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(ONLY IN DANISH) EU LAW AND BIG DATA 

1. Purpose of the course and learning objectives 

 

 

 

 

 

 

 

 

 

 

 

 

2. Content and milestones 

 

 

 

 

 

 

 

 

 

 

 



3. Teaching form 
 

 

 

 

 

4. Evaluation criteria 

5. Feedback 

 

 

 

6. Literature/course material 

PURCHASING, NEGOTIATION AND BIG DATA 

Objectives and contents: 
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Content: 
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Exam and Evaluation Criteria:  

Purchasing 
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1. FRAMEWORK  

This electives catalogue is an appendtix to the curriculum for Marketing Management 

(AP), which is composed in compliance with the ministerial order BEK nr. 1047 of 

02/12/2016 by the Danish institutions of higher education approved to offer the 

particular programme. The electives catalogue is an institution specific part of the 

curriculum.   

 

1.1.  Overview 3rd semester 

The 3rd. semester consists of 3 modules. The first module is mandatory and has 

internationalization as a theme. Hereafter the semester consists of two elective 

modules. Each of the three modules will be completed with an exam. 

 

Mandatory module Elective module 1 Elective module 2 

Week 34-40 Week 41-47 Week 48-2  

 

 

Each of the modules represents 10 ECTS points. 

 

1.2. Overview of the elective modules and the process 

 

Cphbusiness offers the following elective courses in two modules, and all students 

must have completed 2 * 10 ECTS credits of electives during the 3rd semester.  

Some of the electives are composed of 'packages' of 5 ECTS points and if e.g. a 

student elects Statistics, so she or he automatically also elects Managerial Economics. 

It is not possible to get dispensation for this rule. 

All students must wish at least 3 elective courses (10 ECTS) per module. We have to 

put the attention to the fact that we cannot guarantee that all courses are conducted 

and it is also a risk that some elective modules will be oversubscribed. The process of 

election is as follows:  All students will receive a mail with a link to Survey. The 

process is handled by the Front desk in the administration in Nansensgade. 
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1.2.1. Module 1 

 

Elective Subjects ECTS points 

1 Digital Marketing Hands On 

Visual communication & identity 

Webdesign and SEO 

 

5 

5 

2 Entrepreneurship 10 

3 Statistics/Managerial Economics 5 

5 

4 Sevice Marketing 10 

 

5 Sponsorship 10 

 

 

 

1.2.2. Module 2 

 

Elective Subjects ECTS points 

1 SOME Strategy 

Online Promotion – Hands on 

5 

5 

2 Sponsorship 10 

3 Entrepreneurship 

 

10 

4 Statistics/Managerial Economics 5 

5 

5 Consumer Behavior & Sensory 

Branding 

10 
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2. Elective Educational Elements 

 

The elective educational elements areas cover a range of education elements that 

correspond to 20 ECTS credits. Students can wish for the following elective elements 

listet randomly: 

 

2.1. Digital Marketing Hands On – (10 ECTS) 

- Visual communication & identity 

- Webdesign and SEO 

 

Visual communication & identity 

 

Timing: 3rd semester 

Scope: 5 ECTS 

 

Contents:  

 

 In business life there is a high demand for experts who combine their 

theoretical understanding of digital marketing with practical, operational 
competences in the fast expanding field of digital marketing. The students will 

choose the companies they want to work with. The companies can be own 

business models. 

 
 The student will acquire knowledge and skills to enable him or her to design 

solutions to a given company’s practical issues of digital marketing, this being 

on the strategical, tactical as well as operational level. 
 

 Visual identity 

o Analysis and design or redesign of visual corporate identity, such as 
logo, icons, packaging etc.  

o  

o Hands On tools: Adobe Illustrator, Photoshop 

 
 

Learning Objectives: 

 

The student will acquire knowledge to: 

 
 Enable him or her to design solutions to a given company’s practical issues of 

digital marketing. 

 How the brand, the identity and the value proposition of the company can be 
expressed visually 
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Skills 

 

The graduate will be able to acquire skills in: 
 

 Suggesting the design or redesign of a company’s visual identity 

 Design solutions to a given company’s practical issues of digital marketing 
 

Competencies 

 
The graduate will be able to: 

 

 Vectorgraphic and photographic communication products in line with the 

company’s brand, identity and value proposition 
 

 

Assessment: 

 Written and oral case-exam.  

 

Literature: 

Cphbusiness will provide the students access to the relevant programs. 

