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Preamble 
 

 

The MBA Vatel course catalog sets forth the courses providing the knowledge required to obtain the level 7 (graduate 

studies) French State-certified degree in “International Hospitality Management”, as described in the document filed 

at France Compétences. 

We would like to remind you that the present course catalog is an integral part of our Vatel Savoir Faire, and because 

of this, no exceptions whatsoever can be made, unless a Vatel School Director makes a specific request to Vatel 

Corporate, who reserves the right to accept or decline this request. 

The Vatel course catalog constitutes the mandatory prerequisites and Vatel Schools are free to add subjects of their 

own volition or which are imposed by local legislation. 

The Vatel MBA is a two-year program.  
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Course structure 
 

Organization of the cycle and number of hours 
 

 

 

 

MBA Year 1: Management 4 

 

Number of weeks of academic courses: 21 

Number of examination weeks: 2 

 

Total ECTS1: 60 

 

Total number of course hours: 567 

 

Course hours take place in the classroom. Digital content course hours also take place in person, with 

support from teachers.  

 

For each subject, the syllabus includes the digital content hours, as well as the topics addressed in this 

content. 

 

 

 

MBA Year 2: Management 5 

 

Number of weeks of academic courses: 13 

Number of examination weeks: 2 

Number of weeks of internship in the workplace: 24 

 

Total ECTS: 60 

 

Total number of course hours: 268 including 21 VIBG 

 

Course hours take place in the classroom. They may be organized in the form of seminars in line with the 

syllabus and its themes. 

 

 
1 European Credit Transfer Unit  
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Year 1 - Management 4 
 

EDUCATIONAL UNITS - Management 4 - Number of hours     

Code Course 
Total 
number 
of hours 

Of 
which 
digital 

Durati
on of 
mid-
term 
exam / 
Weigh
t 

ECTS 

FINANCE AND LAW   

GES 401 OPERATIONAL AUDITING 84 10 1.5 
hours / 

3 

8 

FIN 401 FINANCIAL ANALYSIS 42 6 1.5 
hours / 

3 

6 

FIS 401 TAXATION 42 6 1 hour / 
3 

4 

JUR 401 ECONOMIC LAW 42 10 2 hours 
/ 3 

4 

MANAGEMENT AND TOURISM   

STE 401 HOTEL CORPORATE STRATEGY 63 9 2 hours 
/ 2 

8 

GRH 401 HUMAN RESOURCES 42 8 2 hours 
/ 3 

6 

MKT 401 MARKETING STRATEGY 63 12 2 hours 
/ 2 

6 

ECO 401 TOURIST AND HOSPITALITY ECONOMY 42 10 2 hours 
/ 3 

4 

RSE 401 CSR STRATEGY 21 5 1 hour / 
1 

2 

IA 401 HOSPITALITY, TOURISM AND AI  21 5 1 hour / 
1 

2 

COMPUTER SCIENCES AND FOREIGN LANGUAGES   

INF 401 COMPUTER SCIENCES 42 7 2 hours 
/ 3 

4 

LAN 401 FOREIGN LANGUAGE 1 63 15 2 hours 
/ 3 

6 
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Year 2 - Management 5 
 

    

EDUCATIONAL UNITS - Management 5 VALIDATION 

    

            

Code Course 
Number of 

hours 
1 mid-term exam / 1 

final exam 

Mid-term 
exam / Final 
exam weight 

ECTS  

            

MANAGEMENT TOOLS 

OPE 501 OPERATIONAL MANAGEMENT 26 2 hours / 2 hours 3 / 4 7 

FIN 501 FINANCIAL MANAGEMENT 39 4 hours 3 / 4 7 

MKT 501 MARKETING MANAGEMENT 39 4 hours 3 / 4 7 

MRH 501 
HUMAN RESOURCE 
MANAGEMENT 

39 4 hours 3 / 4 7 

GEST 501 
MANAGEMENT OF HOTEL 
SPACES AND 
INFRASTRUCTURE 

26 2 hours / 2 hours 2 / 2 6 

PGE 501 
GENERAL STRATEGIC 
PLANNING / INTRA-
ENTREPRENEURSHIP 

39 6 hours / 6 hours 3 / 7 8 

LAN 501 FOREIGN LANGUAGE  39 2 hours 3 / 3 8 

LAN 501 
ORAL FOREIGN LANGUAGE / 
TOEIC 

-- 
- / 10 

minutes 
--/ 2  

VIBG VIBG (9 tutored hours) 21 -- -- -- 

PROFESSIONAL SKILLS 

STA 501 MANAGEMENT TRAINING 6 months 
Professional 
assessment  

3 3 

STA 502 
FINAL DISSERTATION 

(tutoring) 
2 hours / 
student 

Written document 2 3 

STA 503 
FINAL DISSERTATION (oral 

defense) 
 30 min 5 4 
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Course content 
 

MBA Year 1 - Management 4 
OPERATIONAL AUDITING .................................................................................................................................................. 7 

FINANCIAL ANALYSIS ....................................................................................................................................................... 11 

TAXATION ........................................................................................................................................................................ 14 

ECONOMIC LAW .............................................................................................................................................................. 17 

HOTEL CORPORATE STRATEGY ....................................................................................................................................... 21 

HUMAN RESOURCES ....................................................................................................................................................... 24 

MARKETING STRATEGY ................................................................................................................................................... 27 

TOURIST AND HOSPITALITY ECONOMY .......................................................................................................................... 30 

CSR STRATEGY ................................................................................................................................................................. 33 

HOSPITALITY, TOURISM AND AI ...................................................................................................................................... 35 

COMPUTER SCIENCES ..................................................................................................................................................... 37 

FOREIGN LANGUAGE 1 .................................................................................................................................................... 39 
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OPERATIONAL AUDITING  
Code: GES 401 ECTS: 8 Weight: 3 

Number of hours: 84 hours  
 

Goals & Skills  
 

Goal of the course:  

 

➢ Knowing how to analyze sales in restaurant services  

➢ Knowing how to analyze sales in hospitality services  

➢ Knowing how to put together a complete budget  

➢ Knowing how to schedule and sequence a project 

 

Skills to be acquired: 

 

➢ Knowing how to calculate costs  

➢ Knowing how to determine prices in restaurant services  

➢ Knowing how to determine prices in accommodation services 

 

Summary:  

Students deepen their managerial knowledge in auditing and managerial controls acquired in their third year (M3 or 

Foundation Year). This course should allow students to acquire the skills required to work as a management auditor 

or a profit center manager. 

 

Teaching and assessment method 

 

Prerequisites:  

 

• Knowledge and skills acquired in the Bachelor’s or Foundation/Bridging Year curriculum 
 
Schedule: 
 

 

• 4 hours of courses per week 

• The digital content relates to theoretical parts of the course. It is structured to be studied by students, 

accompanied by their teachers. The content will then be explained and put into practice by teachers. 

 

Assessment:  

 

• 2 mid-term exams per year, possibility of a joint exam combining Auditing / Financial Analysis / Taxation. 

• At least 1 in-class assessment, individual or group, per period 

• 1 assessment measuring diligence and work done on digital content 
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Course details 

 

Part I: Introduction 

Section 1: Definitions and methodology 

• Calculation and managerial cost-control strategy 

• Controls and activity monitoring 

• Performance measurements 

• Steering the organization 

Section 2: Revision of the basics  

• Complete costs 

• The profitability threshold 

• Cash reserves budget 

 

Part II: The full-costing method with an equation system 

Section 1: Structure of full-costing 

Section 2: Calculation methods 

 

Part III: The RIFC method (Rational Imputation of Fixed Costs) 

Section 1: Principles  

Section 2: Implementation 

 

Part IV: The dashboard 

Section 1: Presentation of the dashboard 

• Definition of indicators 

 

Section 2: Designing a dashboard 

Section 3: Steering the activity 

Section 4: Comparison with the Uniform System 

 

Part V: Analysis of sales 

Section 1: In restaurant services  

• Menu engineering  

o The BCG method 

• PRI - Price Response Index 

o Customer reactions to the prices proposed 

• ARI - Article Response Index 

o Customer reactions to the products proposed 

Section 2: In hospitality services 
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Part VI: Food and beverages controls 

