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GENERAL DETAILS 

 
Name: Communication Management  
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Academic Year: 2023-2024  
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Date of latest revision: September 2023 

Lecturers in charge: Jordi Sacristán Adrià 
 

 

1. GENERAL DESCRIPTION 

We spend the whole day communicating, sending and receiving messages – whether of an explicit 

or implicit nature. We live in the communication era and companies and their professionals must 

understand and be up to date with the communication strategies, and with the tactics to implement 

them. 

 

In environments so prone to change as today’s, when planning has been blown apart, campaigns 

have been improvised on the spot, customers are incorporating new values and ways to access 

information, and crises are more and more common, organisations need to rely on professionals 

capable of managing these dynamics in a calm and rigorous way. 

 

Hence, communication has to be considered as a transversal and essential ‘element’, one that 

generates value and, conversely, may take away value from the company if executed inefficiently. 

The director of communications (DIRCOM) takes on the responsibility of defining and specifying an 

organisation’s corporate communications policy, whether it is a company or a public or private 

institution, from the objectives, vision, mission and values of said organisation. One of the DIRCOM’s 

responsibilities is dissemination, something that is achieved through well designed and materialised 

communication actions. She should also look after the increase in the capital of intangible assets: 

corporate notoriety, brand, image and reputation. 

 

This subject will review the different missions of a company’s communication management, its 

relationship with the media, the most significant operational actions that will help achieve the 

organisation’s objectives, the crises, fake news and internal communication, which is very useful in 

order to develop and consolidate teams, and to generate a robust business culture. 
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2. OBJECTIVES 

▪ To develop an internal and external communication plan aligned with the organisation’s 

corporate strategy. The plan should strengthen the company’s positioning in the market, the 

perception value by customers and the commitment of the workforce. 
 

▪ To compare, select and implement the specific communication actions in accordance with 

the plans previously laid down and considering the nature of stakeholders, and keeping 

control over its profitability. 
 

▪ To elaborate risk audits and action protocols in the event of crisis communication, ably 

handling all the media including the audio-visual and digital ones, with the idea of preserving 

and strengthening the trust of customers and other stakeholders. 
 

▪ To learn to manage a crisis in the way that may least damage the corporate image or erode 

the company’s own values, ethics and organisational culture. 
 

▪ To learn how to face uncertain environments such as the current ones, in which fake news 

spreads at lightning speed, changes are constant and demands (both internal and external) 

are immediate. 
 

▪ To discover the virtues that a DIRCOM should have and the skills that organisations demand 

today. 

 

 

 

3. CONTENTS 

UNIT 1. Introduction to business communication 
 

UNIT 2. Strategic communication 
 

UNIT 3. The director of communications (DIRCOM) 
 

UNIT 4. Planning communication 
 

UNIT 5. The media and advertising 
 

UNIT 6. Events and sponsorship 
 

UNIT 7. Institutional relations 
 

 

UNIT 1. INTRODUCTION TO BUSINESS COMMUNICATION 

Learning outcome 
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After studying the unit and solving the exercises, students will be able to:  
 

▪ Elaborate written and spoken messages, and recognise the actors of communication.  

▪ Value the importance of communication and how to reach one or several interlocutors. 

▪ Understand the intimate relationship between speech and word. 

▪ Understand that non-verbal communication forms part of the message. 

▪ Identify qualities such as empathy, persuasion, manners and tone. They are essential so that 

an organisation can produce fluid and positive communication. 

▪ Detect, evaluate and fight fake news. 
 

Content  

1. Business communication in the 21st century.  

2. The message in communication and its elements.  

3. Tone, word, gesture. 

4. Persuasion and empathy in communication. 

5. Non-verbal communication. 

6. Fake news. 
 

 

UNIT 2. STRATEGIC COMMUNICATION 

Learning outcome 

After studying the unit and solving the exercises, students will be able to:  
 

▪ Understand the role of communication within and organisation. 

▪ Decide which is the most suitable way to communicate in an organisation. What is global 

communication, cross-communication and other types. 

▪ Learn to listen, what is the act of listening and active listening. 

▪ Learn to distinguish between positive communication and negative communication. 

▪ Use internal communication to generate organisational culture. 

 

Content 

1. Types of communication. Global communication and cross-communication. 

2. The act of listening. Active listening. 

3. Positive communication and negative communication. 

4. Storytelling, storydoing and communication. 

5. Internal communication. 

 

 

UNIT 3. THE DIRECTOR OF COMMUNICATIONS (DIRCOM) 

Learning outcome 
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After studying the unit and solving the exercises, students will be able to:  
 

▪ Value the role of a director of communications and its importance for the company strategy. 

▪ Define the functions of the director of communications and of the department, and the 

relationship of the latter with the rest of the departments of the organisation. Location in 

the organisational chart. 

