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1. General information

Course: INSTITUTIONAL AND CORPORATE COMMUNICATION Code: 16326
Type: CORE COURSE ECTS credits: 6
Degree: 377 - UNDERGRADUATE DEGREE PROGRAMME IN JOURNALISM Academic year: 2022-23
Center: 12 - FACULTY OF COMMUNICATION Group(s): 30
Year: 3 Duration: C2
Main language: Spanish Second language: English
Use of additional English Friendly: Y
languages:
Web site: Bilingual: N
Lecturer: JOSE MARIA HERRANZ DE LA CASA - Group(s): 30
Building/Office Department Phone Email Office hours
number
Facultad de Comunicacion /2.04 DPTO. EN CONSTITUCION 4776 |josemaria,herranz@uclm.es
Lecturer: MARIA ESTHER PALENCIANO TORRECILLA - Group(s): 30
Building/Office |pepartment [Phone number|Email |office hours
[ |pPTO. EN CONSTITUCION | |MEsther.Palenciano@ucim.es |

2. Pre-Requisites
Not established

3. Justification in the curriculum, relation to other subjects and to the profession

Nowadays It is one of the most important professional opportunities as a press officer, corporate communicator, public relation or corporate communication officer. And has the responsability to coordinate the
communication plan in a company or an institution. It relates to all subjects in the area of journalistic production.

4. Degree competences achieved in this course

Course competences

Code Description

Capacity and ability to communicate in the language of each traditional communication media (press, photo, radio, television), and in their modern combined versions (multimedia)
and new digital formats (Internet), using hypertext.

Capacity and ability to fluently and effectively express and communicate both orally and in writing, by adequately using the most appropriate linguistic and literary resources to each
communication medium.

EO7 Capacity and ability to express reasoned ideas by using rhetoric and contributions from new argumentation theories, as well as communicative techniques applied to persuasion.
Egalitarian awareness with regards to individuals and peoples, respect for international human rights, and knowledge of the great cultural or civilising trends related to individual and

EO1

E02

E18 collective fundamental values.

Go4 Ethical commitment and professional ethics.

Go6 Apply and transmit journalistic knowledge in an understandable, professional and ethical manner to citizens.

G09 Develop the abilities required for Journalism and Communications in general, in order to pursue further postgraduate and professional retraining studies.
Gi11 Gain insight into the most relevant concepts, categories, theories and topics of the different subfields of Information & Communications research.

5. Objectives or Learning Outcomes

Course learning outcomes

Not established.

Additional outcomes

To learn to combine corporate and visual identity.

To differentiate all kind of institutions, concepts, spaces and actors where the communication process develops in the organizations.

To identify the main factors that influence the image and reputation of companies and institutions and how to manage these intangibles values.
To build an effective communication plan for a company, people or event.

To develop all kind of actions and tools to achive the communication goals.

6. Units / Contents

Unit 1: Concepts and debate
Unit 1.1 Communication management. The origin of the organizational communication and corporate communication. Differences between Public Relations and Corporate Communication. From press office to
DIRCOM.
Unit 2: Corporate communication dimensions
Unit 2.1 Identity, communication and image.
Unit 3: Communication and strategy
Unit 3.1 Areas of corporate communication. Communication plan. Media relation. Internal communication. Crisis communication. Social Responsibility and Sustainable Development Goals

Training Activity Methodology gzglziizzzt;?::z(/;gg‘) ECTS Hours |As (Com|D iption
Class Attendance (theory) [ON-SITE] Combination of methods EO01 E02 E07 G04 G11 1 25/ N -
Computer room practice [ON-SITE] Problem solving and exercises EO01 E02 E07 G04 G11 0.12 3 Y N
Field work [ON-SITE] project-based learning E07 G06 G09 G11 07| 175| Y| N
Study and Exam Preparation [OFF-SITE] Self-study EO01 E02 E07 E18 G04 G06 G09 G11 26 65/ N -
Analysis of articles and reviews [OFF-SITE] Reading and Analysis of Reviews and Articles |E02 E07 G06 G11 1 25 Y Y
Project or Topic Presentations [ON-SITE] project-based learning EO01 E02 E07 G04 G11 0.5 125) Y| Y
Final test [ON-SITE] Assessment tests E07 G04 0.08 2l Y Y
Total: 6 150
Total credits of in-class work: 2.4 Total class time hours: 60
Total credits of out of class work: 3.6 Total hours of out of class work: 90
As: Assessable training activity
Com: Training activity of compulsory overcoming (It will be essential to overcome both continuous and non-continuous assessment).
8 aluatio eria and ading
Contil N, i
Evaluation System . Description
Final test 35.00% 0.00% Final exam
Portfolio assessment 45.00% 20.00% Exercises and practices
Test 10.00% 10.00% News quiz to test the knowledge of the Week's Headlines
Test 10.00% 10.00% Reading test
Assessment of problem solving and/or case studies 0.00% 30.00%
Theoretical exam 0.00% 30.00%




Total]  100.00% 100.00% |
According to art. 4 of the UCLM Student Evaluation Regulations, it must be provided to students who cannot regularly attend face-to-face training activities the passing of the subject, having the right (art. 12.2) to be
globally graded, in 2 annual calls per subject, an ordinary and an extraordinary one (evaluating 100% of the competences).