Section 1: Causes of the increase in the raw materials ratio 

• Traceability in the foodstuffs flow 

• Inventory and stock files 

• Meals for employees and free-of-charge services 

Section 2: Calculation of the raw materials ratio 

• Using accounting for purchasing 

Section 3: Bar controls 

• Gap between consumption / theoretical sales 

 

Part VII: Pricing 

Section 1: In restaurant services 

• Multiplier coefficient method 

• The Omnes principle 

o Expanding the product range 

o Dispersion of prices 

o Highlighting products 

• Target cost 

Section 2: In accommodation services 

• The Hubbard method  

o Pricing depending on the profitability of investments 

• Opening and closing pricing classes 

o Constrained demand / unconstrained demand 

o RevPar optimization 

 

Part VIII: Employee expenses and overheads 

Section 1: Total cost of an employee  

• Payroll / Turnover ratio 

• Productivity indicators 

Section 2: Overhead controls 

• Controls through standards 

• Overhead audits 

 

Part IX: Concrete example: a full restaurant budget  

Section 1: Drawing up a budget 

Section 2: Estimation of monthly profit/loss 

Section 3: Calculating profit-sharing with goals to be reached 

 

Part X: Scheduling and sequencing a project 
Section 1: Project management 

• GANTT chart / PERT method 
Section 2: Optimization of scheduling and sequencing 

• Critical path 

• Margins of fluctuation 

• Minimization of constant duration costs 
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Bibliography 

 

Books available on Cyberlibris:  

 

➢ Wileman, A, (2010), Driving Down Cost, Nicholas Brealey Publishing 

➢ Mishan, E, Quah, E, (2007), Cost-Benefit Analysis, Taylor & Francis 

➢ Hales, J, (2005), Accounting and Financial Analysis in the Hospitality Industry, Taylor & Francis 

 

  



11 
 

FINANCIAL ANALYSIS 
Code: FIN 401 ECTS: 6 Weight: 3 

Number of hours: 42 hours  

 

Goals & Skills  
 

Goal of the course: 

➢ Being able to conduct the financial analysis of a company 

Skills to be acquired: 

 

➢ Knowing how to calculate financial analysis ratios  

➢ Knowing how to put together a funding table  

➢ Knowing how to perform a financial diagnostic  

➢ Knowing how to assess the value of a company 

 

Summary:  

Students are initiated to financial analysis by manipulating known or new notions, which allow them to make a 

diagnosis of a company and assess its value. They learn how to make the right choices in terms of investment and 

financial plan. 

Teaching and assessment method 

 

Prerequisites:  

 

• Knowledge and skills acquired in the Bachelor’s or Foundation Year curriculum 
 
Schedule: 
 

 

• 2 hours of courses per week 

• The digital content relates to theoretical parts of the course. It is structured to be studied by students, 

accompanied by their teachers. The content will then be explained and put into practice by teachers. 

 

Assessment:  

 

• 2 mid-term exams per year, possibility of a joint exam combining Auditing / Financial Analysis / Taxation. 

• At least 1 in-class assessment, individual or group, per period 

• 1 assessment measuring diligence and work done on digital content 
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Course details 

 

Part I: Introduction 
Section 1: Balance sheet / Financial statement 
Section 2: Restatement / calculation of ratios / analyses 
 
Part II: Choice of funding for investments 
Section 1: Flows generated by investments  

• Criteria demonstrating profitability 
o Calculation of the NPV (Net Present Value) 
o Calculation of the IRR (Internal Rate of Return) 

Section 2: Discount rate and cost of equity 

• Principles 

• Analysis 
 
Part III: Funding tables 
Section 1: Funding table of PCGs (Partial Credit Guarantees) 

• Determination of NWC (Net Working Capital) 

• Origin in variations in NWC 

• Use of variations in NWC 
Section 2: The Banque de France funding table (“Centrale des bilans”) - Centralized results of all companies 
Section 3: Interpreting tables 

• Differences and ambiguities 

• Building and analyzing a table between N and N+1 
 
Part IV: Cash reserves 
Section 1: Cash reserves budget 

• Budget period 

• Budget content 

• Simulation methods 
Section 2: Managing cash reserves 

• Cash reserves position 
o Banking position 
o Value dates position 
o Forward-looking position 

• Managing cash in hand 

• Managing short-term loans 

• Negative cash reserves and “zero” cash reserves 
 

Part V: Financial analysis: diagnosing difficulties  
Section 1: The Conan-Holder method 
Section 2: The Banque de France method (“Centrale des bilans”) - Centralized results of all companies 
 
Part VI: Methods to assess companies 
Section 1: Assessments based on goodwill 

• Calculating goodwill by the indirect method 

• Calculating goodwill by the direct method  

• Calculating goodwill by the abbreviated goodwill income method 
Section 2: Assessment by net assets 

• Mathematical values 

• Functional values 
Section 3: Assessment using flows 

• Assessment of capital and debts 

• Assessment of flows of available liquid assets 
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Bibliography 

 
Books available on Cyberlibris:  
 

➢ Hales, J (2005), Accounting and Financial Analysis in the Hospitality Industry, Taylor & Francis 
➢ Schroeder, R, Clark, M, Cathey, J (2014), Financial Accounting Theory and Analysis: Text and Cases, Ed. 11, 

John Wiley & Sons 
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TAXATION 
Code: FIS 401 Number of hours: 42 

hours 
ECTS: 4 Weight: 3 

Number of hours: 42 hours  
 

Goals & Skills  
 

Goal of the course: 

➢ Thorough comprehension of the principles of taxation in the hospitality industry 

 

Skills to be acquired: 

 

➢ Thorough comprehension of fiscal incidence on employee compensation 

➢ Knowledge of fiscal incentives 

➢ An introduction to international taxation 

 

 

Summary:  

Students deepen their knowledge of taxation and study the consequences it has on a company, both in terms of 

human resources and in terms of the activity and the equity the company itself holds. They are introduced to a few 

notions of international taxation through group operation taxation. 

 

Teaching and assessment method 

 

Prerequisites:   

 

• Courses in taxation and/or legal culture in the Bachelor’s or Foundation Year. The basics in management 
must be thoroughly understood (cf. Bachelor or Foundation Year) 

 
Schedule: 
 

• 2 hours of courses per week 

• The digital content relates to theoretical parts of the course. It is structured to be studied by students, 

accompanied by their teachers. The content will then be explained and put into practice by teachers 

• Beyond the course content itself and calculations, students will learn about fiscal mechanisms, the goals of 

fiscal legislation and the risks incurred if the amounts due are not paid. 

 

Assessment:  

• 2 mid-term exams per year, possibility of a joint exam combining Auditing / Financial Analysis / Taxation. 

• At least 1 in-class assessment, individual or group, per period 

• 1 assessment measuring diligence and work done on digital content 
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Course details 

 

Part I: Taxation and human resources 
Section 1: Traditional employee compensation 

• Base salaries 

• Overtime 

• In-kind benefits 
Section 2: Complementary employee compensation 

• Bonuses  

• Discretionary profit-sharing  

• Statutory profit-sharing 

• Allowances paid out to employees 
Section 3: Taxation of revenue for managers 

• Status of managers 

• Fiscal consequences of the various manager statuses 
Section 4: specific contracts 

• Internship agreements 

• Vocational contracts 

• Apprenticeship contracts 
 
Part II: Tax incentives 
Section 1: tax credits: “maitre-restaurateur” certification 

• Conditions 

• Calculation 

• Refund 
Section 2: Urban and rural free zones 
Section 3: Taxation according to type of accommodation  

• Seasonal rentals 

• Tourist residences 

• Airbnb®-type rentals 
Section 4: VAT in hospitality and restaurant services 

• Establishments concerned 

• Types of rate 
o Reduced or intermediary 

• Drinks 

• Catering services 

• Calculation 
 
Part III: Taxation of company capital 
Section 1: Companies and solidarity tax on wealth (ISF) 

• Activity exercised on an individual basis 

• Activity exercised as part of a company 

• Profit-sharing in holding companies 

• Partial exemptions for shares 
Section 2: Local taxes 

• Corporate property tax (CFE) 

• Corporate added-value tax (CVAE) (unsalaried work) 
 

Part IV: Restructuring a company 
Section 1: Registration duties  

• Capital formation and increase 

• Mergers 

• Dissolution of a company 
 
Section 2: Direct taxes 
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• Individual companies 

• Corporations 
 
Part V: An introduction to international taxation - the case of group operations 
Section 1: Presumption of fictitiousness of compensation paid out in tax havens 
Section 2: Taxation of companies operating in tax havens 
Section 3: Price controls of transfers between linked companies 
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ECONOMIC LAW 
Code: JUR 401 ECTS: 4 Weight: 3 

Number of hours: 42 hours  
 

Goals & Skills  
 

Goal of the course: 

➢ Thorough comprehension of the basics of trademark law and laws concerning domain names 

➢ Thorough comprehension of the basics of competition law 

 

Skills to be acquired: 

 

➢ Knowing how to define, file and defend trademarks 

➢ Understanding of the importance of trademarks from a legal point of view 

➢ Thorough comprehension of the key rules governing competition law 

 

Summary:  

This course targets economic law. Trademark law is studied as it was in the marketing course, and competition law 

as a complement to economics and corporate strategy. Students will not be trained to become experienced legal 

experts, but they are introduced to complex legal concepts with a very broad international scope. 

