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 2016/2017 STRATEGY FOR DEPARTMENT OF 

MARKETING 

COPENHAGEN BUSINESS SCHOOL 

 
 

1. Background 

The Department of Marketing is one of the most well-established academic 

centers of marketing in Europe. Home to almost 35 full-time international 

faculty (including Ph.D. students and research assistants), with a vast 

variety of backgrounds, research interests, and methodological approaches, 

the Department embodies a superb combination of broad and deep 

expertise. Our faculty also represent a diverse mix in terms of age, gender, 

nationality, and seniority. In addition, the Department has about 110 part-

time lecturers who offer strong marketing practice–relevant experience. 

In terms of research, our academic productivity has remained fairly stable 

for many years, with the exception of a recent increase in the number of 

articles published in top journals. The Department ranks at the top in 

Scandinavia in terms of publishing productivity, both quantitatively and 

qualitatively. In addition, the Department’s candidates regularly complete 

their Ph.D. programs. 

In terms of education provision (i.e., number of students [STÅ] or full-time 

equivalent students), the Department offers superior productivity compared 

with other departments at Copenhagen Business School. Beyond Denmark, 

it is Scandinavia's largest provider of research-based higher education in 

marketing, covering all core marketing business areas.  

In terms of entrepreneurship and innovation, the Department contributes to 

academic research (e.g., journal articles, research anthologies, special 

issues), as well as to practice through novel lessons and findings (e.g., 

when the company no longer controls its brand, marketing needs to develop 

a more proactive role; marketing courses address these implications).  

Finally, in terms of the acquisition of external funding for research projects, 

the Department is slightly below Copenhagen Business School’s average; 

faculty members have –17% less funding than the average full-time 

Copenhagen Business School employee.  
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2. Marketing Discipline 

Ever since Peter Drucker first proclaimed that the only valid definition of 

marketing was the creation of a customer, and that marketing represents the 

whole business from the customer’s point of view, these concepts have 

been cornerstones of the marketing discipline. Differences in companies’ 

performance relate to the degree to which companies implement market 

orientations that enable them to create differential customer value. As a 

result, marketing needs to be more than a simple tactical activity that 

focuses on the 4Ps (i.e., product, price, product, and place). It must 

permeate all elements of a company’s primary and support activities. A 

market-oriented company puts the customer’s interest first, though it also 

balances this focus with the interests of other stakeholders to develop long-

term profitability. These demands in turn require the marketing discipline 

to draw on other disciplines (e.g., strategy, economics, human resources, 

innovation, logistics, communication) to define customer targets accurately 

and satisfy customer needs and wants competitively and profitably, as well 

as to achieve desired exchange outcomes. Because the education we offer is 

consistently research based, Department faculty members represent a wide 

variety of research interests and methodologies, which together embody 

our excellent combination of broad, deep marketing expertise. 

 

3. Identity, Vision, and Mission 

In terms of the Department’s identity, our scholarship is driven by 

creativity and curiosity. It advances fundamental knowledge (research) and 

applied knowledge (education), such that we fulfill social, cultural, and 

economic commitments to our stakeholders. Faculty members are 

committed to rigorous theory-driven empirical research and theory 

development in marketing, which is a core and dominant field for any 

business school. Using conventional indicators of research impact, our goal 

is to be the undisputed leader among marketing departments in Scandinavia 

and one that other leading marketing departments, outside of Scandinavia, 

hold in high esteem. Our mission is to deliver excellent, research-led 

education in the area of marketing to a worldwide audience at all levels 

(undergraduate, postgraduate, and executive). In turn, we seek to ensure 

that job markets in Denmark and beyond find Copenhagen Business School 

graduates highly attractive, because they have learned to be independent 

and critical thinkers who can apply research to a practical setting. 

