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2th CHOSEN MODULES FOR IRANIAN STUDENTS associated with the MOD ART 

INTERNATIONAL PARIS program. 

1- LUXURY DISTRIBUTION (20 hours) 

How to make distribution strategic choices (wholesalehetall breakdovm) within ready to wear and Learning objectives: 

accessOry environment 
At the end of the session the student will be able to: 

Chose the adapted distribution network and know about distribution contracts 

- 	Sell in B to 13 
Organise a sales showroom 
Prospect different territories, contact different clients and evaluate the different stakes 
Sell ready to wear and accessory collections in show room and use sales tools. 

- UNDERSTANDING DISTRIBUTION 

A - Distribution policy 

1- Differences with network channel... 

2- 
How to chose a distribution network according to the strategy 

3- The different networks (direct, Indirect—) 

4- Intensive, selective or exclusive distribution 

B- Retail distribution -a Integrated 

- 	1 definition 

- 	2 Branches 

C- Wholesale distribution 

1- Selective distribution 

- 	Principles: stakes and definition 

- 	Legal frame 
- 	

Agreements with or without contract, General Terms of sale 

2- Example: Burberry, Barbara Bui 

D- specificities and development axis of distribution 

1 - The distribution strategies 

a. Cross chanel 
strategy development differences between multi, cross, and omni-channel 

distribution 
2 - introduction to travel retail 

b. Description of activity 

c. Concerned areas 

Ii — WHOLESALE 

y 1' cam, 
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A - What is wholesale 

Definitions (Principles and stakes) 

2-The different persons In charge 

3- Multi brand show rooms 
4- The different buyers in the world (Key multi brand stores in the world, 

department stores, e-commerce clients) 

5- Calculating prices 

Exercises 
B - Commercial tasks chronology 

1- Prospection according to each territory 

a. Evaluating each zone 

b. Preparing prospects lists 

c. Client data base and prospection 

2- Negotiation strategy 
3- Analysis charts (Budgets, sales reports, figures analysis) 

4-Before selling In show room 

a. Taking appointment 

b. Familiarisation with products/prices and designer brief 

5- Show room preparation 
a. 

The different service providers and their prices (models, catering, sales 

persons...) 

b. Settings 

Worskhop : organising a show room 

6-The steps of selling in show rooms 

a. Why clients are buying 

b. 10 key steps of a sale 

c. Reaching the budget 

C - Sales book 

1- The purpose 

2- General presentation 

3- Incoterms 

4- Examples 

Final Exam : 
Written exam based on knowledge (written materials and oral comments) 

mwkamolowsnoy 
brintimmecy 

trOrmlNwt.4440  
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2- RETAIL / SALES ADMINISTRATION (20 hours) 
Learning objectives: 

Management skill : how to set up an appropriate management style according to the company 

Technical skill :wt anal 

I —Shop management : Human skills 
A. Management styles(directive, participative...) 
B. Develop leadership (set up targets, SMART method) 

II — Shop management : Technical skills 
A. Shop management 
B. Sales management : Key Performance Indicators 

1. Analysis of break even point 
2. Margin analysis (gross margin mark-up margin, coefficient) exercises 
3. Stock management 
4. Comparing performances 
5. Ratios 
6. CRK4 (customer relationship management) 

Written ekam 

III—Sales administration 

A- Definition (job description) 

B- Year board 

C- Priorities 

IV — Sales administration and supply chain 

A- Definition, stakes 

8- Analysis of supply chains (Zara H&M Vuitton Mile...) 

C- Externalisation, stakes and different logistic service providers 	(Deret, DK—) 

Oral presentations 

ne 	;cam Written exam basedon knowledge written materials and oral Comments) 

II 

I ' 
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3th CHOSEN MODULES FOR IRANIAN STUDENTS associated with the MOD ART 
INTERNATIONAL PARIS program. 

Introduction to brand management. 

What is brand and to sell a brand Internationally 

Presentation of matrix, document to do the sales presentation 

Corporate brand new importance and importance of brand extension in foreign markets, 
market penetration 	. 

Brand Implementation of the marketing mix to expand overseas. The importance of 

innovation on both product tangible and Intangible values. The importance of brand equity. 

How brand help business building In foreign markets with distributors, consumers, 
investors. 	 -, 

Distributor brands growing importance, a threat to marketing managers, how to deal with 
International distributors, the distribution factor in brand equity 
Brand diversity: the types of brands Luxury brands and gaffe, service brands, Brand and 
nature: fresh produce, pharmaceutical brands. the 1320 brands, , the Internet brands„ the 
country brands, thinking of town as brands, Universities and business school are brands, 
thinking of celebrities as brands 

New marketing rules when selling brands Internationally. The ten key principles of strategic 
brand management 

Part 2 The challenges of modem markets 	The new rules of brand management 
The limits of certain kind of marketing, about brand equity, brand or business model power, 
the company must be more human, more open, the enlarge scope of brand management, 
licensing a strategic lever, How co-branding grows the business 	

_ 

The brand Identity a necessary concept, Identity and positioning, The six facets of the brand 

identity, the brand DNA, the Brand essence 	. 

Launching a brand, launching a brand and launching a product in not the same, defining 
the 	brand's 	platform, 	Determining 	the flagship 	product, 	brand 	campaign 	or 	product 
campaign, choosing the name for a strong brand 

The challenge of growth In mature markets 

Growth through existing customers, line extensions: necessity and limits, growth throu•h 

Ij 



     

 

markets through valued Innovation, growth through 
innovation, disrupting 
Internationalization 

The luxury fundamental; Do not confuse luxury, fashion and premium brands. 

The different business model: fashion model, the premium model, the luxury model, the 

masstige model. 

The French luxury business model, the Italian fashion model 

Luxury and expressions of national Identity 

Anti-laws of marketing: (23 anti-laws ) 

Forget about 'positioning', luxury is not comparative. 
	Does your product has enough 

flaws? 

Group presentation of a fashion, premium, masstige or luxury brands in an international 

environment and confronted with cultural distance. 

Final Exam: Written exam based on knowledge (written materials and oral comments) 
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Introduction to international marketing. 
What is brand and to sell a brand internationally 
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Corporate brand new importance and importance of brand extension in 

foreign markelk market penetration 
Brand implementation of the marketing mix to expand overseas. The 
Importance of Innovation on both product tangible and intangible values. 

The im • ortance of brand equity.  
How brand help business building in foreign markets with distributors, 

consumers, investors. 
Distributor brands growing importance, a threat to marketing managers, 
how to deal with international distributors, the distribution factor in brand 

equity 
New marketing rules when selling brands internationally. 

Ten key  principles of strategic brand management  
The new brand realities, the rise of the shopper, the media fragmentation, 

the Increasing role of social networks 
Community marketing: The power of communities that replaced the concept 

of segment. The limit of mono distributions  
Brand and business model power? Ex. Zara fast fashion business model and 
l'Oreal. The power of passion. Beginning with the strong 360' experience 
and mega stores. Case Louis Vuitton, Ralf Lauren, Hermes, Sephora mega 

stores. 
How social network are affectin traditional media  
The challenge of modern markets, licensing a strategic lever 
Co-branding strategy, co-branding Alliance and Partnerships 

Launching a brand international,  
The challenge of growth In mature markets, growth through trading up, 

brand extension and line extension  
Group presentation of a fashion brands in an International environment and 

confronted with cultural distance.  
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