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[ chose emlyon business school as my exchange destination mainly because of its strong reputation in
business and marketing education. As a student majoring in business administration with a focus on
marketing, France stood out to me due to its long-standing excellence in business schools, and emlyon in
particular is well known for its practical and international approach. After arriving, the overall impression
of the school met my expectations. The campus is modern, well-designed, and equipped with updated
facilities, which created a comfortable and motivating learning environment. During the exchange, I took
courses such as Digital Marketing and Consumer Behavior. Among them, Consumer Behavior was the most

impressive and beneficial course for me. The course emphasized sensory marketing and experiential



consumption, which are relatively less emphasized in many Asian marketing contexts. Through both
lectures and real-life observations, I gained a deeper understanding of how European brands strategically
use visual displays, store layouts, and atmosphere to influence consumers’ emotions and purchase

intentions. This experience helped me connect marketing theories with everyday practices more effectively.

Beyond academic learning, living abroad brought me many unexpected yet valuable experiences.
Communicating with people using languages other than my native tongue, especially English and basic
French, forced me to step out of my comfort zone and become more proactive. Handling daily life
independently also became a major part of my learning process. One of the most challenging experiences
occurred when the water heater in my accommodation broke down at the end of October. Considering the
harsh European winter, living without hot water was extremely difficult. However, due to the relatively slow
administrative and maintenance processes in France, the issue was not fully resolved until mid-December.
Throughout this period, [ had to repeatedly contact the landlord, agency, and technicians using limited
French. Although the process was frustrating, it taught me the importance of persistence and standing up
for my own rights. I learned that problems abroad rarely resolve themselves unless one actively follows up

and communicates continuously.

This exchange experience also exposed me to significant cultural differences, especially in terms of
efficiency, communication style, and attitudes toward time. While these differences initially caused stress
and confusion, I gradually learned to adjust my expectations and respond with patience and flexibility. Over
time, | became more independent, resilient, and confident in dealing with uncertainty. The biggest personal
growth I gained from this exchange was learning to take full responsibility for myself in an unfamiliar
environment. Overall, the exchange program at emlyon was a highly rewarding experience that allowed me
to experience real international academic life while preparing me for possible future studies abroad. I would
strongly encourage future exchange students to plan carefully, stay open-minded, and embrace challenges
as opportunities for growth. This experience has not only enriched my academic knowledge but also left a

lasting impact on my personal development and worldview.