▪ Define the organisation’s general communication strategy, including in it the brand, the 

image and the tactics for its implementation. 

▪ Manage the different organisation areas and that of public relations. 

▪ Design and write the corporate book. 

 

Content 

1. Description and profile of the DIRCOM: qualities, skills and abilities. 

2. Functions of the DIRCOM of the future and her department. 

3. The DIRCOM and the general communication strategy and the control of the positioning. 

4. Responsibility of the DIRCOM with regard to the brand, image and perception of the 

organisation. 

5. Handling of the different areas of the communication management and the DIRCOM. 

6. The organisation’s public relations. 

7. Development of the direct and personal treatment of external and internal collaborators, and 

the company’s audiences. 

 

 

UNIT 4. PLANNING COMMUNICATION 

Learning outcome 

After studying the unit and solving the exercises, students will be able to:  
 

▪ Apply the concepts of retro-timing, timing, step outline and roadmap to the organisation’s 

communication actions. 

▪ Apply the options offered by the Internet on the company’s daily communication 

development and management. 

▪ Value the importance of a good relationship with the journalists. 

▪ Write a press release and a statement. 

▪ Carry out a communication audit. 

▪ Elaborate a communication plan. 

▪ Act when faced with a crisis in the organisation. 

 

Content 

1. Planning of messages and communication actions. 

2. Relationship with the media. 

3. Press releases, press conferences, clippings and statements. 

4. Communication audits. 

5. Communication plan. 
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6. Crisis communications: how to act, makeup of the crisis cabinet and functions. 

UNIT 5. THE MEDIA AND ADVERTISING 

Learning outcome 

After studying the unit and solving the exercises, students will be able to:  
 

▪ Learn to differentiate the different media and their types. 

▪ How to measure audiences. 

▪ Advertising messages and the media. 

▪ Classic and digital media. 

▪ Learn to design advertising messages to be broadcast through the media. 

 

Content 

1. Types of communication media. 

2. Classic and digital media. 

3. Advertising and its message, publicity and marketing. 

4. Audiences and how to measure them. The Internet and audiences. Audimeters. 

 
 

UNIT 6. EVENTS AND SPONSORSHIP 

Learning outcome 

After studying the unit and solving the exercises, students will be able to:  
 

▪ Learn to design an event and its development. 

▪ List the types of company events. 

▪ Learn the importance of business or corporate social responsibility. 

▪ Decide on the company’s social policy and its communication. 

▪ Distinguish between sponsorship and patronage and their use in organisational 

communication. 

 

Content 

1. Strategic organisation and planning of communication. 

2. What is an event? 

3. Types of events. 

4. Events and organisational communication. 

5. Corporate social responsibility and SDG2030. 

6. Sponsorship and patronage. 
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UNIT 7. INSTITUTIONAL RELATIONS 

Learning outcome 

After studying the unit and solving the exercises, students will be able to:  
 

▪ Understand what institutional relations are and what they are used for and their importance 

for the organisation’s corporate reputation. 

▪ Learn about the different company stakeholders and the importance of awarding each one 

of them a different treatment. 

▪ Learn to differentiate and use business protocol. 

▪ Learn to manage the protocol in business integral communication. 

▪ Learn to define the company’s protocol acts: board of directors, shareholders meetings, 

presentations to the staff, and so on. 

 

Content 

1. Institutional relations and corporate reputation. 

2. Designing a business and institutional protocol. 

3. Protocol tools in communication. 

4. Types of protocol acts: business, public-private, institutional acts and others. 

5. Book of honour, foundation stone, open day, work sessions. 

 

 

4. TEACHING AND LEARNING METHODOLOGY 

Euncet Business School-UPC’s learning process brings together a combination of methodologies 

which, in a practical and innovative way, allow students to acquire skills specific to the professional 

exit profile that is expected in a master’s degree and the digital context: 

 

LEARNING BY PROJECTS 

Working in groups to develop and present tasks and projects, by responding to different 

situations or challenges posed during classes. 

 

CASE STUDIES 

Solving hypothetical business issues to experiment with using a practical application of the 

theoretical content of the different subjects. 

 

 INTERACTIVE CLASSES 

The teaching sessions will take place based on continuous interaction between the students and 

the lecturers, who will teach with the objective of comparing the relevant concepts through the 

means of analysis and open debate, with the help of real-world case studies and simulations. 

 

ONLINE TUTORIALS 

Personalised online sessions will be programmed to solve doubts and lend support to the 

different assignments and exercises posed during the course. 
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5. ASSESSMENT 

According to the Bologna Process, the model rewards the student’s constant and continued effort. 

60 % of the mark is obtained through continuous assessment of the managed activities, and the 

remaining 40 % from the final exam, which is held in a single sitting. 