 

4. Current Challenges 

The Department operates in a highly competitive market. We compete 

against and also collaborate with (e.g., through the Community of 

European Management Schools) Danish and international universities to 

attract and retain the top students, high-performing faculty members, and 

external research funding, as well as to ensure that our graduates are sought 

after by recruiters. This competition is intense, and to remain innovative 

and appealing, we collaborate with various stakeholders, including private 

businesses, governmental organizations, internal and external research 

environments, and others.  
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5. Governance Structure and Processes 

We will review and, if necessary, revise our strategy once a year. However, 

we recognize the value of developing a resilient strategy and focusing on 

sustaining its execution over time. We will adopt a governance structure 

that reflects and supports key considerations, including research, esteem 

and dissemination, education and Ph.D. provision, entrepreneurship and 

innovation, engagement and internalization, external research funding, 

citizenship, work environment, and administration and management. The 

governance structure also will reflect our efforts to recruit, retain, and 

expand staff, along with the all-important issues of performance 

development and peer review of teaching of practices.  

At this time, we have established several committees, whose broad range 

reflects not only our faculty members’ expertise but also their diversity in 

terms of gender, nationality, and seniority. The committees are as follows: 

Department Forum, Senior Management, Research, Education, Ph.D. 

Provision, External Research Funding, Seminars, DVIPs, Work 

Environment, Newsletter, IT and Web, and Social Events. 

 

6. Research 

The overall aim of the Department’s research strategy is to conduct 

demonstrably impactful research—that is, research that influences extant 

marketing management research; can be usefully deployed in developing 

education; and can be communicated to and used by practitioners. 

Fulfilling this aim starts with publishing research with a high impact on the 

research community, generally in influential journals. Reaching this aim 

requires that all faculty members regularly publish in ABS 3/4/4* journals.  

However, we also recognize that research cannot just be about publishing 

in influential journals. We believe research with an impact builds the 

Department’s reputation among several stakeholder groups, including not 

just scholars but also the business community, students, and so on. For 

example, our faculty members publish their innovative insights in major 

practitioner-oriented journals (e.g., California Management Review, 

Harvard Business Review, MIT Sloan Management Review). This effort 

also is evident when the media finds it relevant to publish our research 

results and when we work with various government‐sponsored research 

networks that are responsible for communicating information to industry. 

In terms of research focus, past evaluators have not specified any common 

focal point beyond the term “marketing” and even warned against 

organizing into formal research groups, to avoid the risk of creating 

unnecessary barriers among individual faculty members.  

Ultimately though, we measure research quality by the ability to be 

published in international journals. Journals that are particularly relevant 

for the Department are ABS 3/4/4* marketing journals that relate closely to 

our research topics. However, as discussed previously, marketing scholars 

draw on other business disciplines, which creates other potential outlets for 

publication that likewise are ranked ABS 3/4/4*. We make use of citations 

and other metrics (e.g., Hirsch’s h-index, Egghe’s g-index, the hg-index, 

the i10-index) to assess the quality of the research produced by our faculty.  

Faculty members at a more senior level (i.e., associate professors and 

professors) should achieve the following standards: 
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 Publish in ABS 3/4/4* journals. 

 Publish in major practitioner-oriented journals (California 

Management Review, Harvard Business Review, MIT Sloan 

Management Review). 

 Have at least 500 Google Scholar citations in the case of associate 

professors or 1,000 citations in the case of professors.  

 

7. Esteem and Dissemination 

The Department aims to be proactive in both academia and business, as 

well as in broader society, by contributing to the ongoing debate about 

present and future societal challenges for which our research and education 

are relevant. In terms of esteem, senior faculty members are members of 

advisory and editorial boards for prestigious journals; younger faculty 

members are ad hoc reviewers for such journals and some major marketing 

conferences. Faculty members regularly are invited to speak at international 

meetings, guest edit special issues of prestigious journals, organize 

workshops, or act as conference track chairs. Equally important, faculty 

members participate in commissions and boards appointed by national, 

regional, or municipal government agencies. Some members hold honorary 

posts at other academic institutions. We seek to ensure that this level of 

esteem persists in the future. In terms of dissemination, faculty members 

regularly appear in the media as experts to systematically share the results 

of their research with business actors and wider society.  

