	COURSE INFORMATON 

	Course Title
	Code
	Semester
	L+P Hour
	Credits
	ECTS

	Corporate Communication
	PRP 508
	
	3+0
	3
	6


	Prerequisites
	-


	Language of Instruction
	English

	Course Level
	Master’s Degree

	Course Type
	Compulsory

	Course Coordinator
	

	Instructors
	

	Assistants
	-

	Goals
	This course aims to explore the trends and issues affecting 
corporations’ communications.

	Content
	Corporate identity, image & reputation, issues & crisis management, media relations, employee relations, CSR and sustainability, corporate advertising.


	Learning Outcomes 
	Program Learning Outcomes
	Teaching Methods 
	Assessment Methods 

	· Understanding of the public relations and corporate communication functions employed in both business and non-profit organizations including problem analysis, strategic planning, message development and tactical solutions.
	2,6,7
	1,2,3 
	A,C 

	· Knowledge of the communications strategic planning processes including stakeholder analysis and message development. 
	6,14
	1,2,3 
	A,C 

	Ability to prepare a comprehensive communications plan addressing strategy and tactics necessary to resolve a communication problem or achieve a communication goal. 
	6,9,10
	1,2,3 
	A,C 

	Knowledge of various tactics and processes employed in corporate communication including media relations, community relations, consumer relations, employee communications and digital communication programs. 
	10,14
	1,2,3 
	A,C 

	Understanding of methods used to evaluate and measure the effectiveness of corporation communication functions and programming.
	1,3
	1,2,3 
	A,C 

	Critically discussing and comparing contemporary applications and implications of corporate public relations. 
	9
	1,2,3 
	A,C 


	Teaching Methods: 
	1: Lecture, 2: Question-Answer, 3: Discussion, 

	Assessment Methods: 
	A: Testing, C: Homework


	COURSE CONTENT

	Week
	Topics
	Study Materials

	1
	Introduction to corporate communication, communicating strategically
	Argenti- Ch 2

	2
	Remembering the PR Process

-Deciding presentation topics, forming groups
	Lattimore et al. (2009) 

Part 2

	3
	Audiences, stakeholders, publics
	Tench and Yeomans (2006) Part 2- Ch. 12

	4
	Media relations
	Tench and Yeomans (2006) Part 3-Ch. 16; Argenti (2003) Ch. 6

	5
	Identity, Image& Reputation
	Argenti (2003) Ch. 4; Tench and Yeomans (2006) Part 3- Ch. 13

	6
	Identity, Image& Reputation
	Argenti (2003) Ch. 4; Tench and Yeomans (2006) Part 3- Ch. 13

	7
	Corporate Advertising
	Argenti (2003) Ch. 5

	8
	Internal communication
	Argenti (2003) Ch. 7; Tench and Yeomans (2006) Part 3-Ch. 17

	9
	Investor Relations
	Argenti (2003) Ch. 8

	10
	Corporate Social Responsibility
	

	11
	Crisis Communication
	Argenti (2003) Ch. 10; Tench and Yeomans (2006) Part 3-Ch. 20

	12
	An introduction for the final project
	

	13
	Article discussion
	

	14
	General Revision 
	


	RECOMMENDED SOURCES

	Textbooks
	· Argenti P. (2003). Corporate communication. New York, NY: McGraw-Hill.
· Lattimore D., Baskin O., Heiman S. & Toth E. (2009) Public Relations: The profession and the   practice;, 3rd Ed. NY:McGraw Hill 
· Tench, R & Yeomans, L. (2006), Exploring public relations. Harlow: FT/Prentice Hall. 


	Additional Resources
	Suggested Readings

Argenti P. (2003). Corporate communication. New York, NY: McGraw-Hill.

Caywood, C. (1997). The Handbook of Strategic Public Relations & Integrated Communications: McGraw Hill. 

Cornelissen, J.P. (2008). Corporate Communication: A guide to theory and practice, 2nd ed., London, Sage.

Deetz, Staney (1995). Transforming communication, transforming business: Building responsive and responsible workplaces. Cresskill, NJ: Hampton Press

Goodman, Michael (2000). Corporate communication: The American picture. Corporate Communications: An International Journal, 5(2), 69-74.