Evaluation criteria for the final exam:
Continuous assessment:
The evaluation assumes that the final grade of the course is composed of three written tests with a validity of 35% (final test), 10% (actual test) and 10% (compulsory readings). On the other hand, there will be a
45% of the global participation of the student in the different practical parts of the course. This part will be evaluated taking into account the oral participation, the realization and presentation of the practicals within
the established deadlines. Work 24 hours after the deadline proposed in class, readings, presentations and practices proposed in class will not be accepted.

The student must obtain a minimum of 4 points in each of the following parts: in the current events test, in the final test or in the portfolio in order to pass the course, otherwise he/she will have to carry out or present
the corresponding work in the extraordinary call for evaluation.

The course consists of two exams: ordinary and extraordinary. In the ordinary call, the method of continuous evaluation is used and involves adding up all the percentages of the grade (class practices, current
events test, reading test, group work, written tests) until the final testin May. Students who do not get at least a 4 in the group work, in the current affairs tests or in the final exam in May, will not pass the course and
will have to take the extraordinary exam in June. In these cases, the final grade will be the average and if itis higher than 5, the student will have a grade of 4.9.

Written tests and practicals may be suspended for spelling mistakes according to the criteria of the Faculty of Communication. Plagiarized exercises, papers and practicals will be failed. In the written tests and
practicals the student will be evaluated on:

1. All the theoretical material exposed and proposed by the professor in class.
2. The topics that appear in the program of the course.

3. The basic and complementary bibliography.

4. The recommended and compulsory reading books and articles.

Likewise, the works and exercises presented in class by the teacher and the students will be evaluable material of the written tests with the objective of demonstrating the student's knowledge, competences,
learning results, readings, degree of assimilation, the rigor of his reasoning and his capacity of personal contribution.

Any student may change to the non-continuous evaluation modality as long as he/she has not participated during the period of classes in evaluable activities that together account for at least 50% of the total
evaluation of the subject. If a student has reached this 50% of evaluable activities or if, in any case, the class period has ended, he/she will be considered in continuous evaluation without the possibility of
changing the evaluation mode.

This planning may be adapted and undergo slight modifications in case any extraordinary measure related to the COVID-19 health pandemic is undertaken. However, even in an unforeseen scenario, we will try to
maintain the evaluation percentages with the maximum fidelity to what is indicated in this guide.
Non-continuous evaluation:
The non-continuous evaluation will be through a final test where there will be a current events test (10%), a part of compulsory readings (10%), a part of theoretical aspects (30%) and finally a practical part (30%).
In addition, the student will have to present one week before the final exam all the obligatory works, which will have a value of 20% of the final grade.
Specifications for the resit/retake exam:
In the extraordinary exam the student will be able to opt for a final exam on 100% of all the contents (theoretical and practical) or he/she will be able to opt for a final exam of 50% (with theory, practice, reading test and
current events test) and the other 50% with the grade resulting from the weighted sum of the portfolio, as long as he/she reaches a 5. In case of not getting a 5 in the practical part, the student will have to take the 100%
test (with theory, practice, reading test and current events test).
Specifications for the second resit / retake exam:
The student will have a final test on all the contents: theory, practical, readings and current events test.

Not related to the syllabus/contents
Hours hours
Class Attendance (theory) [PRESENCIAL][Combination of methods] 8
Unit 1 (de 3): Concepts and debate
Activities Hours
Class Attendance (theory) [PRESENCIAL][Combination of methods] 6
Computer room practice [PRESENCIAL][Problem solving and exercises] 1
Field work [PRESENCIAL][project-based learning] 5
Study and Exam Preparation [AUTONOMA][Self-study] 20
Analysis of articles and reviews [AUTONOMA][Reading and Analysis of Reviews and Articles] 10
Project or Topic Presentations [PRESENCIAL][project-based learning] 5
Unit 2 (de 3): Corporate ication di i
Activities Hours
Class Attendance (theory) [PRESENCIAL][Combination of methods] 3
Computer room practice [PRESENCIAL][Problem solving and exercises] 1
Field work [PRESENCIAL][project-based learning] 105
Study and Exam Preparation [AUTONOMA][Self-study] 22
Analysis of articles and reviews [AUTONOMA][Reading and Analysis of Reviews and Articles] 8
Project or Topic Presentations [PRESENCIAL][project-based learning] 6
Unit 3 (de 3): Communication and strategy
Activities Hours
Class Attendance (theory) [PRESENCIAL][Combination of methods] 8
Computer room practice [PRESENCIAL][Problem solving and exercises] 1
Field work [PRESENCIAL][project-based learning] 2
Study and Exam Preparation [AUTONOMA][Self-study] 23
Analysis of articles and reviews [AUTONOMA][Reading and Analysis of Reviews and Articles] 7
Project or Topic Presentations [PRESENCIAL][project-based learning] 1.5
Final test [PRESENCIAL][Assessment tests] 2
Global activity
Activities hours
Class Attendance (theory) [PRESENCIAL][Combination of methods] 25
Computer room practice [PRESENCIAL][Problem solving and exercises] 3
Field work [PRESENCIAL][project-based learning] 175
Study and Exam Preparation [AUTONOMA][Self-study] 65
Analysis of articles and reviews [AUTONOMA][Reading and Analysis of Reviews and Articles] 25
Project or Topic Presentations [PRESENCIAL][project-based learning] 125
Final test [PRESENCIAL][Assessment tests] 2
Total horas: 150
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