Faculty members at a more senior level (i.e., associate professors and 

professors) thus should achieve the following standards: 

 Serve as editors-in-chief, area editors, or guest editors for ABS 

3/4/4* journals. 

 Review for ABS 3/4/4* journals. 

 Receive national (and international) press coverage. 

 Receive invitations to give seminars at business schools or 

practitioner conferences. 

 

8. Education Including Ph.D. Provision 

The Department offers research-based education in the core business areas 

of marketing. Our students are taught by faculty members who have up‐to‐
date knowledge and actively publish in the field. In turn, education is based 

on research‐related teaching material. However, research‐based education 

may take several forms; in “teaching-based research” for example, faculty 

members even include students in the research process, granting them 

incomparable experience and insights.  

Our education also reflects modern, relevant, qualified didactics and 

pedagogy. We schedule programs and a range of electives that are relevant 

to businesses and society, to meet present and future challenges. For 

example, we undertake skills mapping to ensure that the skills we teach our 

students are compelling, coherent, and comprehensive. Our overall aim is 

that faculty members deliver educationally outstanding teaching, according 

to student feedback questionnaires (i.e., 3.0 or above on a 5-point scale). 

We also have implemented a structured peer review approach to teaching 

practices, with a revised supervision document. 
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Managing supervision has been delegated to the chairperson of the 

education committee. The purpose of this committee is to discuss strategy, 

share knowledge about didactical and pedagogical issues, and use one 

another as visiting expert lecturers across courses. To improve job 

satisfaction and competencies among faculty members, as well as 

strengthen the link between research and teaching, we will recruit and 

extend contracts with DVIPs without any research obligation only if those 

DVIPs are active in the business community and thus can provide students 

with pertinent knowledge about the focal topics in their courses.  

In terms of Ph.D. provision, all doctoral students in the Department are 

encouraged to submit their work to international conferences and 

international journals. Most of our Ph.D. students succeed in getting their 

research accepted at such conferences, and some get their first journal 

publication accepted even before defending their dissertation.  

Faculty members at a more senior level (i.e., associate professors and 

professors) should achieve the following standards: 

 Contribute teaching materials (e.g., business cases, textbooks, and 

anthologies). 

 Collaborate with Ph.D. students. 

 

9. Entrepreneurship and Innovation 

The Department contributes to research on entrepreneurship and innovation 

in several ways. For example, two research anthologies and a special issue 

of an ABS 3 journal currently are edited by members of the Department. 

For example, one anthology—Contextual Embeddedness of Women’s 

Entrepreneurship: Going Beyond the Gender-Neutral Approach (accepted 

for publication with Francis & Taylor)—explores the contextual 

embeddedness of women’s entrepreneurship and cocreates knowledge and 

expertise that can feed joint learning, innovative practices, and evidence-

based policymaking for the successful promotion of women’s 

entrepreneurship and gender-inclusive growth.  

On a more fundamental level, the marketing discipline traditionally has 

been based on a paradigm of proactive manufacturers and sellers, with 

more or less passive customers, whether in consumer or business-to-

business settings. All that has changed though, particularly the “activeness” 

of the customer, who now is likely to take a proactive, participatory, or 

even cocreation role. We therefore must rethink the marketing concept, 

perhaps by adding a new P (i.e., participants). Customers cocreate not only 

products and services but also brand meaning and communication. The 

company no longer controls the brand, its meaning, or public 

communication around it, and this change in itself calls for a new approach 

to marketing, in which slack resources are critical to enable rapid reactions, 

especially in social media settings. Marketing must adopt a much more 

proactive role itself, preparing responses to multiple potential scenarios in 

advance and allocating resources accordingly.  

 

10. Engagement and Internationalization 

Faculty members are expected to contribute to and promote the 

international standing of the Department and Copenhagen Business School. 

