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HE in Europe 

Three main areas (objectively): 

 

- Great Britain (English native speakers, long HE history, 

great educational brands) 

 

- Northern Europe (Scandinavia, Holland) (Speaks English 

as a strong Second language, not known as study 

destinations, weaker brands, ”best kept secrets”?) 

 

- Southern Europe (Germany, France, Austria, 

Schwitzerland, Spain, Italy, Greece etc) - weaker English 

proficiency due to dubbing policy, great educational brands, 

good knowledge outside europe, history, culture 

 



Scandinavia/Denmark/CBS 

• Scandinavia not known as study destination, let alone 

Denmark. CBS has a stronger reputatation within business 

administration HE 

• Scandinavia is very expensive to live in 

• Tuition fee only introduced in DK, Sweden will follow in 

2011, Finland and Norway??? 

• National initiatives to put Denmark on the HE map is 

beginning to show 

• Want to be a part of the growth (GB and Australia has the 

higest growth – GB 14 % international students, Australia 

20 %) 

• CBS not using agents … yet 

 



National initiatives 



National initiatives 





CBS in short 

• Founded in 1917 

• 2nd largest Business School in Europe  

• 18,000 students - Including 14,000 full-time and 

over 1100 exchange students 

• Specialised Business University 

• Group based project work 

• Dialogue based teaching  

• International environment 
 



SWOT - CBS 

Strengths: Weaknesses: 

Large programme portfolio and faculty base 

Extensive partnership network 

Innovative organisation 

Cross-disciplinary approach to business 

Innovative pedagogical principles 

Strong research base(s) 

Strong procedures for handling international 

students 

Non-English mother tongue 

Weak financial position 

Lack of flexibility in admission of 

international full degree students 

Lack of international corporate 

partnerships 

Limited experience in international 

marketing 

Opportunities: Threats: 

Strong partners aiming for extended 

relationships 

Increasing demand for alternative 

approaches to business 

The power position of US in the 

educational market is diminishing 

Education is now a global market 

Increasing interest for education offered by 

international consortia 

Business schools internationalising 

heavily 

Virtual universities substitutes regular 

education 

National factors make us less 

attractive for international students 

Public regulation 

US position might recover 



Canadian partners 

Brock University , (St. Catharines)  

Dalhousie University , School of Business Administration (Halifax)  

HEC Montréal  

McGill University, Desault's Faculty of Management (Montréal)  

Queen's University, School of Business (Kingston)  

Ryerson University , School of Business Management (Toronto)  

Simon Fraser University (Burnaby, BC)  

Université Laval, Faculté Sciences de l'Administration (Quebec)  

University of Alberta, Faculty of Business (Edmonton)  

University of British Columbia, Sauder School of Business (Vancouver)  

University of Calgary , Haskayne School of Business  

University of Ottawa, Faculty of Administration University of Victoria (Victoria, BC)  

University of Western Ontario, Richard Ivey School of Business (London)  

York University, Schulich School of Business (Toronto)  



What do we know? 



Results report 

We looked at 

 

• Decision making processes 

• Channels used 

• Expectations 

• Perceived deliveries 

• Gaps 

• ”Perceived” Competitors 

 





Expectation meeting delivery 







How do we work? 



Recomendations 









Branding issues 

LSE CBS 

Buzz x 

Alignment x 

Sense of belonging x 

Visibility (incl. CVI) x x 

Stakeholder 

engagement 

x (X) 

Consistency x 

Differentiation x 







Questions from me to you: 

 

• How do you position your school to differentiale you from your competitors? 

• Do you know who your competitors really are? 

• How much do you communicate wiht your students? (prospect and existing) 

 


