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This year the MS SMIB pursues its diversification strategy but in some different way. 
While the focus has been on geographical expansion during the past years, we have 
decided to also strengthen our curriculum on developing local skills. Hence all stu-
dents studying in the Cergy campus are French-speakers after the program (French 
lessons are compulsory for non-French speakers), Executive SMIBs enjoy more lead-
ership and organisational behaviour training, and recruitment of more Asian students 
for the Singapore campus are in course of action.

To be consistent with this strategy, we have chosen to present you disruptive of sim-
ply dynamic profiles of what we call local talents, i.e. of SMIB alumni that have made 
their way in their country of origin. International strategy can be managed from any-
where and especially at the first stages of developing some business.
On top of these articles, you will still find the usual reports from the students’ chari-
ties, business trips and graduation ceremonies!

Enjoy the reading and do share your feedbacks at smibmag@essec.edu

http://smibmag@essec.edu


Pioneer Talents

Marc POULAIN:  
Entrepreneur of the association 
easytrek (Paris)

Creation of the fantastic 
association easytrek

The SMIB program 
taught me to think 
as an entrepreneur. 
It helped me under-
stand that all ideas 
do not work, that 
you have to go 
through a trial-and 
-error process that 
you need patience 
to succeed. All com-
panies were small in 
the beginning and 
have problems with 

funding, resources… This was also true for me. 
Moreover, I believe that the program taught me to 

be focus, not to follow every idea that I have but 
to really concentrate on precise goals. Finally, I 
also learned that, as an entrepreneur, I could not 
remain stuck in front of my excel sheets all the 
time and that I had to engage with people and 
talk with them about my projects. Entrepreneurial 
projects always require teamwork, so you need to 
have partners, and not only competitors. Even if 
you face competition, you must remember that 
you should not always focus on taking some part 
of the cake from the others and that you can also 
make the cake become bigger and thus create a 
win-win situation for everyone in the market.

I have created this association with its core values 
and activities aligned with social sector. The main 
aim of my association is to help people discover 
the natural and cultural treasures of the region. 
Our association moved from products to services, 
then from services to experience at an interna-
tional level. www.easytrek.fr prides itself on offer-
ing unique experiences, as our clients post it reg-
ularly on our Facebook account since the launch 
in September 2017.
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To visit and discover so much wonderful and dif-
ferent places in such a little time (usually a 1 hour 
Trek) is cool. To pilot yourself the best machine 
(Trott) ever to do so is even better!
Your “Trott” is a 100% electric machine with huge 
wheels, top of the line in all its aspects to ensure 
the best experience with maximum security. Your 
“Trek” is “Easy”, standing on your “Trott”, con-
necting yourself with your environment in silence, 
with respect, enjoying yourself and sharing the 
experience with a small group of people (6 clients 
max per Trek).

Talents in the sustainable 
development

In my opinion, sustainable development is first 
about humans themselves and then the planet, 
for the key issue is that of human relations.

CEOs are the ones who decide about whom they 
are working with, the materials they are using, 
and, more broadly, the way their company func-
tions. They are essentially in charge of all the ma-
jor decisions. This means that to make business 
cleaner, it is necessary to convince them to inte-
grate sustainable development in their strategy. 
That is what I am aiming at with easytrek.

The easytrek machines make you to do some 
sport outdoor, to enjoy nature without damaging 
it. It is also a way to make people realize that there 
are beautiful things, cultural and natural treasures 
to discover very close to where they live. Essen-
tially, the goal is that they can contribute to the 
protection of the environment while enjoying 
themselves. The region between Paris and Ver-
sailles is very exciting for an international tourist, 
especially since you have the 2024 Olympic Ga-
mes in Paris. I’m very enthusiastic about prepa-
ring activities in the area and maybe afterwards 
organize these experiences in other parts of 
France and in other countries as well.

Talents in the experiential 
customer experience

I am going to give an example, I have been in a 
conference in Japan cultural house two years ago.  
Someone who often went there did a presentation 
about a Japanese company that was producing 
accessories for cars, for senior people. To be able 
to feel like an actual old person, they put medical 
suits on the body of the salespersons. They had 
to move like old people as if they were wearing 
prosthesis. As such, they could actually expe-
rience the same things as their customers.

We need to really feel what the clients are feeling 
and not only in a theoretical way, it is important to 
put oneself in the shoes of its customers.

So my thinking was that, in the winter, all the na-
tural and cultural treasures of the region will be 
beautiful in a special way, since the landscape is 
not the same as in spring or summer. So I want to 
propose easytrek as winter sports in Paris region 
with the promise that you will be equipped so that 
you won’t feel cold. To do that, I will do exactly 
what the Japanese company did, freezing myself 
using the machines from time to time to see what 
are the best equipment to avoid feeling cold.

The key is to propose a c-centric experience and 
in order to do this I must collect a lot of data on 
what the clients want, what their behavior is. it is 
thus important for me that the customers are di-
rectly interacting with us before, during and after 
the treks.
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Talents in building good customer 
relationship

We propose easytrek website and a facebook 
page, on which we post new information eve-
ry two weeks. It has two effects. First, it allows 
people who participated in the activities to have 
the videos and the photos of their trek. Because 
as today all our clients love the experience, they 
are posting very nice things about it and share it 
with their network. It is thus easier afterwards to 
promote our offer. The Facebook page is thus very 
credible because it displays what our customers 
are actually thinking of us.
At the beginning, on our website, we were mainly 
showing our machines because we hadn’t begun 
yet, so we did not have people, families, persons in 
photos or anything to show. It could look like we 
were selling machines! Now it begins to look like 
the real thing!
We also display the easytrek machines in crowed 
places and distribute flyers, answering questions 
directly which enables us to get clients in the real 
world and not only by social Medias.
Finally we had 2 articles about easytrek, one in a 
local paper and the other in “Le Parisien” which is 
a regional paper.

Alexandre JUVING-BRUNET  
Pionnier dans l’industrie de 
l’olfaction connectée (Las Vegas)

Entrepreneur du SMIB 2016 : fondateur du projet 
SNIFFY

Un laboratoire qui apporte des 
révolutions dans les marchés 
publicitaires et du Data 
management
Le programme SMIB m’a permis d’acquérir des 
notions de gestion que j’ai pu mettre en applica-
tion ensuite à travers mon projet entrepreneurial 
et ce, notamment, grâce à des professeurs de 
haut niveau. On se rend compte que de nom-
breuses problématiques originaires des États-
Unis arrivent aujourd’hui en France et l’ESSEC 
nous a permis de très rapidement les identifier et 
les comprendre. On peut par exemple prendre la 
notion d’entreprise « le consommateur est le roi » 
- où les services rendus aux clients deviennent de 
plus en plus fondamentaux – ou encore la digita-
lisation des modèles économiques (avec la notion 
de Consumer Centric qui est le nom de code de 
SNIFFY sous Olfactory Consumer Centric System). 

Avant le programme SMIB à L’ESSEC, j’avais 
d’abord créé un laboratoire spécialisé dans la pro-
duction de cosmétique et de parfum. Mais mon 
apprentissage m’a permis de comprendre com-
ment je pouvais agir pour faire évoluer ce secteur 

économique qui peine à se digitaliser. J’ai ainsi 
découvert que les aromaticiens avaient la capa-
cité à créer des parfums de saveur très sophisti-
qués, et il m’a semblé que l’utilisation de l’olfac-
tion dans des domaines tels que la réalité virtuelle 
ou la publicité pouvait être fortement disruptive. 
J’ai donc réorienté mon entreprise et pivoté mon 
Business Model dans ce sens, avec pour but d’ap-
porter à des entreprises des solutions olfactives 
connectées permettant de déclencher puis de 
comprendre les émotions des consommateurs 
dans leur démarche d’achat, donnée fondamen-
tale pour les industriels et nous partenaires B2B.
Le projet SNIFFY a démarré grâce au voyage à 
Singapour pour l’ESSEC. En faisant une halte au 
Duty Free de Dubaï, je suis tombé « nez à nez » 
avec un casque de réalité virtuelle d’un groupe 
de spiritueux (Marque CHIVAS REGAL du groupe 
PERNOD RICARD) et j’ai tout de suite compris 
que si je parvenais à leur apporter une solution 
d’olfaction connectée, ces industriels et leurs dis-
tributeurs transformeraient le parcours de leurs 
clients en améliorant la mémorisation produit/
service et augmenteraient l’écoulement grâce à 
l’émotion suscitée par une meilleure immersion : 
SNIFFY était lancé ! J’ai donc lancé les études de 
conception pour un objet connecté parfumant et 
intelligent permettant d’apporter une synchroni-
sation multi-sensorielle lors de présentation. Ain-
si, des compagnies intéressées pourraient accom-
pagner leurs présentations sur écran par un choix 
de sensations olfactives ou « design olfactif ». Cela 
pourrait permettre, par exemple, d’accompagner 
des publicités par certaines odeurs agréables en 
rapport avec l’objet promu. Cette approche sen-
sorielle peut notamment avoir beaucoup d’intérêt 
en matière de marketing et de promotion car elle 
permet de densifier la mémoire de la personne 
visée tout en stimulant ses émotions.

Un projet initiateur sur la scène 
internationale

Il aura fallu une année d’étude pour décrocher 
un premier sésame : un label d’excellence du 
pôle PASS à Grasse (Parfums Arômes Senteurs 
Saveurs) qui nous a permis de déposer notre 
candidature pour le CES LAS VEGAS et apporter 
une visibilité internationale à notre projet en jan-
vier 2018 prochain (9 au 12 janvier 2018 – Stand 
51271 Hall G).
 
