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SCC1617_M2_TCB04
CRITICAL MARKETING

Number of ECTS credits : 2

Course language : French , English

Course leader : BURLAT Claire

Faculty : ESCURIGNAN Julie , TOUZE Florence

COURSE DESCRIPTION

This Masters’ level course aims at providing students with keys to understand questions, issues and practices related to Marketing. As a core
course, all the students of the class are concerned. This course will be delivered in French and English.

COURSE OBJECTIVES

This course pushes students to distance themselves from the traditional concepts tied to Marketing and invites them to be critical and
reflexive. Through the use of both theory and practice, this course will allow students to develop their personal opinion and project
themselves professionally in a context of global responsibility.

. Ability to develop a global understanding of both the organization as well as the marketing function and practices that happen within the
organization;

. Identify the impacts and responsibilities of the organization, its strategy and practices;

. Ability to analyze and evaluate a strategy as well as to propose alternative solutions

LEARNING GOALS

TACKLED CONCEPTS

Traditional Marketing, Implicative Marketing, consumer’s behaviour, emancipated consumer, responsible consumption, opinion, media
coverage

LEARNING METHODS

Class participation, readings, oral presentations, case studies, debates

ASSIGNMENTS

Critical analysis of a brand/media process
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EVALUATION METHODS

60 % : Examen
40 % : Controle continu

SESSIONS

Regarder le marketing autrement
LECTURE: 02h00

Presentation of the course’s objectives and assessments
A History of Marketing: Marketing in the economy and public opinion from 1930 to nowadays

Theory, models and impacts

Le marketing dans l'organisation et la société
LECTURE : 02h00

Marketing and ethics, marketing and responsibility, marketing and social change, the individual-consumer. Towards the emancipated
consumer

Greenwashing in advertising - workshop
LECTURE & CASE STUDIES LECTURE & CASE STUDIES : 02h00

Accueil de l'équipe ARPP-ADEME
Diffusion de campagnes inédites
Analyse des critéres d'acceptabilité

Débats et interviews
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http://fr.wikipedia.org/wiki/Mythologies_%28recueil%29

Le Marketing Implicatif
LECTURE : 02h00

Implicative marketing, models and tools, branding and communication

Freed organizations, sustainable economy, big data, media

Conference/debate
POINT RENCONTRE : 02h00

Conference/Debate

Oral presentations
GROUP PRESENTATION : 08h00
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