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Lesson Plan Version 10.0

	Course: BA (JMC) 210 - CORPORATE COMMUNICATION



	BA (JMC) 4th Semester
	No. of Theory Hours per Week: 04
	No. of Practical Hours per Week: 0


Course Outcome (CO):

	COs for Theory (BA (JMC) 210):

	CO1
	Demonstrate corporate communication skills for brand identification. (BTL3)

	CO2
	Relate the shift from PR to corporate communication. (BTL6)

	CO3
	Propose perspectives and strategies for corporate communication. (BTL6)

	CO4
	Discuss the application of corporate communication. (BTL6)

	CO5
	Analyze and solve the case studies related to crisis management. (BTL6)

	COs for Practical (BA (JMC) 260):

	CO1
	Conduct an identity audit for management communication of an organization. (BTL3)

	CO2
	Create media strategies for internal and external communication of an organization. (BTL6)

	CO3
	Develop a media action plan for disaster/crisis management. (BTL6)

	CO4
	Formulate corporate communication campaign for a brand by working in a team. (BTL6)

	
	


Recommended Books:
	Books
	S. N.
	Details of the Books

	Text Books
	1. 
	Oliver.M.Sandra, “Handbook of Corporate Communication and Public Relations-Pure and Applied”, Routledge, ISBN 0-203-68057-X (Adobe eReader Format)

ISBN 0–415–33419–5 (Print Edition)

	
	2. 
	Cornelissen Joep, “Corporate Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	
	3. 
	Argenti. A. Paul, “Corporate Communication”, McGraw-Hill Higher Education, 7th Ed.

	Reference Books
	1. 
	Goodman. B.Michael and Hirsch. B. Peter, “Corporate Communication: Strategic Adaptation for Global Practice ”, Mc Graw Hill, 12th Ed., 2008.



	
	2. 
	

	
	
	

	
	
	


	Lecture No.
	Topics / Concepts to be Covered
	Reference of the Book and its Chapter

	
	UNIT – I
	

	1. 
	Contemporary Corporate Environment: an overview
	Oliver.M.Sandra, “Handbook of Corporate Communication and Public Relations-Pure and Applied” 

	2. 
	Forms of Corporate Constituencies
	Oliver.M.Sandra, “Handbook of Corporate Communication and Public Relations-Pure and Applied”

	3. 
	Forms of Corporate Constituencies
	Oliver.M.Sandra, “Handbook of Corporate Communication and Public Relations-Pure and Applied”

	4. 
	Brand Identity
	Oliver.M.Sandra, “Handbook of Corporate Communication and Public Relations-Pure and Applied”

	5. 
	 Brand Image 
	Oliver.M.Sandra, “Handbook of Corporate Communication and Public Relations-Pure and Applied”

	6. 
	 Brand Image 
	Oliver.M.Sandra, “Handbook of Corporate Communication and Public Relations-Pure and Applied”

	7. 
	Brand Reputation
	Oliver.M.Sandra, “Handbook of Corporate Communication and Public Relations-Pure and Applied”

	8. 
	Brand Reputation
	Oliver.M.Sandra, “Handbook of Corporate Communication and Public Relations-Pure and Applied”

	9. 
	Corporate Philanthropy 
	Cornelissen Joep, “Corporate Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	10. 
	Corporate Social Responsibility
	Cornelissen Joep, “Corporate Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	11. 
	Corporate Social Responsibility
	Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	
	UNIT – II
	

	12. 
	Corporate Communication: Definition, Concept And Scope
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	13. 
	Corporate Communication: Definition, Concept And Scope
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	14. 
	Shift from PR to Corporate Communication
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	15. 
	Shift from PR to Corporate Communication
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	16. 
	Structure and forms of Corporate Communication: Management, Marketing, Organizational
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	17. 
	Structure and forms of Corporate Communication: Management, Marketing, Organizational
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	18. 
	Structure and forms of Corporate Communication: Management, Marketing, Organizational
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	19. 
	Corporate Communication as Branding strategy: Monolithic, Endorsed, Branded
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	20. 
	Corporate Communication as Branding strategy: Monolithic, Endorsed, Branded
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	21. 
	Corporate Communication as Branding strategy: Monolithic, Endorsed, Branded
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	22. 
	Revision
	

	UNIT – III

	23. 
	Developing a Communication Strategy
	Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	24. 
	Developing a Communication Strategy
	Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	25. 
	Developing a Communication Strategy
	Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	26. 
	Perspectives on Organizing Communication: Vertical, Horizontal and Lateral
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	27. 
	Perspectives on Organizing Communication: Vertical, Horizontal and Lateral
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	28. 
	Perspectives on Organizing Communication: Vertical, Horizontal and Lateral
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	29. 
	Perspectives on Organizing Communication: Vertical, Horizontal and Lateral
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	30. 
	Corporate Identity Audit: Concept And Steps
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	31. 
	Corporate Identity Audit: Concept And Steps
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	32. 
	Corporate Identity Audit: Concept And Steps
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	33. 
	Corporate Identity Audit: Concept And Steps
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	34. 
	Revision
	