 

Electronic compendium 
 

 

 

 

Webdesign and SEO Optimisation 

 

Timing: 3rd semester 

Scope: 5 ECTS 

 

Contents:  

 

 In business life there is a high demand for experts who combine their 
theoretical understanding of digital marketing with practical, operational 

competences in the fast expanding field of digital marketing. The students will 

choose the companies they want to work with. The companies can be own 
business models. 

 

 The principal areas of interest will be web design, visual identity, social media 
marketing and search marketing (SEM and SEO). We will also examine the 

opportunity of using digital crowdsourcing or crowdfunding platforms. 
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 Web design 

o Analysis and design or redesign of websites and mobile sites 

o Hands On tools: Hands On tools: Web editor, Content Management 

System. 
 

 Search marketing 

o Analysis and optimization of websites (SEO) 
o Hands On tools: SEO compendium  

 

Learning Objectives: 

 

Knowledge 
 

The graduate will possess knowledge of: 

 
 Web design, SEO, usability and user experience 

 Content Management Systems and widgets 

 

Skills 
 

The graduate will be able to: 

 
 Suggesting the design or redesign of a website’s structure, user experience 

and conversion 

 Suggesting search engine optimization  
 

Competencies 

 

The graduate will be able to create: 
 

 Relevant websites and social media pages  

 Enhanced search optimization  
 

 

Assessment: 

 Written and oral case-exam.  

 

Literature: 

Cphbusiness will provide the students access to the relevant programs. 

 

TBD 
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2.2. Service Marketing and Management 

 

Service Marketing and Management 

Timing: 3rd semester 

Scope: 10 ECTS 

 

Contents:  

 

 The goal of the course is to strengthen the understanding that 

competencies of service management and service marketing, could act as 
a differentiator in a competitive business environment. A differentiator 

competence that contains elements of for example, hospitality and how to 

deliver an experience, to build a good relationship and improve 
loyalty/retention. 

 The goal is also to work as practice related as possible to understand that 

the area of service marketing contributes to the development of a 
company   

 More to come.. 

 

Learning Objectives: 

 
Knowledge 

The graduate will possess knowledge of: 

 

 about the development, tendencies and structure of the service industry from 
both a national and international perspective  

 service management systems and service marketing theories and concepts 

 about the development of the experience economy, its importance as a 
growth factor as well as the concepts and theories related hereto 

 different principles for service quality control 

 critical parameters in hospitality 
 the latest developments in service marketing 

 

Skills 

The graduate will be able to: 
 

 assess and evaluate relevant aspects of the service industry and the 

experience economy in analyses and reports 
 participate in the designing and development of service concepts and service 

delivery systems 
 

Competencies 

The graduate will be able to: 

 

 acquire new knowledge with the purpose of improving service management 
systems and concepts 

 take part in the creation of a service company’s marketing strategy, including 

the development of a marketing plan 
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Assessment: 

 TBD 
 

Literature: 

 TBD 
 

 

 

2.3. SOME Strategy & Online Communication – Hands on – 

(10 ECTS) 

 

SOME Strategy 

Timing: 3rd semester 

Scope: 5 ECTS 

 

Contents:  

 
 Social media is on everyone’s lip, and it has created a lot of challenges for 

companies who both market themselves as well as communicate to their 

stakeholders. Companies have found a way to brand themselves by 
implementing social media in their strategy, and this new phenomenon 

requires a foundational knowledge of social media as well as communication 

behavior 
 

 Students learn methods to be proactive for planning, developing and executing 

their social media strategy. The topics covered in this social media strategy is; 

Do’s and Don’t of communicating on social media, target audience, user 
generated branding and usage of influencers in the social media strategy 

 

 
 Students will be able to execute the strategy on the social media (FB 

&Instagram)   

 
 Learn theoretical frameworks to produce a social media strategy and how to 

measure the ROI of a SoMe campaign 

 

 Students will work intensively with Facebook business manager and Linkedin 
campaign manager for promotion purpose. SoMe content creation and analysis 

of a executed SoMe campaign. Learn and get skills on the latest SoMe trends 

and methods to proactive plan, develop, and execute a social media strategy 
 

 Students will at the end of this course be able to identify target groups on 

social media channels. With the identification of the target group and by 
identifying the social media objectives, students will be able to launch a social 
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media campaign that is consistent with the business strategy. 

