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Module: Human Centered Design and Design Thinking
Module courses:
Human Centered Design and Design Thinking
Course Title: Human Centered Design and Design Thinking
Recommended alternative )
module or courses:
Course of studies: International Corporate Communication and Media Management
HISinOne Code:
Study Cycle: C first (@ second C third (" short
Frequency: ( winter term (& summer term (" each semester

Language competence Level:

Responsible for the

Module/Course: Prof. Danny Franzreb

Lecturer/s:
Prof. Dr. Markus Caspers, Prof. Danny Franzreb, Prof. Patricia Franzreb

Type of course: ( optional (e compulsory
Mode of delivery: face-to-face
. Level of
Language of Instruction: (® English (" German course: 1st semester
hours per
Teaching Methods: seminars, exercises, project Volume: |semester week 03
Contact hours Excercises Self-studies All together
Work parameters: in lecture form (hours) (hours) (hours)
45 65 70
ECTS-Credits: 06
o Length of
Number of Participants: 20 programme; | [} 3emester
Use for other studies:
n.a.
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Prerequisites: None

Learning outcomes:

- Specialized knowledge in implementing and working with the tools, tactics, and trends of
HCD and Design Thinking in this rapidly changing field

- Demonstrate an advanced understanding of human centered design processes for
strategical application in international / national projects

- Advanced skills in applying and moderating human centered design processes to create
solutions that shape the future of digital products

Specialized knowledge in the utilization of agile and lean design methods within
interdisciplinary teams

Content:

Throughout the course students will explore experience design and related fields such as
service design and interaction design, understanding human behavior, rigorous research,
prototyping and testing.

Human-centered design (HCD) is a design and management framework that develops
solutions to problems by involving the human perspective in all steps of the problem-solving
process. In the digital age creative thinkers can be more successful by learning directly from
the people they are designing for as they immerse themselves in peoples’ lives to deeply
understand their needs. Design thinking is very closely connected to HCD. Hence it can be
described as a discipline that uses the designer’s sensibility and methods to match people’s
needs with what is technologically feasible and what a viable business strategy can convert
into customer value and market opportunity. This module teaches these creative approaches
to problem solving in practical lessons across all major steps of modern projects. It especially
focuses on focuses on trends, opportunities and challenges in the digital information society.
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Examination Regulations: Project with documentation

Assessment methods/

components:
Task Weigth Date
1. Project + Artifacts  100/100 Week 1 - 15

Assessment criteria: High 85-100 Outstanding or exemplary performance in the following areas:
Distinction artifact quality; developement process quality; team work;

intellectual initiative in response to project needs;
mastery of the skills required by the subject.

Distinction ~ 75-84 Usually awarded to students whose performance goes well beyond
the minimum requirements set for tasks required in assessment, and
who perform well in most of the above areas.

Credit 65-74 Usually awarded to students whose performance is considered to go
beyond the minimum requirements for work set for assessment.

Pass 50-64 Usually awarded to students whose performance meets the
requirements set for work provided for assessment.

Fail 0-49 Usually awarded to students whose performance is not considered to

meet the minimum requirements set for particular tasks. A frequent
cause of failure is resting too much on the work of team members.

Planned learning activities and

R Seminars
teaching methods:

Exercises

Project
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Required reading and other Brown, Tim: Change by Design: How Design Thinking Transforms Organizations and Inspires
|earning resources/tools: Innovation, HarperBusiness 2009

Verbeek, Peter-Paul: What Things Do. Reflections on Technology, Agency and Design,
Pennsylvania University Press 2005

Recommended reading and
other Iearning resources/ International Organization for Standardization: Ergonomics of human-system interaction - Part
210: Human-centred design for interactive systems, ISO 2010

tools:

