
COMM 337: Strategic Communication Management 

Monday and Wednesday @ 3:00 p.m. until 4:15 p.m. 

Class Location: Maybank Hall, Room 110         

 

INSTRUCTOR: 
Thomas Martin 

Executive-in-Residence 

9 College Way, Room 206 
Phone: office 953.6383, cell 203-615-2477 

E-mail: martintr@cofc.edu 
Office Hours: 

 M●W from 10:00 a.m. until noon 

T from 1:30 p.m. until 3:30 p.m. or by appointment 
 

COURSE DESCRIPTION: 
This course will focus on the management of the communication function in corporations, agencies, non-profit 

entities and government organizations. Particular emphasis will be placed on developing effective communication 
strategies to accomplish organizational goals and objectives. The course will cover organizational and program 

development; staff selection, evaluation and development; agency-client relationship management; the relationship 

between organizational brands and reputation; ethical issues affecting the communications profession; media 
relations; budget development and management; crisis communication; new media and international issues. 

 
The purpose of the course is to prepare the student to assume senior management or outside counsel roles in 

corporate communications through a combination of case studies, practical examples, and seminar discussions that 

allow the student to test the theories studied in previous communication courses. Classes will focus on core 
readings, research and writing exercises, guest speakers and participant-centered discussions on several case 

studies. 
 

COURSE GOALS: 
 Reinforce learning from previous media, public relations, marketing, speech, research and related courses. 

 Develop critical thinking skills through evaluation and discussion of relevant case studies and case histories. 

 Develop writing skills with a particular focus on the analysis of cases. 

 Develop the ability to work effectively as a member of a project team. 

 Develop skills in producing a comprehensive Strategic Communications Plan, including an annual budget, 

staffing requirements, objectives, strategies and tactics. 

 

SUGGESTED MATERIALS: 
Argenti, Paul A., Corporate Communication, Fourth Edition, McGraw-Hill/Irwin, 2007 

“The Authentic Enterprise,” The Arthur W. Page Society, 2007 
 

WebCT ACCESS:  

I will be using WebCT to post announcements; post articles to print out and read, post study guides and post 
grades. Please plan to check your account regularly – meaning at least once a week! 

 
COURSE EXPECTATIONS: 

Class format – The primary methods of instruction for COMM 337 include case-based analysis and discussion, guest 
speakers and experiential learning activities in order to accurately and efficiently cover the material. This is an 

upper level course, meaning that we will apply the knowledge and skills acquired from previous coursework in 

relevant fields to public relations. 
 

There will be two research-based papers during the semester.  In addition, you will submit four 500-word case 
analyses during the semester. Finally you will develop and present a Strategic Communication Plan that 

incorporates all elements of the course.   

 
Attendance – Since this course meets only twice a week, attendance is essential to succeed in this course. 

Attendance will be taken at every class session. Each unexcused absence will count against your final grade. If you 

mailto:martintr@cofc.edu


should miss a class, you will be responsible for providing evidence that can be considered in a decision on whether 

or not the absence can be excused, such as a doctor’s note concerning a medical issue.  
 

Readings – You are responsible for the assigned case studies, articles and chapter readings. Class discussion will be 
based on these assigned readings; if you do not read these materials, it will be extremely difficult to be a 

participative member of the class.  
 
Late assignment policy – Work that is turned in after the due date will be penalized one letter grade each day it is 

late thereafter. Assignments submitted four business days after the assignment deadline will not be accepted.  
 

Classroom etiquette – It will be important that we demonstrate professional behavior in all class sessions, including 
respect, cooperation, active participation, intellectual inquiry, and punctuality.  Because this course relies 

extensively on discussion and class interaction, attendance and participation is crucial to your success. In addition, 

as professionals you are expected to be respectful of the work environment, which includes turning off all cell 
phones and PDAs before entering the classroom. Text-messaging is disruptive to the discussion method and is 

therefore not allowed during class. 
 

Honor code – You are to be familiar with the policies set forth in the College of Charleston Student Handbook. 
Should we suspect that these policies have been broken in any way, we will immediately turn to the College Honors 

Board. If you are caught cheating (plagiarism, dishonorable testing, etc.) you will receive a zero on the assignment. 