 

Learning Objectives: 

 

 
Knowledge 

The graduate will aquire knowledge on how to: 

 

 analyze different ways of communicating on Social Media 
 analyze social media strategy 

 analyze Social media branding 

 plan and execute a social media strategy 
 

Skills 

The graduate will aquire skills on how to: 
 

 market and create brand awareness on social media channels 

 set up and execute a social media campaign on social media 

 control and plan strategies on social media 
 identify target groups and launch campaigns towards them on social media 

 set up KPI’s and objectives for a social media campaign 
 

Competencies 

The graduate will be able toaquire competences on how to: 

 
 market brands/products on SoME (Facebook, Instagram and Linkedin) 

 link the business strategy with the social media strategy 

 asses the performance and ROI of a social media campaign 

 plan a social media strategy with a GANTT chart 

 

Assessment: 

 Written individual exam  

 

Literature: 

Readings, writings and discussions.  
Case studies and supplemented materials including video and articles free for 

download.  

All students should have access to social media accounts during the courses. 
 

Stand Out Social Marketing:  

How to Rise Above the Noise, Differentiate Your Brand, and Build an Outstanding 

Online Presence by Mike Lewis ISBN-13:  978-0071794961 
Social IMC: Social Strategies with Bottom-Line ROI by Randy Hlavac ISBN-13: 

9781495203664 
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Online Promotion – Hands on 

Timing: 3rd semester 

Scope: 5 ECTS 

 

Contents:  

 
 In Online promotion - hands on we build upon theories and learnings from 2nd 

semester. Focus is on digital promotion in practice, which means that students 

will create for instance email marketing, retargeting banners and Google ads. 

We will have several external guests, such as AdWords specialists, copywriters 
and advertising agencies 

 

 The subject is offered in a package long with the subject Social Media Strategy. 
Exam is a written assignment covering both subjects. 

 

Subjects:  

 Communication theory and integrated marketing communication 

 Branding, brand personality and positioning 

 Message and tone  

 Copywriting 

 Content and +content 

 Permission marketing 

 SEM  

 Online advertising 

 Native advertising 

 Targeting 

 Online consumer behaviour  

 Media choice and media buying 

 CPA/CPM/CPC 

 Campaigning 

 Omnichannel  

 Objectives, evaluation and ROI 

 Legal aspects of online promotion  
 

Hands on programs:  

 Google AdWords 
 

Learning Objectives: 

 

Knowledge 
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The graduate will aquire knowledge on how to: 

 

 

 Communication theory 
 Branding and positioning 

 Written communication, message and tone  

 Online consumer behaviour  
 Permission marketing 

 SEM and Google AdWords 

 Online advertising and targeting 
 Online media buying and media choice 

 Mobile marketing and omnichannel marketing 

 Campaign planning 

 Legal aspects of online advertising 
  Objectives, evaluation and ROI  

 

Skills 
The graduate will aquire skills on how to: 

 

 Create online advertising, texts, permission marketing and content 

 Recommend use of targeting  
 Recommend media choice  

 Establish objectives, budgets and ROI as well as evaluation 
 

Competencies 

The graduate will be able toaquire competences on how to: 

 
 Be able to create a mixed media campaign based on a company’s strategy  

 

Assessment: 

 Written individual exam  

 

Literature: 

TBD 

 

 

2.4. Sponsorship 

 

Sponsorship 

Timing: 3rd semester 

Scope: 10 ECTS 

 

Purpose: 
 

 The purpose of the elective is to place sponsor activities into a marketing and 
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sales framework where sponsoring strengths and weaknesses are in focus. It is 

based on the company's strategic and tactical communication needs. The 

students will not only gain a theoretical understanding but by the inclusion of a 

number of best-case examples from Denmark and internationally also gain 
insight and competence in best-in-class sponsorship activation. The work with 

sponsor activities focuses on sports and culture and to a lesser extent NGOs 

and social activities. 
 

 

Contents: 
 

 Sponsor activities in historical perspective 

 Sponsor business in international perspective - trends 

 Sponsorship theory and models Strengths / Weaknesses 
 The company's communication needs 

 Companies' use of sponsorships in Danish and international perspective 

 Sports sponsorships including e-sports 
 Cultural sponsorships 

 sponsorship activation 

 sponsorship measurement - RoI analysis models 

 Sponsorship valuation 
 Sponsorship in a CSR and HR perspective 

 

Title:  
 

Companies’ commercial use of sponsorship in sport and culture 

 
 Objective: the student must achieve a high professional insight in sponsorship 

activities, which sponsor active activities to include in the company's marketing 

and sales activities. Work is both strategic as well as at a tactical and 

operational level, the students obtain skills in particular sponsorship specific 
research, impact measurement (Return on Investment), sponsorship value 

setting and activation. Sponsorship as a marketing and sales tool, students 

should be able to conduct analysis in sports and culture and with both 
marketing, cultural and international perspective 

 

 

Learning Objectives: 

 
 

Knowledge 

The graduate will possess knowledge: 
 

 sponsorships role, strengths and weaknesses in the company's parameter mix, 

both service and manufacturing companies 

 sponsorship activities - online and offline 
 sponsorships special rights matters, including IP rights and special S & E Rights 

(Sole & Exclusive) 

 Sponsorships in historical perspective and significance today 
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 Trends in sponsorships including an understanding of the difference in culture, 

respectively sports sponsorship. 