Le CES est un événement essentiel pour accélérer 
son développement et augmenter sa visibilité à 
l’étranger. J’espère toutefois que cela ne se fera 
pas trop vite car nous avons encore des progrès 
à faire en matière de structuration de notre en-
treprise. Le CES est aussi un jalon industriel et 
financier important. Il s’agit en effet aussi d’in-
téresser des investisseurs, tout en poussant nos 
équipes de programmation à élaborer des pro-
totypes opérationnels très rapidement pour être 
prêts pour cet événement. À court terme, notre 
but est d’atteindre un parc-machine critique, nos 
machines devant ensuite être mises à disposition 
des entreprises, et du leasing, notre modèle repo-
sant sur la commercialisation de solutions autour 
de ces dispositifs.

La révolution sur le marché olfactif

1. La mémorisation d’une odeur-
produit/service et l’émotion 
d’achat : nos deux leviers B2B2C
L'olfaction est un sens humain fondamental pour 
la mémorisation et l'émotion. L'olfaction com-
mande ainsi à la gustation par le phénomène de 
la rétro-olfaction. Le parfum est donc un mes-
sage puissant qui peut, en traduction Business, 
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augmenter la mémorisation produit/service et 
augmenter l'émotion humaine lors de son par-
cours client. Le parfum peut aussi être utilisé pour 
favoriser l'image de la marque, augmenter les 
ventes tout en évitant aux marques de voir leurs 
stocks se dégrader car les clients ne seront plus 
obligés d'ouvrir les produits pour les sentir, ni de 
surconsommer des testeurs et des échantillons 
qui érodent les marges des industriels et des dis-
tributeurs.

Au niveau agro-alimentaire par exemple, tous 
les produits qui étaient jusqu’ici congelés, blis-
terisés, packagés, lyophilisés pourront sans ou-
verture être sentis pour stimuler la projection 
du client dans le produit. Imaginez le poten-
tiel pour un plat congelé, froid et inodore par 
définition, que l’on peut sentir dans le linéaire 
alimentaire conformément au ressenti pro-
duit quand il sortira du four le soir en famille !

2. Le management du big data : 
vers le Behavioural data et l’IA 
émotionnelle.
SNIFFY va transformer le dernier mètre d’achat 
en créant de nouvelles expériences clients en 
augmentant la mémorisation du produit-service 
et de nouveaux tunnels de ventes. Une trans-
formation va être apportée par le SNIFFY aux 

industriels du big data, et leur fournir la don-
née qui leur manque : l’émotion humaine liée à 
l’olfaction. En effet, 99 % des actions humaines 
sont irrationnelles et comportent un aspect émo-
tionnel. SNIFFY équipé de caméras va collecter, 
après validation du client en signant l’écran tac-
tile, les images Haute Définition de l’olfaction 
dans l’acte d’achat. Ces vidéos seront analysées 
durant les trois premières années (2018-2021) 
par des psychologues comportementaux qui 
vont décrypter les émotions fondamentales en 
réaction aux olfactions et images synchronisées. 
Ce décryptage va alimenter une intelligence ar-
tificielle qui va permettre de créer des schémas 
prédictifs émotionnels construits sur une vraie 
démarche de Bottom-Up à rebours des IA tradi-
tionnelles qui sont construites sur des schémas 
lexicographiques et sémantiques qui limitent la 
compréhension : on ne peut pas mettre en équa-
tion l’émotion humaine sans passer par le siège 
des émotions (= le système limbique) lui-même 
actionné très fréquemment par notre nez !

Nous installerons en 2018 le tout premier ré-
seau d’objets connectés parfumants intelligents 
 SNIFFY pour mieux effectuer le « Push and Pull » 
c’est-à-dire envoyer des supports de communica-
tion et collecter les données relevant l’impact de 
ces informations sur les consommateurs.

Consulting Talents

Florian PALMADE 
BearingPoint (Paris&Singapour)

The SMIB program gave me the opportu-
nity to join a prestigious consulting firm, and 
frameworks to use in my daily life, especially du-
ring missions in strategy. I only had 1 mission in 
this area for now as I joined my consulting firm 6 
months ago. I work for a major player in the En-
ergy sector and help him to deploy an Internet 
Portal for his customers and products end-users. 
The portal is accessible only through a login 
page (which means the users must register first) 
and push customized information, products of-
fer and trainings to the users. On the other hand, 
these users fill information about their com-
pany, which will be used by the sales depart-
ment to reach a larger community of people. 

Joining a global firm with missions worldwide to 
increase opportunities to travel or even to join 
another office abroad is a very exciting thing for 
me. In the daily work in Paris, most of my clients 
are international firms anyway, which gua-
rantees to work in an international environment.

Apart from the working experience in Europe, I 
have also done an intern in pwc singapour last 
year. The Asian working experience gives me 

the opportunity to experience another wor-
king culture. Asian people give more value to 
their job and career than in Europe in average, 
which can be felt when working in Asia. The 
hierarchy is also more perceptible in Asia than 
in Europe, especially in consulting firms I think. 
Junior people in Asia sometimes seem almost 
shy with Partners whereas it is mostly not the 
case at all in Europe. Despite that, I didn’t find 
real differences in the working environment, the 
true cultural gap was more present in the per-
sonal life (to build relationships, the culture, the 
food, etc.).

As for my future career plans, I prefer to stay in 
the consulting environment a few years and, ac-
cording to the opportunities I’ll have, maybe join 
the Strategy department of an industrial firm.

Julien RUPÉ  
McKinsey & Company 
(Kuala Lumper, Asia)

In the early 2000s, the development of fixed 
broadband and UMTS (3G) networks opened a new 
adventure that I wanted to be part of! I graduated at 
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engineering school Telecom SudParis and did my in-
ternship in South Korea which was already ahead of 
Europe in terms of new technologies. More attracted 
by business and market than pure technical aspects,
I decided to join an Advanced Master. The SMIB, which 
combines Strategy and International, as well as the 
very positive feedback I got about ESSEC, was then 
an obvious choice! If the student has built a coherent 
professional project, the SMIB can open an incredible 
number of opportunities! After an internship in the 
Venture Capital team at Société Générale, I decided to 
start my carrier in a French consulting firm focusing 
in Telco to get more experience in the industry. At-
tracted by international, I moved to Tokyo to join the 
Investment Bank Natixis. Based on these experiences, 
I realized that TMT sector (Telecom-Media-Tech) and 
consulting were definitely the two passions of my pro-
fessional life so I joined Orange group through their 
Consulting subsidiary Sofrecom. Based in Paris, I did 
some really exciting projects like launching Orange in 
Tunisia or creating a Procurement JV with Deutsche 
Telekom. Then I moved to Jakarta office to provi-
de support to sales team in South-East Asia where I 
played a role in both business development and pro-
ject delivery.

A little while back, I started to feel ready for a change. 
I loved my role and colleagues at Orange, but I wanted 
to work on a broader set of topics within Telecom and 
have opportunities to explore multiple countries in 
Asia. McKinsey seemed like the best possible option 
-- it was well established and reputed in the region, 
with more than 20 offices in Asia-Pac, and it had a new 
emphasis on innovation through the New Ventures 
group of 50+ startups within the firm. I applied from 
France and interviewed through video conference with 
colleagues in Hong Kong, Sydney, and Singapore. I met 
face-to-face with my interviewers in Paris for the final 
round.

One of the most surprising things to me was how 
much emphasis the partners who interviewed me put 
on getting to know me and by how much of themsel-
ves they shared in our discussions. Since the position 
was open in almost any office in Asia, I remember ha-
ving a long discussion with one of my interviewers on 
the pros and cons of each location from professional 
and personal perspective.

After interviewing, I knew McKinsey would be a life-
long learning adventure, and that's definitely been true 
so far. I'm surrounded by telecom experts, software 
developers, analytics gurus, business manager, entre-
preneurs, and people from all different backgrounds.
Asia provides an exciting playground with different 
markets and cultures! In term of market, trends can be 
different as well as customer behaviors. Moreover, you 
work in much more multicultural environments than 
in Europe. And working in Japan would be comple-
tely different than in Indonesia for example. For those 
who want to get out of their comfort zone, trying 
an experience in Asia can be an interesting choice! 

Managing Talents

Suhaib RATHORE  
Product manager in the IT Industry 
(Paris)

Before joining the SMIB program, I was wor-
king mainly as a software engineer in Ibex 
Global, an IT company focusing on business 
solutions. So, I was working in the IT indus-
try even before the SMIB program. However, 
this program enabled me to move to product 
management first in the e-commerce depart-
ment of Rexel and then at EZ Web Enterprises.

After SMIB, I joined Rexel, a global leader in the 
professional distribution of electrical products and 
services. While working at their Paris headquar-
ters, I got the chance to work with their regional 
teams from different European and North Ame-
rican countries including France, Netherlands, 
Sweden, USA, UK and Canada. Dealing with 
people from different corporate contexts was ex-
tremely interesting, and felt very improvisational. 
At EZ Web, since our products are being used 
all over the world, I have had a chance to talk to 
customers from all over the world including Nor-
th America, Australia, Singapore, and Colombia. 
It’s very rewarding seeing the vision you had for 
a product being translated all across the world.

Currently, I am a product manager for two pro-
ducts at EZ Web; our asset tracking software 
EZOfficeInventory (www.ezofficeinventory.com) 
and online rental software EZRentout (www.
ezrentout.com). They’re SaaS-based solutions 
boasting 20% of the Fortune 500 as customers.

Working as a product manager, you need to drive 
the development of the product. This means en-
suring that the product is successful while kee-
ping in mind the strategic goals of the business. 
For this purpose, you must be in constant contact 
with different departments of the company such 
as marketing, sales and finance. Secondly, the pro-
ducts you are working on might need you to have 
some basic knowledge about different fields – for 
example for EZOfficeInventory, I needed to know 
some basics of accounting. Moreover, if you are 
working for a product being used in several coun-
tries, you also need to be able to communicate 
with customers from different cultures and coun-
tries. SMIB provided me with a lot of real-world 
experience that allowed me to liaise with people 
from different departments, and its multicultural 
setting gave me the confidence to be able to talk to 
people from different backgrounds and cultures.

