courante, pour atteindre un niveau 

supérieur qui leur permet de faire des exposés en réunion ou assemblée d’entreprise. Le programme inclut 
certes des articles de la presse quotidienne italienne, toujours pour rester en contact directe avec tout ce 
que se passe au niveau socio-économique. 

 
Exemples de thèmes pouvant être traités pendant le cours: 
 

1. Demande d'emploi : comment écrire une lettre de motivation, expressions utiles. 
2. Curriculum Vitae : langage et structure du C.V., types de C.V. 
3. Demander et/ou fournir des références. 
4. Ecrire une lettre commerciale. 
5. Modèle, date, adresse, en-têtes, notes, phrases d'Introduction, corps de la lettre, formules de politesse, 

signature, abréviations, style. 
6. Demande et envoi de listes de prix, catalogues et échantillons. 
7. Ordres, paiements, informations, plaintes, organisations du transport, locations, assurances. 
8. Candidatures et publicité pour les représentants de commerce. 
9. Propriétaires des entreprises, classification des sociétés. 
10. Compagnies au détail ou en gros, réseaux de vente. 
11. Régulations commerciales : lois italienne et européenne. 
12. L'organisation du commerce, rôles auxiliaires et organisations, médiateurs, agents, représentants de 

commerce, messagers et expéditeurs/affréteurs, chambres de commerce, bourses de commerce, 
associations commerciales. 

13. Contrats de vente. 
14. Documents bancaires. 
15. Contrats nationaux de travail dans le secteur commercial. 

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie : LA LINGUA ITALIANA PER STRANIERI, écrit par des professeurs de l’université pour étrangers 
de Pérouse, édité par « Guerra Edizioni ». 
 
 



Department of Management, Strategy & Culture  
 
 
BBA 3 
Cours: Business Game 3 (Jeux d’entreprise),  
Professeur Philipe DUBOST,  
Langue: français et anglais, 24 heures, 4 crédits européens 
 
Course Description 
This course is devoted to analysing a real-life business situation and proposing solutions using knowledge acquired 
in different courses. Students are notably expected to write-up a Business Plan, and use their Marketing, Financial 
and legal knowledge to propose a coherent course of action.  
 
The business game takes place over five days and students have to work in teams imposed by the Professor. Each 
team needs to optimise its resources so that each step in the analytical process is optimised. The business game 
alos involves one day at least of field work.  At the end of the week, each team will make an oral presentation in 
English in front of a jury. Prizes are given to the best groups. 
 
Different business games are proposed to the students in first, second, third and fourth years. 
 
 
BBA 3 
Course: Company Takeovers 
Professor Philipe DUBOST,  
Languages: French and English, 18 hours, 3 European credits 
 
Course Description:  
This course is devoted to the creation and acquisition of companies.   
The development of this program actually derives from our convictions: we strongly believe that short and long term 
success heavily depends on management abilities that can 
 
 -engage in creative problem solving 
 -have the capacity to inspire and motivate people 
  -perfectly know the business they are operating 
 -have a track record of accomplishment  
 -are capable of coaching people so as to implement strategy 
 
Embedded in this business philosophy, the course explains, starting from personal targets, how to set up a take 
over project, select among a bundle of opportunities the right company, analyse, negotiate and start running the 
business. Il also provides a deep review of financial matters to articulate take over strategies. Numerous statistic 
and financial tools are provided. Case discussion is derived from genuine companies to locate the course in a real 
life environment. 

Course Objective: 

We will strive  
 
 " To provide analytical tools, including fundamental concepts and principles from the various 
                 Functional areas and industries 
 " To develop skills in using these tools with a creative problem solving capacity 
 " To create the ability to make and carry out decisions based on facts and figures 
 " To develop a base for dealing effectively with others both in written and oral  communication   
 " To instil a thorough understanding of today's business challenges at a European/world level 
 " To encourage continuous learning from experience 
 
As a summary, first two parts will focus on such questions as “where to start the story?» and " how to handle to 
succeed? ". They indicate the road map, the procedure, the chronology of the stages. The other parts are more 
specific and make it possible to cross under good conditions the "technical difficulties": project presentation, 
financial arrangement, loan application, creation and building of the company... The method suggested covers the 
complete process of an act of creation or take over; broken up so that the contractor can always preserve the 
control of the process and to ensure whole coherence of the project. 
 



Prerequisites:  ‘Corporate finance’ course, Marketing, Business management  
 
Grading:  
Trainees will jointly work on a group basis, to identify among French mandatory web sites, companies under law 
protection for a take over bid at the Court ; A thorough project will be issued including company market analysis, 
building a business plan based on  financial simulations as well as a final price proposition to the Court . This paper 
will account for 50% of the grade 
The final 50% mark will be based on a end-of -term exam; a case derived from a recent company take over will be 
issued, including some technical questions  
  
 
Topics, Process & Bibliography 
 

  

1 – Define one’s project  
To define one’s personal project  
To target a type undertaken  
To check coherence  
Companies in difficulty  
Take over the family affair? 
 

5 - The legal wrap up  
Tax consequences  
Take over of an industrial company  
Take over of a company 
 

9 - To achieve the purchase steps  
Fund purchase by an individual 
investor  
CFE procedures  
Fund purchase by a company  
Social shares purchase procedure  
Merging procedure  
New issue of capital 

2 - To find a company  
The market for companies to be 
taken over   
To make a first selection 
How to prospect?  
 

6 - Financing and financial helps  
Company Savings Booklet  
PCE  
Loan on trust 
Guarantee procedures   
How to contact the banks 
Various financial helps 

10 - The first months  
Observation of paid workers  
The first business development 

3 - To analyze the company  
To analyze the company  
Necessary documents C/A 
Necessary Documents for a Small 
Average Company  
Diagnosis: what do we need ? 
Diagnosis of activity  
Diagnosis oh human resources  
Diagnosis of financial situation  
Diagnosis of legal matters 
Synthesis of diagnosis  

7 - To work out the take over plan   
Operational plans 
Financial forecast programs 
Financial set up plans  
 

  
 

4 - To evaluate the company  
Comparative methods 
Patrimonial methods  
Profitability methods 
 

8 - To negotiate the take over 
plan  
Improve knowledge of former 
company owner  
Negotiation  
Establishing / negotiation of draft-
agreements 

 

Textbook(s) and Supplies:  

Corporate Finance 
Author: Vernimmen, Pierre  
Editor: John Wiley & Sons 
Publication: 2004  
 

Pratique moderne de l'évaluation 
d'entreprise 
Author: Chapalain, Gérard  
Editor: EMS Editions 
Publication: 2004  
 
 
 

Financer la création et le 
développement de son entreprise 
Author: Duplat, Claude-Annie  
Editor: Vuibert 
Publication: 2005  
 
 
 

Tout savoir sur le Capital 
Investissement : Capital Risque, 
Capital Développement, LBO 
Author: Mougenot, Gilles  
Editor: Gualino 
Publication: 2007  
 

Financer son entreprise de la 
création à la transmission par le 
capital-investissement 
Author: Battini, Pierre  
Editor: Maxima 
Publication: 2005  
 

Marketing Insights from A to Z 
Author: Kotler, Philip  
Editor: John Wiley & Sons 
Publication: 2003  
 

 
 



BBA 3 
Course: STRATEGIC MANAGEMENT,  
Professor Christopher LAMBRIDIS,  
Language: English, 36 hours, 6 European credits 
Grading: 60% Classroom Work, 40% Homework 
 
Course Description and Objectives: 
The aim of the course is to familiarise students with the key concepts and techniques of Strategic Management, 
such as the Development of a Strategic Vision, Industry and Competitive Analysis, Evaluating Company Resources 
and Competitive Capabilities, Strategy and Competitive Advantage, Implementing and Evaluating Corporate 
Strategy, etc.  Throughout the class, students are expected to apply the key techniques of Strategic Management 
in real-life case studies and demonstrate how to craft, implement and execute business strategies in today’s market 
environments. 
 
Topics 

• An introduction to the Strategic Management Process 
• The five tasks of Strategic Management 
• Developing a Strategic Vision & Mission, Establishing Objectives, Crafting a Strategy 
• Industry and Competitive Analysis 
• Evaluating Company Resources and Competitive Capabilities 
• Corporate Level Strategies 
• Business Unit Strategies: The five Generic Strategies 
• Vertical Integration Strategies and Competitive Advantage 
• Offensive, Defensive, Imitative and Cooperative Strategies 
• Strategies for Diversified Corporations 
• Strategy Implementation 
• Exercising Strategic Leadership 
• Strategy and Corporate Social Responsibility 

 
 
Textbook(s) and Supplies 
Thompson A.A., Strickland A.J. & Gamble J.E. (2008), Crafting and Executing Strategy, The Quest for Competitive 
Advantage: Concepts and Cases, McGraw-Hill International Editions  
 
 
BBA 3 
Course: Western European Economics (Elective),  
Professor Roman KRYS,  
Language: English, 36 hours, 6 European credits,  
Grading: 100% Classroom Work 
 
Course Description 
This course offers an introduction to the economic systems and social policies of the five largest Western 
European nations: Germany, France, Britain, Italy, and Spain. These five countries, all members of the European 
Union, will be compared to determine whether a “Western European” model of economic and social development 
has emerged. To the degree that such a model exists, this course questions its ability to survive in changing world 
economic conditions. It also compares and contrasts Western European practices with those predominating in the 
United States. 
 
Course Objective 

• Be able to measure economic performance. 
• Understand the role of the state from a historical perspective. 
• Understand fiscal policies and tax systems. 
• Understand monetary and financial markets. 
• Understand industrial policies and R&D. 
• Understand labour markets and unions. 
• Understand the economic aspects of the welfare state. 
• Understand external policies and coordination. 
• Understand the impact of European Union policies. 

 
Topic  

• Measuring Economic Performances. 
• The Role of the State in Historical Perspective.  