Document Version: 1

Document Date: 11.09.2017

Document was created by: Prof. Danny Franzreb

Valid from: 11.09.2017

Updated: by

Additional information:
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Module: Strategic International Corporate Communication
Module courses:
Course Title: Strategic International Corporate Communication
Recommended alternative
module or courses:
Course of studies: Master International Corporate Communication and Media Management
HISinOne Code:
Study Cycle: C first (@ second C third (" short
Frequency: ( winter term (& summer term (" each semester
Language competence Level:
Responsible for the ] _ _
Module/Course: Prof. Dr. Julia Kormann / Prof. Dr. Wilke Hammerschmidt
Lecturer/s:

Prof. Dr. Julia Kormann / Prof. Dr. Wilke Hammerschmidt
Type of course: ( optional (e compulsory
Mode of delivery: Face-to-face, e-learning, self-study

. Level of
Language of Instruction: (¢ English (C German course: 2nd semester
hours per

Teaching Methods: Face-to-face and e-learning Volume: |semester week 03

Case studies

Presentations

Contact hours Excercises Self-studies All together
Work parameters: in lecture form (hours) (hours) (hours)

45 135
ECTS-Credits: 06
o Length of

Number of Participants: programme; | [} 3emester
Use for other studies:

Students acquire the knowledge and skills to pursue an academic career in a PhD
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Prerequisites: 60 ECTS in corporate communications or media management, e.g. marketing, design,
journalism

This Master’s programme is designed to provide its graduates with the competences and
] skills required to leverage the value of corporate communication and media management in
Learning outcomes: international organizations.

Students will be able to ...
... translate organizational strategies into communicative action and thereby add value to
international enterprises, institutions and organisations

... develop compelling user experiences with state-of-the art media concepts and artefacts

... deliver communication and media concepts based on research in their professional career
as well as pursue an academic career.

ODER ALTERNATIV:

Through this module of HNU's graduate program students will acquire:

« specialized knowledge of the role of corporate communication in international organisations,
« advanced skills in developing concepts for strategic corporate communication and in
critically reflecting them

« advanced skills in analyzing and managing stakeholder relations in an international and
intercultural context

Content:

» Corporate Communication as value-adding function in international organisations: From
business and communication strategies to communication controlling

« Leadership issues and global trends in international corporate communication and media
management

« Strategic Corporate Communication as a business asset in times of digitalization and global
change

» Reputation Management: Building and maintaining trust and enhancing the company’s
reputation
« Stakeholder Management: Identifying and interacting with key stakeholders

* Issues Management and crisis communication: From radar-function to proactive
preparedness and appropriate crisis response
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Examination Regulations: Term papers and presentations
Assessment methods/
components:
Assessment criteria: Marks 1.0-1.3-1.7: Outstanding or exemplary performance in the following areas: interpretative

ability; intellectual initiative in response to questions; mastery of the skills required by the
subject, general levels of knowledge and analytic ability or clear thinking.

Marks 2.0-2.3: Usually awarded to students whose performance goes well beyond the minimum
requirements.

Marks 2.7-3.0: Usually awarded to students whose performance goes beyond the minimum
requirements and is characterised by a strong performance in some of the listed capacities.
Marks 3.3-3.7-4.0: Usually awarded to students whose performance meets the requirements set
for work provided for assessment.

Mark 5.0: Usually awarded to students whose performance is not considered to meet the
minimum requirements. The fail grade may be a result of insufficient preparation or of inattention
to assignment guidelines. A frequent cause of failure is lack of attention to subject or assignment
guidelines.

Planned learning activities and

R Seminars
teaching methods:

Case studies

Group work
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Required reading and other

. Carroll: The Handbook of Communication and Corporate Reputation. Wiley 2015
learning resources/tools:

Cho, Hynyi; Reimer, Thorsten: The Sage Handbook of Risk Communication. Sage 2015

Cornelissen, Joep: Corporate communication. A guide to theory & practice. 6th ed. Sage 2017.

