
SCC2021_3A_TCB04 - 
CRITICAL MARKETING

Number of ECTS credits : 3
Course language : English or French
Course leader : BURLAT CLAIRE 
Speakers : DEL BUCCHIA CELINE LOUISE , 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.

This an ADVANCED course in marketing. Having basic knowledge in marketing is necessary to attend this class.

 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 OBJECTIVES

C4B learning goal LG1 - Analysis

C4B learning
objective

LO1 - Make use of critical analysis/critical thinking skills

Outcomes Lev. 2 - Formulate a personal and well-informed
opinion

C4B learning goal LG1 - Analysis

C4B learning
objective

LO2 - Analyse complex situations

Outcomes Lev. 2 - Formulate hypotheses to understand a complex situation, in a structured way, by mobilizing disciplinary frameworks if
necessary

C4B learning goal LG4 - CSR

C4B learning
objective

LO11 - Identify ethical issues and act on them from an ethical perspective

Outcomes Lev. 3 - Clarify one's own positioning on ethical issues, adapt decisions to these ethical and responsible
aspects

 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

 EXPECTED WORK AND EVALUATION

Critical analysis of a brand/media process
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 EVALUATION METHODS

40 % : Contrôle continu 
60 % : Examen

 SESSIONS

1 Regarder le marketing autrement
LECTURE : 03h00

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

2 Le marketing dans l'organisation et la société
LECTURE & CASE STUDIES : 03h00

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

3 Greenwashing in advertising - workshop
LECTURE & CASE STUDIES : 03h00

Cours :
Marketing implicatif : modèles et outils,
Classe inversée : le contrat de marque
Application par groupes
Classe inversée : la marguerite des besoins
Discussion
Impact sur la marque et la communication
La communication Implicative

4 Etude de cas groupe 1
LECTURE & CASE STUDIES & EXERCISES : 03h00

Implicative marketing, models and tools, branding and communication

Freed organizations, sustainable economy, big data, media
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5 Conference/debate
LECTURE & CASE STUDIES & EXERCISES : 03h00

Conference/Debate

6 Oral presentations
SEMINAR : 03h00

Présentation de l'ARPP
Les enjeux de l'éthique publicitaire
Les bilans déontologiques
Panorama de campagnes
Atelier interactif
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