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PREREQUIREMENTS: 
 
PREVIOUS KNOWLEDGE: The students must know the functioning and the routines of production 
of the media, which has been worked during the compulsory subjects of introduction to the media, 
during the first cycle.  
 
SUBJECTS THAT HAVE TO BE PROCESSING SIMULTANEOUSLY:  
 
SUBJECT DESCRIPTION: The subject has a theoretical and practical character. It reflects on the 
motives and the causes of the strategic role of the corporate communication in the organizations and 
which are the actuations criteria of a Communication Department; giving a great importance to the 
work of the press departments.   
 
SUBJECT GOALS: The goal of the subject is to make the students know how work and how are 
organized the press departments and, also, the communication departments. This has to allow them 
to know journalistic environment better, as well as the basic principles about the communication of the 
organizations. 
 
CONTENTS:  
 

I. Introduction to the Corporate communication 
 
1. The basic principles of the corporate communication 
2. Identity, culture and business image. Corporative image 
3. Dircom: functions and profile of the responsible for the corporate communication.  
4. The Communication plan. Communication auditory.  
 

 
II. The press department: functions and tools 

1. The role of the department press in the strategy of the corporate communication 
organizations 

2. The press departments: adapting to the theories of the “Gatekeeper”, the 
“Newsmaking” and the “Agenda-Setting”  

3. The press officer 
4. The press release  
5. The call of press  
6. The press book 
7. The interviews  
8. Other types of relations with media 
9. Dealing with the press 
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III. The internal communication 

1. The internal communication: a tool for the management of the knowledge in the 
organizations 

2. The plan of internal communication 
3. Types and tools of the internal communication 
4. Intranet  
5. Internal marketing versus internal communication 

 
IV. The spokesmen 
 

V. The public communication. Institutional relations or public relations. 
 

VI. The protocol 
 
VII. The advertising. It’s role in the strategy of the corporate communication of the 

entities. Criteria to evaluate a campaign of advertising. 
 

VIII. The web site of the organization. Criteria to evaluate the contents. 
 

IX. The communications in time of crisis 
 

X. Marketing. The new paper of social marketing in the creation of corporate image. 
 

 

 
METHODOLOGY: 
 
The subject is given in a 60% across magisterial classes. The rest of the contents are worked 
from the analysis and work of real cases, in an individual way or in group. These cases are 
linked to the contents of the subject and will help to understand the importance and 
applications of the subjects treated in class. 
 
EVALUATIONS: 
 
A (80%), H (10%) and I (10%) 
 
Evaluations consist in a final exam, where students will have to prove their knowledge about 
the use and applications of the basic tools of corporate communication, specially all related to 
the press departments. (80%) 
 
To achieve final marks, class practice will be evaluated (10%), as well as an obligatory 
reading and a short written abstract of an article (10%).  
 

a) Class practices aren’t obligatory. But in case of not assisted minimum 10 practice 
classes, the final score will be 9 maximum.  

 
b) The article’s abstract is obligatory, and without this, students will not be allowed to take 

the final exam.   
 
 
 
 
CRITERIA TO EVALUATE THE RESULTS: 
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Goal 1: 

• The student has to demonstrate his knowledge about how are organized, how work 
and which tools the press departments use..... [A, D, F]. 

• The student has to demonstrate the knowledge of the functioning of the 
Communication Departments... [A, D, F]. 

 
Goal 2: 

• The student has to demonstrate the domain of using the basic tools of the press 
departments... [A, D, F]  
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