• Fiscal Policies and Tax Systems.  
• Monetary and Financial Markets.  
• Industrial Policies and R & D.  
• Labour Markets and Unions.  
• Economic Aspects of the Welfare State.  
• External Policies and Coordination.  
• The Impact of European Union Policies.  
• Conclusion 

 
Textbook(s) and Supplies 
 
Bernard J. Foley, Western European Economic Systems and Social Policies, Palgrave Macmillan 
EUROPEAN ECONOMIES SINCE THE SECOND WORLD WAR, Foley, Bernard J. (editor), New York: St. Martin’s 
Press (the lastest edition)  
 
 
BBA 3 
Subject: Management Science, Professor Anu Kanniganti (Elective),  
Language: English, 36 hours, 6 European credits 
Grading: class work and group projects 
 
Course Description: Techniques of operations research applied to business problems. 
 
Course outline: 
 

• Linear Programming 
• Decision analysis 
• Waiting Lines, simulation, forecasting 

 
References: Bernard Taylor, Introduction to Management Science, 5th Edition 
 
 
BBA 3 
Course: The Legal Environment of the Firm,  
Professor Daniel Laprès,  
Language: English, 36 hours, 6 European credits 
Grading: 100% Classroom Work 
 
Course Description 
 
This two-course sequence does not seek to turn business students into American lawyers. Its objective is to 
provide them with the basic legal knowledge necessary to consult intelligently with counsel and, more generally, to 
familiarize them with “legal reasoning” (what American attorneys often refer to as “thinking like a lawyer”). The first 
semester covers sources of law in the United States, the structure of the American court system, civil procedure, 
general concepts of tort law, and contract law. Contracts are treated at some length, since their principles offer the 
best introduction to American legal reasoning. 
 
 Course Objective  
 

• Be familiar with legal reasoning 
• Understand the American court system & American contract law 

 
 Topics 
 

• Sources of law 
• The state of the federal courts system 
• Civil procedure: civil trials and appeals 
• Intentional torts 
• Negligence and strict liability 
• Contracts: offers and acceptance, reality of consent, capacity, consideration, illegality, writing, 

performance and remedies 
• Corporations: history, nature 
• Corporations: organization, financial structure, dissolution 



• Corporations: management (corporate governance, directors’ and officers’ powers, duties, liabilities) 
• Corporations: shareholders’ rights and liabilities 
• Securities regulation: the Securities Exchange Act of 1934 (registration, proxy solicitation, Rule 10b-5, 

tender offers, civil and criminal liability) 
 

Textbook(s) and Supplies 
 
Michael B. Metzger et al., Business and the Regulatory Environment: Concepts and Cases, 8th Edition, Irwin 
 
 
BBA 3 
Course description: Introduction to the Legal Environment of the Firm (Elective) 
Professor Daniel Laprès,  
Language: English, 36 hours, 6 European credits 
Grading: 100% Classroom Work 
 
The objective is to introduce students to the fundamental legal concepts that reflect American values in a business 
context. Students are encouraged to compare the results in American law with the solutions adopted in their 
national legal systems. Frequent references are made to French and European Union law to highlight American 
specificities. Students are encouraged to compare the results in American law with the solutions adopted in their 
national legal systems. Emphasis is placed on empirical, inductive approaches, often using economic reasoning to 
address problems of interest to all legal systems. 
 
Topics: 
 
Part One: The American Legal Environment 

• The legal system 
• Jurisdiction 
• Criminal law 
• Tort 

 
Part Two: Introduction to contract law 

• Consent 
• Form 
• Consideration 
• Legality 
• Third parties 
• Discharge of obligations 
• Remedies 

 
Evaluation is based on: 
 

• Class participation as attested in particular by submissions of case studies at the start of each class at 
which the student is present and 

• A final written exam emphasizing the application of the rules learned to hypothetical cases in the manner 
used in class discussions. 

 
Materials: 
Class discussions are focused on the cases and other materials posted on the website of the class at 
www.lapres.net/mbauslaw.html. 
For additional reading, students are referred to Roger LeRoy Miller and Gaylord A. Jentz, Fundamentals of 
Business Law, West, New York, 2002, in particular Units 1, 2 and 3. 

 
 
 
 
 
 
 
BBA 3 
Course: Introduction to Law of Business Organisations (Elective) 



Professor Daniel Laprès,  
Language: English, 36 hours, 6 European credits 
Grading: 100% Classroom Work 
 
Course description: The objective is to introduce students to the fundamental legal concepts that underlie the 
constitution and operation of business organizations. The case method is used to immerse students in the 
empiricism that characterizes the Anglo-American legal family. Frequent references are made to French and 
European Union law to highlight American specificities. Students are encouraged to compare the results in 
American law with the solutions adopted in their national legal systems. Emphasis is placed on empirical, inductive 
approaches, often using economic reasoning to address problems of interest to all legal systems. 
 
Topics: 
 
Part One: Agency 

• Introduction 
• Agency liabilities 

 
Part Two: Partnership 

• Formation 
• Operation and termination 

 
Part Three: Corporations 

• Formation 
• Corporate finance 
• Corporate powers 
• Securities regulation 
• Evolutions of the corporation 
• Abuse of Monopoly power 
• Law and ethics 

 
Evaluation is based on: 

• class participation as attested in particular by submissions of case studies at the start of each class at 
which the student is present and 

• a final written exam emphasizing the application of the rules learned to hypothetical cases in the manner 
used in class discussions.   

 
Materials: Class discussions are focused on the cases and other materials posted on the website of the class at 
www.lapres.net/mbauslaw.html. 
 
For additional reading, students are referred to Roger LeRoy Miller and Gaylord A. Jentz, Fundamentals of 
Business Law, West, New York, 2002, in particular Unit 8. 
 
 
BBA 3 
Course description: International Business Law, Trade and Finance (Elective) 
Professor Daniel Laprès,  
Language: English, 36 hours, 6 European credits 
Grading: 100% Classroom Work 
 
Course description: The objectives are: 
 

• to introduce participants to the basic rules applicable to international trade and financing agreements, 
• to present and compare the most influential legal systems (common law, civil law, hybrid, emerging) in the 

contexts of international trade and finance, 
• To expose students to issues of corporate governance in the contexts of international trade and finance. 

 
Frequent recourse is made to economic analysis to explain legal rules. 
 
Topics: 
 
Part One: The international legal environment: 
1. Introduction to public international law 
2. Jurisdiction 



3. Applicable law 
 
Part Two: International trade 
4. Formation and interpretation of contracts  
5. Performance of international contracts 
6. Breaches, remedies and excuses for non-performance 
7. Regulation of international trade (GATT/WTO) 
8. International trade finance  
 
Part Three: International financial system  
9. International Monetary Fund 
10. Currency controls 
11. Governance 
 
Evaluation: Evaluation is based on: 
 
- Class participation as attested in particular by submissions of case studies at the start of each class at which the 
student is present and 
- A final written exam emphasizing the application of the rules learned to hypothetical cases in the manner used in 
class discussions. 
 
Materials: 
Class discussions are focused on the cases and other materials posted on the website of the class at 
www.lapres.net/westtf.html. 
 
For additional readings, students are referred to Richard Schaffer, Beverly Earle, and Filiberto Agusti, 
International Business Law and its Environment, South-Western, New York, 2005  
 

BBA 3 
COURS: Foundations of Indian Business Culture (Elective) 
PROFESSEUR: Anu Kaninganti 
Language: ENGLISH, 18 hours, 3 European Credits 

Pre-requisites:  interest in issues related to Indian economy and society as they impact on business and India’s 
increasing importance in the world economy 
 
Conception of the course:   
This course attempts to construct an understanding of the historical, social and cultural contexts of ‘Indian business 
culture’ which can be applied to analyze and understand the business environment and economic performance of  
this dynamic and diverse country.  
 
Content 
This is an introduction to one of the two emerging giants of Asia.  India is one of the largest, fastest growing 
economies in the world.  Infosys, Tata, Ranbaxy, Reliance and Kingfisher are now globally prominent Indian 
brands, Indian ‘brain power’ is highly prized, and ‘Bollywood’, Indian fashion and arts have come to  definitively 
mark  today’s global culture.  On the other hand, this emergence on the global stage seems difficult to reconcile 
with the images of pervasive poverty and inequality, sectarian conflict, mysticism and the weight of tradition, that 
regularly make the headlines.  What are the keys to understanding how Indian business got to where it is today, 
and how do we grasp the fast growing influence of this giant?  Is there an ‘Indian’ model and can it become global?  
However, in spite of the rising importance of India on the world stage, knowledge and analysis of the country has 
remained poor.  Analysts in the business community tend to view it as a part of a homogenous group known as 
"emerging markets". This is so despite the substantial particularities of the historical context and social structure, 
the political and legal systems, and values shaping the business culture.  
 
Since 1991, economic liberalization and rapid technological development have transformed the business 
environment in India, creating tremendous entrepreneurial and commercial opportunities for global business. 
General Electric, Microsoft, Samsung, and many other large corporations continue to substantially increase their 
involvement in India.   
 
The course aims at providing a broad-based knowledge of the socio-economic development in India in the recent 
past. Despite ideological differences, succeeding governments have pursued a policy of economic reform to foster 
economic growth, and the country has achieved a steady economic growth of 7.5%. However India still lags behind 



in providing basic education and health, employment to all, developing a sustainable agriculture and building a 
robust urban infrastructure.  
 
To understand this gap, we will develop a perspective on the functioning of democracy and institutions in India, and 
key issues of contemporary Indian society, such as the role of religion and social structure, social inequalities and 
affirmative action, the educational system and social mobility.  We shall also address the emerging trends in the 
economy and society in the context of globalization,  such as the outsourcing phenomenon, academic knowledge 
exchanges, the growth of multinational companies, consumerism and the increasing clout of the Indian diasporas.   
 
At the end of the course, the student should have the elements to explore how these contextual features have 
shaped the performance and competitiveness of Indian firms, and the contours of the emerging ‘Indian model’.    
 

Syllabus 

• Representations of India  
Information technology, Outsourcing, Bollywood … or Caste, Cow and Curry? 
An emerging giant … with feet of clay?  Multiple and contrasting dimensions 

• India in space: a subcontinental scale 
Immensity and contrasts 
Heteregeneity: religions, castes, languages, regions, inequalities  

• India in time: ancient civilization, young nation 
A story of invasions and assimilations 
From colonization to independence; the British legacy 
Post-independence: the consolidation of democracy 

• The Indian nation: unity in diversity  
 A federal structure, a secular republic; a parliamentary democracy 
 The question of national identity: what is ‘Indianness’? 

