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Academic and language requirements
Courses are open to Undergraduate and Graduate students providing that applicants have the pre-requisites
specified in the course’s syllabus.

For non-native English speakers: a B2 level (CEFR) or equivalent is required. Official test scores (e.g., TOEFL
iBT 83, IELTS 6.0, TOEIC 790) are not mandatory; a certificate or written confirmation from a language professor
at your home university is sufficient.

Additional information
For details about study programmes offered by EM Normandie please contact:

Adam AHARRAM, International Project Manager
short-term@em-normandie.fr
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COURSE TITLE

Catchphrase

International Summer School 2026

Consumer Wellbeing-Driven Marketing

From Insight to Action

Session & Campus
Teaching delivery
Workload (1h = 60 min)
Professors

Pre-requisite(s)
for attending the course /
Level of studies

Learning goal(s)

Learning objective(s)

Learning outcome(s)

Course description

Paris Clichy campus : from 12 July 2025 to 24 July 2026

On campus, attendance mandatory

30 class-hours + Independent learning hours ECTS credits 6
Dr. Yonathan S. ROTEN - Marketing professor — ysroten@em-normandie.fr

Dr. Olivier KOVARSKI- Marketing professor - okovarski@em-normandie.fr

To facilitate understanding, students should have basic notions in consumer behavior. No additional
knowledge is required.

= Raise students’ awareness of the key role of consumer wellbeing in Marketing Management
= Develop open-mindedness about postmodern marketing approach

= Experience real life simulations to develop theoretical and practical insights drawn from various
sectors

By the end of this course, participants should be able to:

= Understand the concept of consumer wellbeing in marketing.

=  Analyse how consumer experiences may yield transformative outcomes both at the micro, meso
and macro societal levels and develop consumer wellbeing.

= Develop marketing strategies to enhance consumer wellbeing.

By the end of this course, participants should be able to:
e Understand why consumer wellbeing is today paramount and needs to be developed as a part
of corporate objectives and marketing strategies.
e  Know how to apply and improve consumer wellbeing as a ROl indicator in marketing.
e Design a comprehensive omnichannel brand experience centred on consumer wellbeing that
leads target audience to wellbeing perceptions.

Contents of thre course, "Consumer Wellbeing-Driven Marketing: From Insight to Action”

The course is designed to guide students through the process of understanding and leveraging
consumer wellbeing as a core marketing strategy. It also highlights how digital and Al-driven interactions
have an influence on consumer and societal wellbeing.

Course Overview and Core Philosophy:

It positions consumer wellbeing (CWB)—defined as the positive evaluation of lived experience—as a
central strategic corporate objective. The curriculum moves beyond traditional marketing metrics to
explore transformative service research, emphasizing the transition from managing consumer "illbeing"
to actively fostering wellness. Students will examine the historical perspective of CWB, discuss its return
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on investment (ROI) regarding brand experience, and explore the complex interplay between physical
realities and digital advancements (the "phygital" paradigm, Al, and loT) in shaping modern consumer
journeys and their transformative outcomes at the individual, organisational and societal level.

Theoretical Frameworks and Key Concepts

The course grounds practical application in robust psychological and marketing theories. Students will
investigate how consumer experiences impact wellbeing through the lenses of cognitive dissonance,
self-identity/image, emotional resonance, and perceived autonomy. The curriculum also utilizes specific
analytical tools, such as Experiential Marketing frameworks and the Llosa matrix for
satisfaction/dissatisfaction, to analyze consumer touchpoints across omnichannel environments.

Methods:

The Pedagogical approach is mainly experiential and based on collaborative learning. It is focused on
experiential learning, where students will actively engage in analysing lived experiences of wellbeing
and illbeing across various touchpoints. Rather than passive lecturing, the course requires students to
immediately apply concepts through group work and field research. Through field analysis, student
teams will use experiential theoretical frameworks to analyse real-lived wellbeing or illbeing situations.
The final capstone projects will design a comprehensive omnichannel brand experience centred on
consumer wellbeing, and demonstrate their ability to translate insights into actionable marketing
strategies.

Key pedagogical activities include:

o Introspective Mapping: Creating tables of personal "lived wellbeing/illbeing experiences."

o Field Analysis: conducting comparative on-site analyses of two physical brands within the
same sector.

e Data-Driven Insight: Analyzing real wellbeing consumer reviews to understand different levels
of wellbeing across various touchpoints.

o Reflexive Feedback: A unique component where students create a group video analyzing their
own feelings of wellbeing during the course itself.

Evaluation criteria Continuous assessment: 40% Final assessment:60%
Analysing existing experiences proposed by Designing a memorable experience for consumer
brands and their transformative outcomes wellbeing
- Group field analysis and oral presentation - Final Capstone Project :Individual and group
presentation
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