Goodman, Michael; Hirsch, Peter B.: Corporate Communication: Critical Business Asset for
Strategic Global Challenge. Peter Lang 2014

Gillis, Tamara L. (Ed.): The IABC Handbook of Organizational Communication. A Guide to
Internal Communication, PR, Marketing and Leadership, Wiley 2011 -- to be contunied

Recommended reading and
other Iearning resources/ cont.: Sriramesh, Krishnamurthy; Vercic, Dejan: The Global Public Relations Handbook: Theory,
Research, and Practice. Routledge 2009

tools:
Tench, Ralph; Vercic, Dejan; Zerfass, Ansgar: Communication Excellence: How to Develop,
Manage and Lead Exceptional Communications. Palgrave Macmillan 2017
Wilcox, Dennis L./Cameron, Glen T./Reber, Bryan H.: Public Relations. Strategies and Tactics.
11th ed., global edition, Pearson 2015

Document Version: 1

Document Date: 11.09.2017

Document was created by: Prof. Dr. Wilke Hammerschmidt

Valid from: 01.10.2017

Updated: by

Additional information:
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Module: ICCMM
Module courses:

Media Management and Content Production in the Digital Age
Course Title: Media Management and Content Production in the Digital Age
Recommended alternative )
module or courses:
Course of studies:
HISinOne Code:
Study Cycle: C first (" second C third (" short
Frequency: ( winter term (& summer term (" each semester
Language competence Level: O
Responsible for the
Module/Course: Prof. Dr. Barbara Brandstetter
Lecturer/s:

Prof. Dr. Barbara Brandstetter
Type of course: ( optional (e compulsory
Mode of delivery: Face-to-Face
L f Instruction: ) Level of

anguage of Instruction: (e English ( German course:
hours per

Teaching Methods: Lecture, Case Studies Volume: |semester week 02

Contact hours Excercises Self-studies All together
Work parameters: in lecture form (hours) (hours) (hours)

60 60 30
ECTS-Credits: 05
o Length of

Number of Participants: 30 programme; | [} 3emester
Use for other studies:

Internationalisierung/Betreuunglncomings/Modul-/Kursbeschreibung/V1.1/10.08.17/QM/skk




HOCHSCHULE NEU-ULM
UNIVERSITY
OF APPLIED SCIENCES

page 2 of 4

Module/Course Description/Syllabus

Prerequisites: Knowledge in producing journalistic content

Learning outcomes:

The students will have an advanced understanding

* how to create multimedia stories for online and mobile

» how to choose the best media for telling compelling stories on multiple platforms
» how to produce visual content (audioslideshows, videos, ...) as well as podcasts
* how to write storyboards

« how to use social media to distribute content

« how to deal with different sources and how to detect fake news

« of business models in media

« of changes in media consumption

Content:

This course aims to introduce students to basic theories of media management and to
challenges and opportunities of digital storytelling in PR, Marketing, Corporate Publishing and
Journalism.

Students will learn how to conceptualize and create multimedia stories for online and mobile
devices and how to choose the best media for telling compelling stories on multiple platforms.
In this course the students will develop a multimedia storytelling project. They will learn how
to write texts for online and how to optimize websites for search engines (SEO). Students will
get hands-on practice with creating videos, audioslideshows and podcasts.
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Examination ReQUIatlonS: Students should attend the course

Assessment methods/
components:

Term papers and presentations

Assessment criteria:

Planned learning activities and
teaching methods:
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Required reading and other
learning resources/tools:

Harrower, Tim: Inside Reporting. New York:McGraw-Hill, 2013

Lambert, Joa: Digital Storytelling. New York: Routledge, 2013

Kung, Lucy: Strategic Management in the Media. London: Sage, 2017

Kung, Lucy: Innovators in Digital News. London: |. B. Tauris, 2016

Recommended reading and
other learning resources/
tools:

Document Version:

Document Date:

19.09.2017

Document was created by:

Prof. Dr. Barbara Brandstetter

Valid from:

Updated:

by

Additional information:
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Module: Institutional/Ethical/Cultural Aspects of ICCMM
Module courses:

Institutional, Ethical and Cultural Aspects of ICCMM
Course Title: Institutional, Ethical and Cultural Aspects of ICCMM
Recommended alternative
module or courses:
Course of studies: International Corporate Commuunications and Media Management (ICCMM)
HISinOne Code:
Study Cycle: C first (@ second C third (" short
Frequency: ( winter term (& summer term (" each semester
Language competence Level:
Responsible for the ] ]
Module/Course: Prof. Dr. Ulrike Reisach
Lecturer/s:

Prof. Dr. Ulrike Reisach
Type of course: ( optional (e compulsory
Mode of delivery:

. Level of
Language of Instruction: (¢ English (C German course: 7th semester
hours per

Teaching Methods: Lecture Volume: |semester week 03

Group work and presentations of case studies

Discussion of case studies, presentations and portfolios

Contact hours Excercises Self-studies All together
Work parameters: in lecture form (hours) (hours) (hours)

45 15 120
ECTS-Credits: 06
o Length of

Number of Participants: 30 programme; | [} 3emester
Use for other studies: Corporate Communication Strategy and Concepts

Marketing and Marketing Communications

Media Management

Media Design and Production
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Prerequisites: Bachelor degree with 210 ECTS and results of 2.3 or better

A minimum of 30 ECTS in communication modules

Learning outcomes:

« Ability to actively deal with the complexities of diverse regulatory framework conditions,
ethical values and communication behaviors in business-or NGO-related projects.

« Ability to set criteria, evaluate and choose the right channels, wording and design to
successfully convince international partners and target groups

* Reach a deepened understanding of potential ethical and cultural pitfalls as well as
misinterpretations in international communication processes

« Critical self-reflection and identification of potential cultural and ethical issues of international
(social) media and corporate communications

» Development of efficient communication strategies to avoid concerns regarding legitimacy
and organizational reputation

« Effectively identify challenges and opportunities for pro-active international communication;
use corporate foresight and issues management to identify upcoming issues and trends in
different societies/markets and to engage in agenda setting

1. Institutions and framework conditions for corporate communications

Content: * The main stakeholders of corporate communication and media in different societies

« International and national institutions, regulations and expectations for communication and
media; “Human Rights”: codification, standards, political realization (freedom of opinion,
freedom of press)

« Case studies of concepts and issues associated with different national institutional
frameworks

« Global trends and interactions between companies, business associations, NPOs, NGOs,
policy and of the global/local (social) media environment for pro-active communication and
agenda-setting in globally diverse environments

2. Ethical standards

« Principles of ethical actions, worldwide and selected specific principles (the problem of a
global ethos)

« Societal and business ethics (e.qg. truth, justice) vs. profit orientation

« International ethical standards (UN, OECD and others)

« The historical, societal and cultural background of specific standards

 Analysis of best and worst practices in international media and business

3. Culture

« Culture, perceptions and interpretations (e.g. form, design, structure)

 Case studies/examples for visible and invisible cultural differences

« Culture, values and communication: how culture and institutional settings influence personal,
print, email and social media communication in different societies - case studies

 Analysis of best practice cases and discussion with representatives of the respective regions
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Examination Regulations: Portfolio and presentations (each contributes 50% to the final mark) if the number of participants
is < 25; Portfolio and written exam if the number of participants is >25.

Candidates need to achieve >50% of the maximum points in order to succeed

Candidates need to transfer and apply their knowledge to international communication cases

Assessment methods/

components: Portfolio and presentations

* Application of tooks and assessment criteria on communication cases from media, public
(national or international) institutions, NGOs or companies and adaptation to case specifics in
order to reach at conclusions and well-grounded recommendations

« Convincing messages (content, appropriate wording and designs) that address audiences in
specific societies and internationally

« Suggestion of channels, partners and processes referring to the respective ethical, institutional
and cultural framework conditions

« Accurate moderation of a discusssion/dialogue with the audience

Assessment criteria: Marks 1.0-1.4-1.7: Outstanding or exemplary performance in the following areas: interpretative
ability; intellectual initiative in response to questions; mastery of the skills required by the
subject, general levels of knowledge and analytic ability or clear thinking.