‘Vote bank’ politics; coalition governments; a million elected officials  
• Indian Society: tradition and modernity 

The centrality of community (family, clan, group, caste) and religion 
A deeply hierarchical society 
Languages and regions; poverty and inequality; the family and the status of women   
Impact of liberalization and globalization; the emergence of the "new Indian” 

• Indian Economy 
Economic transformations 
From centralized planning and the licence Raj to liberalization 
A cultural mutation, a new found confidence 

• The nature of Indian capitalism 
 Family based groups and conglomerates (Tata, Birla);  

The giant public sector: towards ‘disinvestment’ 
 New players: Biocon, Infosys, Reliance …;  the big Chiefs 
 The business environment 

• IT and Business Outsourcing to/from India 
Emerging business trends and outsourcing--automobile industry, software technology, rocket technology, 
medicine and medical profession 

• Exploiting the ‘demographic bonus’ 
 An elitist educational system; neglect of the bottom of the pyramid 

• The New Indian Middle Class and the Indian Diaspora  
Consumerism, opportunities and implications 
Business Relations between France and India; French companies in India, Indian businesses in France 

 
 
 
Student Work 

a) A 10-minute group presentation (3 students/group), accompanied by a 1-page report on the Indian 
business visited including the following items: industry overview, company history, strengths and 
weaknesses 

b) A report, 6-10 pages, on a topic of his or her choice, relating to a particular business issue, an industry, or a 
particular company (a mini-case study) 

 
Grading 

30%  Group presentation and report  50% Final report 
20%  Participation in Class 



 
 



Department of Finance 
 
 
BBA 3 
Course: Managerial Accounting 
Professor Robert Young,  
Language: English, 36 hours, 6 European Credits,  
Grading: 100% Classroom Work 
 
Course Description 
 
This course provides an introduction to American management and cost-accounting concepts. Subjects to be 
covered include cost-volume relationships, full-cost accounting, and responsibility accounting. Also covered are 
planning and control, product costing and activity-based accounting. 
 
Course Objective  
 

• Understand cost systems. 
• Understand planning and control systems. 
• Understand product costing and activity-based costing. 

 
Topics 
 

• Accounting and Decision Making (chap.1) 
• Cost Drivers / Variable and Fixed Costs - Cost-Volume-Profit Analysis (chap.2) 
• Cost Behavior / Cost Functions (chap.3) 
• Cost Management Systems (chap.4) 
• Accounting and Marketing Decisions - Pricing Decisions (chap.5) 
• Accounting and Production Decisions - Make or Buy Decisions (chap.6) 
• Planning and Control - Master Budget (chap.7) 
• Flexible Budgets - Variance Analysis (chap.8) 
• Management Control Systems (chap.9) 
• Centralization vs. Decentralization (chap.10) 
• Capital Budgeting - Discounted Cash Flow Models (chap.11) 
• Product Costing - Cost Allocation (chap.12) 
• Accounting for Overhead - Variable vs. Absorption Costing (chap.13) 

 
Textbook(s) and Supplies 
 
Charles Horngren, Gary Sundem, and John Elliott, Introduction to Managerial Accounting, 
Prentice Hall International, Englewood Cliffs, N.J 
 
 
BBA 3 
COURS: Contrôle de gestion 
Professeur Slah BOUGHATTAS,  
Langue: français, 18 heures, 3 crédits européens 
Grading: 100% Classroom Work 
 
Course Description 
 
This course presents the fundamental concepts of financial planning and control: strategic planning and budgeting. 
First, basic elements of cost accounting (standard costs, flexible budgets, the calculation and analysis of variances) 
are reviewed. The course then introduces and analyzes in detail the five principal budgets of any given firm: the 
sales budget (forecasts and specific methods), the production budget, the purchasing budget, the investment 
budget, and the administrative expense budget (zero-base budgeting). In each case, problems of preparation, 
measurement, and reporting are considered. The integration of the five budgets in the projected balance sheet and 
the statement of changes in financial position are presented. The course also treats the question of divisional 
control in a decentralized firm, in particular through the study of “return on investment” (ROI system) and of the 
problem of inter-divisional transfer pricing.  
 
Course Objective 



 
• Understand planning and control architecture. 
• Know the management controller’s main tasks. 
• Know how to prepare the main budgets. 
• Understand the impact of activity-based costing on management control. 

 
Topics 
 

• Planning and control: process and architecture 
• Standard costs and analysis of variance 
• Sales budget 
• Production budget 
• The investment budget 
• The administrative expense budget 
• Management control in a divisional structure 
• Management control and activity-based costing 

 
Textbook(s) and Supplies 
 
Michel Gervais, Contrôle de gestion, 7th Edition, Economica, Paris, 2004. 
 
 
 
 
 
 
 
 
 
 
 
 



Department of Marketing 
 
 
BBA 3 
Course: B to B Marketing and Internet Marketing 
Professor William EVANS,  
Language: English, 36 hours, 6 European credits 
Grading: 100% Classroom Work 
 
Course Description 
 
This course uses theory and case studies to explore business marketing: buying and selling within a given trade. 
It also explores B2B’s relationship to e-commerce. 
Value-adding exchanges, logistics, and supply-chain management, as well as organizational buying behaviour, 
are discussed in turn. 

 
Course Objective 
 

• Understand the business market. 
• Understand organizational buying behaviour. 
• Understand e-commerce and logistics. 
• Understand supply-chain management and product and pricing management. 

 
Topics 
 

• Types of relationships 
• Buyer-seller relations 
• E-commerce 
• Supply-chain management 
• Product quality and innovation 
• Services management 
• Pricing 

 
Textbook(s) and Supplies 
 
Michael D. Hutt, Thomas W. Speh, Business Marketing Management, South-Western College Publishing, 
Cecybrary, internet 
 
BBA 3 
Course: Management Science,  
Professor Anu KANNIGANTI,  
Language: English, 36 hours, 6 European credits 
Grading: 100% Classroom Work 
 
Course Description 
 
This course offers an introduction to techniques originally developed for management science and operations 
research. Students are taught to apply various algorithms and to recognize the situations in which such methods 
can contribute to the decision-making process. The course deals exclusively with deterministic models, in which all 
exogenous parameters are assumed to be known with certainty. Computers are used. 
 
 
BBA 4 
COURS: INTERGRATED BUSINESS MANAGEMENT 
Professeur : Guy Ngayo,  
LANGUE : anglais, 18 heures, 3 crédits 

Course Description



 

 

 

 

 
 

 
 

North American BBA 
4th YEAR / 4ème année 



MBA INSTITUTE, North American BBA 4 
The fourth year of the MBA Institute offers a large choice of electives and gives the 
students the opportunity to come ‘face to face’ with experienced speakers from several 
sectors of activity. It is also the year during which each student attempts the GMAT 
examination thereby opening the door to some of the most prestigious academic 
establishments on the planet.   

 
 



  

The Department of Communication & Foreign Languages 

 
 
GMAT Préparation 
 
BBA 4: W Nossel & J Herrick (GMAT Coaching), 6 European credits (depending on final 
test results). 
 
BBA 4 
Course: GMAT Verbal & Analytical Writing (Core Course),  
Professeur Sylvie JEANLOZ,  
Language: English, 18 hours 
Grading:       100% Classroom Work 
 
Course Description 
The focus of this course is on enhancing the skills needed to successfully complete the Verbal and Analytical 
sections of the Graduate Management Admission Test (GMAT).  Through a variety of exercises, students develop 
their ability to read and comprehend written material, to reason and evaluate arguments, and to correct written 
material to conform to standard written English.  Students also develop their ability to think critically and to 
effectively communicate their ideas in writing. 
 
Course Objectives 

• Enhance knowledge of, and ability to correct, standard written English 
• Enhance understanding of logical relationships between points and concepts 
• Enhance ability to draw inferences from facts and statements 
• Enhance reasoning skills in relation to arguments and plans of action 
• Enhance ability to analyze issues and arguments 
• Enhance ability to present ideas in writing in a logical, persuasive and well organized manner  

 
Topics 
A broad range of topics is reflected.  Material used comes primarily from that which has been developed 
specifically for GMAT preparation.  In their own writing, however, students are actively encouraged, and assisted, 
to draw from their own experiences and observations. 
 
Textbook(s) and Supplies 
The Official Guide for GMAT Review (11th Edition) 
The Official Guide for GMAT Verbal Review 
Various GMAT preparation websites 
Collins Co build Learner’s Dictionary or Oxford Advanced Learner’s Dictionary  
 
BBA 4 
Course: GMAT Quantitative (Core Course) 
Professeur Hervé OLLIER,  
Language: English & French,  
Grading:       100% Classroom Work 

BBA 4 
Course: Public Speaking 3 (Elective) 
Professor Robert Bradford,  
Language: English, 36 hours, 6 European credits 

Course Description 
 



Public Speaking II is the follow-up course to Public Speaking II.  All elements necessary to effectively communicate 
before an audience will be reviewed; i.e. pronunciation, articulation, breath control, pacing, body language, 
confidence-building, rehearsal techniques, etc. Students will be expected to take part in numerous individual oral 
expression activities such as speech-making (prepared and extemporaneous), spoken word assignments and a 
final group project. 
 
Course Objective 
  
In addition to delivery, this course takes a closer look at effective speech construction and design.  The six design 
formats that we will look at that will help focus the content of your speech into an effective pattern are: spatial, 
categorical, sequential, chronological, comparative and causation. Time will also be spent on analyzing the process 
of persuasion and how that can be incorporated into your speechmaking; 
 
Topics 
 
The two main forms of rhetoric that we study in this course are informative and persuasive speeches. 
 
Textbook(s) and Supplies 
 
 Michael and Susan Osborn: Public Speaking, Houghton Mifflin, 7th edition, 2006. 
 Mark Powell: Presenting in English, Thomson Heinle, 2002. 
 
