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M.Sc. (cand. merc.) in Branding & Communications Management (BCM)  

 

Faculty  

The programme is taught by a team of associate professors from the Department of Marketing and visiting 
researchers. The following instructors are part of the teaching team: Sylvia von Wallpach (Dept of 
Marketing,) Richard Jones (Dept. of Marketing), Larry Percy (visiting professor), Boris Uzelac (Dept. of 
Marketing), Sebastian Zenker (Dept. of Marketing), Sine Just (Dept of Department of Business and Politics), 
Louise Koch (Dept of Marketing), Diana Storm (Dept. of Marketing), Thyra Uth Thomsen (Dept of 
Marketing), Jonas Munk (Dept. of Marketing).  

 

Programme coordinator  

Anne Martensen  

 

Aim and scope of the programme 

This programme equip students with the knowledge, qualifications and competencies to become excellent 
in helping companies to develop strategies to manage, grow, innovate and measure strong brands across 
all touchpoints with the purpose to increase financial performance.  

These competencies are important for modern marketers as competition across industries is changing 
rapidly due to an increased transparency among consumers of business offerings. To avoid ongoing wars on 
product attributes, price, promotion and place many companies are beginning to explore new avenues to 
create more meaningful and lasting points of differentiation in the mind of consumers and other 
stakeholders. An important differentiation is to create a unique brand that resonates with consumers’ 
deeply held needs (social and identity) more meaningfully compared with competitors. Thus, 
understanding how brands resonate at the customer level, what customers’ desire, how communication is 
central in building rational and emotional relationships and executing effective branding strategies and how 
to position these insights are at the foundation for growing, innovating and managing successful and 
valuable brands that can contribute to the company’s bottom-line.  

Branding involves not only consumers but many different types of stakeholders; from the traditional 
business-to-consumer (B2C) to business-to-business (B2B), government-to-business (G2B), government-to-
consumer (G2C) and consumer-to-consumer (C2C). 

Key to working with brands is the concept of brand equity. Brand equity expresses the material and 
immaterial values of brands and identifies both value contributions that stem from brands’ direct 
measurable attributes (physical brand equity) and psychological identity, socio-cultural meaning and 
emotional relations consumers establish with brands (mental brand equity). All types of foci are needed to 
create and communicate brand equity, including meaningful points of parity and difference. The effect of 
brand equity has typically been measured in the return on marketing investments and is increasingly seen 
as integral to the return of the overall investment as well as the bottom line performance.  

Thus, with its emphasis on strategic and analytical concepts, frameworks, tools and models, the 
programme offers a management oriented approach to the building and managing of brands in a 
contemporary, highly competitive environment. 

The programme is ranked second among 4000 best masters worldwide in the Eduniversal Best Masters 

Ranking. 
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Themes  

This programme focuses on four themes: 

Understanding the consumer 

The student will learn about theories that cover the social, psychological and neurological aspects of 
consumer mindset and this insight will give a deep understanding of how consumers think, how their 
subconscious mind works and how they make decisions. Students will learn how the memory works, how 
to learn new things in life, how emotions and feelings affect decisions in everyday life. The students will 
learn what motivates consumers and how subconscious triggers, which appeal to our five senses, are 
efficient in persuading and engaging consumers when interacting with a product, a service or a company. 
The student will learn how to identify what consumers like and how other people in the environment 
influence their choices. 

Perspectives in strategic brand management 

Brands are “an experience, an emotion, a promise, an association, an attitude, a belief, a feeling, a 
relationship, relevant, trust and integrity, a differentiator, an identity, different things to different people, 
what your minds don’t always understand but our hearts do, ……”. This demonstrates that today’s branding 
reality is dynamic and complex that requires marketers to view branding from different theoretical 
perspectives when building, maintaining and managing strong brands in relation to multiple stakeholders. 
The student will learn how to manage brands depending on the different branding perspectives adopted, 
so the brands are effectively, meaningfully and uniquely positioned in the competitive marketplace. Strong 
brands are valuable resources and strategic brand management looks into how marketers’ best can 
manage brands for profit and generate brand equity. The student will also learn when, why, and how 
practitioners use these different branding perspectives and get hands-on experiences of how to use the 
different branding perspectives to actual branding cases. 

