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Aims:

The course focuses on crisis- and change communication in relation to sustainability and CSR. When an
organization engages in sustainability communication, it is vulnerable to criticism as e.g.greenwashing, diversity
washing and charity-washing. The course explores how organizations can tackle these issues and handle potential
crisis situations. Furthermore, the course explores how sustainability communication could be treated as internal
change processes, and how organizational communication can develop into CSR issues. Employees are an
important, if not the most important stakeholder for an organization, and when they are part of the sustainability
journey, the organization becomes more trustworthy. Students will be introduced to selected communication
theories, methods, and models which organizations can use to understand and handle challenges in a

changing, critical, and global world. In order to be able to strengthen, build and rebuild stakeholder confidence and
trust in organizations and industries, the students will gain insight, skills and competences in change
communication, issue management and crisis communication.

Pedagogical and didactic approaches:

The course is a mixture of lectures with presentations, case work, exercises and reflections, readings as
preparation for classes as well as tasks, assignments, and projects that the students work with in study

groups. The intension with the teaching is that the students get a good grasp of the theories within the field, so that
they can use them to critically reflect on possible options and choices when working with concrete

cases. Furthermore, the students should learn to analyse a situation and come up

with concrete communication products that translate theories into practice. The students will also develop skills in
teamwork, in providing and receiving feedback, as well as skills in critical reflection on products and

processes. The intension is to develop the students’ ability to acquire new knowledge and work independently is
also a in focus in this course.

The course finishes with an assignment solved in study groups addressing crisis- and change communication in a
sustainability and CSR context where the students can demonstrate that they can use the knowledge and skills
they have acquired during the course.

Learning outcomes:
The students will obtain the following during the course:

Knowledge and understanding of:

¢ How different approaches and paradigms within strategic communication (ranging from functionalistic
to constitutive and co-creative/collaborative) influence sustainability and CSR communication
processes.

¢ How relationships between organization and stakeholders are built and developed.

e Theories and models of change, crisis and issues management

e The significance of working with and communicating about (strategic) sustainability and CSR in
modern business life

+ Different approaches to involving employees in CSR initiatives and change situations

Skills:
Students completing the course are expected to:
e Understand the complexity of handling and planning change and crisis communication in relation to
sustainability and CSR
¢ Develop analytical, reflective, strategic and critical skills in relation to change communication, issues
management and crisis communication
o |dentify and apply different CSR strategies within crisis- and change communication
¢ Navigate and operate within a variety of disciplines of strategic communication



Competences:
Students are expected to be able to
o Reflect critically on different approaches to and paradigms within strategic CSR communication
e Reflect critically on theories, models and methods used in change communication, issue
management and crisis communication in relation to CSR in different organizational contexts and
settings
e Produce communication products that execute ideas developed in an analysis of a situation
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crisis communication, 410-421

Tourish, Paulsen, Hobman & Bordia (2004): The downsides of downsizing: Communication processes information
needs in the aftermath of a workforce reduction strategy. Management Communication Quarterly, 17(4): 485-516.



Ulmer, Sellnow & Seeger (2015). Chapter 3: Lessons on Effective Crisis Communication. In Effective Crisis
Communication: Moving From Crisis to Opportunity. Thousand Oaks, CA: Sage Publications., 37-59
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Attendance:
To pass, students are expected to be active and fulfil DMJX’s requirements of attendance and participation both
in class, in group work and projects and assignments.

Exam/Grading:
Graded: 7-point Scale (A-F)

The students end and complete the course by solving an assignment in groups of 3-5 students. Based on this
assignment, all students will be graded individually by the Danish grading system, which is transferred to the
national grading system of the individual student (A-F).

Study Activity Model:
Th Activity Model
e Study Activity Mode Category 1
The lecturer has primary responsibility for the study activities, and the students
B HH (] have co-responsibility through their preparation and participation. Participation
SUStalnablllty and change and CrISIS by students and one or more lecturers.
270 hOUI’S "_l tOtaI Teacher presentations
10 ECTS points Reflections
Exercises
6 weeks Discussions
1 Feedback on assignments
Reading lists
ipal assignment
Cateédory'2

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

72 hours

Preparation for class

Reading the literature

Solving cases in study group
Prepare presentations for class

Research
Collect supplementary material
Find suitable cases

Find supplementary literature
135 hours Peer feedback
50%
Category 4
Students have primary responsibility for the i ivities, and the lecturer
has ponsibility for i ppropriate settings for the activities.

Participation by students and one or more lecturers.

Students take charge of the teaching
Students find and invite a case company
Students organize events for the class