 

The subject’s final mark (FM) will be calculated according to the following formula: 
 

▪ FM = Final Exam Mark * 40 % + Continuous Assessment Mark * 60 % 

▪ The minimum mark of the final exam for the calculation of the FM will be 40 points over 100. 

▪ The subject will be successfully passed with a FM equal to or higher than 50 points over 100. 

 

Activity type Description % Evaluation   

Tasks:   45% 

 Good Moorning Britain case 15%  

 Red Bull – Go Pro case 20%  

 Purdue Pharma Case 25%  

 Final delivery 40%  

Test:  15% 

  Test parcial Tema 1-Tema 4 100%  

Final exam 40% 

  Examen final 100%   

 

 

6. BIBLIOGRAPHY 

6.1. BASIC BIBLIOGRAPHY 

▪ Kotler, Philip; Keller, Kevin Lane. Marketing management. Essex: Pearson, 2016. ISBN 

9781292092621. 

▪ Olujimi Kayode, Marketing Communications, BookBon.com, ISBN 978-87-403-0674-3. 

Osterwalder, Alexander. Value Proposition Design. Hoboken: John Wiley & Sons, 2014. ISBN 

9781118968079. 

▪ Osterwalder, Alexander. Value Proposition Design. Hoboken: John Wiley & Sons, 2014. ISBN 

9781118968079. 
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▪ Paul Russell Smith & Ze Zook, Marketing Communications: integrating offline and online with 

social media (5th ed), Kogan Page Limited, ISBN 978-0-7494-6193-5 – ISBN 978-0-7494-6194-

2. 

      6.2 COMPLEMENTARY BIBLIOGRAPHY 

▪ Executive Webinar: Marketing post COVID [en línea]. Disponible en: 

<https://www.youtube.com/watch?v=_D7cO8JF6YM>. 

 

▪ Dyring, Ole. Importance of data visualization. TARGIT [en línea]. Disponible en: 

<https://www.targit.com/en/blog/2014/04/data-visualization-goldfish-effect>.  
 

▪ Quero, Jessica. ¿Cómo elaborar tu plan de comunicación? Raiola Networks [en línea]. 

Disponible en: <https://raiolanetworks.es/blog/plan-de-

comunicacion/#que_es_un_plan_de_comunicacion>.  
 

▪ Fernández, Gonzalo. ¿Cómo establecer los KPIs adecuados para evaluar tu plan de 

comunicación? Hotwire [en línea]. Disponible en: 

<https://www.hotwireglobal.com/blog/agencia-comunicacion-hotwire-consejos-medicion-

plan>  

▪ Storydoing: cuenta lo que haces. Prestigia [en línea]. Disponible en: 

<https://www.prestigia.es/blog/storydoing-cuenta-lo-que-haces/>.  
 

▪ Fanego, Iván. Cómo los sesgos cognitivos pueden arruinar tu análisis. Brandwatch [en línea]. 

Disponible en: <https://www.brandwatch.com/es/blog/sesgos-cognitivos-pueden-arruinar-

tu-analisis/>. 
 

▪ Journal of Marketing [en línea]. American Marketing Association (AMA). Disponible en: 

<https://www.ama.org/publications/JournalOfMarketing/Pages/Current-Issue.aspx>.  
 

 

▪ Brandemia  [en línea]. Disponible en: <http://www.brandemia.org/>.  
 

▪ Asociación para la Investigación de Medios de Comunicación (AIMC) [en línea]. Disponible 

en: <http://www.aimc.es/>. 
 

▪ Infoadex [en línea]. Disponible en: <http://www.infoadex.es/>. 
 

▪ Oficina de Justificación de la Difusión (OJD) [en línea]. Disponible en: <http://www.ojd.es/>. 
 

▪ Kantar [en línea]. Disponible en: <www.kantar.com/es/>. 
 

▪ Merca2.0 [en línea]. Disponible en: <https://www.merca20.com/>. 
 

▪ TreceBits [en línea]. Disponible en: <https://www.trecebits.com/>. 

 

https://www.youtube.com/watch?v=_D7cO8JF6YM
http://www.targit.com/en/blog/2014/04/data-visualization-goldfish-effect
https://www.hotwi/
http://www.hotwireglobal.com/blog/agencia-comunicacion-hotwire-consejos-medicion-plan
http://www.hotwireglobal.com/blog/agencia-comunicacion-hotwire-consejos-medicion-plan
https://www.presti/
http://www.prestigia.es/blog/storydoing-cuenta-lo-que-haces/
http://www.brandwatch.com/es/blog/sesgos-cognitivos-pueden-arruinar-tu-analisis/
http://www.brandwatch.com/es/blog/sesgos-cognitivos-pueden-arruinar-tu-analisis/
https://www.ama.org/publi
http://www.ama.org/publications/JournalOfMarketing/Pages/Current-Issue.aspx
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