Being a good product manager in a computer 
science company is not easy. Firstly, you need to 
be able to think long-term. You are responsible 
for the success of the product, so you have to 
set goals for the team and try to make sure that 
the goals are met. Secondly, you need to be able 
to say no. As a product manager, you get inun-
dated with requests from customers, managers 
and sales about the different features they think 
should be included in the product. While taking 
all this feedback in is good, you need to un-
derstand what works for the product and what 
does not – and at times like these you must let 
the customer know that their request cannot be 
completed. Thirdly, you should always be analy-
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tical. While it’s good to trust your gut feeling, it 
does not always work. Your decisions can lead 
the product to failure, so you cannot just rely on 
intuition. Your decisions need to have some so-
lid reasoning behind them. So whatever decision 
you make, take your time to analyze it, weigh the 
pros and cons, try to look at it from every aspect 
and only when you are satisfied, pull the trigger.

I love my job and I plan on staying in the pro-
duct management space for the foreseeable 
future. There’s nothing more rewarding than 
seeing a product you’ve helped envision, find 
its way into different kinds of businesses, stren-
gthen their core efficiencies, and help them 
become better at what they do. I’m also wor-
king on diversifying my skill set so I’m able to 
grow and be a worthy asset for my employers.

Maxime PERROT 
Product Manager in  
Pharmaceutical Industry 
(Paris & Singapore)

Before joining the SMIB, I was a Pharmacy stu-
dent at the Université Paris-Sud, recently rena-
med Paris-Saclay. During my studies, I built a 
strong knowledge about Pharmaceutical Industry 
through various internships and part time job in 
various environments. Indeed, I worked at the 
French Country Office of Pfizer, as regulatory 
undergraduate consultant, at the headquarter of 

PPM, a Cambodian company, as an International 
Marketing Intern and finally at the headquarter of 
Les Laboratoires Servier, as an intern at the Head 
of the Operations in Middle East. All these expe-
riences combined with my academic knowledge 
gave me a wide vision of the Pharmaceutical In-
dustry.  

Joining the SMIB was for me an opportunity to 
complete my Pharmaceutical technical skills 
with financial, commercial and managerial ones 
in order to work in commercial operations in the 
future. The SMIB Program was also a chance to 
give a strong international twist to my career. This 
international twist perfectly matches with my wil-
lingness to work abroad for a while. Indeed, wor-
king abroad represents for me a chance to disco-
ver new countries, new cultures and new ways of 
thinking. This is mainly the reason why I choose 
to do my SMIB in Singapore. During this program, 
I meet new people from other backgrounds and 
other countries which enrich my international ex-
perience.

During the first semester In Singapour, we have 
been through various interesting topics such as 
financial accounting, finance, strategic tools, ap-
plied strategy management, innovation ... so on 
and so fourth. To sum up this full semester in a 
single sentence I would say that it was a mix of 
technical and analytical topics that aimed to pre-
pare us to face some of challenges that a manager 
faces everyday: “how to work in a multicultural 
environment?”, “how to interpret this balance 
sheet or this income statement compared to the 
previous ones?”, “how my company is worth to-
day?”, “how my industry will be disrupted in the 
future and therefore how to adapt my company’s 
strategy in order to survive against this new 
growing competition?”… I don’t have specifically 
one single course which has been my favourite in 
mind. I rather took all the courses as a single piece, 
and I’m able to say that this semester changed my 
way of thinking in many ways and therefore I can’t 
wait the second one to keep learning new things.  

Since my arrival in Singapore, I had the chance 
to participate to the Career Day, an event orga-

nized by two of my classmates, during which 
many former SMIB or ESSEC Student came to 
tell us what happened for them from the moment 
they graduated till now. Speakers were from va-
rious industries and it was really nice to hear their 
successful stories and to share about both, the 
SMIB and the post-SMIB experiences. Once again 
this great event shown us the power of the SMIB 
Alumni network.

After graduating from the SMIB program, I always 
wanted to be involved in the healthcare system in 
order to improve people lives. Nevertheless, when 
I began my pharmacy studies I discovered a new 
way to involve myself in the people’s lives’ im-
provement by mixing pharmaceutical and com-
mercial skills, the Pharmaceutical Industry. From 
this time, I decided to be part of this industry.  
So, I would answer this question by saying that 
I would like either work in the pharmaceutical 
industry or for the pharmaceutical industry as a 
consultant.

I think that the pharmaceutical industry will face 
three main challenges during the next decade: 
First, as any industry nowadays, pharmaceutical 
industry has to face the digitalization. It already 
began with many apps and devices developed 
the past few years and it will continue in the fu-
ture. With this new technology, pharmaceutical 
industry wants to “go beyond the pill” providing 
to the patients a full service.  Second, pharmaceu-
tical industry has to face a new challenge which 
is the personal-medicine. This new type of medi-
cine will provide to the patient a customized drug, 
perfectly adapt to him or her, in order to drama-
tically reduce side effects and increase efficacy. 
It already began in oncology and immunology 
areas and will I think continue in the future. Third, 
pharmaceutical industry has to face the conti-
nuous price reduction. This is the main challenge. 
While national healthcare systems want to reduce 
drugs’ prices, the research and development 
costs continue to increase.

If we now put the focus of the Pharmaceutical 
industry in Asia, I think the three main regional 
challenges are the counterfeiting, the compe-

tition of generics for patent drugs and the low 
price dynamic in Asia mainly due to the fact that 
many Asian countries still at the stage of develo-
ping countries.

Laurent LAMOTTE  
Business Developer  
in the Luxury Industry 
(Palma, Latin America)

I graduated from EDC Paris and from a MBA at 
Texas A&M University. But after several professio-
nal experiences in sales, I wanted to acquire more 
analytical skills. Therefore, I have chosen the Exe-
cutive SMIB in 2003.
I enriched my decision-making skills, I gained 
more efficiency, whether in planning or in sales 
management from this excellent program. On the 
human aspect, I benefited from the group study 
sessions with the SMIB students with technical 
backgrounds, since they brought value to the tea-
ching experience.

I have chosen to work in the luxury business be-
cause it is a French sector that exports a lot, and 
demonstrates excellence and know-how. I have 
the chance to work on exceptional, rare and va-
luable products. Plus, we focus on the customer, 
who is at the very heart of our business. Each 
time, it is a challenge to build an offer, a marke-
ting plan.
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Working in the world of luxury, you need to be 
adaptive, especially outside France. This implies 
being tolerant, with others, who have different 
visions, but often worthwhile. Third, you must 
always think about the customer first. There is 
a tendency in the luxury to have a certain ego 
towards our products of very high quality, but it 
is the customer who must be at the center. The 
product comes after.

Currently based in Panama, at HERA LATAM, I am 
an independent agent working for different luxu-
ry brands as Cuervo y Sobrinos, Von Arkel Swit-
zerland, or Gellé Frères. Our business model is to 
focus on accessible luxury as well as ultra-luxury. 
I am helping them with a long-term perspective, 
by establishing a solid partnership with the best 
retailers of the region.

Latin America is quite ambivalent. On the one 
hand, it is a tough market to penetrate. With po-
litical instabilities, unpredictable economy (deva-
luation, corruption) and high tariffs and regula-
tions.

On the other hand, it is a market full of opportu-
nities, and potential growth. We focus on a very 
small portfolio of highly selective brands, which 
do not compete between themselves, with a fan-
tastic growth potential in the LATAM region and a 
long-term strategy and vision. Those brands have 
a solid historical background, as well as a strong 
personality which adds newness in our LATAM 
territory.

Arnaud FISCHER  
Business Manager  
in Startup company Altogen  
(Swiss, Europe)

Business manager in Europe

I have begun my study with a biological degree 
(DUT) which ended up with a very interesting in-
ternship at the Technical University Munich (TUM). 
I then decided to pursue with an engineering de-
gree with a quality specialization while working 
for Arcelormittal. After 3 years my motivation to 
go abroad gets bigger, so I decided to make a 
V.I.E. within FAURECIA in Austria. After this year, 
the motive for a new challenge in an international 
context pushed me to Wurth Elektronik.

The turning point with The SMIB 
Program

After three years apprenticeship as engineer sup-
port with Arcelormittal, quality engineer at Faure-
cia, and customer relation manager at Wurth 
Electronik, I know that I want to make something 
different, something big. That is when I decided 
to invest in SMIB to align my international context, 
academic excellence and pioneering spirit. SMIB 
has given me boost, reflection of who I am, and 
what I wanted to do. I got a new perspective: I 
want an agile structure while I can implement 
all the skill I have been learned prior. Combining 
those skills with strategy and management bu-

siness is like creating powerful tools to help me 
stand up and valuable for company. I am now 
ready for something bigger, ready to take charge.

Altogen, the value, the ambition, 
and the future.

Aligned with my passion and his skill, Altogen like 
match made in heaven for me: biological and en-
gineer background with experience in the indus-
try, I managed to back to his roots, the sector that 
I am always passionate with.

Altogen might be new player in healthcare en-
gineering and consulting industry, but this phar-
maceutical and biotech company proven them-
selves through steady growth. They value their 
consultants, treating them not only as an em-
ployee but also as human capital, maintain them 
and trained them well so they able to contribute 
to the company ambition: bring knowledge and 
supports to their customers in accordance with 
the needed health standards. On top of that, I 
want to deliver happiness.

Working in starts up company, there are some 
challenges that need to be addressed such as 
getting people to know your company and then 
getting their trust to willing to engage you; here 
where his experience working as customer re-
lation manager where I dealt with customers 
not only from France, but also relation with en-
gineers in competence center in India and Facto-
ries in German as well as in Asia. Although it was 
challenging, dealing in intercultural context gave 
me advantage in how to approach customers that 
coming from all kinds of background from many 
countries in any forms. This skill complemented 
with soft skill and business strategy I got from 
SMIB will play very big part for the growth of the 
company. They will be in line to Altogen future 
plan to open new offices all over Europe.