Teaching and assessment method 

 

Prerequisites:  

• Courses in legal culture in the Bachelor’s or Foundation Year. Legal basics in corporate law and contract law 

 
Schedule: 
 

• 2 hours of courses per week 

• The digital content relates to theoretical parts of the course. It is structured to be studied by students, 

accompanied by their teachers. The content will then be explained and put into practice by teachers. 

• Courses use concrete examples. Pure analysis of judgments should be avoided. If judgments are used, they 

should illustrate the cases and allow case law to be studied. 

 

Assessment:  

• 2 mid-term exams per year  

• At least 1 in-class assessment, individual or group, per period 

• 1 assessment measuring diligence and work done on digital content 
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Course details 

 

Part I: Trademark law  

Section 1: Principles and definition 

• Definition 

• Concerned signs 

• Graphic representation 

• Brand names / verbal branding 

o Patronymic brand names 

o Geographic brand names 

o Slogans 

• Sound trademarks 

• Figurative trademarks 

• Complex trademarks 

Section 2: Trademark protection 

• The legal framework 

o National 

o International 

o European Union trademark 

• Terms of validity 

o Distinctive character 

o Availability 

o Principle of specialization 

o Territorial status 

o Non-deceptive character 

o Legality 

• Filing a trademark 

o Filing the request 

o Procedure 

o Length of protection 

o Filing a trademark in Europe and internationally 

Section 3: Rights and obligations of trademarks 

• Right to prohibit its use 

• Obligation of use 

o Revocation proceedings 

o Foreclosure 

o Failure to renew 

• Contracts 

o Divestiture 

o License 

Section 4: Trademark protection: industrial counterfeiting actions 

• Assessment of industrial counterfeiting 

o Similarity of signs 

o Similarity of products and services 

• What happens in this action  

o Quality to act 

o Type of infraction 

o Deadlines to take actions 
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• Sanctions 

o Civil sanctions 

o Penal sanctions 

o Assessment of the prejudice and reparation 

 

Part II: Domain names 

Section 1: Extensions 

• DNS (Domain Name System) 

• Levels of domains 

Section 2: Legal framework  

• Legal nature 

• Registration bureau 

• Registrar 

Section 3: Registering a domain name 

• Principles 

o First come / first served 

• Grounds for rejecting an application 

• Legitimate interest and good faith exception 

 

Part III: Competition law 

Section 1: Introduction  

• Principle of free competition 

o At a national level 

o At a European level 

o In the world 

• Competition law 

o Sources at a national level 

o Sources at a European level 

o Judicial authorities 

Section 2: Agreements 

• Elements making up agreements 

o Companies 

o Collusion 

o Restriction of economic competition 

• Prohibition of agreements 

o Prohibition 

o Nullity 

• Exemptions 

o Individual exemptions 

o Exemptions by category 

Section 3: Abuse of a dominant position 

• Elements making up such abuse 

o Domination  

o The market 

▪ Geographical 

▪ Products 

• Sanctions 

o Abusive conduct 

o Abusive structure 
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Section 4: abusively low prices (domestic law) 

 

Bibliography 

 

Books available on Cyberlibris:  

N/A – Depending on local rules & regulations 
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HOTEL CORPORATE STRATEGY 
 

Code: STE 401 ECTS: 8 Weight: 2 

Number of hours: 63 hours  
 

Goals & Skills  
 

Goal of the course: 

➢ Being able to perform the strategic diagnostic of a company, specifically in the hotel industry 

➢ Understanding different corporate and innovation strategies within global hotel groups 

➢ Understanding the business models and strategies of hotels throughout the world, whether they are 

independent or part of a chain 

 

Skills to be acquired: 

 

➢ Knowing how to define SDAs (Strategic Domains of Activity) and KSFs (Key Success Factors) 

➢ Thorough comprehension of strategic diagnostic tools 

➢ Analyzing various corporate strategic decisions 

 

Summary:  

Students are placed in the position of a high-level manager and understand the various corporate strategies in place. 

They learn how to analyze their economic environment both internally and externally using matrix tables and 

diagnostic methods. 

Teaching and assessment method 

 

Prerequisites:  

 

• Knowledge in marketing and management acquired in the Bachelor’s or Foundation Year curriculum 
 
Schedule: 
 

• 3 hours of courses per week. 

• The digital content relates to theoretical parts of the course. It is structured to be studied by students, 

accompanied by their teachers. The content will then be explained and put into practice by teachers. 

• Courses should be illustrated by examples from both local and international companies, in the hotel industry 
specifically. 

 

 

Assessment:  

• 2 mid-term exams per year. 

• At least 1 in-class assessment, individual or group, per period 

• 1 assessment measuring diligence and work done on digital content 

 

 

 

 

 

 



22 
 

Course details  
 

Part I: Strategic diagnostics 
Section 1: Strategic approach 

• Corporate strategy – concepts and definitions 

• The strategic approach: from analysis to diagnostics 
Section 2: External analysis 

• Analyzing the competition 

• Analyzing the macro-environment - PESTEL 

• Analyzing the intensity of the competition - Porter's Five Forces 

• Determining KSFs (Key Success Factors) and threats/opportunities 
Section 3: Internal analysis 

• Analyzing the value stream (Porter) 

• Analyzing resources and skill sets 

• Strengths/weaknesses in key skill sets 
Section 4: Summarizing the strategic diagnostic 

• SWOT – Competitive advantage - Strategic challenges 
 
Part II: Strategic choices 
Section 1: Corporate strategies 

• Major strategic maneuvers 
o Specialization 
o Diversification 
o Vertical integration 

• Internationalization strategy 

• Modes of strategic development 
o Internal growth 
o External and joint growth 

Section 2: Business strategies 

• Porter's Generic Strategies 
o Cost domination 
o Differentiation 
o Focalization 

• The Strategy Clock (Faulkner and Bowman) 

• Blue Ocean Strategies 
 
Part III: Hotel business models 
Section 1: the concept of a business model 

• The principle of a business model 

• The business model canvas, a tool for representation 
Section 1: the hotel business model 

• The simple business model of an independent hotel 

• Different hotel business models: voluntary affiliation with a chain, chain hotels, franchises, etc. 
 
Part IV: Hotel group strategies 
Section 1: Hotel groups 

• Panorama and types of global hotel groups  

• Local groups and their specificities 
Section 2: Strategy and diversification of hotel groups 

• International strategy and strategy by zone for global groups 

• The activity and business model portfolios of a hotel group 
 
 
Part V: Innovation, hospitality and platforms 
Section 1: Innovation and new formats 
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• Innovation in the hotel sector 

• New hotel formats and their business models  
Section 2: The hotel trade and hospitality 

• From the hotel trade to hospitality: an industry in (r)evolution? 
Section 3: Platformization of the industry 

• Platforms, key players in hospitality 

• Value capture by platforms, and the impact on the business models of hotels and hotel groups 
 

Bibliography  
 

Books available on Cyberlibris:  

 

➢ Aaker, David A, (2014), Strategic Market Management, John Wiley & Sons 

➢ Okumus, F, Altinay, L, Chathoth, P, (2010), Strategic Management for Hospitality and Tourism, Taylor and 

Francis 

➢ Economic and industry press: Les Echos, Challenge, BFM Business, Hospitality On, Industrie Hôtelière 

➢ Sector studies: Coach Omnium, Deloitte, KPMG 
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HUMAN RESOURCES 
Code: GRH 401 ECTS: 6 Weight: 3 

Number of hours: 42 hours 
 

Goals & Skills  
 

Goal of the course: 

➢ Comprehending the strategic approach to human resources 

➢ Having an international vision of human resources 

➢ Receiving an introduction to talent management 

Skills to be acquired: 

 

➢ Building an international human resources strategy 

➢ Thorough comprehension of skills and talent management 

 

Summary:  

Students are invited to consider HR strategy from an international perspective. They begin to acquire the skills and 

knowledge required to work in the human resources department in an international hotel chain. 