If you are caught on a repeated offense, you will fail the course.  
 
Disabilities – Any student eligible for and needing academic adjustments or accommodations because of a disability 
is requested to speak with me during the first two weeks of class. Please recognize that we cannot accommodate 

you if you do not notify us in advance. 

  
Consultations – You are strongly encouraged to visit me during my office hours, or at any other arranged time, to 

discuss course expectations, performance, feedback, or concerns.  Should you have any problems meeting course 
deadlines or completing assignments, please come talk to me at any time so that we can work together to develop 

a solution.  
 

Classroom philosophy –So that we can have an enjoyable semester, I expect you to come to class prepared, 

participate in class, support your peers, and respect your facilitators (professors, guest speakers, etc.).  In return, 
you have my commitment that I will provide feedback in a timely manner, come prepared to class, and do my best 

to facilitate an engaging learning experience. 
 

ASSIGNMENTS: 

Graded Item             Percentage Due Date_____________________ 
Research papers (2)     30%  Oct. 8; Nov. 10 

Class Participation     20%  Ongoing 
Case Analyses (4)     15%  Sept. 15; Sept. 29; Oct. 27; Nov. 19 

Group Project: Strategic Communications Plan   35%  December 3   

 
GRADING: 

A = 93 to 100 pts 
A- = 90 to 92.99 pts 

B+ = 87 to 89.99pts
 B = 83 to 86.99 pts 

 

B- = 80 to 82.99 pts  
C+ = 77 to 79.99 pts 

C = 73 to 76.99 pts  
C- = 70 to 72.99 pts 

 

D+ = 67 to 69.99 pts 
D = 63 to 66.99 pts 

D- = 60 to 62.99 pts  
F = below 60 points 

*Please Note: Under NO circumstances will grades be rounded up.  An A in this class means you have 
demonstrated significant achievement (meaning an 89.99 is a B+).   

 
GRADE DISCREPANCIES: 

If you have a question about a grade you receive on an assignment or exam, you must discuss the grade with 

me within one week of getting the assignment or exam back.  After that, grades will not be modified.   
 

 
 



ASSIGNMENT DESCRIPTIONS: 

Participation: Much of the class will be taught by the case method. This method is participant-centered, 
meaning that most of the discussion in class is by the participants not the instructor. I will moderate these 

discussions and I will direct some of the questioning to particular students on a rotating basis. By the end of the 
semester, each student will have had the opportunity to participate in this focused questioning. Throughout the 

semester, all students will be judged on their active participation in case analyses and reviews. The final grade 

on participation will be based on both the quantity and quality of each student’s preparation for and 
involvement in these discussions.   
 
Case Study Analysis: Students will prepare written evaluations of four cases during the semester. These written 

evaluations will be approximately 500 words in length and will be submitted at the beginning of class prior to 
the discussion of the case. The written analysis will be judged on clarity, thoroughness, and soundness of the 

arguments presented, as well as use of proper grammar, syntax, and spelling. 

 
Research Papers: Students will prepare two longer research papers, 5-6 pages in length that explore concepts 

examined in the course. These topics will be assigned well in advance and will require basic research as well as 
thoughtful analysis of the subject. 

 
Strategic Communications Plan: During the semester, students will be exposed to each element of a strategic 
communications plan. They will also hear a variety of points of view from readings and outside speakers about 

the issues involved with managing the communications function. As a culmination of the course, students will 
work in small teams (3-4 students per team) to prepare a strategic communications plan for a company or 

agency of their choosing. The preparation of this plan will require outside research about the company, agency 
or set of issues addressed by the plan. It will address organization, staffing, assessment of critical issues, 

communications strategy and tactics, budgetary impact and implementation. Each plan will be unique; students 

will not be given a set formula or recipe for the plan. To prepare the plan, the team will divide the plan 
responsibilities among themselves. They will need to focus on the issues, challenges and recommendations 

brought to the class by the instructor and the outside guest speakers. Their synthesis of these ideas into a 
cohesive plan will demonstrate the team’s collective grasp of the subject material, the ability to think critically, 

and competence in presenting these ideas both orally and in writing. The project will also require excellent 

interpersonal communication skills and the ability to work productively as a group, skills that will be important in 
any job setting. 