Thomas POLLIAND  
Business Developer  
at Schneider Electric 
(Singapore, Asia)

A diverse and international 
background

As for my academic background, I first took a 
Master’s degree in engineerin from ECE Paris en-
gineering school with a major in energy and a mi-
nor in consulting which gave a strong grounding 
in science and technology. I spent two semesters 
abroad as part of the cursus ( in Canada and Sou-
th-Korea) where I had the opportunity get out of 
my comfort zone and learn from other cultures. 
After that, I participated in the the SMIB Advanced 
Master at ESSEC Business School (full Asian track) 
with a major in Business in Asia and a minor in 
Financial market with Asian focus. Thanks to this 
background, I have been able to gain valuable 
skills in both business and engineering.

In addition to this, I have had quite a diverse pro-
fessional experience as I have worked in  both 
international and French firms, big companies 
and start-up in operational R&D and consulting 
industries. To be more specific, I did a 2-month 
internship in Malta in the national leading solar 
energy company (operational) a 4-month in-
ternship with EDF (Electricite De France), the lea-
ding French electricity company (R&D), a 6-mon-
th internship with CGI Business Consulting to 
work within the energy and utilities department 
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(consulting) and finally a 8-month part-time (with 
ESSEC) consulting mission with KYKLO (B2B 
e-commerce start-up in electrical and automa-
tion field) in Singapore. Since June, I am working 
as a business developer for microgrid in Asia with 
Schneider Electric.

The usefulness and value-added 
of the SMIB

The program allowed me to acquire a strong bu-
siness background with knowledge and skills in 
Finance, economy consulting, project manage-
ment and strategy. I also had interesting classes 
on a wide array of topics such as geopolitics, 
macro-economy or international law. As a student 
of the Asian track, I also gained a better unders-
tanding of the cultural differences between Asia 
and the Western world, something very useful in 
international business.
I liked the SMIB pedagogy that combined theore-
tical and practical aspects with the classes on the 
one hand and the ASC Project on the other hand. 
The Asian track also gave me the opportunity to 
add an additional international experience to my 
background.

Schneider Electric, a leading 
company in the digital Schneider 
electric, an innovative, ambitious 
and challenging company

Schneider Electric is one of the global leading 
companies in the digital transformation of energy 
management and automation systems. The com-
pany aims to develop new products and solutions 
to help energy players face new trends in the en-
ergy sector such as decentralization, decarboni-
zation and digitalization.
I choose Schneider Electric and this opportunity 
for several reasons. Firstly, it was a big internatio-
nal established company in the energy field. Then, 
it gave me the possibility to stay in Asia (Singa-
pore) with a regional job and in a multicultural en-
vironment and to work in a very promising clean 
and social industry (microgrids). The energy sec-
tor attracted me because it gave me the oppor-

tunity to combine my engineering and business 
skills and I was able to gain a lot of responsibili-
ties quite rapidly by being fully in charge of the 
development of microgrids in Asia. As a French 
citizen, I applied for a VIE, a kind of contract that 
only applies to international positions and which 
offered me ideal conditions of work.
I also faced exhilarating challenges in my position. 
For instance, it was rather challenging to start a 
new business for the company in this promising 
and complex part of the world (microgrid in Asia). 
It was not easy for me to be operational as quickly 
as possible, to rapidly get integrated in a multi-
cultural team and learn the company processes. 
Other challenges that I want to mention are the 
intense workload and the necessity to gain the 
confidence of all the stakeholders, including 
clients, fellow workers and partners. Again, it was 
important for me to get out of my comfort zone.

Working in Asia

To work in Asia certainly has advantages. It is a 
very interesting part of the world and if you’re 
able to land a job there, you will get a great expo-
sure to intercultural exchanges and management. 
It is also easier to have high responsibilities as a 
junior there and your evolution within the com-
pany may be quicker than in western firms. There 
are some downsides, however. Job security is 
lower than in France and in some sector, such as 
consulting, it may be more difficult to find a posi-
tion, especially as a junior.
As a whole, I would definitely advise students to 
come study and work in Asia. It is a great way to 
gain a meaningful and challenging international 
experience and to get out of one’s comfort zone. 
Needless to say, this can also boost one’s career.

Plans for the future

For now, I’m planning to continue working in the 
energy fields in subsectors such as renewable en-
ergies, storage or microgrid. I do not plan to leave 
either Schneider electric or Asia, but I’m definitely 
looking forward to gaining more responsibilities 
and progressing within the company. Finally, my 
objective is to retain a strong focus on the bu-

siness side of my job, while still benefiting from 
my engineering background in the way which is 
a great asset when I have to deal with technical 
matters.

Gaoussou Ludovic DOLO 
Project Manager at Polyconseil 
(Abidjan, Africa)

I already had several years of experience when 
I applied for the program SMIB. I was a young 
engineer in telecommunications with a diploma 
in science and I wanted to acquire knowledge 
in other domains to perfect my global skills. I 
was already very interested in the management 
aspect of projects and I found the SMIB pro-
gram that combines strategy and management. 
Domains such as trade, the legal aspects of 
contracts, supply chain management were sec-
tors of activity which pleased me but in which I 
had almost no knowledge.

My experience at ESSEC was excellent. I really en-
joyed studying at ESSEC. The courses were held 
in Paris not far from my workplace. There were 
in my group people of diverse horizons (people 
from other cultures, people with other back-
ground). I enormously learnt: with my classmates, 
with the professors of course, the discussions 
with the professors were amazing (they real-
ly did share with us), through the exercises, the 
study trip, the report, the colloquiums and the af-

ter-work meetings. It was intense but it was worth 
it. I appreciated the quality of the teaching and 
the relevance of the various courses.
The added value was for me to be able to widen 
my network to people of different backgrounds 
and to learn a great deal of things on other sec-
tors, on the management of business, on other 
cultures.

I really learnt many things on domains that I had 
almost never met previously. For example, the 
course of negotiation let me go into a comple-
tely new world and I adored it.   And indeed this 
course gives me something that I needed for my 
work at that time because I had to negotiate fre-
quently with Entrepreneurs, with other engineers 
of my team.

The skills I learnt were complementary to those I 
already had through my initial formation and al-
lowed me to improve my efficiency in my work. 
I think of the class of international trade (in my 
work I had to buy products abroad), the course 
of supply chain (I had to move loads of material 
to different places of France), the course of inter-
national law and of course the class of strategy.
I am now working at a consulting firm, Poly-
conseil. This company allowed me to leave the 
universe of large companies to the world of SMEs. 
I had the opportunity to travel and to work in ano-
ther country on another continent. Polyconseil 
allows me to do well more than just the work of 
engineer in telecommunications, it opens me new 
doors, thanks to the SMIB program in particular. 
This choice of career pleases me for the moment, 
I like change, new adventures and it is going well.
I work full-time in Africa from now on. The interna-
tional contents of the SMIB help me work here in 
Africa. There are many subtleties to take into ac-
count when you work abroad. And it is true, those 
subtleties were mentioned during my various 
courses of the SMIB. The SMIB prepares people 
to live an excellent experience. It is not easy, there 
is some adaptation to make, and it takes time to 
adjust well the subtleties of the culture of the 
country in which you migrate. Nevertheless, the 
advices of the professors from the SMIB program 
are of a big help during the expatriation.
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Tarek EL BITAR 
Director – Global Transaction Banking  
NATIXIS Dubaï Branch

I hold an Advanced Master’s Degree, Strategy 
and Management of International Business from 
ESSEC Business School – Paris and a Master’s 
Degree in Economy from University of Paris 
Dauphine. I had more than 20 years of banking 
experience spread across multiple functions (Cre-
dit Risk, Corporate and Financial Institutions). I 
started my career at Société Générale de Banque 
au Liban (SGBL) in Beirut. I worked for 2 years in 
Natixis Paris within GTB FI (Global Transaction 
Banking – Financial Institutions) as well as pre-
viously holding the role as Head of Financial Ins-
titutions relationships at Banque Palatine in Paris 
(Group BPCE).

I work right now in Natixis Dubai branch- Global 
Transaction Banking business line. I contribute 
actively in developing all kinds of Trade Finance 
activities and in improving relationships of Na-
tixis with Financial Institutions (Banks) and Public 
Sector (Central Banks) in the Middle East Region. 
I enjoyed negotiating with people with different 
skills and cultures. Our exporters corporate clients 
are very satisfied with our support in their inter-
national development. The strategic plan from 

2018 to 2020 will bring many challenges in the 
scope of my role and missions in the Middle East 
with Natixis and I am looking forward to face all 
these new challenges in my career.

I always recommend others that we should do our 
job with passion and enthusiasm without missing 
the discipline and vision in your own business. 
The SMIB program in ESSEC helped me to get 
better visibility in the market. I believe that the 
students of SMIB (worldwide) contribute actively 
in the successes of ESSEC Business school.

Benoît LACOSTE 
Chef de projet chez GERTRUDE SAEM 
(Région de Bordeaux)

Je suis ingénieur INSA génie mathématique de 
formation. Diplômé en l’an 2000, j’ai entamé 
ma carrière professionnelle dans une ESN en 
tant qu’ingénieur d’études avant de rejoindre 
GERTRUDE SAEM (http://www.gertrude.fr) en 
2003. D’ingénieur R&D à mon arrivée, je suis au-
jourd’hui chargé d’affaires. En mai 2016, j’ai déci-
dé de réaliser à ma propre initiative un Mastère 
Spécialisé à l’ESSEC, le SMIB, en Executive Edu-

cation afin d’obtenir la double compétence tech-
nique/business.

