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I chose to study abroad at KEDGE Business School in France, one of the
world’s top business schools. The school has three campuses: Paris, Bordeaux,
and Marseille. However, only Bordeaux and Marseille are open to
international exchange students. I chose the Bordeaux campus, known for its
wine culture. The campus is modern and comfortable, with digital classrooms,
a library, and even a green lawn for relaxing. Many international students
study here, providing opportunities to learn and exchange ideas with peers

from all over the world.

For course selection, students choose a major category. Options include
English-taught majors like “Human Resource,” “Marketing,” “Luxury
Marketing,” “Finance Accounting Control Audit,” and “Corporate Social
Responsibility,” as well as French-taught majors like “Entrepreneuriat” and
“Culture & Innovation.” Each major includes five fixed courses, and students
can also choose electives like French. I chose “Luxury Marketing” as my
major and also took French classes. This major is demanding, with each
course requiring an article report, two case reports, and a final group report.
The only individual work is the final exam, and attendance and participation
are also graded. The professors are highly dedicated, and the course content
introduced concepts not covered back home. While it’s still marketing, luxury
marketing strategies often differ greatly from general marketing. One course I
found most valuable was “Experiential Luxury,” which emphasized the
importance of luxury experiences. Based on consumer experience frameworks,
the course introduced a model categorizing experiences and used salsa dancing
as a case study to illustrate key characteristics of luxury experiences. The
analysis showed that luxury marketing should not only focus on the product
but also on creating special moments that enrich the consumer’s life, called
“moments of luxury.” Unlike traditional views that customers should seek out

brands, this course taught that brands should proactively convey their values



and invite customers to explore the stories and craftsmanship behind their

products.

KEDGE offers many clubs for students to join and connect. Though I didn’t
participate in any, my life outside of class was still rich and diverse. I often
explored local delicacies and attractions. Bordeaux, the birthplace of canelés,
offered amazing desserts, as France is famous for its pastries. I also visited
churches, palaces, and museums, which were full of surprises. During
Christmas, Europe’s grandest holiday, the festive atmosphere was everywhere,
and we visited Christmas markets in various countries. Bordeaux, known for
its wine, also has a wine museum where we learned about the history, origins,

and winemaking processes, deepening my understanding of local culture.

Studying abroad has lots of benefits. First, it significantly improved my
language skills. Living and studying in an English-speaking or local language
environment helped me quickly enhance my listening, speaking, reading, and
writing abilities. Second, it broadened my international perspective. By
experiencing different cultures, education systems, and values, I developed
greater tolerance and a deeper understanding of diversity. Lastly, I was able to
build global networks. Connecting with students and teachers from around the
world not only enriched my academic experience but also laid a solid

foundation for my future career.

Studying abroad is a challenging yet rewarding journey. It broadened my
horizons and made me more resilient and confident. Engaging with people
from diverse backgrounds and solving problems in a foreign environment
allowed me to understand the world and myself better. I learned that stepping
out of my comfort zone not only brings growth but also unlocks limitless
potential. Most importantly, I encourage others to try new things, embrace
mistakes, and keep an open mind. Learning to appreciate and integrate into

local culture is a precious memory and a once-in-a-lifetime experience.





