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1. BASIC DETAILS 
 
 

Course Corporate Communication 

Degree Bachelor’s degree in advertising 

School/Faculty Social and Communication Sciences 

Course 1º 

ECTS 6 ECTS 

Type Core 

Language(s) Spanish 

Delivery Mode On campus 

Semester 2nd semester 

Coordinating Teacher Bienvenida Parres 

Academic Year 24-25 

 
 

2. INTRODUCTION 

Corporate Communication is a core subject in the bachelor’s degree in advertising, in the first year of 
this Bachelor’s Degree, with a value of 6 ECTS credits.  

This is an essential subject which strengthens the field of Social and Communication Sciences in the 
bachelor’s degree in advertising.  

The subject plays a key role in students’ curricular itinerary due to its core nature in the Corporate 
Communication module, which also includes the following courses: Communication Management, Live 
Communication, Events and Sponsorships and Public Relations and Institutional Relations.  

This subject is focused on understanding the communication strategies of companies and their 
relationships with different stakeholders to build identity, image and reputation. 

 

3. SKILLS AND LEARNING OUTCOMES 
 

Key skills (CB, by their acronym in Spanish): 
 

CB2 - Students can apply their knowledge to their work or vocation in a professional manner and 
possess the skills which are usually evident through the forming and defending of opinions and 
resolving problems within their study area 

 
CB3 - Students could gather and interpret relevant data (usually within their study area) to form opinions 
which include reflecting on relevant social, scientific or ethical matters 

 

CB4 - Students can communicate information, ideas, problems and solutions to both specialist and non- 
specialist audiences 
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Transversal skills (CT, by their acronym in Spanish): 

 

CT5 - Analysis and problem-solving: Be able to critically assess information, break down complex 
situations, identify patterns and consider different alternatives, approaches and perspectives to find 
the best solutions and effective negotiations. 
 

 
CT6 - Adapting to change: Be able to accept, consider and integrate different perspectives, adapting 
your own approach as required by the situation at hand, and to work effectively in ambiguous 
situations 

CT7 - Leadership: Be able to direct, motivate and guide others by identifying their skills and abilities, in 
order to effectively manage their development and common interests 

 

CT8 - Entrepreneurial spirit: Ability to take on and carry out activities that generate new opportunities, 
foresee problems or lead to improvements 

 
Specific skills (CE, by their acronym in Spanish): 

 

CE11 - Ability to develop the communication skills needed to present advertising campaigns 

CE15 - Ability to produce creative solutions to new consumer needs 

Learning outcomes (RA, by their acronym in Spanish): 
 

RA1: Students are able to recognize and differentiate between the concepts of identity, image, values 
and corporate culture. 

 

RA2: Analyze the role of communication in organizations. 
 

RA3: Understand and use the different business communication tools and techniques. 
 

The following table shows how the skills developed in the course match up with the intended 
learning outcomes: 

 

Skills Learning outcomes  

CB02, CT05, CT06, CE15 RA1 

CB02, CT05, CT06, CE15 RA2 

CB02, CT05, CT06, CE15 RA3 
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4. CONTENTS 
• The management and role of communication in organisations. 

• Management of identity, values and corporate culture. 

• Corporate image, brand and reputation. 

• Corporate Visual Identity Manual. 

• Historical evolution of PR with Corporate Communication. 
• Corporate Communication (goals, methods and factors). 

• Internal and external communication of organisations: tools, types and techniques. 

• Introduction to the communication department and communication agencies. 

 

5. TEACHING/LEARNING METHODS 
 

ON CAMPUS STUDY MODE 

• Lecture/online conference 

• Case studies 

• Collaborative learning 

• Problem-based learning 

 
 

6. LEARNING ACTIVITIES 

The types of learning activities, plus the amount of time spent on each activity, are as follows: 
 

On-campus: 
 

Learning activity Number of hours 

Lectures 24 

Asynchronous lectures 6 

Debates and discussions 10 

Case study analysis 
30 

Problem-solving 
10 

Oral presentations 10 

Drawing up reports and written work 10 

Group tutorials 10 

Independent working 40 

TOTAL 150 
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7. ASSESSMENT 

The assessment methods, plus their weighing in the final grade for the course, are as follows: 
 

On-campus: 
 

Assessment system Weighting 

On-campus knowledge tests 40.0 

Oral presentations 20.0 

Reports and written work 20.0 

Performance observation 
20.0 

 

On the Virtual Campus, when you open the course, you can see all the details of your assessment 
activities and the deadlines and assessment procedures for each activity. 
 

7.1 Ordinary call 
 

To pass the subject in the ordinary session, you must obtain a grade greater than or equal to 5.0 
out of 10.0 in the final grade (weighted average) of the subject. 

 
In any case, it will be necessary that you obtain a grade greater than or equal to 4.0 in the final 
test, so that it can average with the rest of the activities. 

 

7.2 Extraordinary call 
 
To pass the subject in the ordinary session, you must obtain a grade greater than or equal to 5.0 
out of 10.0 in the final grade (weighted average) of the subject.  
 

In any case, it will be necessary that you obtain a grade greater than or equal to 4.0 in the final   
test, so that it can average with the rest of the activities. 
 