Mon entreprise est dans le domaine de la mobilité 
urbaine. Plus concrètement, nous nous occupons 
de la régulation du trafic routier. Gestion de la 
circulation, Aide au bus (en priorité absolue, en 
priorité ou autre), outils d’exploitation, formation, 
maintenance, etc.

En ce qui me concerne, je suis chargé d’affaires. 
Mon portefeuille comprend le Maghreb (Algé-
rie avec des projets tramway clé en main en 
sous-traitant d’ALSTOM, Maroc) et les Caraïbes 
avec la gestion de la ville de Fort de France (Poste 
central de régulation du trafic et priorité absolue 
pour le Bus à Haut Niveau de Vitesse sur les car-
refours à feux). Mon métier comprend donc à la 
fois du management de projet, de la gestion de 
contrats mais également de la prospection, de la 
gestion financière, du reporting, de la formation, 
de la maintenance… Je suis l’interlocuteur unique 
de mon client, tout passe par moi. Une sorte de 
Key Account Manager dans une petite PME.

J’ai beaucoup appris avec le SMIB. Je ne regrette 
pas ce choix, bien au contraire, je suis un fervent 
supporter du SMIB. Le groupe d’étudiants était 
très bon, très soudé et un formidable moteur de 
motivation. Le SMIB a déjà contribué à me don-
ner une belle visibilité. En reprenant mes études, 
j’ai dû accepter de travailler en équipe avec des 
gens que je n’appréciais pas. Mais j’ai également 
dû me remettre en question et faire un gros travail 
sur moi notamment au niveau des « soft skills ». 
Le travail demandé est aussi très important. Il 
faut donc savoir s’organiser et s’adapter. Soyez 
humble, soyez travailleur et vous n’aurez aucun 
problème à suivre cette formation.

Suite au SMIB, je souhaite me réorienter dans 
le domaine commercial en milieu international. 
Je suis mobile et les déplacements à l’étranger 
font partie de mon fonctionnement depuis 6 ans. 
Parlant sans souci l’anglais et l’espagnol, je peux 
prospecter dans la majeure partie du monde. En 
cours de repositionnement dans ma petite PME 
(en tant que Responsable des Opérations à l’Ex-

port avec tout le service à structurer), je reste 
ouvert à toute autre proposition extérieure. J’ai 
réellement envie de franchir un cap et de me ser-
vir du SMIB pour cela. Ce dernier me donne déjà 
un bon réseau et une belle visibilité sur le marché 
ainsi que sur LinkedIn par exemple.

L’humilité est très importante pour moi de réussir 
dans le monde de l’entreprise. Il faut accepter de 
ne pas être omniscient et se plier aux règles de sa 
société (voire de sa hiérarchie si vous êtes dans 
un management à l’ancienne). Je pense aussi qu’il 
faut être capable de travailler en équipe et d’être 
relativement flexible. Les métiers évoluent sans 
cesse, notamment avec le numérique et l’arrivée 
de l’intelligence artificielle. Donc le salarié doit sa-
voir s’adapter, vouloir se former et être proactif. 
Toujours se remettre en question tout en osant et 
en croyant en soi. Ces deux dernières choses sont 
les deux prérequis pour la réussite dans le monde 
professionnel. En résumé, je pense qu’on réussit 
dans le monde de l’entreprise quand on se sent 
bien et on s’y sent bien.

Bruno LACKMÉ 
Investment and retirement in 2018

These 2 subjects are linked as retirement cash 
flows are build out of liquidation of accumu-
lated investments. Historically the French sys-
tem heavily relied on state systems (distribution) 
where Anglo-Saxon countries rely much more on 
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capitalization.
If diversification was applied on cash flows, a ba-
lanced retirement solution should rely on 3 pillars: 
State systems / Personal assets / Pension funds 
(insurance). It would thereby mitigate the very 
long term risks of insolvency. These solutions 
have also different level of flexibility to adjust to 
changes in households configurations that can-
not be ignored with the extension of lifetime.
Let us analyze each of these elements in the 
context of key upcoming changes for 2018/2019.

1) Retirement state systems

a. Demographic evolution of France as mentioned 
in the 14th report of the COR is not rosy. Ratio of 
active individuals to pensioners is projected to 
go from 1.74/1 today to about 1.5/1 in 2040. With 
less people contributing for a larger pool and no 
high rate growth of GDP, the only solution is to 
reduce pensions. In our state systems provisions 
are minimal so as soon as in or out flows are affec-
ted, adjustment measures have to be taken. Pre-
viously debt was a solution but now, with Europe 
watching us, it is no longer an acceptable one.

b. As a consequence expected average replace-
ment rate of pension vs activity revenues will go 
down. This will make life more difficult for those 
depending only on this pillar for their old age fi-
nancial needs. Ratios are projected to drop from 
a current average level of 52% of pensions to ac-
tivity level revenues to 38-44% level in 2040. It is 
10 points less but a cut of 20% on current levels.

c. This strategy of erosion is already taking place 
and you will see some new elements being imple-
mented in the next 2 years. An open revolution is 
not acceptable in this field, only evolution is. All 
measures taken are hiding erosion of benefits. As 
always the devil is in the details and small lines: Arr-
co and Agirc agreement of 10/30/2015 with an obs-
cure bonus/malus system for 1/1/2019; new rules 
for computation of “best 25 years” for pensioners 
having worked in different regimes (SS/RSI/MSA); 
non compensation of CSG increase for pensioners…

2) Personal management of  
assets
a. Life expectancy is improving as INSEE statistics 
are showing. Life expectancy at 70 is now 15 years 
for men and 18.5 years for women (INSEE MOR-
TA_CS 2009-2013 table). This is both a blessing 
and a curse as risks of dependency are looming 
over a lot of us. This can make personal manage-
ment of assets difficult in case of impaired mental 
capacities, prevent decisions to be taken (guar-
dianship) and so jeopardizing production of much 
needed revenues.

b. Overall, we see a positive trend with Flat tax 
giving a chance to risky assets acquisition and 
management, like company shares (large or small 
size). Going in and out of life insurance before the 
sacred 8 years limit is even acceptable with the 
new Flat tax rates vs previous conditions. A key 
vehicle, PEA is even preserving its tax free status 
(after 5 years) on dividends and capital gains.

c. For IFI it seems a non-issues as it is simply a 
remnant of ISF. There is a focus on IFI when the 
benefits of NOT being taxed on the full value of 
financial investment is forgotten. Yes it could have 
been better, but it is not bad.

d. 2018 is a transition year with coming tax change 
for 2019. Some fiscal incentives are temporarily di-
sappearing (PERP, Madelin). This should not dis-
courage individuals to still invest as we are there 
speaking long term and regular investments.

3) Pension funds

a. Europe forced into local legislation different 
directives: MIF 2, DDA, Priips. These obscure 
acronyms are hiding new disclosure rules on 
fees taken on clients’ investments and clarity of 
advice. They are meant to clarify relationships 
between parties and give its full value to pure and 
true advice.

The implementation of similar systems a few 
years ago in the UK has promoted more ethical 
behavior of “advisors”. The one left (25%), are 
now more advising in the best interest of clients 
than on the best commissions for them. But it ex-
cluded low value clients from these services by 
lack of profitability.

b. Funds/insurance companies are now protected 
against the largest risk in their portfolio: a bank 
run of clients on Euro funds when published re-
turns will drop close to 0. Thanks to Sapin 2 re-
gulation, they can ask the state to freeze funds 
redemptions and so protect their solvency and li-
quidity. It is bad news for clients heavily into Euro 
funds but a good one for the others.
c. Combination of these trends is pushing innova-
tion in products (more risky “products” are avai-
lable) and processes productivity with heavy in-
vestment in IT (big data, secure digital platforms). 
The culture of risk has to develop with clients 
while the financial markets are still buoyant, a 
winning experience has to precede the slow-
down that will come one day. Meanwhile return 
for clients should be better.

The overall picture in France for individuals seems 
clearer for the coming years.
- State systems will continue to decline by a thou-
sand cuts.
- Private management of assets will go through a 
revival thanks to Flat-Tax introduction.
- Pension funds will have to face new regulations 
that will force clarity on up-to-now hidden fees.
TV is giving us every day the pictures of the ver-
satile world we live in: change in geo-political 
alliances, financial bubbles, demographic and 
migratory pressures, populism… It would be pre-

tentious for me to give a definite advice on your 
retirement and personal investment strategy for 
2018.

All I am sure of, is that diversification between 
low-correlated vehicles is working. That seems 
to be possible now and even encouraged by go-
vernment.

Pr. FAUCHER 
Key Account and B2B Marketing 
Management, Pivotal Disciplines 
Taught in International Affairs

Dear Pr. Faucher, first would you mind redefining 
for us the concepts of B2B Marketing and KAM?
Business-to-Business Marketing (B2B Marketing) 
and Key Account Management (KAM) are two 
different but related disciplines. B2B Marketing 
encompasses all the concepts, tools and processes 
allowing a company to address the expectations of 
its customers when the latter are organizations. In 
contrast, KAM is about looking after a company’s 
most strategic customers, those who are going to 
lead its strategy in the future, as expressed by Sa-
rah Benrached, a SMIB AM participant:

“The Key Account Manager has a crucial role inside 
a company as he/she is the one who identifies and 
manages the company's existing most valuable 
customers. KAM practices are not only about sales 
but mostly involve building partnerships with the 

https://www.linkedin.com/in/sarah-benrached-9715a88a/
https://www.linkedin.com/in/sarah-benrached-9715a88a/
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clients through marketing, market research, sales 
intelligence, strategic management and rela-
tionship development.”

Hence, for the supplier firm, KAM requires a speci-
fic organization at the corporate level. Although it 
uses B2B Marketing and Sales concepts and tools, 
it is more of a strategic nature, to the point that a 
good Sales or Marketing person cannot necessarily 
become a good Key Account Manager!