 

Skills 
The graduate will be able to: 

 

• setting goals for and use of sponsorship in national and international 
perspective 

• handle sponsorships sales activities - including relationship building, hospitality 

and competitions 
• to use the sponsorship to various media platforms / genre - offline and online 

• the valuation and effect measurements for sponsorships 

• use of sponsorships in CSR context 

• activate corporate sponsorships in various sales channels 
 

Competencies 

The graduate will be able to: 
 

 use sponsorships in national and international perspective as part of the 

company's marketing 

 

Assessment: 

 Written exam  

 

Literature: 

•  Guy Masterman: Sponsorship – for a return on investment 
   Butterworth-Heinemann, 2007 

   ISBN: 13:978 0 7506 8640 2 

 
 E-book: 

 

https://www.elsevier.com/books/sponsorship-for-a-return-on-
investment/masterman/978-0-7506-8640-2 

 

 

 

2.5. Consumer Behavior & Sensory Branding 

 

Consumer Behavior & Sensory Branding 

Timing: 3rd semester 

Scope: 10 ECTS 

 

Contents:  

 

 Getting the consumers’ attention is becoming more and more difficult. 

https://www.elsevier.com/books/sponsorship-for-a-return-on-investment/masterman/978-0-7506-8640-2
https://www.elsevier.com/books/sponsorship-for-a-return-on-investment/masterman/978-0-7506-8640-2
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Companies and brands are fighting against each other – not only to get the 

attention of the consumers. They also have to persuade the consumers 

choosing their brand over the competitors. Meanwhile the consumers are 

becoming more and more skeptical towards all kinds of advertising.  
 

 All this combined forces the companies to get even closer to the consumers to 

obtain a deeper understanding of them. In addition the companies have to 
become more creative in communicating to/with their target groups. 

 

 
 Thus, the elective ‘Consumer Behavior and Sensory Branding’ digs deep into 

the minds of the consumer. We want to figure out what drives the consumers’ 

behavior when they go from information seeking to evaluation of alternatives, 

to purchase, to re-evaluation and recommendation/feedback? 
 

 Furthermore, the elective focuses on how the marketer can benefit from neuro 

marketing by appealing to more or all of the customers’ senses.  
  

 

 The teaching is based on normal lectures, external presentations, cases, field 

studies as well as the students’ own sources of information. 
 

Learning Objectives: 

 

Knowledge 
The graduate will possess knowledge: 

 

 Central theory about consumer behavior– including motivation, information 

seeking, buying decision and evaluation. Understanding of the five (or six?) 
senses and knowledge about how they can be activated and thereby influence 

consumer behavior 

 
Skills 

The graduate will be able to: 

 
 To put theory into practice with a focus on the B2C market 

 

 

Competencies 
The graduate will be able to: 

 

 To recommend and develop specific initiatives – e.g. a campaign for a specific 
product to a specific target group 

 

Assessment: 

 Oral exam 

 

Literature: 
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Consumer Behaviour - CUSTOM PUB a Compendium 

 Udgiver: (August 2017) 

 ISBN: 9781787262065 

Brand Sense 

Sensory Secrets Behind the Stuff We Buy 
Martin Lindstrom 

Kogan Page, Limited (2010) 

 

 

2.6. Entrepreneurship 

 

Entrepreneurship 

Timing: 3rd semester 

Scope: 10 ECTS 

 

Contents:  

 Is being entrepreneurial part of your DNA? 
Your reflection is…”Entrepreneurship is having a cool idea, start my own 

business in the apartment, with at few friends and with the support of SU”. 

Next step simply to expand into a million – or perhaps billion – Euro business 

in a couple of years and having your profile on the cover on EUROMAN or the 
Financial Times” 

 

 Those who have actually made it this far, that has a start-up and is an 
entrepreneur, know that this only comes from hard work, many long hours and 

this attitude is exactly what you need in this elective! 

 
 HOW? 

You have this invitation into a universe of innovation and business 

development, and a travel to learn how these and more dimensions can be put 

into the mindset, the processes and the tools which start-ups, scale-ups and 
existing companies can work with in order to ‘reality checke’ their entire value 

creation. 