Activities that have not been passed in the ordinary call must be submitted, after having received 
the corresponding corrections from the teacher, or those that were not delivered. 
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8.SCHEDULE 

This section indicates the schedule with deadlines for assessable activities on the subject: 
 

Assessable activities Date 

Activity 1 Week 1,2,3 

Activity 2  
Week 5 

Activity 3 Week 6,7.8 

 

Activity 4 
 

Week 9,10,11 

Activity 5 Week 18,19 

 

This schedule may be modified for logistical reasons. Any modification will be notified to the student 
in a timely manner



6 

    

 

 
 

9.BIBLIOGRAPHY 
APPLEGATE, L.; AUSTIN, D. Estrategia y gestión de la información corporativa: los retos de gestión en una 
economía en red. Madrid: McGraw-Hill, 200 
 

BENAVIDES, J. Dirección de comunicación empresarial e institucional. Barcelona: Gestión 2000. 2001 

CAPRIOTTI, P. Planificación estratégica de la imagen corporativa. Barcelona: Ariel, 1999. 

COSTA, C.V. Modelo de gestión integral de la reputación online corporativa: una propuesta. 15 de noviembre 
de 2011. Información disponible en: http://carlosvictorcosta.com/2011/modelo- de-gestion- integral-de-la-
reputacion-online-corporativa/. 
 

COSTA, J. DirCom, estrategia de la complejidad: nuevos paradigmas para la dirección de la comunicación. Barcelona 
Castelló de la plana València: Universitat Autònoma Universitat Pompeu Fabra; Publications de la Iniversitat Jaume 
I; Universitat, 2009 
 
DURLACHER, Deborah, “Como gestionar el Riesgo Reputacional”. Price Waterhouse Coopers 2009. 
Información disponible en:http://www.pwc.com 
 
FERNÁNDEZ, S. Cómo gestionar la comunicación en organizaciones públicas y no lucrativas. Madrid: Narcea 
Dirección General de Juventud, D.L. 2007 
 
LEIVA-AGUILERA, Javier. Gestión de la reputación on line. Colección el profesional de la comunicación. 
Editorial UOC, 2012. 
 
LÓPEZ, A. La reputación corporativa, un concepto emergente en BENAVIDES, J y FERNÁNDEZ, E. Nuevos 
conceptos de comunicación. Madrid. Fundación General de la Universidad Complutense. 
 
MARTÍN DE CASTRO, Gregorio. Reputación empresarial y ventaja competitiva. ESIC Editorial. Madrid 2008. 
 
RAMÓN-CORTES, F. La isla de los cinco faros: un recorrido por las claves de la comunicación. 
Barcelona: Planeta, 2013 
 

 
SANZ GONZÁLEZ, Miguel A. y GONZÁLEZ LOBO, M. Ángeles. Identidad corporativa, claves de la 
comunicación empresarial. ESIC, 2005. 
 

SOTELO ENRÍQUEZ, Carlos. El concepto de reputación corporativa: hacia una visión utilitarista de la 
comunicación institucional en Benavides, J. y Fernández, E. Valores y medios de comunicación. De la 
innovación mediática a la creación cultural. Edipo, 2001. 
 

VILLAFAÑE, Justo (coord.). El estado de la publicidad y el corporate en España y Latinoamérica. La gestión de 
los intangibles empresariales. Pirámide, 2003. 
 
VILLAFAÑE, Justo. La buena reputación. Claves del valor intangible de las empresas. Pirámide, 2004. 
 
VILLAFAÑE, Justo. La reputación Corporativa’ en El Estado de la Publicidad y el Corporate en España, 
Pirámide, 2000. 
 
VILLAFAÑE, Justo. Quiero trabajar aquí. Las claves de la reputación interna. Pearson Educación, 
2006. 
 
XIFRA, J.; LALUEZA, F. Casos de relaciones públicas y comunicación corporativa. Madrid [etc.]: Pearson 
Educación, cop. 2009. 
 
 
 
 

http://carlosvictorcosta.com/2011/modelo
http://www.pwc.com/


7 

    

 

 
 
 
 

10. EDUCATIONAL GUIDANCE AND DIVERSITY UNIT 

From the Educational Guidance and Diversity Unit (ODI) we offer accompaniment to our students 

throughout their university life to help them achieve their academic achievements. Other pillars of our 

action are the inclusion of students with specific educational support needs, universal accessibility on 

the different campuses of the university and equal opportunities. 

 
This Unit offers students the following: 

 
1. Accompaniment and follow-up through the realization of personalized advice and plans for 

students who need to improve their academic performance. 

2. In terms of attention to diversity, non-significant curricular adjustments are made, that is, at the 

level of methodology and evaluation, for those students with specific educational support needs, 

thus pursuing equal opportunities for all students. 

3. We offer students different extracurricular training resources to develop various skills that will 

enrich them in their personal and professional development. 

4. Vocational guidance through the provision of tools and advice to students with vocational doubts 

or who believe that they have made a mistake in the choice of the degree. 

 
Students in need of educational support can write to us at: 

orientacioneducativa@universidadeuropea.es 

 

11. SATISFACTION SURVEYS 

Your opinion matters! 
 

Universidad Europea encourages you to participate in satisfaction surveys to identify strengths and 
areas for improvement in the teaching staff, the degree and the teaching-learning process. 

 
Surveys will be available in the survey space on your virtual campus or via email. Your 

assessment is necessary to improve the quality of the degree. 

Thank you very much for your participation.  
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