Teaching and assessment method 

 

Prerequisites:  

 

• Knowledge in human resources and management acquired in the Bachelor’s or Foundation Year curriculum 
 
Schedule: 
 

• 2 hours of courses per week  
 

• The digital content relates to theoretical parts of the course. It is structured to be studied by students, 

accompanied by their teachers. The content will then be explained and put into practice by teachers 

 

Assessment:  

 

• 2 mid-term exams per year  

• At least 1 in-class assessment, individual or group, per period 

• 1 assessment measuring diligence and work done on digital content 
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Course details 

 

Part I: HR marketing 

Section 1: Recruitment marketing 

• Developing an employer brand 

• The marketing mix applied to HR 

• Data management 

Section 2: Social marketing 

• Attracting employees and talents 

• Recruiting talents 

• Retaining talents 

 

Part II: Skills management 

Section 1: The repository of skill sets 

• What methods to use? 

• How to roll this out in a company 

• Skills management as an integral part of HR strategy 

Section 2: Expanding skill sets 

• For who? 

• How? 

• Importance for the company 

• Importance for employees 

• Pros / limitations (controls vs autonomy) 

 

Part III: Talent management 

Section 1: Definition 

• What is a talent? 

• Differences between skill sets and talents 

Section 2: Managing talents 

• Developing talents 

o Assessment  

o Training 

o Conflict management  

o Valuing 

• Recognizing talents 

o Culture of success 

o Compensation 

o Valuing the exceptional 

Section 3: Talent management 

• Including talents in corporate strategy 

• Towards a break with the skills-based approach? 

 

Part IV: International human resources 

Section 1: Hotel chains and international chains 

• Motives and goals of internationalization 

• Consequences of internationalization on HR roles 

 

Section 2: International management of human resources 

• International mobility 
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• Managing expatriate employees 

• Prerogatives of HR roles 

o Career management 

o Compensation management 

o HRIS (information system) 

 

Section 3: HRM and cross-cultural issues: a comparative analysis (country to be chosen by the professor) 

• Recruitment 

• Induction of new employees 

• Training 

• Assessment 

• Compensation policy 

• Professional mobility 

 

Bibliography 

 

Books available on Cyberlibris:  

 

➢ Armstrong, M, (2008), Strategic Human Resource Management: A Guide to Action, Ed. 4, Kogan Page 

Armstrong, M, Taylor, S, (2017), Armstrong's Handbook of Strategic Human Resource Management, Ed. 6, 

Kogan Page  

➢ Bach, S, Edwards, M, (2012), Managing Human Resources: Human Resource Management in Transition, Ed. 

5, John Wiley & Sons 

➢ Nickson, D, (2007), Human Resource Management for the Hospitality and Tourism Industries, Taylor & 

Francis 
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MARKETING STRATEGY  
Code: MKT 401 ECTS: 6 Weight: 2 

Number of hours: 63 hours 
 

Goals & Skills  
 

Goal of the course: 

➢ Being able to build an efficient marketing strategy for a hotel 

Skills to be acquired: 

 

➢ Thorough comprehension of segmentation and targeting 

➢ Thorough comprehension of the role played by social networks in marketing strategy 

➢ Understanding how revenue management works 

 

Summary:  

Students are invited to use the marketing concepts acquired during previous years to define a marketing strategy. 

Their vision changes as compared to the operational vision they had in their Bachelor’s or Foundation Year. They gain 

additional knowledge in terms of using social networks in corporate communication. They are introduced to revenue 

management. 

Teaching and assessment method 

 

Prerequisites:   

• Knowledge in marketing acquired in the Bachelor’s or Foundation Year curriculum. 
 

 
Schedule: 
 

• 3 hours of courses per week 

• The digital content relates to theoretical parts of the course. It is structured to be studied by students, 

accompanied by their teachers. The content will then be explained and put into practice by teachers. 

• Marketing concepts will be explained using examples taken from the hospitality industry.  

• Marketing concepts studied in previous years with an operational vision are considered in this course as an 
integral part of a marketing strategy. 

• The course will provide students with the ability to explain complex case studies. 
 

 

Assessment:  

 

• 2 mid-term exams per year  

• At least 1 in-class assessment, individual or group, per period 

• 1 assessment measuring diligence and work done on digital content 
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Course details 

 

Part I: Defining a marketing strategy  

Section 1: Terminology 

• Competitive advantage 

• Differentiation strategy 

• Marketing plan 

Section 2: The criteria in an efficient strategy 

• The choice of segmentation and targets 

o Principles and definitions  

o Segmentation criteria 

o Typology 

o Techniques of online targeting 

o Conditions for effective segmentation 

• Defining an attractive positioning 

o Definition 

o Differentiation / Identification 

o Criteria of successful positioning 

▪ Simple / attractive / believable / different / sustainable / profitable 

• Developing a strong brand 

o Brand influence 

o Reputation and image 

o Breadth of brands (product brand, umbrella brand, etc.) 

o Extension of brands (continuous, non-continuous extension) 

o Brands and internet 

▪ E-branding and online brands 

 

Part II: Marketing on social media 

Section 1: Social media inventory 

• Inventory 

• Use 

• Links with marketing 

Section 2: Behavior of internet users on social networks 

• Active internet user participation 

• Comments and recommendations 

• Denunciation and misappropriation of trademarks 

• Internet users’ opinions and trust 

Section 3: Social networks: what strategy to roll out? 

• Loss of control on brands vs influence 

• Goals targeted 

o What policy? (commercialization, communication, etc.) 

o How to include social networks in a marketing strategy 

Section 4: Managing your presence 

• A company’s blogs 

• Social media pages 

• Video channels 

 

Section 5: E-reputation 

• Paid (advertising on social networks) 
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• Earned (virality and increased audiences) 

• Owned (controlled supports) 

Section 6: Shared brands 

• Crowdfunding 

• Management of shared brands 

 

 

Bibliography  
 

Books available on Cyberlibris:  

 

➢ Kingsnorth, S, (2016), Digital Marketing Strategy: An Integrated Approach to Online Marketing, Ed. 1, Kogan 

Page 

➢ Onkvisit, S, Shaw, J, (2004), International Marketing: Analysis and Strategy, Ed. 4, Taylor & Francis 

➢ Blythe, J, (2002), Marketing Strategy, McGraw-Hill UK  
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TOURIST AND HOSPITALITY ECONOMY 
Code: ECO 401 ECTS: 4 Weight: 3 

Number of hours: 42 hours 
 

Goals & Skills  
 

Goal of the course:  

 

➢ Knowledge of the main trends impacting the hospitality and tourist economy 

 

Skills to be acquired: 

 

➢ Thorough comprehension of the principles of tourist economy 

➢ Having an informed opinion on the ongoing risks and economic innovations in the field 

 

Summary:  

The hospitality and tourism sectors are currently undergoing profound changes. In this course, students will learn 

about the new challenges that this field will and must face as it reinvents itself.  

Teaching and assessment method 

 

Prerequisites:  

 

• Knowledge in tourism at a Bachelor’s or Foundation Year level and knowledge in geopolitical issues 

 
Schedule: 
 

• 2 hours of courses per week 

• The digital content relates to theoretical parts of the course. It is structured to be studied by students, 

accompanied by their teachers. The content will then be explained and put into practice by teachers 

 

• The course should spark debates in class. As most students will be working in the tourism sector, they will be 
led to ask questions that will impact their future activity. Professors are invited to get students to work with 
articles from the industry press and organize debates, the summary of which will be used for the following 
course, in compliance with the plan in this reference document. 

 

Assessment:  

 

• 2 mid-term exams per year  

• At least 1 in-class assessment, individual or group, per period 

• 1 assessment measuring diligence and work done on digital content 
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Course details 

 

Part I: The tourist and hospitality economy in the era of the internet, social media and uberization of the 

economy. 

