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In view of the health context linked to the spread of the coronavirus, the methods of organisation and evaluation of the learning
units could be adapted in different situations; these possible new methods have been - or will be - communicated by the
teachers to the students.

5 credits 30.0 h Q1

Teacher(s) Hazée Simon ;

Language : French

Place of the course Mons

Aims The contribution of this Teaching Unit to the development and command of the skills and learning outcomes of the programme(s)
can be accessed at the end of this sheet, in the section entitled “Programmes/courses offering this Teaching Unit”.

Evaluation methods Due to the COVID-19 crisis, the information in this section is particularly likely to change.
The final evaluation is based on:

• written, individual exam (70% of the final grade)
• group work on the analysis, presentation and illustration of a scientific article related to "retailing" (10% of the
final score)

• case study, by group (20% of the final score)

Teaching methods Due to the COVID-19 crisis, the information in this section is particularly likely to change.
The course alternates theoretical lectures (by both the teacher and students), practical exercises, case studies,
field observation, and guest lectures by practitioners.

The student is required to carry out preparatory work, prior to some sessions.

Sessions are mainly face-to-face.

Content Retailers play an important role in the distribution chain; they are the last link between producers and end
consumers. Retailing is basically where supply literally meets demand. The objective of this course is to understand
the realities of traditional retailing and its evolutions, particularly related to new distribution channels. Omnichannel
is indeed increasingly important and fundamentally changes the way companies distribute their products and
interact with consumers. Effective management of "omnichannel retailing" is now an essential source of value and
can represent a significant competitive advantage in the modern market.

In this context, this course focuses on the following key strategic and operational decisions that retailers face on
a daily basis:

• developing effective omnichannel distribution strategies,
• implementing these strategies through a coherent "retailing mix" (e.g., merchandise management, store
location, servicescape),

• building lasting relationships with both suppliers and customers, and
• making the customer experience as qualitative and fluid as possible, regardless of the channel used.

Inline resources Moodle (Student Corner)
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Support de cours / Course material :

Le matériel pédagogique, mis à disposition des étudiants sur Moodle (Student Corner), inclut :

• Slides PowerPoint (disponibles après la séance concernée)
• Articles scientifiques
• Cas d’entreprise
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Programmes containing this learning unit (UE)

Program title Acronym Credits Prerequisite Aims

Master [120] : Business

Engineering
INGE2M 5

Master [120] : Business

Engineering
INGM2M 5

Master [60] in Management GESM2M1 5

Master [120] in Management GEST2M 5

Master [120] in Management GESM2M 5

../ppe2019/en-prog-2019-inge2m.html
https://sites.uclouvain.be/archives-portail/ppe2019/en-prog-2019-inge2m-cours_acquis_apprentissages.html
../ppe2019/en-prog-2019-ingm2m.html
https://sites.uclouvain.be/archives-portail/ppe2019/en-prog-2019-ingm2m-cours_acquis_apprentissages.html
../ppe2019/en-prog-2019-gesm2m1.html
https://sites.uclouvain.be/archives-portail/ppe2019/en-prog-2019-gesm2m1-cours_acquis_apprentissages.html
../ppe2019/en-prog-2019-gest2m.html
https://sites.uclouvain.be/archives-portail/ppe2019/en-prog-2019-gest2m-cours_acquis_apprentissages.html
../ppe2019/en-prog-2019-gesm2m.html
https://sites.uclouvain.be/archives-portail/ppe2019/en-prog-2019-gesm2m-cours_acquis_apprentissages.html