BBA 4 
COURS: ESPAGNOL, Professeurs Cecillia  LEIMDORFER, Maria CHANEY et Patricia 
HERNANDEZ 
Langue : espagnol, 18 heures, 3 crédits européens 
Mode d’évaluation : Contrôle continu 50 %, examens 25 % participation 25% 
 
Objectifs : 
 

• Acquérir les connaissances basiques de la langue espagnole  
• Communiquer dans un contexte de travail ainsi que dans des diverses situations de la vie quotidienne. 
• Comprendre le mode de fonctionnement des entreprises dans les pays hispanophones à travers de 

structures basiques et claires.  
• Exprimer des besoins élémentaires 

 
Pré requis : Aucun 
 
Plan du cours :  
 

• Pendant l’année scolaire on suit la méthode Al dia, curso de espagnol para los negocios. Nivel inicial.  
Cette méthode s’accompagne d’exercices de compréhension orale pour chaque séance dans le but de 
familiariser l’élève à la phonétique espagnole et aux différents accents. 

• Réalisation des exercices de grammaire afin de se familiariser avec la conjugaison et les différents 
éléments grammaticaux.  

• Afin d’encourager les élèves à se familiariser avec la langue, le professeur propose le long de l’année, des 
activités ludiques et des jeux de groupe où les connaissances grammaticales sont les principaux 
ingrédients.   

 
Bibliographie:  
 
Al día, curso de español para los negocios. Gisèle Prost y Lafredo Noriega. SGEL, ele.  
Uso de la gramática española. Nivel inicial.  Francisca Castro, Edelsa, S. 
 
 
BBA 4 
COURS: Espagnol avancé, Professeur Cecillia LEIMDORFER,  
Langue : Espagnol, 18 heures, 3 crédits européens 
 
Objectifs : 
 

• Maîtrise complète de la langue 
• acquérir le vocabulaire nécessaire à la négociation et la correcte utilisation de l’espagnol d’affaires 



• Comprendre des lectures et des supports multimédia dans des domaines variés et de façon précise et 
détaillée 

• Formuler clairement les différences essentielles dans le monde du travail entre les entreprises espagnoles 
et latino-américaines et les entreprises françaises et ou américaines 

 
Pré requis :  
 Niveau avancé. L’élève maîtrise la conjugaison, est capable de se faire comprendre tout en expliquant certaines 
subtilités de la langue.  
 
Plan du cours : 
 

• Des études de cas qui soulèvent la nécessité de comprendre la culture au-delà de la langue et qui invitent 
à la réflexion multiculturelle.    

• Analyse de l’ALENA et ses répercussions dans la dynamique commerciale de la région. 
• Des présentations et des débats sur des sujets d’actualité sont réalisés tout au long de l’année.  
• L’analyse des fiches de lecture fournis par le professeur proposent d’approfondir sur un seul sujet tout en 

réalisant des exercices de compréhension, de vocabulaire et de  grammaire.  
• Révision et exercices des structures grammaticales complexes.   

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie:  
Uso de la gramática española. Nivel avanzado.  Francisca Castro, Edelsa, S.A.2006 
 
BBA 4 
COURS: Allemand,   
Professeur : Georg Kranner,  
Langue : Allemand, Français, 18 heures, 3 crédits européens 
 
Objectifs : 
 

• Acquérir les connaissances basiques de la langue allemande 
• Communiquer dans la vie quotidienne. 
• Comprendre des dialogues simples en allemand 
• Avoir une idée précise de certaines structures de base en allemand, notamment de la syntaxe. 

 
Plan du cours :  
 

• Utilisation de la méthode Schritte International 1 et 2. Cette méthode met l’accent surtout sur la 
compréhension auditive (par CD) et sur les jeux de rôle. 

• Se familiariser avec les conjugaisons et les déclinaisons. 
• Répétition fréquente du vocabulaire acquis et des structures de base. 
• Dans la mesure du possible, certains cours apporteront des connaissances sur la civilisation des trois pays 

germanophones (Allemagne, Autriche Suisse) 
 
Mode d’évaluation : Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie: Schritte international – Deutsch als Fremdsprache niveaux 1 et 2 – Hueber Verlag. 
 
 
BBA 4 
COURS: Allemand A2 
Professeur : Georg Kranner,  
Langue : Allemand/Français, 18 heures, 3 crédits européens 
 
 
Objectifs du cours du cours : approfondir les connaissances des étudiants sur la civilisation et l’économie des 
trois pays germanophones. Sensibiliser les étudiants aux différences culturelles. En même temps, les élèves 
seront amenés à  discuter et à communiquer en allemand. Reprendre certains chapitres de grammaire et inciter à 
l’expression écrite par le biais de travaux écrits à la maison. Apprentissage de l’allemand d’affaires de bases (150 
mots). 
 



Plan du cours : un  sujet clé pour 6 semaines. 
 
Etude d’un thème pendant 6 semaines, soit 4 sujets par an : 
13) le système politique en Allemagne, en Autriche et en Suisse. 
14) L’économie des pays germanophones (les entreprises les plus importantes, les forces et faiblesses de 

l’économie allemande, autrichienne et suisse. 
15) Les principales différences entre la France et l’Allemagne dans des domaines de l’éducation, le 

comportement, le travail. 
16) Les régions et les villes les plus importantes. 
 
Méthode : 
 
Le cours s’appuie sur des textes d’actualités adaptés au niveau linguistiques des élèves. Ces textes retravaillés, 
tirés du Spiegel et des meilleurs quotidiens d’Allemagne (Süddeutsche Zeitung, FAZ) permettront aux étudiants 
d’avoir une vue d’ensemble sur les discussions actuelles en Allemagne. Beaucoup de jeux de rôle et des 
exercices interactifs sur la grammaire sont proposés aux étudiants. 
 

Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie :  
 
Tasachen über Deutschland, Francfort 2008 
 
BBA4 
COURS: Allemand B 
Professeur : Georg Kranner  
Langue : Allemand/Français, 18 heures, 3 crédits européens  
 
Objectifs du cours du cours : approfondir les connaissances des étudiants sur la civilisation et l’économie des 
trois pays germanophones. Sensibiliser les étudiants aux différences culturelles. En même temps, les élèves 
seront amenés à discuter et à communiquer en allemand. Reprendre certains chapitres de grammaire et inciter à 
l’expression écrite par le biais de travaux écrits à la maison. Encourager la prise de parole par le biais d’exposés. 
Elargir le vocabulaire d’allemand des affaires. Exprimer son opinion personnelle en allemand. 
 
Plan du cours : un  sujet clé pour 6 semaines. 
 
Etude d’un thème pendant 6 semaines, soit 4 sujets par an : 
 
13) Le système politique en Allemagne, en Autriche et en Suisse. 
14) L’économie des pays germanophones (les entreprises les plus importantes, les forces et faiblesses de 

l’économie allemande, autrichienne et suisse. 
15) L’éducation et le système universitaire en Allemagne, études de différences interculturelles. 
16) Les régions et les villes les plus importantes, les salons et foires en Allemagne. 
 
Méthode : 
 
Le cours utilise des textes d’actualités adaptés au niveau linguistiques des élèves. Ces textes retravaillés, tirés du 
Spiegel et des meilleurs quotidiens d’Allemagne (Süddeutsche Zeitung, FAZ), permettront aux étudiants d’avoir 
une vue d’ensemble sur les discussions actuelles en Allemagne. 
Beaucoup de jeux de rôle et des exercices interactifs sur la grammaire sont proposés aux étudiants. 
 

Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie : Tasachen über Deutschland, Francfort 2008, Spiegel online 
 
 
BBA 4 
COURS: Chinois (MANDARIN),  Gilles Lespade et Weimin Sun,  
Langue: Chinois, Français, 18 heures, 3 crédits européens 
 



Descriptif du Cours  Chinois A  
 
Le projet pédagogique correspond à une préparation des tests HSK inférieurs au niveau 3 
Les élèves des premières années ont à apprendre les leçons correspondant à un corpus de 200 caractères 
environ (200 caractères année 1 – 500 caractères année 2). Le vocabulaire est étendu grâce au principe des "mots 
magiques" dérivés de ce corpus = soient plus de 600 expressions/locutions pour 200 caractères acquis. 
 
Plan du cours : Les points de grammaires suivants sont à acquérir : 

• les chiffres 
• les classificateurs 
• 3 structures prépositionnelles avec leur groupe prépositionnel (CCL statique, CCL dynamique, datif et 

attributif, passif) 
•  la forme de l'aspect accompli 
• la négation de l'aspect accompli 
• la forme redoublée du verbe 
• l'adverbe 'jiu' 
• l'adverbe 'zai' du gérondif 
• la particule modale de changement d'état, ses différents emplois 
• la particule d'aspect "le" 

 
A l'oral travail interactif fréquent : 

• jeux de rôle 
• descriptions/présentations de support (visuels simples/scénario d'images/publicité...)  
• apprentissage de chansons/poésie…  

 
Descriptif du Cours  Chinois B  
 
Le projet pédagogique correspond à une préparation des tests HSK entre les niveaux 3 et 5 (en nombre de 
caractères, l’objectif d’acquisition se situe au-delà des 1500 caractères). Les cours sont envisagés dans la 
perspective du "chinois des affaires" 
 
Sur le manuel de conversation de commerce international/chinois des affaires, l’objectif est d’apprendre trois 
chapitres dans chacune des leçons de 1 à 5 (une douzaine de texte de conversations) : 
 
Doivent être acquis en chinois : 
 

• les salutations/invitation/refus/présentation du registre formel 
• les termes formels relatifs à la négociation/échanges/commande/facturation 
• les termes relatifs à l'organisation d'événementiels sur salon/stand/positionnement/promotion mais aussi 

les banquets et les différents types de repas d'affaires avec leurs notions chinoises propres. 
• les termes relatifs à l'établissement de cotations internationales transitaire/incoterms/douane et 

dédouanement 
 
Plan du cours : Une approche systématique des deux points de grammaire suivants approfondie par les  élèves : 
 

• les 24 types de prépositions (valeurs/emplois...) 
• les compléments verbaux (simples & complexes) avec leurs deux types (complément adjectif / complément 

verbe : les compléments verbaux simples et les compléments verbaux complexes). 
 