Section 1: E-tourism 

• OTAs (Online Travel Agencies) compared to traditional channels 

• The economic impact of OTAs  

Section 2: Vacation rentals 2.0 - the Airbnb® example 

• Characteristics 

• An economic analysis and new consumer habits 

• Impact on the creation of new startups based on this concept 

• Reactions of hotel owners and economic competition 

• Results and outlook for this model in tourism 

Section 3: What is the future for traditional tourist reservations? 

• Results 

• Trends 

• Outlook 

 

Part II: The tourist and hospitality economy in the era of terrorist attacks in the West 

Section 1: Background  

• Destinations impacted 

• Destinations unharmed 

• Risks and impact of terrorist attacks on destinations (digital content) 

Section 2: Measures taken by governments of countries concerned 

• Crisis management plans  

• Promotional plans and investments by tourism companies  

 

Part III: The tourist and hospitality economy in the era of environmental change 

Section 1: The environment and global tourism 

• "Sustainability” issues for destinations 

o Results and trends 

o Policies and measures for change 

Section 2: The tourist and hospitality industry as leading players in sustainable development 

• Eco-labels and CSR in the hospitality industry 

• Ethics and tourist education 

• Sustainable development public policies in touristic countries 

 

Part IV: The tourist and hotel economy in the era of protection of heritage and culture 

Section 1: UNESCO World Heritage list 

• UNESCO’s mission 

• Funding heritage 

• Selection criteria and the analysis grid for candidates 

• Selection process 

• Economic impact of selection on concerned destinations 

Section 2: From heritage value to tourism value 

 

 

 

Part V: Air transportation and destinations: intersecting interests and recent evolutions 
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Section 1: Background of air transportation 

Section 2: Business model, airline strategies and impact on destinations 

• Towards new models 

• What impact on destinations? 

 

Part VI: Analyzing a “model” destination from every point of view 

 

Bibliography 

 

Courses are based on articles in the tourism press and current events.  Studies relating to course themes can be used 

to support the developments discussed in class. 
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CSR STRATEGY  
Code: RSE 402 ECTS: 2 Weight: 1 

Number of hours: 21 hours  
 

 

Goal of the course: 

 

➢ Being able to implement a CSR strategy in a tourism company 

➢ Being able to promote a company’s CSR strategy both internally and externally 

 

Skills to be acquired: 

 
➢ Thorough comprehension of CSR project management 

➢ Thorough comprehension of issues involved in CSR policy 

 
Summary: 

Students are initiated to and study the importance, implementation and impact of CSR strategy in a company in 

the hospitality and tourism sector. 

 

 

Prerequisites: None 

Schedule: courses, real case studies 

1 hour of courses per week. 

Assessment: 

2 mid-term exams per year 

 

 

 
Introduction  

Analysis of current trends and expectations for consumers and stakeholders 

The importance of CSR as a vector for competitiveness and sustainability for hotels 

 

Part I: challenges and issues involved in CSR in hotel services 

Section 1: Social, economic and environmental impacts in the hotel industry 

Section 2: Study of specific challenges encountered by different categories of hotel (upmarket, hotel chains, mid-sized 
establishments, etc.) 

 
Part II: CSR dimensions in hospitality and restaurant services  

Section 1: Social dimension 

Goals & Skills 

Teaching and assessment method 

Course details 
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Section 2: Environmental dimension 

Section 3: Economic dimension 

 
Part III: Tools and advanced methods to include CSR in hotel management 

Section 1: International certifications and standards 

Section 2: Measuring CSR performance: quantitative methods, integrated model of extra-financial reporting 

Section 3: Co-creation strategy with stakeholders: customer / staff / supplier / stakeholder engagement 

 
Part IV: Communicating and raising awareness of CSR 

Section 1: Strategic communication: issue management, crisis management, responsible storytelling 

Section 2: Advanced training programs, awareness-raising events  

 
Part V: Assessing and monitoring CSR performance 

Section 1: Performance management system 

Section 2: Analyzing the contribution of CSR to overall company performance 

Section 3: Evolution of CSR standards and regulations: implications for hotels 

 

 

 

 

Courses will be illustrated by examples of CSR policies in hospitality and tourism companies. 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Bibliography 
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HOSPITALITY, TOURISM AND AI 
Code: IA 402 ECTS: 2 Weight: 1 

Number of hours: 21 hours  
 

 

Goal of the course: 

 

➢ Being able to understand various applications of AI in the sector 

➢ Being able to suggest tools using AI to improve the profitability of a hotel or service 

 

Skills to be acquired: 

 
➢ Thorough understanding of AI-related vocabulary and the fundamental principles of AI 

➢ Thorough understanding of various AI tools 

➢ Thorough understanding of the optimization and analysis offered by AI 

 
Summary: 

Students are initiated to various AI tools and learn how they can be used in professions in tourism and hospitality 

services. They understand the importance and stakes of AI for the sector. 

 

 
Prerequisites: None 

 
Schedule: 

1 hour of courses per week. 
 
Assessment: 

2 mid-term exams per year 

 

 

Part I: Introduction: AI vocabulary and system 

• Fundamental AI definitions and concepts 

• Related vocabulary 

• Overview of the hospitality and tourism industry 

  

Part II: AI in customer service 

Section 1: Personalizing customer experience 

• Using AI to analyze customer preferences 

• Personalized recommendation systems for travel and accommodation 

• Personalizing offers and services based on customer data 

Goals & Skills 

Teaching and assessment method 

Course details 
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Section 2: AI and immersive customer experience 

• Virtual and augmented reality in the tourism industry 

• Using AI to personalize tourist experiences 

• AI applications in smart travel guides and travel applications 

 
Part III: AI in service of structures 

Section 1: AI for hotel management 

• Optimizing prices and room availability with the help of AI 
• Predicting demand and market trends 
• Using chatbots and virtual assistants for customer service and reservations 
• Managing internal processes with AI systems: staff planning, predictive maintenance, etc. 

Section 2: AI for marketing and tourism promotion 

• Predictive analysis to target market segments 
• Personalizing marketing campaigns according to traveler preferences 
• Using AI in social media and digital marketing 
• Assessing the impact of AI on strategies for tourism promotion 

 

Part IV: Ethical issues and outlook 

• Ethical issues relating to using AI in hotel services: data confidentiality, biased algorithms, impact on 
employment 

• Emerging trends in AI for hotel services: predictive analysis, IoT, etc. 
• Repercussions on employment and staff training 
• Research and development projects in the field of AI applied to hotel services 

 

 

 

 

 

 

 

 

 

  



37 
 

COMPUTER SCIENCES 
Code: INF 401 ECTS: 4 Weight: 3 

Number of hours: 42 hours 
 

Goals & Skills  
 

Goal of the course: 

➢ Knowing how to use Excel to run a hotel 

➢ Creating a website for a hotel or tourism establishment 

 

Skills to be acquired: 

 

➢ Thorough comprehension of advanced Excel functions, with a view to applying them for management 

purposes 

➢ Thorough comprehension of data base principles  

➢ Knowing how to install and use CMS-WordPress 

 

Summary:  

Students apply their IT knowledge to the tourism and hospitality sectors. They will create a website using WordPress. 

Teaching and assessment method 

 

Prerequisites:  

 

• Courses in computer sciences in the Bachelor’s or Foundation Year. Thorough comprehension of the basics 

of the Office® pack 

 
Schedule: 

• 2 hours of courses per week 

• The digital content is mainly tutorials and training materials created by software developers.  

 

Assessment:  

• 2 mid-term exams per year  

• At least 1 in-class assessment, individual or group, per period 

 

Course details 

 

Part I: Using Excel to run a hotel 

Section 1: Practical example: the Omnes Principles 

Section 2: Practical example: the Hubbard Method 

Section 3: Practical example: menu engineering 

  

Part II: Databases  

Section 1: Using a database 

• Creating tables 

• Primary and secondary keys 

• Using tables 
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Section 2: Analyzing the content of a table 

• Queries 

Section 3: Forms 

• Creation  

• Page layout 

• Different types of forms 

• Principle form / sub-form 

• Creating menus and macro commands 

 

Part III: Internet and the hotel industry  

Section 1: Creating a website for a hotel 

• Introduction to the CMS 

• Site architecture 

• Technical analysis of common components 

Section 2: Stages in creating a website 

• Knowing how to install and use CMS-WordPress 

• Articles, categories: menus, modules 

• Animations 

• Template, size and CSS 

 

Bibliography 

 

Books available on Cyberlibris:  

 

N/A 
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FOREIGN LANGUAGE 1 
Code: LAN 401 ECTS: 6 Weight: 3 

Number of hours: 63 hours 
 

Goals & Skills  
 

Goal of the course: 

➢ Being able to promote a company and sell its products and services in a foreign language 

 

Skills to be acquired: 

 

➢ Mastering marketing vocabulary 

➢ Mastering communication vocabulary 

➢ Knowing how to organize a meeting 

➢ Knowing how to discuss and debate various hospitality strategies 

 

Summary:  

Students carry out marketing and communication actions in a foreign language. They learn how to organize a meeting 

and debate corporate strategy in the language studied. 