Communicating and positioning the brand 

Communication is seen as instrumental in building and managing brands and the concepts of marketing 
communication are introduced as a way to reach the key stakeholder groups of the company. The subject 
of positioning and developing creative strategies for integrated marketing communications are taught to 
broaden the scope of marketing communication to reach across media and across international 
boundaries. Hence, the students will learn how to use the knowledge about consumers and different 
branding perspectives to optimize the positioning strategy for the company and translate insight into 
communication and marketing efforts.  

Link to financial performance 

To gain CEO’s respect and win budgetary support for marketing investments, it is necessary for marketers 
to demonstrate that they add value to the brand and contributes to the company’s market- and financial 
performance. However, understanding the financial impact of the marketing investments has been quite a 
challenge as most metrics have had a short term tactical focus. The student will learn to align marketing 
metrics and financial performance and understand the chain of effects of marketing investments leading to 
financial performance. The student will be presented for tools and frameworks essential for modern 
marketers to monitor and manage value – founded in the strategic imperatives of brand management 
practices. The student will learn how these tools capture and determine marketing accounting and brand 
performance and how to link marketing activities to the company’s bottom-line. 

 

Teaching methods  
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The courses offer a mixture of theoretical foundations, methodological approaches, analytical tools and 
simulated brand scenarios, exploring branding and communicative efforts at product/consumer and 
corporate levels. With its emphasis on a variety of theories, methods, analytical and strategic concepts, 
frameworks and models, and by applying a strategic brand management simulation game the BCM 
programme integrates a managerial and consumer oriented approach to the investigation, building, 
managing, and communication of brands in an increasingly competitive market place.  

To improve the teaching quality and maximize students’ learning, engagement and co-creation blended 
learning is used as a key focal method in all the programme’s courses (see 
http://sf.cbs.dk/teach/blended_online_learning/blended_learning )  

 

Qualifications and competencies  

The students –upon graduation – will be well prepared to join companies in managerial positions at brand 
manager levels in companies, such as advertising agencies, market research companies, branding 
consultancies, business consulting companies, and in regular businesses.  

Due to the programme’s strong managerial and strategic approach, including focus on consumer and 
market insight and economic principles of marketing accountability, graduates will quickly be able to 
progress in their career path towards more senior and international brand management positions.  

 

Structure  

The four themes of the programme form the basis for the BCM course offerings. In the first semester, the 
focus is on understanding the different perspectives of strategic brand management and combining it with 
the mental processes that underlie consumers’ brand choices and preferences as a result of both rational 
and emotional drivers. For branding to be successful it needs to resonate and be communicated at 
meaningfully and emotionally relevant levels. We explore these elements during the first semester’s 
courses.  

In the second semester the focus is on applying the acquired knowledge of brands and consumers and link 
it to the company’s financial performance. The students will in a fun and exciting way participate in a 
simulation game, where the student will be responsible for a virtual company, and have to master all the 
marketing activities in ‘the company’ in a competitive setting consisting of other virtual companies. The 
student will make decisions in strategic brand teams and compete against other teams in a dynamic market 
setting. At the end of the second semester the student will get a deep understanding of how to write a 
scientific paper based on the themes of the programme. This will be beneficial to the student when writing 
the master thesis at the second year of the programme.  

In the 3rd semester, the students are free to study abroad or elective courses at CBS.  

 

The 4th semester is dedicated to the final master thesis.  

 

The schema below illustrates the structure of the BCM programme. 

http://sf.cbs.dk/teach/blended_online_learning/blended_learning

