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- objectives
	After completion of all courses of this module, students should be able to understand, evaluate and develop strategies and tactics of corporate communications including communication management of all internal and external communications,  crisis communications, lobbying, corporate social responsibility, creation of the favorable image of the organization among stakeholders.
The courses of the module will enable students to understand segmentation of target audiences and select appropriate communication channels and messages. Students will be able to tackle new corporate challenges, adapt to the latest trends of corporate development; magnify company’s reputation and brand value; cultivate relationships with major stakeholders.

Students will get deep understanding of management communications, marketing communications, organizational communications in general and public relations, public affairs, government relations, and employee communication in particular.



	Lehrinhalte    - content
	Students learn: 

1. Develop corporate communications strategies and tactics 
2. Manage internal and external corporate communications 
3. Build corporate image and reputation, cultivate relationships with major stakeholders 

	Lernmethoden 
                        - methods
	The Communications in the Economic Relations module will include lectures and practitioners’ best practices, 
advanced analysis of actual and practical cases at seminars as well as modern methods of teaching including problem-based learning, individual and group projects, collaborative learning, cross-curricular learning as well as massive technological support of the learning process.  
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