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Cross Media Communication — CMC — is founded on the theoretical and practical aspects of past courses
that involve branding and strategic communication. CMC zooms in on transmedia storytelling, particularly, as
it deals with companies’ strategic communication within different industries.

Aims:

The students are trained in understanding how organizations and corporations can communicate
strategically and consistently across various media. The students are trained in how media convergence and
audience analyses are utilized in creating a Cross Media strategy that takes different media and media
platforms into account.

By applying audiovisual and rhetorical tools, the students are trained in analyzing various pieces of
communication that are part of companies’ transmedia campaigns. On this basis, the students are taught
how to design Cross Media strategies — strategies that take the current media landscape and the strengths
and weaknesses of different media platforms into account.

Through practice-based methods, workflows, and relevant cases, the students will learn to develop and
qualify messages and narratives across multiple media platforms.

Pedagogical and didactic approaches:

The teaching is based on lectures plus group work and group presentations that are followed up with
feedback. Overall, the students are trained in applying theoretical concepts in practice. The students
translate abstract principals, models, methods, and theories into concrete solutions in specific contexts. The
course trains the students to think critically and consistently when making a CMC plan.

Learning Outcomes
The student will obtain the following during the course:

Knowledge and understanding of:
- Knowledge of what CMC is, how it is used and what it is used for
- Knowledge of the strengths and weaknesses of different media and media platforms in designing
and planning a CMC project
- Knowledge of defining and targeting relevant audiences when planning a CMC project

Skills:

Students completing the course are expected to:
- Skills in analyzing CMC on websites, social media, and in commercial films
- Skills in identifying, selecting, and utilizing relevant media platforms
- Skills in creating specific content for different media platforms

Competencies

Students are expected to able to:
- Ensuring communicative coherence when more media and platforms are in play
- Utilizing theoretical concepts in the practical planning of a CMC plan
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Attendance:
In order to pass the course, the 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

Exam/Grading:.

e The performance of the students will be graded individually by the Danish grading system (7-point
Scale), which is transferred to the national grading system of the individual student — A-F

e The final assignment is an individual written assignment, 6-8 pages

e Internal censorship

Study Activity Model:
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Category 1

The lecturer has primary responsibility for the study activities, and the students
have ponsibility through their prey ion and participation. Participati
by students and one or more lecturers.

[+

Lectures

Exercises

Dialogue and reflection
Feedback on assignments
Exam

Category 2

The lecturer has primary ibility for defining the learning ies, and
the students have primary responsibility for taking an active part in the planned
study activities. Participation by only.

Preparing for class
Reading literature
Waork questions
Weekly assignments
Student presentations

Research
Read optional literature
Preparing for exam

Category 4
have primary ibility for the learning activities, and the lecturer

has co: ibility for ensuring appropriate settings for the activities.
Participation by students and one or more lecturers.




