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Outline

The course focuses on different disciplines and challenges within Corporate Communication. Students
will be introduced to selected communication theories, methods and models, companies can use to
understand and handle the challenges in a changing, critical and global world. In order to strengthen,
build and rebuild stakeholder confidence and trust in organizations and industries, the students will gain
insight, skills and competences in change communication, corporate social responsibility, issues
management and crisis communication. The students will also develop skills in teamwork, give and
receive feedback and skills in critical reflection on products and processes.

Aims
The primary aims are to
e Establish an understanding of selected disciplines of corporate communication such as change
communication, corporate social responsibility, issues management and crisis communication
¢ Provide students with a basic knowledge of theories and methods within these disciplines
e Teach students to reflect critically on theories and methods they use

Style of teaching

The teaching 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 their
study groups. The course finishes with an assignment across the different disciplines where the students
can demonstrate that they can use the knowledge and skills they have acquired during the course.

Learning outcome
Students are expected to achieve

Knowledge and understanding of:

o How the different approaches and paradigms within corporate communication (ranging from
functionalistic to constitutive and co-creative/collaborative) influence the communication process
as well as how relationships between organization and stakeholders are built and developed.

e Theories and models of change, crisis and issues management and corporate social
responsibility

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

Competencies
Students are expected to be able to
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o Reflect critically on different approaches to and paradigms within corporate communication
o Reflect critically on theories, models and methods used in change communication, CSR, issues
management and crisis communication

Grading

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. The students end and complete
the course by solving an assignment in groups of 3-5 students. On the basis of 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).
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Estimated workload in relation to the Study model
The Study Activity Model

Crisis & Change Communication
400 hours in total
15 ECTS points

110 hours
28%
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Category 1

The lecturer has primary responsibility for the study activities, and the students
have co-responsibility through their preparation and participation. Participation
by students and one or more lecturers.

Tuition, where lecturer is prensent
Teaching, small assigments

Category 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 activiti icipation by only.

Projects / other assingments
Work in groups

May be scheduled

Lecturer not present

Individual preparation
Study groups

Not scheduled
Lecturer not present

Category 4

Students have primary ibility for the i ivities, and the lecturer
has co: ibility for ing appropriate settings for the activities.
Participation by students and one or more lecturers.

Common lectures
Various event

May be scheduled
Lecturer may be present



