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Target Group and Prerequisites  
Candidates must have a BSc in Economics and Business Administration or an equivalent degree.  
English is used in classes, seminars, workshops and exams. Fluency in English is required. Students 
from non-English speaking countries must pass the TOEFL test with a score of at least 575 prior to 
enrolment. Please contact CBS Admission Office for further information.  
The mandatory courses are only open to the students accepted to the concentration.  
Exchange students from foreign universities are given greater flexibility as to the extent of their 
participation. However, it is recommended that they follow the entire semester.  
 
Faculty  
A team of full and associate professors and visiting researchers from the Department of Management, 
Politics and Philosophy, the Department of Marketing and the Department of Operations Management 
teaches the concentration.The following are part of the full-time teaching staff:  
Søren Henning Jensen (Dept. of Management, Politics and Philosophy)  
Alex Yu Lichen (Dept. of Operations Management)  
Allan Hansen (Dept. of Operations Management)  
Phillip Nell (Center for Strategic Management and Globalization)  
Ulf Andersson (Center for Strategic Management and Globalization)  
Juliana Hsuan Mikkola (Dept. of Operations Management)  
Jakob Rasmussen (Dept. of Management, Politics and Philosophy)  
Anders Paarup Nielsen (Dept. of Management, Politics and Philosophy)  
Sven Junghagen (Dept. of Management, Politics and Philosophy)  
Danish and international guest lecturers will also give lectures and classes.  
 
Coordinator  
Søren Henning Jensen  
E-mail: shj.lpf@cbs.dk  
 
Administrator  
Lucie Alexanian  
E-mail: imm.lpf@cbs.dk  
 
Themes  
The overall concept of the IMM is an understanding of Strategic Marketing and Management in an 
international context. A predominant part of contemporary discussions on the international context deal 
with the emergence of the information and/or knowledge economy and a networked society, these 
themes affects the entire concentration. The first study year is a combination of three fields of science; 
Marketing, Management and Strategy. The main focus of IMM is on a practical application of theories, 
in order to perform better in management positions in marketing or strategy functions in firms. The 
strong theoretical foundation builds a base for a reflective use of themes and tools for applications in 
practice. 2  
 



The ongoing process of internationalisation increasingly influences all firms. Another important 
tendency is the emergence of knowledge-based economy. The institutional framework for doing 
business is gradually changed and new institutions and business logic are created. Traditional 
understandings of industry structures are replaced by new fluent models of organisation with the 
purpose to reflect a new economy based on network patterns of a new kind. In a not so far future, most 
businesses will be e-businesses. Therefore, the IMM concentration aims to give students an insight in 
consequences of these contemporary tendencies.  
The breakdown of former barriers to trade confront firms with new competitive challenges, but might 
also represent the opening of promising new markets which they will want to explore. Many firms will 
find it advantageous to expand their supply base into countries still further away, but might lack the 
ability to cope with the accompanying geographical differences in business culture.  
For most firms the process of internationalisation and the emergence of a networked economy imply 
rapid increase in managerial challenges. The International Marketing and Management concentration 
focuses on these structural changes and challenges for different types and sizes of private sector 
companies.  
IMM is function-oriented and aims to enable candidates to fill positions as junior managers immediately 
upon graduation in order that they may commence their international careers. Candidates will also 
qualify for jobs as external consultants or for staff positions in large international companies or 
organisations.  
 
Aim of the concentration  
Upon completion of the 2-year International Marketing and Management concentration, the graduate 
should possess a specialised understanding of international business and managerial disciplines. This 
will enable the graduate to:  
- think internationally in marketing, strategy and management  
- have an understanding of the new economy  
- perform international analyses of specific markets, players and their interaction  
- apply the skills required for strategic considerations and decisions.  
 
Through extensive project work in the first and second semester, the students will acquire proficiency in 
the various ways of presenting managerial problems of a qualitative as well as quantitative character.  
Students are strongly encouraged to study abroad in their third semester at one of the many excellent 
universities or business schools throughout the world that participate in student exchange programs with 
the Copenhagen Business School.  
During their fourth semester, IMM students will write a master’s thesis on a topic of their own choice 
within the scope of international marketing and management. The IMM faculty is eager to help ensuring 
that the concentration will be completed within a two-year period. 3  
 



Structure  
The main focus of the concentration is on international relations, marketing and managerial themes, and 
on the special problems associated with international business activities in the context of an emerging 
economy. These issues will be thoroughly illustrated using three basic perspectives, which also cover 
three levels in international management:  
The macro level includes the economic, political and institutional conditions, which in combination 
form the commercial framework. The meso level can be compared with the sector and context level, 
whilst the micro level concerns the individual company, its activities and attitudes.  
The professional approach of the concentration is based on these three levels and the relationship 
between them. The main emphasis in the IMM curriculum is, however, placed on the micro level: on the 
specific and concrete company perspective.  
While the discipline of international marketing is basically similar to domestic marketing, there are 
some fundamental additions due to some specific problems of decision-making, faced by international 
companies.  
In international marketing, the external surroundings of the company are essentially different from those 
of the classical "domestic marketing". "Domestic marketing" mainly focuses on the sale of consumer 
goods on domestic markets. In international marketing, companies seldom control their entire 
distribution chain down to the end-user. This means that even companies producing consumer goods are 
involved in the business-to-business markets. For those international firms, "business marketing" is of 
paramount importance.  
In comparison to this classical distinction between Business and Consumer markets, new perspectives in 
marketing will be introduced. New Information and Communication Technologies has blurred the 
boundaries between conceptions of markets, through tools as mass customisation and one-to-one 
marketing.  
Furthermore, companies operating on international markets must obtain information, not only on the 
micro-conditions of firms and markets (including social, legal, cultural and economic facts), but also 
information on meso-economic industry structures and macro-economic conditions. Finally, specific 
market characteristics are decisive for the company in its choice between multi-nationalisation and 
globalisation.  
The internal structure of the company plays a more important role than in classical marketing. Modern 
economic theory has stressed company dependence on its history and resource base as well as the 
limited rationality of decision-makers. The implications for the market-oriented international firm, in 
terms of limitations in prescience and adaptability, are taken into account through the formulation of a 
new marketing concept stressing the development of future capabilities and long-term strategic 
commitments. The concept of core competencies is more crucial than ever, because of new network 
patterns in an economy.  
In International Business and Strategy, students are given an insight into international strategic 
management and thinking in a European perspective. This includes relationships between business 
environment and strategy formulation; analysis of global problems of management from the 4  
 



perspective of a European firm; strategy formulation and functional behaviour in a multinational 
context. A thorough introduction to different theoretical perspectives and extensive use of case will 
build a base for contextualised reflection and an understanding of the international issues in strategy.  
In order to supplement the development of skills in International Strategy, Marketing and Management, 
the students will also complete a course in Managing International Operations.  
Extensive project work during the first year offers the students an opportunity to integrate the various 
course themes and to experience work in international teams.  
The methodology of the concentration is partly rooted in the course models and partly in the projects, 
which integrate, develop and apply the different methodological contributions.  
The concentration is based on a well-developed theoretical basis, as well as on the newest theoretical 
trends and a distinct empirical try-out and application orientation.  
Some of the courses of the IMM concentration correspond with the CEMS (Community of European 
Management Schools) requirements. This gives students an opportunity to obtain an international 
business degree and study abroad if they so desire. Other opportunities exist for following double 
degree programs between IMM and some foreign universities or business schools. 