Comme travaux interactifs : 
 
• les élèves effectuent des jeux de rôle (autour de la négociation, rencontre, présentation, coup de 

téléphone) 
 
Travaux sur dossier 
 
• les élèves doivent créer sur plusieurs mois un dossier personnel complet de présentation tout en chinois 

sur un seul produit regroupant une fiche technique, un argumentaire, un e-mail ou une lettre de  
sollicitation/prospection/promotion/invitation ainsi qu'un plan promotionnel /prospection /participation à des 
salons.  

• D’autres travaux sur dossier consistent à effectuer une présentation détaillée d’une province ou d’un grand 
ensemble urbain en Chine continentale (données statistiques économiques et sociales ; histoire et culture 
modernes de la province/ville durant les 150 dernières années; relations contemporaines de la 
province/ville avec des entités économico-politiques étrangères…)  



• A partir d’un dossier de presse thématiques (ex : « les marques préférées des consommateurs chinois 
aujourd’hui ») chaque élève doit traduire (présentation vocabulaire annoté, structures lexicales ou 
syntaxiques déconstruites etc.) puis commenter individuellement – à l’oral puis à l’écrit - pour ses 
camarades l’un des articles (extrait de presse ou d’un article de science humaine) figurant dans le dossier 
de presse. 

 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
BBA 4 
COURS: Italien,  Salvo Falcone,  
Langue : Italien, Français, 18 heures, 3 crédits européens 
 
Descriptif du Cours Les cours sont principalement orientés vers le développement des capacités de 
conversation, sans négliger la culture et la civilisation italienne. En conjuguant la présentation d'aspects 
grammaticaux et structuraux de la langue avec des activités de développement des capacités de communication. 
Les cours fournissent également des éléments de culture italienne. Les cours sont tout particulièrement adaptés 
pour effectuer un programme d'étude spécifique sur une longue durée.  
 
Un scrupuleux travail d'évaluation du test d'admission soumis au début de l’année académique nous permet de 
créer des groupes homogènes, aussi bien pour la capacité linguistique que pour les motivations. 
 
Trois niveaux d'enseignement: du niveau élémentaire au niveau de perfectionnement. 

Plan du cours :  
 

• Les leçons de groupe permettent de développer les compétences générales liées au domaine 
professionnel et à la préparation de l'examen CILS. Pendant les leçons, des exercices sont effectués à 
travers des tests CILS. De plus, les arguments sur lesquels les étudiants se montreront en difficultés 
seront approfondis. 

 
• Un manuel  est utilisé pendant les cours conçu pour la formation universitaire : LA LINGUA ITALIANA PER 

STRANIERI, écrit par des professeurs de l’université pour étrangers de Pérouse, édité par « Guerra 
Edizioni ».Il s’agit d’un manuel composé de plusieurs contextes de la vie économique, de l’apprentissage 
de la culture italienne, de projets et réalisation de parcours didactique, focalisés sur des facteurs 
fondamentaux du processus d’apprentissage : les acteurs et les lieux, le publique que nous avons devant, 
les institutions et les entreprises. 

 
• Les étudiants seront confrontés tout le temps à des situations de la vie courante, pour atteindre un niveau 

supérieur qui leur permet de faire des exposés en réunion ou assemblée d’entreprise. Le programme inclut 
certes des articles de la presse quotidienne italienne, toujours pour rester en contact directe avec tout ce 
que se passe au niveau socio-économique. 

 
Exemples de thèmes pouvant être traités pendant le cours: 
 

16. Demande d'emploi : comment écrire une lettre de motivation, expressions utiles. 
17. Curriculum Vitae : langage et structure du C.V., types de C.V. 
18. Demander et/ou fournir des références. 
19. Ecrire une lettre commerciale. 
20. Modèle, date, adresse, en-têtes, notes, phrases d'Introduction, corps de la lettre, formules de politesse, 

signature, abréviations, style. 
21. Demande et envoi de listes de prix, catalogues et échantillons. 
22. Ordres, paiements, informations, plaintes, organisations du transport, locations, assurances. 
23. Candidatures et publicité pour les représentants de commerce. 
24. Propriétaires des entreprises, classification des sociétés. 
25. Compagnies au détail ou en gros, réseaux de vente. 
26. Régulations commerciales : lois italienne et européenne. 
27. L'organisation du commerce, rôles auxiliaires et organisations, médiateurs, agents, représentants de 

commerce, messagers et expéditeurs/affréteurs, chambres de commerce, bourses de commerce, 
associations commerciales. 

28. Contrats de vente. 
29. Documents bancaires. 
30. Contrats nationaux de travail dans le secteur commercial. 



 
Mode d’évaluation :  
Contrôle continu 50 %, examens 25 % participation 25% 
 
Bibliographie : LA LINGUA ITALIANA PER STRANIERI, écrit par des professeurs de l’université pour étrangers 
de Pérouse, édité par « Guerra Edizioni ». 
 
 
BBA 4 
COURSE: Introduction to Russian,  
Professor Hélène Ribier 
Language: Russian and French, 18 hours, 3 European Credits 
 

Objectives: To familiarise participants with Russian reading, writing, talking and civilisation including 
basic economic, geopolitical and cross-cultural issues. The language is either French or English, but 
corresponding issues in other languages can be made depending on the audience’s linguistic array. 

 
Prerequisites: None 

Plan du cours : 
• Following a book (presently “Reportage”)  
•  Some dictations in English to be written in Russian letters (first months) 
• Progressively dialogues.  

 
Mode d’évaluation : contrôle continu 67 %, exams 33 % 

 

 

 

 

 

 

 

 

 



Department of Management, Strategy & Culture  
 
 
BBA 4 
COURS: Business Game (Jeux d’entreprise),   
Professeur Philipe DUBOST,  
LANGUE : français, 24 heures 
Grading: 100% Project Work 

BBA 4 
Course: The Financial Impact of the Supply Chain (Core Course) 
Professor Clive Gallery,  
Language: English, 18 hours, 3 European credits,  
Grading: 100% Homework 

Course Description: 
This course is designed to understand the growing importance of the Supply Chain in a Global Economy. The 
course provides a macroeconomic and financial perspective of the Supply Chain with particular attention paid to 
the world of Purchasing and Supplier Relationships 
 
Course Objective: 
 

• To provide each student with a good understanding of the internal relationships which exist between 
Purchasing, Logistics, Production, Finance, Marketing and R&D.  

• To improve their financial culture and ensure that they are able to speak both functional and Top 
Management language.  

• To understand the importance of Suppliers in terms of growth, margin, cash and risk 
 
Course Outline: 
 

• Who wants to be a Millionaire? 
• Sustainable Shareholder Value and Purchasing Levers 
• Key Figures, Cash and Bankruptcies 
• Speaking the right Language 
• Looking at Benchmarks 
• Supplier Relationships 
• Balance Sheets, Income Statements and Cash Flow Statements 
• Cash Conversion Cycles 
• Group Project and Presentation 

 
Bibliography 
 

google The CPO Club 
www.bankruptcydata.com  AT Kearney 
www.cnnmoney.com Oliver Wymann 
www.reckittbenckiser.com The Financial Times 
www.unilever.com    The Economist 
www.henkel.com  Analyst Reports 
www.ism.ws Orbis database 
www.purchasing.com  

 

 

 

 

 



BBA 4 
Course: Purchasing Management 
Professor Fabien KRAWCZYK,  
Language: English & French, 18 hours, 3 European credits,  
Grading: 60% Classroom Work, 40% Homework 

Course Description: 
This course is designed to understand the evolution of Purchasing Management and the possibilities available on 
the job market.  
 
Course Objective: 
 

• To provide each student with a good understanding of Direct (Production) and Indirect (Non Production) 
Purchasing 

• To explain how the Purchasing organisation worked in companies such as EDF or La Poste 
• To ‘deep-dive’ into the importance of multi-site coordination, over-specification, functional specification and 

supplier/sourcing strategies 
 
Course Content includes: 
 

• Purchasing within the organisation 
• Purchasing Spend and Category Management 
• Supplier relationship Management 
• Definition of specifications (cahier des charges) 
• Definition of the Dashboard (tableau de bord) 
• Negotiation strategies and techniques 
• E-auctions 
• Key Performance Indicators 
• Project Management 

 
Textbook(s) and Supplies: Professor Slides 

BBA 4 
Course: Management Strategy: A Case Study Approach 
Professor Paul DAWSON,  
Language: English, 18 hours, 3 European credits,  
Grading: 60% Classroom Work, 40% Homework 

BBA 4 
Course:  Company Takeover (Elective) 
Professor: Philippe Dubost,  18 hours, 3 European credits,  
Language: English 
Grading: Classwork (50%) and Exam (50%) 

Course Description:  
This course is devoted to the creation and acquisition of companies.   
The development of this program actually derives from our convictions: we strongly believe that short and long term 
success heavily depends on management abilities that can 
 
 -engage in creative problem solving 
 -have the capacity to inspire and motivate people 
  -perfectly know the business they are operating 
 -have a track record of accomplishment  
 -are capable of coaching people so as to implement strategy 
 
Embedded in this business philosophy, the course explains, starting from personal targets, how to set up a take 
over project, select among a bundle of opportunities the right company, analyse, negotiate and start running the 
business. Il also provides a deep review of financial matters to articulate take over strategies. Numerous statistic 
and financial tools are provided. Case discussion is derived from genuine companies to locate the course in a real 
life environment. 

Course Objective: 



We will strive  
 
 " To provide analytical tools, including fundamental concepts and principles from the various 
                 Functional areas and industries 
 " To develop skills in using these tools with a creative problem solving capacity 
 " To create the ability to make and carry out decisions based on facts and figures 
 " To develop a base for dealing effectively with others both in written and oral  communication   
 " To instil a thorough understanding of today's business challenges at a European/world level 
 " To encourage continuous learning from experience 
 
As a summary, first two parts will focus on such questions as “where to start the story?» and " how to handle to 
succeed? ". They indicate the road map, the procedure, the chronology of the stages. The other parts are more 
specific and make it possible to cross under good conditions the "technical difficulties": project presentation, 
financial arrangement, loan application, creation and building of the company... The method suggested covers the 
complete process of an act of creation or take over; broken up so that the contractor can always preserve the 
control of the process and to ensure whole coherence of the project. 
 
