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CM/MK 340 LUXURY BUSINESS CODES
IES Abroad Paris BIA

DESCRIPTION: 
The goal of this class is to familiarize the students with luxury codes and communication, and to emphasize that luxury marketing is different from the “classic” marketing used for the mass market. After a brief review of fundamental marketing concepts, such as brand, identity and image, we will study the specificities of luxury (the do's and don'ts, the different perceptions, the influence of cultures, the different types of clients) and we will analyze how brands should communicate using various tools (celebrities, products placement, events, digital) in order to share their values and educate their clients on their brand’s codes.
We will also explain that modern luxury was born in Europe and particularly in France, which connects this course with the study abroad program.

CREDITS: 3 credits

CONTACT HOURS: 45 hours

LANGUAGE OF INSTRUCTION:  English 

INSTRUCTOR: Sébastien Santos 

PREREQUISITES: none 

ADDITIONAL COST: none

METHOD OF PRESENTATION:
· Lectures to provide students with an opportunity to gain an overview of the course content, discuss the readings and to clarify issues.
· Business cases to provide students with an opportunity to apply concepts discussed during lecture to practical case studies.
· Group workshops to provide students with an opportunity to collaborate and find solutions to more complex business case studies.

REQUIRED WORK AND FORM OF ASSESSMENT:
· Course participation - 10%
· Midterm Exam - 30%
· Final Exam - 30%
· Group workshop - 30%

Course Participation
Students are expected to have a positive attitude in class, actively participate in class discussions, contribute interesting comments, and demonstrate teamwork 

Midterm Exam
The midterm exam will include four open-ended essay questions (both theoretical and practical) based on the class topics. 

Final Exam
The final exam, based on all the program, will include open-ended essay questions on the class topics and analysis of a case study focused primarily on the second half of the semester

Group Workshops 
Questions based on cases (“homemade” or from Harvard) to be focused on a particular luxury brand, group or product for example pricing, brand strategy, communication strategy and/or adaptations for foreign markets
Grading: group’s ability to apply concepts explored in class. Group’s ability to work together. All the groups will prepare and present their work to the rest of the class.

LEARNING OUTCOMES: 
By the end of the course students will be able to:
· Understand the specificities of luxury and the main differences between mass market and fashion
· Communicate effectively in luxury
· Know the main challenges of the luxury industry (sales channels, communication, massification)

IES PARIS ATTENDANCE POLICY
Your academics are a priority, and regular class attendance class is mandatory, respectful, and essential to academic success. Being absent from class will prevent you from maximizing your learning and will negatively affect your participation grade.

Lateness
Please arrive on time for each class meeting. Arriving late for class is disruptive for faculty members and students alike and will prevent you from maximizing your learning. 
· 0 to 15 minutes = late
· Over 15 minutes = 1 absence 
If you arrive late 3 times, it will be counted as an absence. 

Absences
If you must be absent, please email both your professor and the academic team as soon as possible (mfedon@iesabroad.org ) and (emaines@iesabroad.org). Absences for medical reasons and/or emergencies will be considered excused, but justification will be required. In this case, we will need: 
· a certificat médical,
· from a French doctor,
· must be submitted within 24 hours of the absence,
· or proof of upcoming medical appointment. 
If you are absent for an exam, presentation, or other graded in-class assignment, you must provide justification for the absence, or you will receive an automatic F. 

Our attendance policy allows each student to miss one 3h course and two 1.5h class sessions without it affecting the final grade of the class. Above that, your final grade will be lowered. The following example is for a 1.5h class: 

Final grade: A- 
 		1 unexcused absence: A-
2 unexcused absences: A-
3 unexcused absences: B+
4 unexcused absences: B
	And so on…

For any and all absences students are required to fill out the ABSENCE FORM, which can be found using the following link: https://airtable.com/appwRScHoi8XeQUhz/shrkeAL2VXGdy1RH5 
Any documentation FOR AN EXCUSED ABSENCE must be uploaded to this platform. 












CONTENT: (the content and timing may vary due to the progression pace of the class)

	Class
	Content
	Assignments and suggested readings

	Session 1
Jan 22

	· Introduction and icebreaker 
· Presentation of assessments 
· Characteristics of luxury 
· Differences between luxury and fashion, luxury and prestige 
· The anti-laws of marketing: specifics marketing and sales rules to be applied to luxury brands and services
	· Read Kapferer & Bastien, Chap. 1 & 2 (pp. 1 to 63): “In the beginning there was luxury” & “The end of a confusion: premium is not luxury”
· Read Corbellini & Saviolo, Chap. 13 & 14 (pp. 223 to 257): “Image identity and the communication process” & Brand extension and licensing management”

	Session 2
Jan 29
	· Group workshop: from shoes to beauty (brand extension in luxury)
	· None

	Session 3
Feb 5
	· Some definitions: brand, identity, image
· Group workshop on identity and image
	· Read Kapferer & Bastien, Chap. 3 & 4 (pp. 65 to 109): “Anti-laws of marketing” & “Facets of luxury today” and Chap. 7 (pp. 171 to 196): “Luxury brand stretching”
· Prepare a PowerPoint Presentation in groups and present it to the class