Department members engage in many external engagements and 
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internationalization activities, such as when they instigate research and 

education links with other research centers or educational institutions. We 

also have established roundtable discussions, with the participation of 

researchers from the Department and practitioners from business, interested 

in a common topic. Through our activities that increase the reputation and 

standing of the individual faculty members and their research, we ensure 

engagement and internationalization that support the Department and 

Copenhagen Business School more widely.  

 

11. Finances 

The Department’s budget mainly consists of the so-called TAP Annum, 

which comprises various calculations from the year before, such as the 

number of VIP employees, research assistants, visiting professors, external 

lecturers, courses (ECTS), STÅ calculations, and contributions to 

secretarial assistance for programs hosted by the Department. For 2016, the 

amount allocated was DKK 4.5 million, with DKK 3.1 million reserved for 

TAP salaries and student assistants. The yearly operating expenses are 

estimated at approximately DKK 800,000. The remaining amount, plus 

department overhead that is not allocated back to researchers, is set aside to 

cover department seminars, visiting professors, conferences, and other 

research support, such as research assistants, post-docs, or student 

assistants who are not paid by externally funded projects. 

 

12. External Research Funding and Cooperation with Business in 

Society 

Copenhagen Business School’s strategy of doubling its external research 

funding in the next 10 years is ambitious and has moved this goal to the top 

of the Department’s agenda. Our external research funding committee aims 

to promote both the quality and quantity of outgoing applications, by 

working to lower the barriers to applying for funding, spreading know-how 

and information locally, and supplementing centrally coordinated funding 

support from the Dean of Research’s office. This committee works on all 

critical matters related to external research funding. 

Because we are in need of instruments and incentives to increase 

applications for external research funding, we have decided to support 

promising research applications (judged on the quality of the research topic 

and rationale, as well as the strength of the applicants) with Prophix hours. 

If the application is successful, the researcher will pay back these Prophix 

hours. The Executive Board’s decision to decentralize overhead from 

successful external research funding also has represented a welcome move. 

The Department prioritizes research projects that contribute to academic 

publications. Consequently, we do not prioritize consultancy tasks or 

funded activities, including empirical analyses, that do not meet the 

requirements for potential publication in influential journals (e.g., 

relationships measured in aggregate, non-dyadic research).  

 

13. Citizenship 

Much of the Department’s success ultimately depends on its faculty 

members’ willingness to engage in citizenship activities. Thus, faculty 

members are expected to contribute actively to the development, 
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implementation, and evaluation of the Department’s strategy, policies, and 

processes; this contribution does not necessarily result in the allocation of 

Prophix hours. The contributions can take various forms. For example, 

faculty members can enhance the Department’s research culture by 

mentoring less senior colleagues and participating in different seminars 

hosted by the Department. Faculty members use and share their external 

network to benefit the Department and their colleagues, such as by pointing 

a fellow member to another researcher doing similar work. Another 

valuable way to demonstrate citizenship is by inviting colleagues to 

collaborate on research or external funding applications. In terms of 

education, faculty members should agree to offer constructive peer reviews 

of their colleagues’ teaching practices.  

 

14. Work Environment 

The Department embraces equality and diversity. All faculty members are 

treated fairly and equally. No faculty member is treated differently due to 

ethnicity, gender, disability, religion, belief, sexual orientation, age, or any 

other personal category. No forms of bullying, harassment, or victimization 

are tolerated. To promote equality and diversity, we ensure our culture is 

inclusive for faculty members, DVIPs, doctoral students, and the support 

team. Whenever possible, we provide resources to help faculty members 

develop to their full potential. The governance structure and processes 

within the Department all have been discussed, revised, and agreed on 

through a consultation process within the Department and then 

incorporated into the Department’s strategy document, which is distributed 

to every member. The Head of Department works closely with the union 

representative and all newly established committees to ensure that their 

policies, procedures, and processes meet the law and do not discriminate 

inadvertently against any particular groups.  