Prerequisites:  ‘Corporate finance’ course, Marketing, Business management  
 
Grading:  
Trainees will jointly work on a group basis, to identify among French mandatory web sites, companies under law 
protection for a take over bid at the Court ; A thorough project will be issued including company market analysis, 
building a business plan based on  financial simulations as well as a final price proposition to the Court . This paper 
will account for 50% of the grade 
The final 50% mark will be based on a end-of -term exam; a case derived from a recent company take over will be 
issued, including some technical questions  
  
  
Topics, Process & Bibliography 
 

  

1 – Define one’s project  
To define one’s personal project  
To target a type undertaken  
To check coherence  
Companies in difficulty  
Take over the family affair? 
 

5 - The legal wrap up  
Tax consequences  
Take over of an industrial company  
Take over of a company 
 

9 - To achieve the purchase steps  
Fund purchase by an individual 
investor  
CFE procedures  
Fund purchase by a company  
Social shares purchase procedure  
Merging procedure  
New issue of capital 
 

2 - To find a company  
The market for companies to be 
taken over   
To make a first selection 
How to prospect?  
 

6 - Financing and financial helps  
Company Savings Booklet  
PCE  
Loan on trust 
Guarantee procedures   
How to contact the banks 
Various financial helps 
 

10 - The first months  
Observation of paid workers  
The first business development 

3 - To analyze the company  
To analyze the company  
Necessary documents C/A 
Necessary Documents for a Small 
Average Company  
Diagnosis: what do we need ? 
Diagnosis of activity  
Diagnosis oh human resources  
Diagnosis of financial situation  
Diagnosis of legal matters 
Synthesis of diagnosis  
 

7 - To work out the take over plan   
Operational plans 
Financial forecast programs 
Financial set up plans  
 

  
 

4 - To evaluate the company  
Comparative methods 
Patrimonial methods  
Profitability methods 
 

8 - To negotiate the take over 
plan  
Improve knowledge of former 
company owner  
Negotiation  
Establishing / negotiation of draft-

 



agreements 
 

Textbook(s) and Supplies:  

Corporate Finance 
Author: Vernimmen, Pierre  
Editor: John Wiley & Sons 
Publication: 2004  
 

Pratique moderne de l'évaluation 
d'entreprise 
Author: Chapalain, Gérard  
Editor: EMS Editions 
Publication: 2004  
 
 
 

Financer la création et le 
développement de son entreprise 
Author: Duplat, Claude-Annie  
Editor: Vuibert 
Publication: 2005  
 
 
 

Tout savoir sur le Capital 
Investissement : Capital Risque, 
Capital Développement, LBO 
Author: Mougenot, Gilles  
Editor: Gualino 
Publication: 2007  
 

Financer son entreprise de la 
création à la transmission par le 
capital-investissement 
Author: Battini, Pierre  
Editor: Maxima 
Publication: 2005  
 

Marketing Insights from A to Z 
Author: Kotler, Philip  
Editor: John Wiley & Sons 
Publication: 2003  
 

 

BBA 4 
Course: International Economics,  
Professor Roman Krys,  
Language: English, 18 hours, 3 European credits 
Grading: 60% Classroom Work, 40% Homework 

COURSE DESCRIPTION: This course approaches international trade and investment from a standpoint of 
integrating theory and policy. The factors determining the size, composition and direction of international economic 
transactions are analyzed in order to provide the students with the theoretical tools essential to understanding 
world economic events and national policies. The government’s role in regulating, restricting, promoting, or 
otherwise influencing the conduct of international trade and investment is investigated from a policy perspective. 
The study of national policies leads to the interaction of international economics and international politics 
traditionally designated as the international political economy.  

BBA 4 
Cours: Global Entrepreneurship 
Professor Bruno MARTINEAUD,  
Language: English & FRENCH, 36 hours, 6 European credits,  
Grading: 60% Classroom Work, 40% Homework 

Course Overview and Description: 
 
This course explores the opportunities that entrepreneurs create, the challenges they encounter, and the ways in 
which they can find and exploit resources in business conducted across geographical national borders in a world 
which becomes more and more without borders. This course also examines entrepreneurship across different 
cultures and the role of cross-cultural networks in global and immigrant entrepreneurship. Several case studies 
presented in the course are based on the Instructor’s direct experience with new ventures in California, South 
Korea, Germany, France, and Belgium. Experienced guest speakers will be invited to share their knowledge in 
fields relevant to global entrepreneurship. We will learn, be effective with everybody’s time, and have fun. 
 
Prerequisites: none 
 
Required and recommended texts, readers, or other reading materials: 
 
1. Thomas L. Friedman (2005) The World is Flat: A brief history of the 21st century, New York: Farrar, Straus & 
Giroux, www.amazon.com, paperback$9.60 
 
2. Don Tapscott and Anthony Williams: Wikinomics - How Mass Collaboration Changes Everything, Penguin 
Group, 2008, www.amazon.com, hardcover, $18.45. 
 
Case studies will be handed out in class. 
 
Other suggested reading materials. 



 
1. Sun Tzu, The Art of War, Barnes and Noble, 2003 
 
2. Gerald Westerby, In Hostile Territory – Business Secrets of a Mossad Combatant, HarperCollins, 1998 
 
3. Gary P. Ferraro, The Cultural Dimension of International Business, 5-th edition, Prentice Hall, 2005 
 
4. Robyn Meredith, The Elephant and the Dragon – The Rise of India and China and What it Means for All of Us, 
W.W.Norton and Company, 2007 
 
5. Doanld N. Sull and Yong Wang, Made in China – What Western Managers Can Learn from Trailblazing Chinese 
Entrepreneurs, Harvard Business School Publishing, 2005 
 
A list of sources and websites to help with the business plan will be provided. 
 
Student learning objectives for the course: 
This course aims to develop students’ entrepreneurial awareness, skills and qualities, in a global multi-cultural 
context. By the end of the course, students should be able to: 
 
• appreciate the importance of global entrepreneurship 
• describe opportunities available to small business in a global environment 
• identify the important strategic issues in global entrepreneurship 
• discuss the challenges and barriers to global entrepreneurship 
• understand new dimensions of entrepreneurship without borders 
• prepare a country or ethnic minority community analysis 
• prepare a business concept report with an international/global flavour for a new business venture 
• understand the importance of cross-cultural customs, communication, and institutions in affecting the 
implementation of global entrepreneurial ventures 
 

BBA 4 
Cours: Strategic Management for Multinational Enterprises 
Professor Christopher LAMBRIDIS,  
Language: English, 18 hours, 3 European credits,  
Grading: 60% Classroom Work, 40% Homework 

Course Description and Objectives: 
The course identifies and elaborates upon the major challenges that managers of large multinational corporations 
(MNCs) are currently facing. Those challenges are discussed within the broader context of global strategy and 
cross-border management.  More specifically, the course examines the development of strategy in the multinational 
corporation, the essential organisational capabilities for successful strategy execution, and the broader 
management challenges of operating a successful MNC.  Through the use of case studies, readings, and real-life 
examples students will see life from the perspective of the MNC manager and will be able to understand their 
strategic, organisational and operational tasks. 
 
 
Topics 

• Multinational Corporations: Stages of Development 
• Learning from Late Movers 
• Managing Cultural Differences 
• Managing Global Accounts 
• Collaborating Across Borders: Managing Strategic Alliances 
• Leading the Multinational Corporation 

 
 
Textbook(s) and Supplies 
 
Bartlett C., Ghoshal S. & Birkinshaw J. Transnational Management: Text, Cases & Readings in Cross-Border 
Management, New York: Irwin-McGraw-Hill 
 
Thompson A.A., Strickland A.J. & Gamble J.E. Crafting and Executing Strategy, The Quest for Competitive 
Advantage: Concepts and Cases, McGraw-Hill International Editions 
 
Warner, M. & Joynt P. Managing Across Cultures: Issues and Perspectives. London: Thomson Learning 



 
 
BBA 4 
COURS: Strategic Customer Management (Elective) 
Professor: Guy Ngayo,  
Language: English, 18 hours, 3 European credits 
 
Course Description: To enable a student to develop a Strategic Marketing Plan to ensure customer and market 
share growth and above all, sustainable market leadership. 
 
Course Schedule: 
 

• External Environment Analysis 
• Defining Opportunities 
• Defining Strategic Positioning 
• Developing a Brand Strategy 
• Developing Products and Services according to Customer needs 
• Building Best Channel Strategy 
• Building Customer Loyalty 

 
Mode d’évaluation : contrôle continu 50 %, exams 50 % 
 
Textbook(s) and Supplies: Professor Slides 
 
BBA 4 
COURS: Time to Money (Elective) 
Professor: Guy Ngayo,  
Language: English, 18 hours, 3 European credits 

Course Description: To enable a student to understand the process from the Creation of a Marketing plan to the 
launch of a New or existing product  

Course Schedule: 

• Idea Generation 
• Customer Concept Test 
• Product Design 
• Customer Acceptance Test 
• Market Entry Strategy 
• Launch Preparation 
• Project evaluation and Fundamental analysis (DCF, NPV, IRR and Payback period) 

Mode d’évaluation : contrôle continu 50 %, exams 50 % 
 
Textbook(s) and Supplies: Professor Slides 

BBA 4 
COURS: Organisational Behaviour 
PROFESSEUR: William Moore 
Langue: ENGLISH, 18 hours, 3 European credits 

Course Description: If you are going to be a good manager and leader, you need to know how to maximize the 
efficiency of your organization.  “Organizational Behavior”, as an academic discipline, studies the impact that 
people, groups and structures have within organizations in order achieve desired efficiency.   

 
Course Objective: The goal of this one semester course is to introduce students to the world of company 
management – both historical and current trends and techniques --   so when they enter into the business world, 
they can hit the ground running. 
 



The course is designed as a highly interactive series of classes.  Stephen Robbins’ book Organizational Behavior 
will be the core text for the class.  However, some material, including practical applications of this text within the 
international context and tips on succeeding within corporate structures, will be drawn from other sources including 
current press, institutional reviews and Professor Moore’s personal professional experience. 
 