	Session 4
Feb 12
	· Influence of culture on luxury (based on Morand and Dubois)
· Some theories applied to luxury: Veblen (price, status), Bourdieu (distinction), Karpik (desingularization)
	· Read Veblen effects in a theory of conspicuous consumption, Bagwell, Laurie Simon; Bernheim, B Douglas, The American Economic Review; Jun 1996; 86, 3; ABI/INFORM Global pg. 349
(25 pages)

	Session 5
Feb 19
	· Luxury consumer behavior
· The Porsche case
	· Read Kapferer & Bastien, Chap. 5 & 6 (pp.113 to 169): “Customers attitude vis-à-vis luxury” & “Developing Brand equity”


	
	SPRING BREAK
	

	Session 6
Mar 5
	· Group workshop: Chaumet case (brand rejuvenation)
	· Prepare a PowerPoint Presentation in groups and present it to the class
· Read Kapferer, J.-N, The artification of luxury: From artisans to artists. Business Horizons, Vol. 57(3), 371–380, 2014

	Session 7
Mar 12
	· Mid-term exam
· Group workshop: Chaumet case (end of the case)
· Luxury and cross-cultural management
	· Read Kapferer & Bastien, Chap. 11 (pp. 255 to 275): “Communicating Luxury”


	Session 8
Mar 19
	· Visit of a museum (TBD)
	· none

	Session 9
Mar 26
	· Debrief and presentation after the museum visit
· Art and luxury
· How to modernize a traditional brand: Apple x Hermès
	· Prepare a PowerPoint Presentation in groups and present it to the class

	Session 10
Apr 2
	· Luxury and Ethics
· The Chanel case
	· Prepare a PowerPoint Presentation in groups and present it to the class
· Read Eckhardt, G. M., Belk, R. W., et Wilson, J. A. J., The rise of inconspicuous consumption. Journal of Marketing Management, 31(7–8), 807–826, 2014

	Session 11
Apr 9
	· Quiet and loud luxury
· luxury and social media
	· none

	Session 12
Apr 16
	· Communication in luxury: product placement and the use of celebrities
· Group workshop: Impact of pandemics and geopolitics on the luxury industry
	

	Session 13
Apr 23
	· Wrap-up / Video: the price of happiness
· Q&A Final exam review
	

	Session 14
1.5h

	Final Exam date and time TBD by IES
	




COURSE-RELATED TRIPS: none

REQUIRED READINGS: The Luxury Strategy: Breaking The Rules of Marketing to Build Luxury Brands (dissecting the luxury concept and defining the counter-intuitive rules for luxury marketing). Author: Jean-Noel Kapferer and Vincent Bastien. Published: Sept. 2012 (second edition) | ISBN-13: 978-0749454777 


RECOMMENDED READINGS:

· Managing fashion and luxury companies.
Author: Erica Corbellini & Stefania Saviolo
Published: Feb. 2009 (second edition) | ISBN-13: 978-0470830260 
· Eckhardt, G. M., Belk, R. W., et Wilson, J. A. J., The rise of inconspicuous consumption. Journal of Marketing Management, 31(7–8), 807–826, 2014
· Kapferer, J.-N, The artification of luxury: From artisans to artists. Business Horizons, Vol. 57(3), 371–380, 2014“”“DW”“DCF
· Luxury Brand Management (A world of Privilege)
Author: Michel Chevalier & Gérald Mazzalovo.
Published: May 2012 (second edition) | ISBN-13: 978-1118171769 
· The Theory of the Leisure Class
Author: Thorstein Veblen
Published: CreateSpace Independent Publishing Platform (2017) | ISBN-13: 978-1979980623
· Berger, J., et Ward, M., Subtle Signals of Inconspicuous Consumption. Journal of Consumer Research, 37(4), 555–569, 2010
· Holt D., Does Cultural Capital Structure American Consumption, Journal of Consumer Research, Vol. 25, June 1998
· Kastanakis, M. N., et Balabanis, G., Explaining variation in conspicuous luxury consumption: An individual differences’ perspective. Journal of Business Research, 67(10), 2147–2154, 2014
INSTRUCTOR BIOGRAPHY:
Sébastien Santos is a luxury expert with over 20 years of experience in luxury brands. He has worked for prestigious companies such as Bulgari, Jaquet Droz, and Parfums Givenchy. His expertise is focused on High Net Worth Individuals in the luxury industry.
Mr. Santos has a broad range of skills, including branding, product management, consumer and service marketing, digital marketing, and strategic and marketing planning. He has proven leadership skills in managing cross-functional teams for product and marketing program development.
Mr. Santos has extensive international experience, having worked in a multicultural environment across Japan, South Korea, Italy, Switzerland, Brazil, USA, India, South Africa, and France. He has also worked with advertising, PR, and promotional agencies.
In addition to his extensive professional experience, Mr. Santos has significant teaching experience as a Luxury Marketing/Strategy professor at major business schools worldwide, teaching at MSc and MBA levels.
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