Teaching and assessment method 

 

Prerequisites:   

 

• Minimum B1 CEFR level and knowledge of vocabulary in hotel and restaurant services 

 
Schedule: 

• 3 hours of courses per week 

• Interactivity is key, as is the use of authentic documents, such as professional press articles, videos, etc. 

• Students will use the platform “Go Fluent”, which offers: 
o Individualized learning and progression in accordance with each student’s level 
o Authentic and current documents 

 

 

Assessment:  

• 2 mid-term exams per year  

• At least 1 in-class assessment, individual or group, per period 

• 1 assessment measuring diligence and work done on digital content 
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Course details 

 

Part I: Marketing & communication 

Section 1: Knowing the hospitality market 

• In the country where students are studying 

• In the world 

• Knowing how to set marketing goals 
Section 2: Carrying out a market study 
Section 3: Launching a marketing action 

• For a product 

• For a service 
Section 4: Advertising 

• Key points in advertising 

• Distribution channels  

• Reservation centers 

• Travel agencies 
Section 5: External communication 

• Knowing how to communicate about your hotel 
 
Part II: Corporate communication 
Section 1: Formal communication 

• Internal communication  
o By email 
o By phone 

• External communication 
o Commercial correspondence 
o On social networks 

 
Part III: Meetings and seminars 
Section 1: Organization 

• Inviting  

• Summoning 

• Agenda 

• Schedule 

• Closing the meeting  
Section 2: Presenting a project 

• Public speaking 

• Speeches 
 

Part IV: Corporate strategy 
Section 1: Strategy of independent hotels 
Section 2: Strategy of international hotel chains  
 

Bibliography 

 

Courses use authentic documents such as newspapers, professional magazines, etc. for students to work on.  
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MBA Year 2 - Management 5 
 

    

Management 5 EDUCATIONAL UNITS VALIDATION 

    

            

Code Courses 
Number of 

hours 
1 mid-term exam 

/ 1 final exam 

Mid-term 
exam / Final 
exam weight 

ECTS  

            

MANAGEMENT TOOLS 

OPE 501 OPERATIONAL MANAGEMENT 26 2 hours 3 / 4 7 

FIN 501 FINANCIAL MANAGEMENT 39 4 hours 3 / 4 7 

MKT 501 MARKETING MANAGEMENT 39 4 hours 3 / 4 7 

MRH 501 
HUMAN RESOURCE 
MANAGEMENT 

39 4 hours 3 / 4 7 

INF HOT 501 
MANAGEMENT OF HOTEL 
SPACES AND 
INFRASTRUCTURE 

26 
2 hours / 2 

hours 
2 / 2 6 

PGE 501 
GENERAL STRATEGIC 
PLANNING / INTRA-
ENTREPRENEURSHIP 

39 
6 hours / 6 

hours 
3 / 7 8 

LAN 501 FOREIGN LANGUAGE  39 2 hours 3 / 3 8 

VIBG VIBG (9 tutored hours) 21 -- -- -- 

PROFESSIONAL SKILLS 

LAN 501 ORAL ENGLISH / TOEIC  --/ 10 min --/ 2 -- 

STA 501 MANAGEMENT TRAINING 6 months 
Professional 
assessment  

3 3 

STA 502 FINAL DISSERTATION (tutoring) 
2 hours / 
student 

Written 
document 

2 3 

STA 503 
FINAL DISSERTATION (oral 

defense) 
 30 min 5 4 
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OPERATIONAL MANAGEMENT 

Code: OPE 501 Number of hours: 26 
hours 

ECTS: 7 Weight: 3/4 

 

Goals & Skills  
 

Goal of the course:  

 

➢ Having a strategic managerial vision of a company through the operational activity of a hotel 

 

Skills to be acquired: 

 

➢ Ability to manage human, material and financial resources in a hotel 

➢ Ability to implement planning tools and controls 

➢ Thorough comprehension of operational performance indicators and how to track them 

 

Summary:  

The goal of this course is to teach students the operational expertise and leadership they need, in order to take the 

right managerial decisions for hotel operations. 

Teaching and assessment method 

 

Prerequisites:  

Knowledge in communication, managerial and marketing know-how acquired in the previous years. 

Schedule: 
 
This course is based on concrete examples which will allow students to act as if they were managing a hotel. They 
learn how to use the knowledge acquired during the years before while looking beyond everyday activities to see what 
the operations manager in a hotel oversees.  
 

 

Assessment:  

 

1 mid-term exam. Plus question included in the General Strategic Planning exam. 
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Course details 

 

Introduction to operational management  

• Definition of operational management, role in hotel and restaurant services 

• Difference between strategic and operational management 

• The skills of an operational manager (technical, interpersonal, management) 

 

Part I: Operational human resource management 

Section 1: Planning  

• Daily tasks    

• Staff management  

• Forecasting 

Section 2: Skills management and professional development 

• Assessing performance 

• Creating training plans 

Section 3: Challenges of intercultural management 

• Leadership style and conflict management 

 

Part II: Financial management and performance  

Section 1: Creating and monitoring an operational budget 

Section 2: Analyzing key performance indicators (KPIs) (RevPAR, GOPPAR, occupancy rate, etc.) 

Section 3: Levers for improving profitability 

 

Part III: Knowing how to manage and develop a hotel 

Section 1: Outsourcing services 

• Trends in outsourcing 

• Interest and limitations 

Section 2: Partner relationships 

• Development of partnerships with local private and public stakeholders 

• Lobbying actions 

 

Part IV: Contingency and crisis management 

Section 1: Implementation of emergency procedures (fire, etc.) 

Section 2: Crisis management (technical failure, overbooking, natural disasters, etc.)  

 

Part V: Ensuring QSE (Quality Safety Environment) in a hotel 

Section 1: Quality 

• Respecting procedures 

• Controlling equipment 

• Acquisition and management of labels, standards or certifications 

• Setting up audits 
Section 2: Safety 

• Respecting regulations for the installation and hosting of people 

• Controlling maintenance of equipment and installations 
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Bibliography 

 

Books available on Cyberlibris:  

 

➢ Hassanien, A, Dale, C, Clarke, A, (2010), Hospitality Business Development, Taylor & Francis   
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FINANCIAL MANAGEMENT  

Code: FIN 501 Number of hours: 39 
hours 

ECTS: 7 Weight: 3/4 

 

Goals & Skills  
 

Goal of the course:  

 

➢ Financial management of a hotel 

 

Skills to be acquired: 

 

➢ Thorough comprehension of strategic financial management 

➢ Knowing how to use valuation tools 

➢ Knowing how to mitigate financial risks 

 

Summary:  

Students are introduced to corporate finance though strategic decisions and act as if they were the financial manager. 

They are introduced to key financial themes through case studies and must use the knowledge acquired in previous 

years. 

 

Teaching and assessment method 

 

Prerequisites:  

 

Knowledge acquired in administration, auditing and financial analysis 
 
Schedule: 
 

 

Pedagogy is based on case studies. Financial Management is taught in connection with the General Strategic 

Planning course. 

 

Assessment:  

 

1 mid-term exam + 1 final exam in the year.  