Do you think of KAM as only a complement to B2B 
Marketing or do you give it its own existence? Is 
KAM effective when dealing with individuals?
I would rather say that some B2B Marketing makes 
part of KAM. With the emergence of the digitiza-
tion of the economy and Big Data management, 
this fact can evolve towards “Account based Mar-
keting”, where Marketing techniques and tools 
are used to address complex Key Account issues. 
Think of NESTLE as a customer with 300 000+ 
employees across the world! Then, the Key Ac-
count (KA) could almost be considered as a mar-
ket segment on its own, often at the global level. 
In that sense, individuals are being dealt with but, 
for every Key Account Manager, KAM remains ma-
naging complex relationships between two orga-
nizations.

What do you think local talents have to bring to 
an international company trying to penetrate a 
market?
Every one of us is a “local talent”, always “from 
somewhere”, shaped up by the culture in which 
one has grown up. In the case of KAM and even 
more so for GAM (Global Account Management), a 
Key Account Manager should actually live close to 
the headquarters of his/her customer. At the same 
time he/she should be completely expert with res-
pect to the company he/she belongs to, wherever 
in the world it may be. Hence, at the international 
level, all people involved in the management of 
KAs should be truly international in their mindset, 
which is the case for the typical participants of the 
SMIB AM program. No wonder, then, how they ap-
preciate the 3-day KAM course, now fully establi-
shed in the program, as witnessed by Shufang Liu:
“I learned more about Key Account Management 

in Mr. Faucher’s class, and I highly recommended 
him for his skills and expertise. Being always po-
sitive and passionate, he is an amazing professor. 
Through the in-depth case studies, his course is 
clear, interactive and well structured.”

To what extent does the knowledge of a certain 
geographic zone/cultural sphere influence KAM 
and B2B strategies?
In complex B2B relationships, the winners are the 
companies who fully understand the strategic 
goals of their customers to the point of co-crea-
ting the best solutions with them, going some-
times as far as inventing tailored business models! 
In that respect, KAM even goes further than B2B 
Marketing in understanding customers. In my view, 
Salespeople, backed up by straight B2B Marketing, 
will generally focus on customers’ expressed or 
non-expressed needs. Far better, a KAM worth that 
qualifier will focus not only on needs but on cus-
tomers’ strategies, with full knowledge of the cus-
tomers’ market constraints and opportunities and, 
sometimes even before the customers themselves, 
anticipating where their own markets are heading. 
Focusing on customers’ strategies instead of mere 
needs explains the specific benefits of KAM. That 
of course, is not possible if the active professionals 
in the B2B relationships are not fully immersed, if 
they do not “feel with their guts” their customers’ 
business cultural reality.

Is KAM a broadly taught discipline in developing 
countries? What importance do you think it will 
have in the next few years?
The world is changing at light-speed. This can be 
felt from one year to the next in classrooms, in 
business or on the internet. Yes, developing coun-
tries still exist as such, but they grow bypassing 
numerous stages of our own historical develop-
ment. Yes, in the companies I have been working 
with, the KAM organizations and processes were 
far behind in developing countries as they were, 
say, in the USA or in Western Europe. Yet, the KAM 
discipline rapidly expands across frontiers though 
the number of international students we train and 
through growing learning tools such as MOOCS. 
I am stunned not only by the proportion of in-
ternational students in my (English-taught) KAM 

classes but also by their hunger to learn. This year, 
one of them – a young woman - sent me an enthu-
siastic personal message stating that she “wanted 
to learn more and faster”.

What role do you think young professionals in 
KAM play in the emerging network of companies 
in a given country?
In KAM, young talented professionals such as 
those trained in ESSEC’s numerous programs play 
the same role as in all other fields: they question 
the way of doing business by their seniors, they 
speed up business because they are “millennials” 
who can deliver faster in a more creative way than 
many others. This already holds in business-lea-
ding countries but, due to the contrast between 
their learning places and their first-job places, the 
change brought about by these young talents is 
often greater in developing countries provided 
that they can find the means they need in order 
to perform in their corporate environment. Interes-
tingly they will generally start within large interna-
tional companies (more often) or as entrepreneurs 
(on a growing trend). In parallel, there are growing 
private or public initiatives aiming at relating mul-
tinationals to small businesses, because their com-
plementarity is increasingly recognized. Hence, 
whichever way young professionals embrace 
their career, partnerships across organizations 
of contrasted sizes are definitely contributing to 
shape up the “global village”.  

Finally, what do you think your courses on B2B 
and KAM bring to the SMIB training? In what ways 
do you think it helps SMIB students become glo-
bal leaders and leaders in the fields you are tea-
ching?
Here, I believe the best is probably to listen to 
them. These testimonies happen to be mostly 
bout KAM, but they hold as well for B2B Marketing 
Management
“KAM is such an important topic for B2B bu-
sinesses and one that requires complex organiza-
tional changes. Being taught with clarity and great 
insights by Prof. Faucher, the course goes deeper 
on key elements and processes that will ensure the 
successful implementation and management of 
KAM in a company.” (Ana-Christina Gagliano)

“What I learned is that customers do not always 
know about their need. Part of the KAM's goal is 
to find and offer new opportunities to his / her 
customers (market extension, development or 
penetration), and uniform and simplified services 
and solutions. He / she is also involved in escalation 
processes related to service delivery issues affect-
ing the global relationships. So eventually the KAM 
must also manage people”. (Madeleine Thiam)

Such “multi-skilled” professionals are hard to find… 
which makes KAM or B2B Marketing Management 
even more attractive missions for successful young 
executives. As a matter of fact, these missions, 
well-managed, naturally lead to even higher posi-
tions. For instance, a significant proportion of cur-
rent Business Unit Managers used to be successful 
Key Account Managers before!

https://www.linkedin.com/in/madeleine-thiam-61682445/
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ESSEC Singapour

L’imagination au pouvoir à l’ESSEC !
Alexandre Pouch  
(Master in Management)  
& Agathe Colom (MS SMIB)

Un article sur l'iMagination Week dans LePe-
titJournal de Singapour écrit par une étudiante 
SMIB et un étudiant Grande École.
Source : https://lepetitjournal.com/singapour/
limagination-au-pouvoir-lessec-221261 
Que nous ayons une formation d’ingénieur, de 
pharmacien, en histoire ou en sciences sociales ; 
que nous soyons de futurs analystes financiers, 
marketers ou business developer ; que nous 
soyons Français, Singapouriens, Indiens, Chinois, 
Canadiens, Américains ou Vietnamiens, la se-
maine du 8 au 12 janvier 2018, nous, les étudiants 
de l’ESSEC Asia-Pacific, nous sommes réunis aut-
our de la question du progrès à l’occasion de la 
3e édition de l’iMagination Week sous la direction 
du professeur Xavier Pavie.

Prof. Xavier Pavie ESSEC

De quoi s’agit-il ? D’une semaine entière dédiée à 
l'imagination, la créativité et la transdisciplinarité, 
ponctuée de conférences et d’ateliers, qui a réuni 
pour la première fois les étudiants de première 
année du programme Grande École (Master in 
Management) et les étudiants du MS SMIB (Ad-
vanced Master in Strategy and Management of In-
ternational Business). Souvent sans se connaître, 
nous avons allié nos forces, nos connaissances 
et nos aspirations, pour tenter de comprendre 
“jusqu’où le progrès peut-il nous mener ?”. Ce fut 
l’occasion pour nous de réfléchir sur notre société 
et celle vers laquelle nous évoluons afin de nous 
rendre acteurs du monde de demain.

Chaque jour, nous avons été inspirés par des in-
tervenants de renom : Harry Seah (Chief Execu-
tive de PUB Singapore), Dave Lim (Fondateur de 
TedxSingapore), Bianca Draghici (Art Director 
à Industrial Light & Magic), Dr Liu Thai Ker à qui 
nous devons l’architecture de Singapour, Chef 
Andre Chiang (Restaurant Andre), le comédien 
Hossan Leong, Stéphanie Rigourd (Wine Direc-
tor du Raffles de Singapour), Kathir Kathirasan 
(Director of the Centre of Mindfulness) et l’artiste 
Speak Cryptic, ont défilé devant nos yeux hono-
rés et ont partagé avec nous leurs parcours, leurs 
sources d’inspiration, leurs projets et surtout leur 
vision du progrès et de l’avenir dans leurs do-
maines respectifs (ingénierie, innovation, archi-
tecture, oenologie, méditation et art

Quatre coaches dynamiques et expérimentés 
nous ont également guidés dans nos réflexions, 
nos échanges et dans la réalisation de nos pro-
jets. Une application mobile iMagination Week a 
même été développée à des fins organisation-
nelles, mais nous avons travaillé à partir d’outils 

simples : des feuilles blanches, des post-it, des 
feutres, de la ficelle, de la colle, des magazines. 
Comme nous l’a démontré la diversité des inter-
venants, l’imagination n’a pas de frontière, pas de 
secteur d’activité et ne requiert pas de technolo-
gie. Les idées créatives émanent simplement de 
nos esprits curieux et volontaires.
Pendant cette semaine rythmée et intense, répar-
tis par groupes de quatre étudiants, nous nous 
sommes rencontrés, appréciés, entraidés. Nous 
avons débattu, échangé, argumenté, “brains-
tormé”. Au nom de nos convictions, nous nous 
sommes écharpés parfois, réconciliés toujours. 
Nous nous sommes mêmes surpris à rêver, à 
grands coups de “et si” ? Et si les robots étaient 
des citoyens, quels seraient leurs droits ? Et si 
nous nous implantions des puces électroniques 
dans le cerveau serions-nous encore des hu-

mains ? Et si les gens ne mouraient plus de faim 
grâce à des graines révolutionnaires ? Et si cha-
cun pouvait avoir un impact concret sur la vie pu-
blique ? Et même si, avec des si, on mettait Singa-
pour en bouteille, les si de certains font naître des 
grandes idées chez d’autres.