 
Course Schedule: 
 

• Organizational and Individual Behavior 
• Values and Attitude.  
• Personality and Emotions. 
• Perception and Decision Making Process 
• Motivation – Concepts and Applications 
• Group Behavior  
• Team Behavior 
• Communication  
• Leadership and Trust 
• Power and Politics.  
• Conflict and Negotiation. 
• Organizational Structure 
• Human Resource Policies 
• Organizational Culture 

 
Text:  Organizational Behavior, 13th Edition / Robbins / P.H. g Ed. 
 

BBA 4 
COURS: International Private Law (Elective) 
PROFESSEUR: R KERN 
Language: French, 18 hours, 3 European Credits 

BBA 4 
COURS: Foundations of Indian Business Culture (Elective) 
PROFESSEUR: Anu Kaninganti 
Language: ENGLISH, 18 hours, 3 European Credits 

Pre-requisites:  interest in issues related to Indian economy and society as they impact on business and India’s 
increasing importance in the world economy 
 
Conception of the course:   
This course attempts to construct an understanding of the historical, social and cultural contexts of ‘Indian business 
culture’ which can be applied to analyze and understand the business environment and economic performance of  
this dynamic and diverse country.  
 
Content 
This is an introduction to one of the two emerging giants of Asia.  India is one of the largest, fastest growing 
economies in the world.  Infosys, Tata, Ranbaxy, Reliance and Kingfisher are now globally prominent Indian 
brands, Indian ‘brain power’ is highly prized, and ‘Bollywood’, Indian fashion and arts have come to  definitively 
mark  today’s global culture.  On the other hand, this emergence on the global stage seems difficult to reconcile 
with the images of pervasive poverty and inequality, sectarian conflict, mysticism and the weight of tradition, that 
regularly make the headlines.  What are the keys to understanding how Indian business got to where it is today, 
and how do we grasp the fast growing influence of  this giant?  Is there an ‘Indian’ model and can it become 
global?  However, in spite of the rising importance of India on the world stage,  knowledge and analysis of the 
country has remained poor.  Analysts in the business community tend to view it as a part of a homogenous group 
known as "emerging markets". This is so despite the substantial particularities of the historical context and social 
structure, the political and legal systems, and values shaping the business culture.  
 
Since 1991, economic liberalization and rapid technological development have transformed the business 
environment in India, creating tremendous entrepreneurial and commercial opportunities for global business. 
General Electric, Microsoft, Samsung, and many other large corporations continue to substantially increase their 
involvement in India.   
 



The course aims at providing a broad-based knowledge of the socio-economic development in India in the recent 
past. Despite ideological differences, succeeding governments have pursued a policy of economic reform to foster 
economic growth, and the country has achieved a steady economic growth of 7.5%. However India still lags behind 
in providing basic education and health, employment to all, developing a sustainable agriculture and building a 
robust urban infrastructure.  
 
To understand this gap, we will develop a perspective on the functioning of democracy and institutions in India, and 
key issues of contemporary Indian society, such as the role of religion and social structure, social inequalities and 
affirmative action, the educational system and social mobility.  We shall also address the emerging trends in the 
economy and society in the context of globalization,  such as the outsourcing phenomenon, academic knowledge 
exchanges, the growth of multinational companies, consumerism and the increasing clout of the Indian diaspora.   
 
At the end of the course, the student should have the elements to explore how these contextual features have 
shaped the performance and competitiveness of Indian firms, and the contours of the emerging ‘Indian model’.    
 

Syllabus 

• Representations of India  
Information technology, Outsourcing, Bollywood … or  Caste, Cow and Curry? 
An emerging giant … with feet of clay?  Multiple and contrasting dimensions 

• India in space: a subcontinental scale 
Immensity and contrasts 
Heteregeneity: religions, castes, languages, regions, inequalities  

• India in time: ancient civilization, young nation 
A story of invasions and assimilations 
From colonization to independence; the British legacy 
Post-independence: the consolidation of democracy 

• The Indian nation: unity in diversity  
 A federal structure, a secular republic; a parliamentary democracy 
 The question of national identity: what is ‘Indianness’? 

‘Vote bank’ politics; coalition governments; a million elected officials  
• Indian Society: tradition and modernity 

The centrality of community (family, clan, group, caste) and religion 
A deeply hierarchical society 
Languages and regions; poverty and inequality; the family and the status of women   
Impact of liberalization and globalization; the emergence of the "new Indian” 

• Indian Economy 
Economic transformations 
From centralized planning and the licence Raj to liberalization 
A cultural mutation, a new found confidence 

• The nature of Indian capitalism 
 Family based groups and conglomerates (Tata, Birla);  

The giant public sector: towards ‘disinvestment’ 
 New players: Biocon, Infosys, Reliance …;  the big Chiefs 
 The business environment 

• IT and Business Outsourcing to/from India 
Emerging business trends and outsourcing--automobile industry, software technology, rocket technology, 
medicine and medical profession 

• Exploiting the ‘demographic bonus’ 
 An elitist educational system; neglect of the bottom of the pyramid 

• The New Indian Middle Class and the Indian Diaspora  
Consumerism, opportunities and implications 
Business Relations between France and India; French companies in India, Indian businesses in France 

 
 
 
 
 
Student Work 

c) A 10-minute group presentation (3 students/group), accompanied by a 1-page report on the Indian 
business visited including the following items: industry overview, company history, strengths and 
weaknesses 



d) A report, 6-10 pages, on a topic of his or her choice, relating to a particular business issue, an industry, or a 
particular company (a mini-case study) 

 
Grading 

30%  Group presentation and report  50% Final report 
20%  Participation in Class 

 

BBA 4 
COURS: The Making of French Identity (Elective) 
PROFESSEUR: Pauline Léna 
Language: ENGLISH & FRENCH, NO CREDITS 

Course description 
 

• This course offers a broad overview of French history and civilization, from the earliest time to the present, 
to better understand what made French identity today.  

• Classes will be based both on theoretical and practical methods of teaching. A formal lecture will take 
students on a chronological trip through France’s past, where each event and character of significance for 
today’s French identity will be pointed out. Documentaries will be shown on particular aspects or figures of 
French history and will be discussed. France as it is today will be explored as well: geographical settings, 
regional aspects, institutions, school system, values, the French way of life and modern issues such as 
religion/secularity, immigration, economy and politics will also be explained. A practical session will allow 
students to put into question their own experience of the French identity, through observation exercises, 
presentations and discussions.  

• Students will be able to work through most clichés they have encountered about the French and decide, 
through practical exercises what is true and false and why. This course will help student understand the 
country where they have decided to study but will also give them a base to work from every time they will 
encounter a foreign environment. 

• Students will be encouraged to be inquisitive about every aspect of French life they don’t understand and 
will be expected to participate in class. Visits to museums in Paris and its surroundings will be an 
opportunity to experiment France’s historical culture. As gastronomy plays an important part of French 
Identity, a wine and cheese tasting will also be organized. 

 
Course requirements  

• Each student will be expected to complete a written essay on one aspect of French life or history with a few 
other students.  

 
• Each student of the team will have to make an oral presentation of the work.  

 
• Teams will all have the same amount of time to prepare their essays and this will make up most of the 

student’s final grade. 
 

• Homework will consist in observation exercises, gathering material to be discussed in the practical part of 
each class.  

 
• Class participation will be evaluated on an informal basis along the semester.  

 
• A final essay will have to be handed in at the end of the course. This essay will be in free form, allowing 

students to compound the accumulated knowledge they’ve acquired during this course in a creative way. 
Topics will be announced early in the course. 

 
Instructor/Teacher presentation 
Pauline Léna is a French journalist with a scientific background and vulgarization is her main objective as a writer. 
She has studied and lived in England and in the United States for several years, which has made her keenly aware 
of what it means to be French, in her own and other people’s eyes. She also works as a translator for several 
American NGOs and the European Forest Institute. She teaches several topics in English, including wine tasting. 



Department of Finance 
 
 
BBA 4 
COURS: Advanced Management Control (Contrôle de gestion appliquée),  (Elective) 
Professeur Slah BOUGHATTAS,  
LANGUE : français et anglais, 36 heures, 6 crédits européens 
 
Course Description 
 
This course considers in depth certain issues first treated in the third-year course in management control. It is 
designed to broaden and perfect students’ understanding of a series of topics, including the design and 
improvement of financial plans, methodological problems of planning and control systems, different types of 
centers (cost, profit, investment) and transfer pricing, the performance-reporting process, budget variances, and 
budgeting system improvement. 

 
Course Objective 
 

• Understand the impact of organizational structure on management control systems. 
• Understand the importance of responsibility centers in the architecture of management control systems. 
• Know how to design a balanced scorecard and a “tableau de bord”. 
• Know the main effects of International Financial Reporting Standards (I.F.R.S) on management control. 

 
Topics 
 

• The structuring of organizations 
• Responsibility centers and transfer pricing 
• The balanced scorecard and “the tableau de bord” 
• Activity based costing (A.B.C) and budgeting 
• The International Financial Reporting Standards (I.F.R.S) and management control 

 
Textbook(s) and Supplies: 
 
Claude Alazard and Sabine Separi, Contrôle de Gestion, Paris, Dunod, 2002. 
 
BBA 4  
COURSE: FINANCIAL DERIVATIVES & INTRODUCTION TO TRADING 
Professor Slah Boughattas & Brian Lang 
Language: français et anglais, 36 heures, 6 European Credits 
 
Course Outline: This course is designed for students who are passionate about mathematical finance and who 
wish to further their expertise in Pricing and Financial option applications.  
 
Topics: The aim of this module is to help students understand the following: 
 

• Forward contracts and futures 
• SWAPS 
• Binomial modelling 
• Coss, Ross and Rubinstein 
• Black & Scholes 
• Pricer Models 

 
Suggested Reading:  
J.C. HULL (2008): Future Options and Derivatives, Pearson Prentice Hall 
 
 
BBA 4  
COURSE: Finance working paper tutorials (Core Course) 
Professor Slah Boughattas  
Language: français et anglais, 5 European Credits 
 
 



 
 
 
BBA 4  
COURSE: Case Studies in Corporate Finance & Investment 
Professor Robert YOUNG (Elective) 
Language:  English, 36 hours, 6 European credits 
Grading: the final mark will be based on a mid-term exam in week 6 (15%) and the final exam (70%). 
 
