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Description of content:

The course gives an overview of the most important aspects of today’s business
communication from an integrative perspective. First, we shall review major models
of integrated communication and the respective theories. We shall then discuss
topics such as business culture, internal and external communication, corporate
identity, media and networking, sponsoring, business reengeneering, and change
communication.

Key notes:
e Business Culture
e Internal and external communication
e Theories and models of integrated business communication
e Corporate Identity
e Change Management and communicating change
e How to communicate conflict and crisis

e Going Public: Media and Networking — Public Relations

The course will include an intensive seminar plus workshop given by a guest speaker
from the Swiss University of Zurich who is an expert in business communication and
crisis communication.

The course is based on lectures and presentations by students on special topics.

Entry requirements:

Profound knowlegde of all major media theories and communication theories and
models (Maletzke, Habermas, Luhmann, McLuhan), and a basic knowledge of business
communication.

Assessment method:
oral presentations/projects 50 %
final written exam 50 %




Plan

No.

Date

Topic

Introduction
What is communication?
e Major elements
e Communication competence

e Integrated Strategies

Theories and Models of Business communication

Internal and External Communication
e Corporate Identity
e (Case Studies

Break

Lecture and Workshop by Dr. Regine Wieder, Zurich
e External Communication: Costumers and Branding
e (Change Communication
e Crisis Communication

Lecture and Workshop by Dr. Regine Wieder, Zurich
e (Crisis Communication
e External Communication: The Media

Summary and Conclusion

Examination
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