À l’issu de la semaine, aucun de nous n’a pu dé-
finir précisément vers où et jusqu’où le progrès 
pouvait nous mener, mais l’iMagination Week, 
elle, nous a tous fait nous asseoir autour d’une 
table et allier nos forces pour questionner le pré-
sent et envisager l’avenir. Et finalement, n’est-ce 
pas là l’essentiel ? Se réunir, prendre conscience, 
imaginer plus loin et plus grand, bousculer cer-
tains codes et construire un avenir commun res-
pectueux de toutes les diversités.

3e édition de 
l’« iMagination 
Week » sur le 
campus de l’ESSEC 
à Singapour : 
150 étudiants 
se penchent sur 
la question du 
progrès, au cours 
d’une initiative 
transdisciplinaire 
sous la direction  
du professeur  
Xavier Pavie.

Chef  
André Chang,  

sommelière  
Stéphanie  Rigourd, 

comédien  
Hossan Leong

https://lepetitjournal.com/singapour/limagination-au-pouvoir-lessec-221261
https://lepetitjournal.com/singapour/limagination-au-pouvoir-lessec-221261
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The Asian Strategy Challenge (ASC)
This 6-month consulting mission is the best way to put in practice all soft and hard skills needed to be- 
come a quali ed consultant. Students have to act as a real consulting team, under the supervision of an 
ESSEC coach, on a mission that is proposed by a company or an economic cluster located in APAC. Both 
the company and the coach grade the students and can eventually pursue the collaboration through an 
internship or job o er… This mission is complimentary from the school side, with companies invited to 
give whatever they want, to contribute to the SMIB development.
This year’s projects are diverse and re ect students’ eld of interests.

CHÊNE & CIE 

Chêne & Cie is a French and family-owned com-
pany since 1672 based in Cognac. They produce 
and sell worldwide oak barrels for wine and co-
gnac maturation. Initially part of the Hennessy 
group, they adopt an ultra-premium positioning.
Over the last few years in Asia, China became the 
second wine producer after Spain and represents 
a strategic partner for barrels sellers. Chêne & 
Cie Asia sales manager asked our ESSEC team to 
build a business plan to understand China speci-
ficities for business and reach more wine produ-
cers. To achieve our consulting mission, we study 
in detail wine producers, barrels-makers and me-
thods to know more this very specific market.

Diane ANGIBEAUD, Clément BOURGAIN,  
Victor LE ROY, Celia RICARD, Aurore AILLAUD.

LABORATOIRE SERVIER

Our ASC mission with Laboratoire Servier is a 
great experience and a nice challenge. Our goal 
is related to the launch of a new bi-therapy on 
the Singaporean market to treat patients with 
hypertension & CAD (Coronary Artery Disease). 
This bi-therapy is a free combination of two mo-
lecules: ACE inhibitor (angiotensin-converting 
enzyme inhibitor) & Beta-Blocker. This project is a 
great opportunity to study the hypertension mar-
ket in Singapore. So far, we did an extensive mar-
ket analysis and a pricing study where we used 
our scientific knowledge in order to help choosing 
the location for this new therapy.

We had the chance to meet lots of physicians to 
discuss with them about this market and their pa-
tients. They also completed the qualitative survey 
we drew to help us have a better understanding 
of the needs of the market. This part of the mis-
sion was really particularly intensive: 20 doctors 
in 2 days. Thanks to our pharmacist background, 
we could deepen our understanding and be a va-
luable support to the company. We hope to conti-
nue on this track and learn more while working 
with the Laboratoire Servier.

Romaric PECH, Maxime PRRROT

COSMO SOFTWARE

As a part of the Asian Strategy Challenge, we are 
four students from the MS SMIB program working 
for an IT/Software startup called CoSMo Sof-
tware. Our goal for this consulting assignment is 
to understand the product and build a go-to-mar-
ket strategy where we define the pricing, the mar-
keting approach and the shape of the deliverables 
for clients. This allows us to put into practice the 
theoretical tools that we learnt in class and adapt 
them to a real project. The company has needs 
and expectations that we have to fulfill with the 
best of our knowledge so that we complete our 
mission.

Since we all come from different backgrounds – 
pharmacy, engineering and finance/law, we face 
many challenges: from fully understanding the 
product to defining the possible pool of clients 
that we need to target and assess their needs. A 
tight collaboration with the company is necessary 
and a good communication with several meetings 
and exchange of e-mails is required. By using our 
own experience and our knowledge, we feel that 
we bring a real added-value to the startup and we 
keep on working to provide them useful insights 
and ideas. This Asian Strategy Challenge helps us 
discover the entrepreneurship’s world and “get 
our hands dirty” with the tasks.

Aurore AILLAUD, Ziryab DIDI,  
Sandra RAMASWAMI, Linh TRAN.

CCE

We are working on a report about the Fintech 
sector in Singapore. The Fintech sector develops 
innovative financial services through the use of 
technology. These services are usually called 
disruptive: they suppress intermediaries, improve 
customer service and optimize costs for finan-
cial institutions. Fintech services can relate to 
payments, lending, robot advisers and artificial 
intelligence, among other branches.

The goal is to provide French Institutions and 
entrepreneurs with insight on the Singaporean 
scene, giving them feedback from companies 
which have made the choice to do business in 
Singapore.

We have been interviewing key players, such as 
entrepreneurs, bankers, investors. Hopefully, we 
will also get to meet Singaporean institutions, 
which are striving to develop the dynamic Fin-
tech sector.

In the framework of this study, we are working 
alongside French Foreign Trade Advisers and 
were invited to give a presentation at the French 
Embassy, which was highly rewarding.

Matthieu AGUIRAUD, Alexia AUZON,  
Chloé CHAUFARD, Anaïs WERY.



28 29

FRENCH MARITIME CLUSTER 
COMMITTEE IN SINGAPORE

The French Maritime Cluster Committee in Sin-
gapore (FMCCS) came to the SMIB students with 
the project to increase the synergies between 
French maritime actors located in Singapore.

In order to carry out this project, we interviewed 
several maritime professionals in various ma-
ritime sectors (carriers, freight forwarders…), 
which gave us insights upon the main current 
and upcoming challenges faced by the maritime 
sector. Processing the information gathered du-
ring these meetings helped us select the best 
way to connect every actor by creating value for 
each of them. Thus, we suggested the FMCCS to 
implement a digital environment such as a mar-
ketplace, promoting a collaborative environment 
through data and knowledge sharing among ma-
ritime actors.

While still working on every technicalities of such 
a project we also offered the FMCCS to organise 
a seminar to introduce our idea to maritime pro-
fessionals.

Diane DUQUESNE, Paul FIACSAN,  
Alexandre LEMOINE, Isabelle OLIVIERI.

TEQOYA

As part of the Asian Strategy Challenge we are 
helping a French company, called Teqoya, to en-
ter the Asean Market. The company is already 
present in France and China.

Teqoya has developed a unique technology of Air 
Purifiers. Contrary to the classical ones that work 
with filters, Teqoya devices work through Ioniza-
tion. If this sounds unfamiliar to you, check their 
website you will see all the advantages of it.

At first our mission was to elaborate the roadmap 
to conquer SEA. It was really close to consul-
ting work (analysis of the industry, competitors, 
looking for opportunities, giving recommenda-
tions). Once this step was done, we started to ef-
fectively help Teqoya in the region. Now it is more 
about business development (sales, communica-
tion, contact with retailers etc.). It is too soon to 
tell if we did a good job, it will depend completely 
on the sales we realize after the launching…

Julia BORGEL, Jieun HEO, Lucas NURDIN.

ESSEC Cergy

Visit of IBM Paris by Chloé PETIT Adéle LOISEAU

On Monday, 16th October 2017, the prestigious 
multinational technology company IBM welco-
med the SMIB and SMIB Executive students 
from ESSEC in their offices in the Paris region.

Introduction of the “Scale Zone”, the new IBM 
program to boost the industrialization of innova-
tion projects between start-ups and big compa-
nies.

Visit of the GISC (Global Industry Solution Cen-
ter), an interactive showroom where IBM exhibits 
its latest innovations in several different thematic 
areas.

Private meeting with the Marketing director of 
IBM France Consulting and conference on Digital 
transformation and Consulting topics at IBM.
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Talk on Design Thinking issues and User Expe-
rience at IBM.

Questions/Answers with the recruitment officer 
on IBM careers.

Design Thinking workshop in groups: How to give more internal visibility to the Scale Lab and its start-
ups?

Commencement Day  
21st October 2017

Juliette SANDER

On 21st October 2017, all ESSEC community gathered to celebrate the end of the ESSEC journey for 
hundreds of Advanced Master students. It’s the occasion for us to come back on this amazing and im-
portant moment for the SMIB community and to congratulate the Graduates, who studied Strategy and 
Management of International Business in the academic year 2015-2016.

First, Vincenzo Esposito Vinzi, the Dean and 
President of ESSEC Business School, declared 
proudly to the Advanced Master Graduates, who 
have arrived at the end of their studies at ESSEC: 
“I would like to say well done! Congratulations, 
because you have completed a selective and very 
demanding program, that opens the door to very 
successful careers.” One last time, he took the 
time to thank all the Graduates for “everything 
they have brought to the school on a daily basis” 
and “for their enthusiasm, their audacity and their 
creativity, which has inspired the whole ESSEC 
community.”

After the inspiring intervention of Vincenzo Espo-
sito Vinzi, it was time for Antony Zouzout, former 
SMIB Executive student, who graduated in 2014 
and godfather of this promotion of Advanced 
Master Graduates to be centre stage!