Course Outline:  This is an advanced course, designed for students who have already acquired a working 
knowledge of financial theory and financial analysis.  Using the case study approach, students will be asked to 
analyze true financial issues faced by known corporations in today’s business environment.  Emphasis will be 
placed on the depth of the analysis rather than on finding a predetermined right answer. 
 
Topics:  The overriding theme will be making decisions to increase shareholder value.  Individual topics will 
include: 

- The Concept of Value 
- The Cost of Capital 
- Economic Value Added 
- Key Drivers in High Growth Startups 
- Capital Budgeting and Resource Allocation 
- Operating Leverage 
- Financing Forecasting & Sensitivity Analysis 

 
Suggested Reading:   
Robert F. Bruner: Case Studies in Finance – Managing for Corporate Value Creation, 4th ed., McGraw-Hill, 2003.  
Available at SMD BOOKS – 1, rue Nicolas Roret 75013, métro les Gobelins. 
 
BBA 4  
COURSE: Cash Management, Hedging & Trading (Elective) 
Professor Jean Jacques LEVY 
Langue: français, 18 heures, 3 crédits européens 
 
Course Outline: The ongoing financial crisis underlines just how important financial risk management has become. 
It also shows the complexity and interaction between different forms of risk. 
 
Topics: The aim of this module is to help students understand the following applications: 
 

• Treasury Management and Hedging 
• Options 
• Forward Contracts, Forward forward, Forward Rate Agreements (FRA) 

 
Reference : www.cambiste.info 
 
BBA 4  
COURSE: International Finance (Elective) 
Professor Jean Jacques LEVY 
Langue: français, 18 heures, 3 crédits européens 
 

• Gestion du risque de change, de taux dans l’entreprise (finance d’entreprise et finance de marché) 
 
 
 
 
 
 
 
 
BBA 4 
COURS: Credit Risk Mangaement,  (ELECTIVE) 



Professeur Eric LAMARQUE,  
Langauge: français, 18 heures, 3 crédits européens 
 

• Bale II 
• Credit Risk Management 
• Assets Liability Management 

 
BBA 4 
COURS: Standards and Auditing, (ELECTIVE) 
Professeur Jocelyn HUSSER,  
Language : English, 18 heures, 3 European Credits 
 

• IAS / IFRS 
• Auditing Procedures 

 
BBA 4 
COURS: Gestion de Patrimoine (Elective) 
Professeur J Ducrocq,  
Langue : français, 18 heures, 3 crédits européens 

• Produits 
• Définition de Placements 
• Rentabilité 
• Fiscalité 
• Risque 
• Allocation de portefeuille 
• Loi Malraux, Loi de Robien 

No specific text book 

BBA 4 
COURS: Ingénierie financière 
Professeur Eric Blain,  
Langue : français, 18 heures, 3 crédits européens 

• Capital Structuring 
• Etude de bilan 
• Actualités 
• Emission de titres (Océanes) 
• Etudes de cas (Altran et Rodriguez) 

BBA 4 
COURS : VBA  
Professeur M Molavy (Elective) 
Langue : français, 18 heures, 3 crédits européens 

Très utile pour ceux qui veulent faire de la finance / contrôle de gestion. Il s’agit de la programmation et permet aux 
étudiants d’aller au-delà d’Excel. 

• Apprendre à écrire les macros en Visual Basic 
• Programmation en Visual Basic 

 

 



Department of Marketing 
 

BBA 4 
Course: Strategic Marketing (Elective) 
Professor: William Evans,  18 hours, 3 European credits,  
Language: English 
Grading: Classwork (50%) and Exam (50%) 

• Managerial application in corporate strategic marketing, competitive environment analysis and uses of 
metrics and analytic tools for share calculation.  

• Learning curve and learning experience and effect on production costs.  
• Relations between corporate mission and functional marketing, and executions of programs. 

BBA 4 
Course: International Marketing (Elective) 
Professor: William Evans,  18 hours, 3 European credits,  
Language: English 
Grading: Classwork (50%) and Exam (50%) 

• Managerial application of advanced marketing concepts in the international market environment.  
• We will cover concepts such as First Mover Advantage, Pan Regional Marketing, Country Specific 

Advantage, Firm Specific Advantages and Global Pricing, Global Advertising and Promotions. 
 
BBA 4 
Course: Marketing Working paper tutorials (Core Course) 
Professor: William Evans,  5 European credits,  
Language: English 
 

• Working Papers are pre-publication versions (work in progress) of academic articles, book chapters, or 
reviews.  

• They usually represent research in progress and are a document created as a basis for discussion.  
• They are the product of professional research.  
• These papers are circulated for discussion.  

BBA 4 
Course: Advertising Strategy (Elective) 
Professor: Curtis Young,  36 hours, 6 European credits,  
Language: English 
Grading: Classwork (50%) and Exam (50%) 

• Defining the best advertising strategy to build awareness for your product 
• Advertising strategy to launch a Product 
• Cultural relevance 
• Marketing yourself  ‘Making a Presentation.’ 
• Group Project: Take a product and move it to Market 

Textbook(s) and Supplies 

 

 

 

 



BBA 4 
Course: INTERNATIONAL MARKETING: Theoretical approach (Elective) 
Professor: Robert Caucal,  18 hours, 3 European credits,  
Language: English 
Grading: Classwork (50%) and Exam (50%) 

Course Objective : 
 
A twofold objective : 
 
-develop the thinking process necessary to launch an international business 
-stress the pluridisciplinary elements for future executives (marketing, finance, strategy planning, logistic…) to 
solve in a logical process the problems encountered when operating on the international scene. 
 
Contents : 
 

I- The main axes for international development 
II- Business strategy and internationalisation 
III- The internationalisation process 
 

-Diagnosis of th firm 
-identifying and controlling international risks 
-means of of deployment 
-direct exports management : transport, customs, payment, incoterms. 
 

Textbook(s) : 
 
 Exporter, pratique de l’exportation ,   Edition Foucher, 2009 
 Marketing international ,  Croue C., Edition De Boeck Université, 2007 
 Stratégies de développement international ,   Caucal R., Joffre P., Tirard D., Edition Economica 
Revue Le MOCI , Edition Ubifrance. 
Eurostat htpp://www.Eurostat.Html  
 

BBA 4 
Course:  MARKETING GAME (Elective) 
Professor: Robert Caucal,  18 hours, 3 European credits,  
Language: English 
Grading: Classwork (50%) and Exam (50%) 

Course Objective : 
 
This course examines the problems a firm encounters in entering and operating on the world market. It proposes 
an approach to international business intended to improve a firm’s management of its international operations and 
to aid it in expanding successfully outside its country origin. Over half of class time, students should be on their way 
to being able to identify, evaluate and resolve international business problems. 
  
Contents : 
 
-Factors determining whether, and how to enter the export market. 
-Market research in foreign markets 
-entry routes to foreign markets : export,  foreign production, the role  of agents and middlemen. 
Filling orders for the export market : packaging, transport, custom, insurance 

 

 

 

 



BBA 4 
Course:  ADVERTISING MANAGEMENT (Elective) 
Professor: Samuel Cranston,  18 hours, 3 European credits,  
Language: English 
Grading: Classwork (50%) and Exam (50%) 

• Introduction of programme objectives. Memory refreshment of MARCOMS concepts. Cost-Effectivenes 
and the crisis 

• 360 ° Communication.  Why and How? The growing blur between ATL & BTL, Creative & Media, PR & 
Advertising 

• Media Strategies and Creative Strategies in cutting edge advertising Strong Concept #  Strong Campaign 
• The Account Planning function in conceptual advertising 
• Polishing the Pitch 
• Student Presentations: 

i) Print and TV ads;  
ii) ii) Alternative Media;  
iii) A 360° Campaign 

 
Client Brief followed by Agency Competition 
 
Textbook(s) and Supplies 
 
Simon Anholt, Another One Bites the Grass: Making Sense of International Advertising, 
John Wiley & Sons / Jean-Marc Decaudin, Stratégies de publicité internationale, Liasons 
Various professional journals / Adage.com, adcritic.com, adweek.com, campaignive.com, WARC, adforum, and 
other websites and sources 
 

BBA 4 
Course: CONTEMPORY BRAND MANAGEMENT 
Professor: Philippe Mihailovich,  36 hours, 6 European credits,  
Language: English 
Grading: Classwork (50%) and Exam (50%) 

Course Description: An intensive back-to-back module that provides a solid theoretical grounding for 
managing the complexities of contemporary Brand Management. The course covers all the fundamentals from 
commodity though to classical FMCG, Corporate and Luxury Branding. Implications for the firm's management are 
covered including National, Multinational, International, Transnational, and Global brand strategies. Students work 
on researching, creating, developing and re-positioning real brands for international markets.  

Course Objective 

A coherent brand architecture is a key component of the firm's overall international marketing strategy as it 
provides a structure to leverage strong brands into other markets, assimilate acquired brands, and rationalise the 
firm's branding strategies. The latest theories and cutting-edge thinking are introduced with interactivity to enable 
students to work with real issues faced by today's brands. Intensive individual research is required as well as a 
foundation in Consumer Behaviour, Market Research or Marketing.  

Grading: the final mark will be based on attendance 15%, Class Participation and Group work 25%, Personal 
Projects 60% 

Course Content 

• Luxury and Branding Theory: The Keller Model. Maison vs Product Brands. French Luxury versus 
American approaches. Brand DNA – Identity vs Image. Creating Brand Identity, Architecture & Strategy. 
Brand Stretching: Exploiting Brand Equities. Workshop session. Groups will be expected to work on class 
projects for Day 3. 

• FMCG branding 

• Review presentations and provide coaching 



• Final Project will be to develop a brand plan - to reposition a weak brand - and  
provide a design brief. 

Textbook(s) and Supplies: 

Suggested Textbooks: 
Chevalier, M & Mazzalovo (2008), G: Luxury Brand Management. Wiley; 
Kapferer, J-N (2008): The New Strategic Brand Management 4th ed. Kogan 
www.philippemihailovich.com 

 
 
 
 
 

 
 