 

15. Administration and Management 

An effective, efficient administration and management of the Department’s 

work and associated processes is paramount. Therefore, each committee 

has met with the Head of Department to discuss their brief; ongoing 

dialogue continues between the Head and each committee. When 

determining membership on the committees, our goal has been twofold: 

Ensure that members have the necessary expertise and interest, and meet 

our goals of equality and diversity. Furthermore, we endeavor to plan as 

many activities as possible before the beginning of each new academic 

year. Finally, the Department has agreed that, as a rule, all faculty members 

will read their emails at least once per day and answer their emails the same 

day (unless they are on vacation, are sick, or are away on conferences 

without Internet access).   

 

16. IT and Web 

The Department acknowledges the importance of IT and the Web. In the 

near future, we will update Learn (and keep it updated) for all courses that 

our faculty members teach. This process will include a discussion about 

which type of information and materials reasonably can be expected for 

any given course. We also will review the Department’s Web presence to 
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check that all information is up-to-date and to populate our homepage with 

relevant information that reflects our research, education, dissemination, 

engagement, and internationalization efforts, among other things. 

 

17. Support Team 

The support team seeks to be recognized as a modern, professional, well-

functioning team that can meet any new challenges with creativity, then 

solve them productively to benefit the Department and Copenhagen 

Business School. The main goal is to provide timely and qualified support, 

in the form of service excellence and clear information related to teaching, 

communication, and research. The support team also acts as coordinators 

between faculty members and the Head of Department. Currently, the 

support team is undertaking various initiatives to ensure it continues to 

meet these goals.  

  

18. Staff: Recruitment, Retention, and Expansion 

The Department has limited control over recruitment, so it is difficult to 

formulate an explicit recruitment strategy. We will hire the best job 

candidates available; in some cases, an outside candidate thus may be 

preferred over an inside candidate. The Department works to retain talented 

faculty members, mainly by enhancing their sense of ownership and 

delegating responsibility, decision power, and competence development to 

them. We also ensure that we maintain a positive, supportive culture.  

 

19. Performance Development and Peer Review of Teaching Practices 

Our Department is a joint project, so faculty members must deliver 

excellent research and education but also partake in other important 

elements of the Department’s activities. Their engagement in the delivery 

of the Department’s vision and mission is critical. We therefore recognize 

the need to support faculty members in their efforts to develop, as well as 

respond to changing demands and expectations. To that end, we have 

revised the performance document distributed by the Copenhagen Business 

School, to detail specific expectations for the contributions and engagement 

of faculty members within the Department. Along with the revised 

performance document, we have created a framework of indicators of 

expected performance at all levels, from Ph.D. student to full professor. 

Finally, we have developed a guide for peer review of teaching practices.  

 

20. Benchmarking 

The Department’s benchmarking system, to compare our quality, 

effectiveness, and efficiency with those of other leading marketing 

departments, will help us set, implement, and follow up on our chosen 

strategy. The process and performance indicators will relate to research, 

esteem and dissemination, education and Ph.D. provision, entrepreneurship 

and innovation, engagement and internalization, external research funding, 

citizenship, administration and management, and systems of performance 

development and peer review of teaching practices. We will benchmark 

ourselves against the Department of Marketing and Strategy at Cardiff 

Business School. Our advisory board, which is headed by Professor Rob 

Morgan of Cardiff Business School, reflects this approach.  



 

 

 

  

 

Page 9 / 9 

 

 

21. Summing Up … And a Caveat 

Our ambition is to build a strong and collaborative culture, with a shared 

ambition of striving toward research and teaching excellence. We also 

would greatly appreciate acknowledgment from the leadership of 

Copenhagen Business School (i.e., Board, Senior Management Team, 

Academic Council, and various administrative units) that, for the 

Department to pursue its identity and fulfill its mission and vision, 

Copenhagen Business School must provide the necessary financial pillars 

upon which all the Department’s undertakings rest.  

 

 

ACTION PLANS 

 

A. Research 

B. Research Areas 

C. Top (Marketing) Journals 

D. Education 

E. Ph.D. Provision 

F. DVIP Integration 

G. External Research Funding 

H. Performance Development 

I. Peer Review of Teaching Practices 

J. Performance Indicators and Promotion Criteria 