Anthony Zouzout is now Associate Director of 
EAJF (École des Agents de Joueurs de Football) 
and he explained to the newly graduates, that for 
him “failure is part of the process of success!”, as 
he had to overcome many unexpected issues to 
stand where he is now.
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“It’s because we dare and because we make 
mistakes, that we learn and make progress…”. 
Besides, he encouraged each Graduate of this 
promotion to “keep in mind that the current tur-
bulences of global economics also bring opportu-
nities. Indeed, nowadays’ situation intensified our 
need of security facing risks. But when we think 
to much of this need of security, we let our deci-
sion-making power go and we become spectator 

of our lives”. By this words, Anthony Zouzout tried 
to encourage all of us to affirm our integrity, our 
vision and our imagination in front of those, who 
will try to discourage us… His advice to succeed 
is to “ask ourselves questions until we feel that 
we are on the verge of accomplishing something 
great. We should take the time necessary to find 
the answers, but as soon as you have them, we 
shouldn’t forget them!”. His final words to the gra-
duated promotion were related to taking chances: 
“you may fall, you will have questions, you will 
have doubts about your choices, but I know that 
if you’re willing to listen, to be guided by your 
small voice to find out what makes you come 
alive, you will for sure be happy and successful!”

Once again, congratulations to all 2017 Advanced 
Master Graduates and especially to SMIB gra-
duates! Just as all the speakers of this happy day, 
we wish you all the best and good luck for your 
future!

SMIB’s Alumni  
presented paper at the International 
Marketing Trends Conference

On the 20th of January 2018, 
ESSEC SMIB’s alumni Jean- 
Christophe GUILLEMETTE (Ms 
SMIB 2017) and Christophe 
BISSON (external Professor at 
ESSEC) presented their paper 

about “Social Media Intelligence” to the presti-
gious International Marketing Trends Confe-
rence (IMTC). This conference gather over 500 
speakers and contributors, from more than 50 
different countries and offers a great variety of 
conferences with a wide range of topics.

They had the oppportunity to present “An Ap-
proach for Comparing Social Media Marketing 
Intelligence Platforms” which evaluate social me-
dia intelligence tools based on key performance 
criteria. Their results underline the value added of 
social media for Marketing Intelligence and provi-
de a benchmark that could inspire any marketers 
from private or public organizations. IMTC with 
over 500 speakers and contributors, from more 
than 50 different countries offers a great variety 
of conferences and covers a wide range of topics. 
It has, over the years, proven to be a unique think-
tank that interacts with leading business profes-
sionals, top academic experts, professors, resear-
chers and Ph.D. students.

Abstract

An Approach to Compare Social Media Marketing 
Intelligence Platforms Despite the fast adoption 
by consumers and companies of social media, 
Marketing Intelligence still relies in most of or-
ganizations on competitors’ websites and ma-
gazines of reference and rarely on social media 
platforms. Thereby, there are rooms for impro-
vements to demonstrate social media added 
value to get market insights. We selected social 
media tools to search and/or to scan and analyze 
sources such as Twitter and Facebook. Thus, we 
created a framework to evaluate social media in-
telligence tools based on key performance crite-
ria. Our results underline the value added of social 
media for Marketing Intelligence. Yet, we provide 
a benchmark that could inspire any marketers 
from private or public organizations.
 
Keywords: Marketing Intelligence, Social Media 
Intelligence, Social Media analytics and monito-
ring platforms evaluation framework.

Example of result

Web Mention “My Dashboards” tab for “NASA”.

A word from the writer:

I would like to thank Hakim Kettani, 2017 
SMIB Graduate, who encouraged me to 
apply for the SMIB last year… Thank you 
so much, I am living an amazing journey in 
ESSEC! And once again, congratulation to 
you Hakim!

https://www.facebook.com/International-Marketing-Trends-Conference-613474645465404/
https://www.facebook.com/International-Marketing-Trends-Conference-613474645465404/
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Name Functionalities Analysis
Performance

Ease  
of use Scope of the free trial Price Service Total

Hashtag.me 9 9 9 Usage pattern & Instagram
tracking not free 8 6 8.2

Buzzsumo 10 10 7 All free 7 9 8.6

Social Mention 6 6 9 All free No 6 6.7

TweetReach 6 6 9 All free 7 6 6.8

How Social 5 5 7 Historic magnitude  
data not free 9 6 5.8

Tweet Binder 6 7 8 Analysis on 2000 tweets 
limitation 6 5 6.4

Web Mention 7 8 7 All free No 6 7

Twitonomy 8 7 8 Search analytics not free 8 6 7.4

Guillemette, J.C. and Bisson, C. (2018). An Approach for Comparing Social Media Marketing Intelligence 
Platforms. Proceedings of the 17th International Marketing Trends Congress, January 18-20, Paris.

Comparison of social media intelligence tools

The following table lists and ranks the previously described social media intelligence tools according to 
the previously defined criteria. A total score of general performance is provided as the average of the 
scores obtained for each criteria. Furthermore, the result is moderated by the scope of the free trial.

SMIB for Smiles  
2017 – 2018

By Juliette SANDERS

The Cergy team
SMIB for Smiles was created seven years ago in 
Singapore and was then developed in ESSEC’s 
Cergy campus in 2013.

Our charitable association is working towards 
helping the most destitute people. This year, the 
SMIB for smiles team of Cergy has decided to put 
the emphasis on early childhood and the access 
to education for hundreds of pupils in France 
and in Morocco.

First and foremost, the 
team is helping the Cours 
Charles Péguy organiza-
tion, which is located in 
Parisian suburbs of Sar-
trouville and belonged 
to the Foundation Es-
pérance Banlieue. After 
having met the repre-
sentatives of the school 
management and having 
participated to the inau-
guration of the Cours 
Charles Péguy in Sartrou-

ville on 29th November 2017, our team decided 
to help the expansion of the school. Opened in 

September 2016, the Espérance Banlieue school 
welcomes today 38 pupils, divided into 6 classes, 
from the first year of primary school to Year 7. The 
way of teaching in Espérance Banlieue schools 
aims to be different, by focusing on each child’s 
difficulties and by involving them in the life of the 
school… Intending to extend the school buildings 
and to welcome more pupils next academic year, 
Espérance Banlieue entrusted us with the task of 
looking for corporations, family-run companies or 
foundations dedicated to supporting the access 
to education, in order to find the funds for the ex-
pansion of the school.

Our second big project this year is also linked to 
enabling better schooling for children, this time 
in the South of Morocco. Our team is working in 
partnership with the association Transaharienne 
of ISEP school for this project. This association is 
a branch of Unicef.
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As part of this project, we 
organized a collection of 
school supplies, clothes 
for child, toys for children 
and computer hardware 
for the pupils and profes-
sors of our partner 

schools in Morocco. The donation will be distri-
buted during a humanitarian trip in South Moroc-
co in April, in which students of SMIB for Smiles 
will participate.
During this trip, teachers and pupils from Moroc-
can schools will receive computer classes from 
the students of our two associations.

Thanks to our partnership with the Transaha-
rienne, we also organized actions in Paris, like 
“une maraude”, i.e. going in the streets of Paris 
to give some warm meals and hot beverages to 
homeless people.

Our last action this year will be a food drive at the 
end of March, in order to help Le Maillon, a solida-
rity food association located in Cergy.

SMIB for Smiles has put in place several actions 
in different fields this year, but always with this 
passion that drives all of us: give the smile to our 
fellow being…

Stratngo Consulting 2016-2017

Created in 2015, Stratngo Consulting is the SMIB 
pro bono strategy association providing consul-
ting services to NGOs in the fields of health, en-
vironment, education, human rights and culture. 
The association has been created with the 
objective of applying strategy and consulting 
knowledge while having a positive impact world-
wide. The international team of Stratngo Consul-
ting provides pro bono services such as strate-
gy consulting, marketing strategy and financial 
consulting. For this year, Stratngo Consulting 
is dedicating teams of five consultants to each 
NGOs they are supporting.

The first project this year is based on develo-
ping and implementing strategic initiatives for a 
French Nonprofit Organization working to provi-
de information and communication technologies 
education to underprivileged youth in Cambodia, 
Philippines and Vietnam. The project involves the 
careful study of the environment within which the 

NGO functions and looking into ways in which 
some strategic initiatives can be implemented 
in order to generate the most impact possible. 
The goal of this project is to generate the highest 
achievable Social Return on Investment, an indi-
cator widely used in the measurement and as-
sessment of Social Impact.

Another team is working for a humanitarian or-
ganization that helps people who are suffering 
from wars, conflicts or natural disasters in remote 
and devastated communities around the world. 
Their mission is to help these populations to sur-
vive crisis, recover with dignity, and develop the 
skills they need to build a better future. Stratngo 
Consulting mission is to help them increase their 
visibility with private companies and building new 
partnerships, implying a diagnosis of their current 
communication strategy, a market analysis and 
benchmark, identification of key success factors 
and communication campaign recommendations 
(tools, channel, supports, etc.).

The third team is working for an NGO dedicated 
to the well-being of children around the world, 
improve their living conditions and respect for 
their fundamental rights. The NGO is currently in 
full repositioning, and is developing a new long-
term strategy that maximizes its added value and 
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its assets. This big change requires addressing 
different issues with a small team, that Stratn-
go Consulting is providing them, offering com-
plementary skills such as research, analysis and 
strategies for the effective development of the 
association over the next five years. It is a ques-
tion of starting from the existing, a non-negligible 
base, to create all the future of the association 
and to perpetuate its action in the long term.

Since its creation, Stratngo Consulting is constant-
ly growing and plan to become one of the major 
pro bono strategic consulting player in France by 
2022. Stratngo Consulting is thriving thanks to 
all SMIB students joining the association looking 
for challenges, a concrete strategy consulting ex-
perience with big NGOs worldwide and a strong 
motivation to help them improving the societies. 
Whether you are an Alumni, a current student or 
a SMIB applicant, do not hesitate to contact them 
on Facebook or LinkedIn if you want to know 
more about the association or if you are planning 
to join them.
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