Public Relations Campaigns – Spring 2008 Schedule 

Wednesday, August 
27 

Course Intro –  Syllabus, course 
expectations 

Student Info Sheet 

Monday – September 
1 

Earning Your Seat at the Table  The Authentic 
Enterprise Booklet 

Wednesday- Sept. 3 Building an Ethical Foundation  

 

Corporate 

Communications 
Chapter 1 

Monday – September 

8 

Building an Ethical Foundation  

 

Case Assignment #1 

Arthur Andersen 

Wednesday- Sept. 10 Vision, Mission, Objectives, Strategy, 

Tactics 

Understanding the language of business 

Corporate 

Communications 

Chapter 2 

Monday – September 

15 

Vision, Mission, Objectives, Strategy, 

Tactics 

Guest Speaker- Peter Debreceny- Vice 
President Corporate Comm.- Allstate Ins. 

(retired) 

DUE: Case Analysis 

#1 

Wednesday- Sept. 17 Defining Strategy 

Class Discussion-Case 1 

Case Assignment #2 

Dell Computer 

Monday – September 
22 

No class- Work on Case Analysis #2  

Wednesday- Sept. 24 Motivating a Team: Staffing the 

Function 

Corporate 

Communications 



Guest Speaker- Bill Heyman Chapter 3 

Monday – September 

29 

Building Strong Global Brands 

Guest Speaker: Brad Shaw 

Corporate 

Communications 

Chapter 4 
DUE: Case Analysis 

#2 

Wednesday- Oct. 1 Class Discussion-Case 2 Assignment: 

Research Paper #1 

Monday – October 6 Managing Brand and Reputation Corporate 
Communications 

Chapter 5 

Wednesday- Oct. 8 Building a Virtual Team: Agency 
Management 

DUE: Research Paper 
#1 

Monday – October 

13 

Fall Break  

Wednesday- Oct. 15 Media Relations: Friend, Foe or 

Something Else? 

 

Corporate 

Communications 

Chapter 6 

Monday – October 

20 

The Brave New World of New Media 

 

Case Assignment #3 

Adolph Coors Co. 

Wednesday- Oct. 22 Turning Strategy Into Action: Employee 
Commun. 

Corporate 
Communications 

Chapter 7 

Monday – October 
27 

Turning Strategy Into Action: Employee 
Commun. 

Guest Speaker: Roger Bolton, senior 
counselor APCO Worldwide, formerly senior 

vice president of communications at Aetna 

Due: Case Analysis 
#3 

Wednesday- Oct. 29 Class Discussion- Case 3 Assignment: 

Research Paper #2 

Monday - November 
3 

Thinking Global 

 
 

Wednesday- Nov. 5 Balancing Stakeholder Needs: Investor 

Relations 
 

Corporate 

Communications 
Chapter 8 

Monday - November 

10 

Balancing Stakeholder Needs-Government 
Relations 

 

Corporate 

Communications 
Chapter 9 

DUE: Research Paper 
#2 

Wednesday- Nov. 12 When Things Go Wrong: Crisis 

Management 

Corporate 

Communications 
Chapter 10 

Assignment: Case #4- 
Coca Cola India 

Monday - November 

17 

When Things Go Wrong: Crisis 

Management 

 

Wednesday- Nov. 19 Managing the Check Book: Budget 
Realities 

 

DUE: Case Analysis 
#4-Coca Cola India 

Monday - November 

24 

Class Discussion-Case #4 

 
 

Wednesday- Nov. 26 Thanksgiving Holiday  

Monday - December 

1 

Putting it All Together: Keys to a Great 

Plan 

 



Wednesday- Dec. 3 Final Strategic Plan Presentations DUE: Strategic 

Communications Plan 

Monday - December 
8 

Final Strategic Plan Presentations  

Wednesday- Dec. 10 No Class  

**Please note that changes may be made to this document at the discretion of the professors. If 
such changes are made, students will be properly notified. 

 


