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Course Aims:

This course aims to:

e Allow students to recognize and understand the communication expectations of
various corporate stakeholders;

e Teach students how to effectively utilize a variety of communication tools and
techniques;

e Teach students to implement or use the tools of corporate communications to deal
with stakeholders and to effectively enhance managerial and organizational
credibility and performance.



Course Intended Learning Outcomes (CILOs)
Upon successful completion of this course, students should be able to:

No. | CILOs Weighting (if applicable)
1. | Demonstrate an understanding and mastery of the -

key academic and theoretical literature
underpinning organizational communications.
2. | Demonstrate an understanding of the expectations -
of corporate stakeholders, and of how to tailor
communications to meet their expectations.

3. | Demonstrate the ability to apply the principles of -
communications in both verbal and written forms
to effectively communicate managerial and
organizational messages and improve credibility
and performance.

Teaching and learning Activities (TLAS)
(Indicative of likely activities and tasks designed to facilitate students’ achievement of the CILOs. Final details will be
provided to students in their first week of attendance in this course)

Total Hours: Seminar 39

ILO No | TLAS Hours/week
(if applicable)

Readings. Students read the assigned readings to

1 discuss both theoretical and practical aspects of
organizational communication.

Lecture. The first half of most classes are devoted to

lecture to explain key concepts and examples, 1% hour /
1 concentrating upon the logic and rationale of week
organizational communication concepts, theories, and | (most weeks)
practices.
Discussion/practice exercises. The second half of most
classes are devoted to individual and group exercises.
i . . 1% hour /
The exercises are designed to stimulate student
1-3 thinking on the principles, tools, and practices of week
' ’ (most weeks)

organizational communication, and to help students
master them for effective application.

Oral presentations. Class time will be set aside for
2-3 | group oral presentations which will be assessed by the 2 weeks
instructor.




Assessment Tasks/Activities
(Indicative of likely activities and tasks designed to assess how well the students achieve the CILOs. Final details will
be provided to students in their first week of attendance in this course)

Coursework: 100%

ILO | Type of assessment tasks/activities V\;%Igl?ctggge )(if Remarks
Individual contribution to discussions and 15%
exercises in class.
Internal written communications project. 45%

Individual project focusing upon
communications to internal stakeholders
such as employees.

External written communications project. 25%
Group project focusing upon
communications to external stakeholders,
such as customers or government
regulators.

Group presentation. Group oral presentation 15%
based on the group project.

Grading of Student Achievement: Refer to Grading of Courses in the Academic Regulations for Taught
Postgraduate Degrees.

NOTE: This is a course on organizational communication, not a course on the English
language. Assessment will be based upon effectiveness of communication, not upon the
use of grammar or vocabulary. However, if English language abilities hinder effective
communication, this will be taken into consideration when assessing achievement.



ASSESSING AND GRADING CLASS PARTCIPATION

Criteria

A. Preparation

B. Engagement

Marginal
D 10

Student is almost never prepared
for class with assignments and
required class materials.

Student almost never contributes
to class by offering ideas and/or
asking questions.

Adequate | Student is occasionally prepared Student occasionally makes

C- 1.7 | for class with assignments and contribution by offering seemingly
C 20 required class materials. useful/suitable ideas and/or asking
C+ 23 meaningful questions.

Good Student is frequently prepared for | Student frequently contributes

B- 2.7 | class with assignments and suitably in class by offering ideas

B 30 required class materials. and/or asking meaningful

B+ 3.3 questions.

Excellent | Student is almost always prepared | Student almost always contributes
A- 3.7 | for class with assignments and meaningfully in class by offering

A 4.0 | required class materials. ideas and/or asking questions in
A+ 43 almost each class.

ASSESSING AND GRADING VERBAL AND WRITTEN COMMUNICATIONS

Marginal Demonstration of understanding of principles of

D 1.0 communication is at a minimally acceptable way. Written
communications contain points which are relevant and
accurate, but fails to apply communications principles or write
persuasively.

Adequate Demonstrates understanding of principles of communication,

C- 1.7 but with only basic ability to apply the principles to

C 2.0 communicate effectively or persuasively.

C+ 23

Good Demonstrates understanding of principles of communication,

B- 2.7 with a good ability to apply the principles to communicate

B 3.0 effectively or persuasively. Able to apply multiple arguments

B+ 33 or persuasive techniques to communicate the desired message.
Effectiveness of communications is at high end of targeted
outcomes.

Excellent As in B, but effectiveness of communication impresses with

A- 3.7 higher degrees of originality and persuasiveness.

A 4.0

A+ 43
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Keyword Syllabus:
Verbal and written organizational communications; crisis communications; mergers and
acquisitions communications; employee communications
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