 

Course details 

 

Part I: Strategic and operational management 

Background on accounting and financial tools 

Section 1: Principles and methodology of financial performance analysis 

• Principles of themes of financial diagnostics 

• Analyzing activity, profitability and financial balance 

• The notion of profitability and how to measure it - Economic Value Added (EVA) 

Section 2: Challenges of strategic management 

• Mission, responsibility and involvement of general management in strategic management 

• Objectives of strategic management 

• Strategic planning and business plan 
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• Managing company performance, operational auditing and dashboards 

 

Part II: Valuation of the company 

Section 1: general principles around valuing a company 

• Challenges in valuing a company 

• Various approaches to valuation 

• Psychology of the seller and buyer 

• The different stages of valuation 

• The seven concepts of the asset’s “value” 

• Reviewing valuation methods 

Section 2: Implementing company valuation methods (to be adapted according to the country) 

• Adjusted net asset method 

• Profits method 

• Goodwill method 

• Discounted cash flow method 

• Discounted dividend method 

• Comparison methods 

• Final value determination 

 

Part III: Audits and internal controls 

Section 1: Risk identification 

• Metarisk mapping 

• SMP 

• Internal audit mission 

• Manual of procedures 

• Internal Control Questionnaire (ICQ) 

• Documentary audits 

Section 2: Risk securing 

• Interest rate swaps 

• Future rate agreements 

• Interest rate options 

• Documentary credits 

• Future contracts 

• Standby letters of credit 

 

Part IV: Financial communication and markets 

Section 1: Structure and functioning of financial markets 

• Organization of financial markets 

• Key players in capital markets 

• Investor behavior 

• Rates and indexes 

Section 2: Regulatory obligations 

• Which obligations? 

• Objectives of financial information 

• Consolidated statements 

• AMF - Financial Markets Authority 

• Modalities and diffusion of information 

Section 3: Financial marketing and evolutions in financial communication 
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• Supply and demand 

Section 4: Economic and financial communication 

• Transversal means  

• Interpersonal means 

• Measures of effectiveness of financial communication 

• Limitations of financial communication 

• Insider trading offenses 

 

 

Bibliography 

 

Books available on Cyberlibris:  

 

➢ Guilding, C, (2002), Financial Management for Hospitality Decision Makers, Taylor & Francis 

➢ Hales, J, (2005), Accounting and Financial Analysis in the Hospitality Industry, Taylor & Francis EMS Edition 
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MARKETING MANAGEMENT 

Code: MKT 501 Number of hours: 39 
hours 

ECTS: 7 Weight: 3/4 

 

Goals & Skills  
 

Goal of the course:  

 

➢ Knowing how to take strategic decisions in terms of marketing and communication 

 

Skills to be acquired: 

 

➢ Knowing how to develop marketing and communication plans with a given budget 

➢ Knowing how to calculate the return on investment of a marketing or communication strategy 

➢ Knowing how to manage a hotel’s marketing activity 

 

Summary:  

Students are introduced to communication and marketing from a strategic and decision-making point of view. They 

learn how to analyze a marketing situation and decide whether or not to implement a communication, marketing or 

advertising strategy. 

 

Teaching and assessment method 

 

Prerequisites:  

Knowledge in marketing strategy acquired in M4 

Schedule: 
 

 

This course is based on the communication and marketing strategy of a hotel. Students will work with concrete 

examples. Students will act as if they were marketing managers of a hotel, defending the merits of their marketing 

strategy. 

 

Assessment:  

1 mid-term exam + 1 final exam in the year.  

Course details 

 

Part I: The basics of communication 

Section 1: Push communication  

• On and offline 

• Controlled by the company 

• Intrusive for consumers 

• Roles and weight of influencers and decision-makers 

Section 2: Pull communication 

• Consumers as players in seeking information 

• The role of the internet 
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Section 3: Word of mouth 

• Word of mouth in the internet era 

• Viral marketing as a communication strategy 

 

Part II: Communication strategy 

Section 1: Strategic communication issues 

Section 2: Communication strategy 

• Communication mix 

o Media communication  

o Non-media communication 

• Communication plan 

o Elements required in a communication plan 

o Implementation  

Section 3: Creation and budget of advertising 

• Creation and advertising strategy 

o Copy strategy 

o Star strategy 

o Disruption 

• Budget 

o Marginal yield 

o Communication goals 

o Peckham’s law 

 

Part III: Managing the marketing activity 

Section 1: Managing profitability 

• Financial controls 

• Return on marketing expenditure (ROME) 

• Return on marketing investment (ROMI) 

Section 2: Managing profitability 

• For communication  

o Advertising 

o Promoting sales 

• For distribution  

o Sale force 

o In distribution itself 

Section 3: Managing strategy 

• Marketing audits 

• Controlling terms 

Section 4: Managing customer satisfaction 

• Methods 

• Measurements 

• Monitoring 

 

Part IV: Concepts and commercial tools 
Section 1: Patronage and sponsoring 

• Definitions 

• Goals targeted 

• Integration into the communication and marketing strategy 
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Section 2: Culture as a marketing tool 
 

Bibliography 

 
Books available on Cyberlibris:  

 
➢ Reid, R, Bojanic, D, (2009), Hospitality Marketing Management, Ed. 5, John Wiley & Sons  

➢ McCabe, S, (2008), Marketing Communications in Tourism and Hospitality: Concepts, Strategies and Cases, 

Taylor & Francis       
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HUMAN RESOURCE MANAGEMENT 

Code: MRH 
501 

Number of hours: 39 
hours 

ECTS: 7 Weight: 3/4 

 

Goals & Skills  
 

Goal of the course:  

 

➢ Learning how to manage a human resources department 

 

Skills to be acquired: 

 

➢ Knowing how to organize an HR department 

➢ Knowing how to manage and develop an HR department 

 

 

Summary:  

Students have acquired knowledge and strong skill sets in HR management. This course allows them to act as the HR 

manager in a hotel. They apply their knowledge in team management to the HR department, which is a transversal 

support department. 

Teaching and assessment method 

 

Prerequisites:  

HR courses in the Bachelor’s or Foundation Year + HR courses in M4 

Extensive knowledge in operational management of human resources  
 

 
Schedule: 
 
Students are placed in the position of an HR manager in a hotel, from building to development of the HR department. 
All knowledge acquired previously in team and HR management will be required to solve HR issues. 
 

 

Assessment:  

 

1 mid-term exam + 1 final exam in the year.  
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Course details 

 

Part I: Building your HR department 

Section 1: The role an HR manager plays 

Section 2: Functions in the HR department 

• Traditional functions (managing employees, social law, payroll, etc.) 

• Complementary functions: internal communication, etc. 

Section 3: HR management of human resources 

• Recruiting employees for the HR department 

• Training 

• Motivating 

 

Part II: Developing your HR department 

Section 1: Organization of the department 

• Work in project mode 

• HR procedures to be put in place 

• Innovating 

• Influencing 

Section 2: Putting a budget in place 

Section 3: Putting dashboards in place 

Section 4: Putting performance indicators in place 

 

Part III: HR strategy as a part of corporate strategy 

Section 1: What HR strategy matches your corporate strategy? 

Section 2: The influence of HR on other departments in the company 

 

Bibliography 

 

Books available on Cyberlibris:  

 

➢ Nickson, D, (2007), Human Resource Management for the Hospitality and Tourism Industries, Taylor & 

Francis 

➢ Armstrong, M, (2008), Strategic Human Resource Management: A Guide to Action, Ed. 4, Kogan Page 

➢ Armstrong, M, Taylor, S, (2017), Armstrong's Handbook of Strategic Human Resource Management, Ed. 6, 

Kogan Page   

➢ Bach, S, Edwards, M, (2012), Managing Human Resources: Human Resource Management in Transition, Ed. 

5, John Wiley & Sons   
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MANAGEMENT OF HOTEL SPACES AND INFRASTRUCTURE 
Code: INF HOT 
501 

Number of hours: 26 
hours 

ECTS: 6 Weight: 2/2 

 

Goals & Skills  
 

Goal of the course:  

 

➢ Learning to manage a real estate project: renovation, opening in the hotel sector 

 

Skills to be acquired: 

 

➢ Being able to manage a hotel renovation project 

➢ Being able to manage hotel maintenance 

➢ Being able to steer the technical and real estate side of opening a hotel 

 

Summary:  

Students are introduced to the various points of contact and phases in construction works when opening or renovating 

a hotel. The course is based on presenting the partners involved and managing a virtual renovation project. 

Teaching and assessment method 

 

Prerequisites:  

 

None 
 
Schedule: 
 

One 2-hour session per week. 

 

Assessment:  

 

1 mid-term exam + 1 final exam in the year.  

Course details 

 

Part I: Fundamental concepts in building management 

Section 1: Definition and objectives of building management 

Section 2: Key terminology 

Section 3: The roles and responsibilities of a building manager 

• Owner 

• Renter 

• Lessee manager, etc.  