We call this framework ‘The Helix Winner Wheel’, a model we have developed 
as our point of reference when we facilitate and coach executives in Danish 

companies. This is also our starting point for this elective. 

 
 WHAT? 

All the learning and experiences you have gained at Cphbusienss so far are 

being put into play. This in order to test your entrepreneurial mindset, develop 

real business understanding and at the same time also prepare your for exiting 
challenges during 4th semester with internship and final paper. 
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Learning Objectives: 

Knowledge 

The graduate will possess knowledge: 

 All faces involved in starting and developing your own start-up.   

 

Skills 

The graduate will be able to: 

 Assessing the areas and factors contributing to the making of a winner 

business.  

 

Competencies 

The graduate will be able to: 

 Be a part of your own start-up team working to analyze, reflect and conclude 

in terms of what it takes to make your own 1) Winner Idea, 2) Winner 
Busieness Model and 3) Winner Business Plan. 

 

Assessment: 

 Each start-up team complete their own business plan; 
Written part of this makes 60% of your final grade. 

Oral part of this makes 40% of your final grade. 

 

Literature: 

TBD  

 

 

 

2.7. Statistics & Managerial Economics (10 ECTS) 

 

Statistics 

Timing: 3rd semester 

Scope: 5 ECTS 
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Contents:  

 The purpose is to bring the student theoretical and practical knowledge about 

the use of probability mathematics in relation to market analysis. The student 

must, independently, and based on theory of statistics, be able to collect and 
assess market and sales potential for a specific sales problem. 

 

 

Learning Objectives: 

Knowledge 

The graduate will possess knowledge: 

 Descriptive statistics and probability testing 
 Stochastic variables and probability distribution 

 Scaling 

 Regression analysis 
 Analysis of variation 

 

Skills 

The graduate will be able to: 

 calculating and interpreting various measures of central tendency and 

variation 

 making probability calculations for stochastic variables/ probability 
distributions 

 making, implementing and analyse a regression model with one or more 

explanatory variables, including Dummy variablesCommunication 

 

Competencies 

The graduate will be able to: 

 independently be able to interpret a regression model with one or more 
explanatory variables for a specific market- and sales problem 

 assessing specific probability calculations in relation to market- and sales 

problems 

 assessing descriptive statistics of market- and sales problems 
 

Assessment: 

 Written exam 
 

Literature: 

TBD  
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Managerial Economics 

Timing: 3rd semester 

Scope: 5 ECTS 

 

Contents:  

 Basis for and extended understanding of the cost structures, cost calculations 

and choice of different alternatives, including opportunity costs 

 Basis for and extended understanding of the marketing-related significance of 
pricing based on marketing and cost-related conditions in different market 

structures  

 Basis for and extended understanding of investment decisions based on 
sensitivity analyses/break-even analyses before and after taxes  

 Basis for and extended understanding of types of financing/funding concepts, 

including leasing and criteria for comparison and selection both before and 
after taxes  

 

Learning Objectives: 

Knowledge 

The graduate will possess knowledge: 

 Relationship between the sourcing and production factors and production 

of goods and services  

 The influence of different market structures on the parameter activity 
 The classical cost distribution systems as well as activity-based cost 

systems (ABC costing) 

 Conducting ordinary cost and profitability calculations in the short/long 
run 

 Choice of investment opportunities before and after taxes  

 Economical optimum lifetime and time for replacement in connection 
with investments 

 Listing of investment calculations as basis for the choice of strategic 

alternatives with a long-term timeframe 

 The significance of the financing concept for the choice of solutions  
 

Skills 

The graduate will be able to: 

 Applying core cost concepts related to making decisions  

 Optimising the parameter action based on cost and marketing conditions 
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 Optimising the sale on a market with price sensitivity and a market with 

constant sales price  

 Conducting sensitivity analyses in connection with investment 

considerations 
 Conducting calculations of capital requirements and payment flows as 

basis of a listing of investment calculations both for fixed and current 

assets 
 Conducting calculations of the effective interest rates of various loans 

and credits before and after taxes 

 Justify the choice of funding concepts including debt and equity used in 
connection with investments in fixed and current assets  

 Introducing and communicating financial solutions  

 

 
Competencies 

The graduate will be able to: 

 Independently assess economic consequences of planned marketing activities 
 

 Independently identify and analyse investment and finance opportunities 

qualitatively and economically as regards specific planning assignments  

 

Assessment: 

 Written exam 

 

Literature: 

TBD  

 

 



Please note that semester packages described in this course catalogue are subject to change. 

We will do our best to notify students in good time, should changes occur.

© Cphbusiness Study and Career Guidance - last updated spring 2018
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