
 

 

 

The Danish School of Media and Journalism 
Corporate Communication 
Course description 
Fall semester 2020 
 
Course: Crisis and Change Communication 
 
ECTS: 15 
Graded: 7-point Scale (A-F) 
 
 
Outline 
The course focuses on different disciplines and challenges within Corporate Communication. 
Students will be introduced to selected communication theories, methods and models 
companies use to handle the challenges in a changing, critical and global world. In order to 
prevent, build and rebuild stakeholder confidence and trust in organizations and industries, 
the students will gain insight, skills and competences in cross cultural communication, issues 
management, corporate social responsibility, crisis as well as change communication.  Also 
the students will develop understanding of different industries, skills in teamwork, give and 
receive feedback and skills in critical reflection on products and processes.  
 
Aims 
The primary aims are to 

• Establish an understanding of selected disciplines of corporate communication such as 
issues management, change communication, crisis communication and corporate 
social responsibility 

• Provide students with a basic knowledge of methods and theories of cultural analysis 
and an understanding of the challenges of cross-cultural communication 

 
Learning outcome 
Students are expected to have achieved knowledge and understanding of: 

• Theories of change, crisis and issues management and corporate social responsibility 
• Theories and methods of cultural analysis  
• Challenges of cross-cultural communication 

 
Skills 
Students completing the course are expected to:  

• Know how to conduct cultural analysis and identify the challenges of cross-cultural 
communication 

• Develop analytical, reflective, strategic and critical skills in relation to issues 
management and change communication 

• Identify and apply different CSR strategies 
• Understanding the complexity of handling crisis communication 
• Plan and understand organizational change   
• Navigate and operate within a various number of disciplines of corporate 

communication 
 
Graded 
To pass, students are expected to be active and fulfil DMJX’s requirements of attendance and 
participation both in class, at group work and at completion of projects and assignments. The 
students are tested through a number of assignments solved in groups of 3-5 students. All 



 

 2 

students will be graded individually by the Danish grading system, which is transferred to the 
national grading system of the individual student (A-F). The grade is an overall assessment 
based on all the student’s assignments by internal examination.        
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