Section 4: Standards and regulations 

• Local and international regulations 

• Safety and accessibility standards 

• Environmental certification (LEED, BREEAM, etc.) 

 

Part II: Maintenance and operations 

Section 1: Maintenance system  
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• Preventive vs corrective maintenance 

• Maintenance planning 

• Maintenance management software (CMMS) 
Section 2: Electricity and resource management 

• Energy efficiency and water management 

• Green technology  
Section 3: Safety and risk management  

• Fire safety protocol 

• Building safety 

• Risk management and continuity plans 
Section 4: Management of common spaces 

• Maintenance and management of common spaces (lobby, restaurant, etc.) 

• Landscaping and maintenance of exterior spaces 
 

Part III: Financial management and performance 

Section 1: Budget and cost controls 

• Creating and managing a maintenance budget 

• Cost controls and optimization  

• Key performance indicators (KPIs) in building management 

• Calculation of capital investments 

Section 2: Project management 

• The various phases in a hotel renovation and improvement project 

• Key project management tools to use 

• Project monitoring and evaluation 

 

Part IV: Technology and innovation 

• Smart buildings and IoT (Internet of Things) 

• Automation and management of integrated systems 

• Future trends in management of hotel buildings 

 

Bibliography 

 

Courses use authentic documents such as newspapers, professional magazines, etc. for students to work on.  
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GENERAL STRATEGIC PLANNING,  
INTRA- AND ENTREPRENEURIAL STRATEGY 

Code: PGE 501 Number of hours: 39 
hours 

ECTS: 8 Weight: 3/7 

 

Goals & Skills  
 

Goal of the course:  

 

➢ Having students acquire a better transversal mindset on the various aspects of an organization 

➢ Preparing for the final exam based on a case study 

➢ An initiation to intra- and entrepreneurial work 

 

Skills to be acquired: 

 

➢ Being able to define corporate strategy 

➢ Being able to create a business plan (BP) and define a business model 

➢ Being able to present an intra- or entrepreneurial project 

 

Summary:  

This course allows students to prepare themselves for the final General Strategic Planning exam and to be introduced 

to entrepreneurial work. 

Teaching and assessment method 

 

Prerequisites:  

Knowledge in corporate strategy acquired in M4.  

Managerial know-how acquired in the previous years. 

 
Schedule: 
 

 

Students are invited to use their knowledge in corporate strategy and problem-solving methodology in practical 

exercises and a brief construction of a BP 

 

Assessment:  

   

1 mid-term exam + 1 final exam in the year. 

Course details 
 

Part I: An initiation to general strategic planning  
Section 1: Definition of general corporate policies and stakes for organizations 
Section 2: The strategic approach: general outline 
 

Part II: An initiation to entrepreneurial work 

Section 1: Definition, vocabulary 

Section 2: From idea to project: the BP 

• Definition 
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• The tools: business model canvas 

• Goals 

• Bases 

Section 2: Building a business plan 

• The foundation of a BP 
o Executive summary 
o The team  
o The concept / product / service 
o The market: customer need / competition 
o Communication 
o The legal environment 
o Business model 
o Financial planning (3 years) 
o Conclusion and future outlook 

• BP format   
o Versions 
o Size and readability of the document 

Section 3: Presenting the BP  

• The pitch 

• The presentation to investors 
   
Part III: Intrapreneurship  
Section 1: Differences with entrepreneurship  

o Intrapreneurship vs traditional entrepreneurship 
o Role in an established organization 
o Advantages of intrapreneurship for companies 

Section 2: The process of innovation and value creation 
• Intrapreneurial innovation methodology: 

o Design thinking 
o Lean startup 
o Agile methodology 

• Stages in the intrapreneurial process: 
▪ Identifying the opportunity 
▪ Ideation 
▪ Validation (proof of concept) 
▪ Development (MVP) 
▪ In-house commercialization 

• Methods to assess ideas: 
o Feasibility study 
o Market and competition analysis 

Section 3: Raising internal funds and negotiating support from management 
• Internal funding channels for intrapreneurship: 

o Innovation budget 
o In-house incubators 

• Strategies to obtain management's support: 
o Create a convincing business case 
o Communicate strategic advantages 

• The internal negotiation process: 
o Influence decision-makers 
o Manage key players 

Section 4: Measuring the success of intrapreneurship 
• Key performance indicators (KPIs) to assess intrapreneurship: 

o Rate of adoption for innovations 
o Return on investment (ROI) 
o Impact on staff engagement 
o New products/services developed 
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• The risks of intrapreneurship and how to manage them: 
o Rate of failure for projects 
o Managing failure and lessons learnt 

 
 

Bibliography 

 

Books available on Cyberlibris:  

 

➢ Bender, R, Ward, K, (2008), Corporate Financial Strategy, Ed. 3, Taylor & Francis 

➢ Kuratko, Donald F, (2007), Corporate Entrepreneurship, Now Publishers 

➢ Okumus, F, Altinay, L, Chathoth, P, (2010), Strategic Management for Hospitality and Tourism, Taylor & 

Francis   
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FOREIGN LANGUAGE 

Code: LAN 501 Number of hours: 39 
hours 

ECTS: 8 Weight: 3/3 

 

Goals & Skills  
 

Goal of the course:  

 

➢ Being able to work with and manage employees in a foreign language 

 

Skills to be acquired: 

 

➢ Thorough comprehension of “business” vocabulary 

➢ Becoming more at ease and fluent when speaking 

➢ Mastering written communication 

 

Summary:  

Students are introduced to management concepts in a foreign language. They learn how to affirm their leadership by 

mastering a foreign language in their working relationships. 

Teaching and assessment method 

 

Prerequisites:  

 

CEFR level B2 
 
Schedule: 
 

 

Teaching takes place using professional documents. The class is broken down into small groups. Oral communication 

is the most important aspect. Nonetheless, written communication is not completely neglected. 

 

Assessment:  

 

1 mid-term exam + 1 final exam in the year.  

Course details 

 

Part I: Management and leadership 

Section 1: Chairing a meeting 

• Expressing your point of view 

• Stating your case 

• Contesting 

• Summarizing what was said 

Section 2: Recruiting an employee 

• Resume  

• Cover letter 

• Job interview 

Section 3: Discussing and solving managerial issues 
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Part II: Finance 

Section 1: Management / auditing / financial vocabulary 

Section 2: Presenting a budget and a cost-killing decision 

Section 3: Discussing / stating your case on a budget with the correct financial terms 

 

Part III: Marketing 

Section 1: Commercial performance vocabulary  

Section 2: Building a sales proposition 

Section 3: Managing a sales team 

Section 4: Commercial negotiations 

 

Part IV: Corporate social responsibility (CSR) 

Section 1: Speaking about sustainable development and fair-trade issues 

Section 2: Speaking about problems in sustainable tourism and future innovations in tourism 

 

 

Bibliography 

 

Courses use authentic documents such as newspapers, professional magazines, etc. for students to work on.  
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Assessment - Final examination 
 

A general average of 10/20 is required to receive this diploma. 

 

I – Written exams  
 
 

• Operational management (2 hours) - Weight 4 

• Financial management (4 hours) - Weight 4 

• Marketing management (4 hours) - Weight 4  

• Human resource management (4 hours) - Weight 4  

• Business English (2 hours) - Weight 3 

• General company strategy (6 hours) - Weight 7 

• Management of hotel spaces and infrastructure (2 hours) - Weight 2 
 

II - Oral exams  

 
• Oral business English (10 min + 10 min for preparation) - Weight 2 

 

III - Grades obtained on M5 mid-term exams 

 

• Operational management (2 hours) - Weight 3 

• Financial management (4 hours) - Weight 3 

• Marketing management (4 hours) - Weight 3  

• Human resource management (4hours) - Weight 3  

• Business English (2 hours) - Weight 3 

• General company strategy (6 hours) - Weight 3 

• Management of hotel spaces and infrastructure (2 hours) - Weight 2 

 
 

III – ASSESSMENT OF PROFESSIONAL SKILLS 
 

ANY GRADE OR AVERAGE UNDER 7/20 MEANS THE STUDENT HAS FAILED 
 

 
• Management training - professional assessment - Weight 3  

 

• Final dissertation dossier- Weight 2 + oral defense - Weight 5 
 

 

 
 

 

 