Marchand, Roland (1998). Creating the corporate soul: The rise of public relations and corporate imagery in American big business. Berkeley, CA: University of California Press.

Oliver, S. (ed) (2004). A Handbook of Corporate Communications and Public Relations-Pure&Applied, Routledge.

Schiller, Herbert (1989). Culture Inc.: The corporate takeover of public expression. New York, NY: Oxford University Press.

Academic Journals
Journal of Public Relations

Journal of Public Relations Research

National Communication Association 

International Communication Association 

Public Relations Quarterly



	MATERIAL SHARING

	Documents
	

	Assignments
	

	Exams
	


	ASSESSMENT

	IN-TERM STUDIES
	NUMBER
	PERCENTAGE

	Mid-term presentation
	1
	40

	Assignment
	1
	40

	Attendance and Participation
	1
	20

	Total
	 
	100

	CONTRIBUTION OF FINAL EXAMINATION TO OVERALL GRADE
	 
	50

	CONTRIBUTION OF IN-TERM STUDIES TO OVERALL GRADE
	 
	50

	Total
	 
	100


	COURSE CATEGORY
	Expertise/Field Courses


	COURSE'S CONTRIBUTION TO PROGRAM

	No
	Program Learning Outcomes
	Contribution

	
	
	1
	2
	3
	4
	5
	

	1
	Students will be aware of research methods and techniques, and will develop scientific and analytical thinking skills necessary in the production of scientific knowledge.
	
	
	
	
	X
	

	2
	Students will gain the necessary outlook to understand and apply principles of communication and gain an advanced idea about communication theories and its general public discourse, group dynamics and elements of successful corporate communication.
	
	X
	
	
	
	

	3
	Students actively use their media literacy skills through news gathering processes.
	
	X
	
	
	
	

	4
	Student will gain necessary knowledge about the function and development of community organizations and institutions, such as family, religion, education, science and technology.
	
	
	X
	
	
	

	5
	Students will be able to prepare and present topic appropriate texts, speeches, announcements and presentations in English using audio visual tools.
	
	
	X
	
	
	

	6
	Students will have the necessary skills necessary for the successful practice of public relations, such as researching, defining objectives, identifying target audiences and appropriate messages, as well as selecting the right communication channels and reviewing and evaluating research results.
	
	
	
	
	X
	

	7
	Students will be familiar and equipped with all elements of marketing communication; advertising, public relations, sales promotion, direct marketing and e-communication.
	
	
	
	X
	
	

	8
	Students will be able to evaluate brand management strategies both in Turkey and abroad, and will have gained the necessary knowledge for their application and will have the ability to analyze diverse campaigns.
	
	
	
	
	
	

	9
	Students will be aware and conscious about ethical rules and standards in the practice of public relations and will engage in the practive of the profession by adopting the principle of institutional and professional loyalty as a personal responsibility norm. 
	
	
	
	X
	
	

	10
	Students will be equipped to analyze political, economic and technological developments influential in the area of public relations and will be equipped to solve possible crises and create new strategies based on and parallel to new circumstances.
	
	
	
	
	X
	

	11
	Students will be able to  comprehend and discuss mass communication theories and their reflection as perceived within the activities of communication professionals
	
	
	
	
	
	

	12
	Students will be able to effectively engage in media research, planning and purchase.
	
	
	
	
	
	

	13
	Students will comprehend the theoretical and conceptual relations between public relations and politics and will be able to apply them on a case basis, and will gain the equipment about national and international political cultures.
	
	
	
	
	
	

	14
	Students will comprehend the importance and be aware of minding the benefit of society as a whole as well as that of the corporation/institution while practicing public relations as a profession.
	
	
	
	
	X
	


	ECTS ALLOCATED BASED ON STUDENT WORKLOAD BY THE COURSE DESCRIPTION

	Activities
	Quantity
	Duration
(Hour)
	Total
Workload
(Hour)

	Course Duration (Including the exam week: 16x Total course hours)
	16
	3
	48

	Hours for off-the-classroom study (Pre-study, practice)
	16
	5
	80

	Mid-terms
	1
	5
	5

	Assignment
	1
	5
	5

	Final examination
	1
	10
	10

	Total Work Load
	 
	 
	148

	Total Work Load / 25 (h)
	 
	 
	5.92

	ECTS Credit of the Course
	 
	 
	6