	UNIT – IV

	35. 
	Media Relations: Tools and Techniques, Media Monitoring and Research (Gate keeping research and output analysis)
	Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	36. 
	Media Relations: Tools and Techniques, Media Monitoring and Research (Gate keeping research and output analysis)
	Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	37. 
	Media Relations: Tools and Techniques, Media Monitoring and Research (Gate keeping research and output analysis)
	Communications-Theory and Practice”, Sage Publications, 2nd Ed., 2008 

	38. 
	Internal & External Communication: Concept and Tools
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	39. 
	Internal & External Communication: Concept and Tools
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	40. 
	Internal & External Communication: Concept and Tools
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	41. 
	Guidelines and Ethics for Corporate Communication
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	42. 
	Guidelines and Ethics for Corporate Communication
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	43. 
	Guidelines and Ethics for Corporate Communication
	Cornelissen, J. (2008). Corporate Communication: A guide to Theory and Practice. Los Angeles: Sage Publications.

	44. 
	Revision Unit 1
	

	45. 
	Revision Unit 2
	

	46. 
	Revision Unit 3
	

	47. 
	Revision Unit 4
	

	48. 
	
	


Testing Schedule:
	Nature of Test
	August
	September
	October
	November

	Surprise Test (ST)
	ST in any of the Weeks
	-
	-
	-

	Mid Term Test (MT)
	-
	MT in 2nd / 3rd Week
	-
	-

	Class Test (CT)
	-
	-
	CT in any of the Weeks
	-

	Supplementary Test (Sp.T)
	-
	-
	-
	Sp. T in 1st week

	Assignment Submission Schedule 
	Assignment-1 is to be submitted One Week after completion of Unit-1 and Unit-2.

Assignment-2 is to be submitted One Week after completion of Unit-3. 

Assignment-3 is to be submitted One Week after completion of Unit-4.


Suggested Topics for Presentation:

	S. No.
	Suggested Topics for Presentation

	1. 
	How to communicate business decisions during a crisis

	2. 
	Importance of Intranet

	3. 
	How to give an effective feedback

	4. 
	

	5. 
	Managing relationship with your boss

	6. 
	Email Etiquette

	7. 
	How to communicate with your peers

	8. 
	Role of influencers for building a brand

	9. 
	Brand guidelines and its importance

	10. 
	Impact of social media for employees


Suggested Topics for Group Discussion:

	S. No.
	Suggested Topics for Group Discussion

	1. 
	Digital payments are secure and India is ready to go cashless.



	2. 
	Modi’s ‘Make in India’ campaign

	3. 
	Demonetization is a successful and effective move.



	4. 
	Govt. can easily control the rising petrol prices.



	5. 
	India needs bullet trains!



	6. 
	India should implement a uniform civil code.



	7. 
	Superintelligence and AI: Is it a boon or bane for India?



	8. 
	Should national anthems be played in cinema halls?



	9. 
	Is GST a ‘one nation’, ‘one tax’ reform?



	10. 
	India’s water pollution situation as a time bomb waiting to explode.


	Lecture No.
	Topics / Concepts to be Covered
	Assignments

	BA (JMC) 260
	Corporate Communication Lab
	

	1.
	Importance of an organization’s vision, mission, values and objectives will be explained with Identity Audit for proper management of Communication in the Organization

	AP1: Formulate Vision, Mission, Values and Objectives of any existing Organization.

AP2: Conduct an Identity Audit

AP3: Compile and present the analysis using a Multi-media presentation
AQ1: Make a Presentation on Organization’s Communication Management (MC, SBC, WC with an emphasis type of Management)

	2.
	Discussion on creating media strategies for internal and external communication of an organization. Implementation of a role of a Corporate Communication Executive

	B1: An e-mail invite for launch of any product/ service/ idea.

B2: A Press Note to inform a recent development in the organization
B3: A social media strategy for internal and external communication
BQ1: Assess the application of Internal and External Communication Tool.



	3.
	How to prepare a Media Action Plan.

How to implement and assess it.
	C1: A media action plan for disaster/crisis management.
a.Defining the problem/crisis
b.Pre – crisis to Post – crisis
c.Stakeholder definition

d. Message action plan
e. Media mapping
f.Media planning and management

CQ1: Prepare a Case Study on any Natural Disaster in India as a Media Professional
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