Marks 2.0-2.3: Usually awarded to students whose performance goes well beyond the minimum
requirements.

Marks 2.7-3.0: Usually awarded to students whose performance goes beyond the minimum
requirements and is characterised by a strong performance in some of the listed capacities.
Marks 3.3-3.7-4.0: Usually awarded to students whose performance meets the requirements set
for work provided for assessment.

Mark 5.0: Usually awarded to students whose performance is not considered to meet the
minimum requirements.The fail grade may be a result of insufficient preparation or of inattention
to assignment guidelines. A frequent cause of failure is lack of attention to subject or assignment
guidelines.

Planned learning activities and

. Specific lecture notes and visualizations via data projector / Power Point
teaching methods:

Interactively developed content via whiteboard/flip chart

Selected webpages/videos/cases on international communication cases/issues provided on the
university’s e-learning platform

Group work and classroom interaction; discusssion/dialogue on cases/presentations

Guest lectures from international subject experts and company/NGO representatives
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Required reading and other Acemoglu, Daren and Robinson, James A.: Why nations fail. The origins of power, prosperity
|earning resources/tools: and poverty. Profile Books, London 2013

Barmeyer, Christoph and Franklin, Peter (Hrsg.): Intercultural Management. A case-based
approach to achieving complementarity and synergy. Palgrave/McMillan, 2016

Brey, Philipp: International differences in ethical standards and in the interpretation of legal
frameworks. Satori project founded by the European Commission, 2015 http://satoriproject.eu/m

Curran, James: Media and Society. 5th ed., London Bloomsbury Academic, 2010

Singh, Nitish, Pereira, Arun: The culturally customized web site, New York, USA 2005 und
Singh, Nitish: Localization Strategies for Global E-Business, Cambridge 2012

Recommended reading and
other Iearning resources/ Adler, Nancy. with Gundersen, A: International Dimensions of Organizational Behavior, 5th
edition, Thomson South Western USA, 2008

tools:
Peng, Mike W./Meyer, Klaus: International Business. Cengage Learning EMEA, 2011
Sandel, Michael J.: Justice. What's the right thing to do? Mc Millan reprint edition, 2010
Sen, Amartya: The Idea of Justice, Penguin Books, 2010 and Sen, Amartya: Development as
Freedom, Ocford University Press, 2001
van Dijck, José. 2014. Datafication, dataism and dataveillance: Big Data between scientific
paradigm and ideology. Surveillance & Society 12(2): 197-208.

Document Version: 7

Document Date: 07.01.2018

Document was created by: Prof. Dr. Ulrike Reisach

Valid from:

Updated: 08.01.2018 by Ulrike Reisach

Additional information:
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Module: Methods of Communication and Media Research
Module courses:
Methods of Communication and Media Research
Course Title: Methods of Communication and Media Research
Recommended alternative )
module or courses:
Course of studies: International Corporate Communication and Media Management
HISinOne Code:
Study Cycle: C first (@ second C third (" short
Frequency: ( winter term (& summer term (" each semester

Language competence Level:

O

Responsible for the
Module/Course:

Prof. Dr. Stefanie Schoberl

Lecturer/s:

Prof. Dr. Stefanie Schoberl

Type of course: ( optional (e compulsory
Mode of delivery: Face-to-face, self studies, E-Learning
. Level of
Language of Instruction: (® English (" German course: 1st semester
hours per
Teaching Methods: Lectures, exercises, projects Volume: |semester week 03
Contact hours Excercises Self-studies All together
g
Work parameters: in lecture form (hours) (hours) (hours)
45 65 70
ECTS-Credits: 06
o Length of
Number of Participants: 20 programme; | [} 3emester
Use for other studies:
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Prerequisites: none

Learning outcomes:

The students will acquire

« specialised knowledge in the process of empirical research consisting of desk research,
finding an appropriate research question, deriving hypotheses, determining samples and
survey methods,

« specialised problem-solving skills in designing a real-life study depending on the research
question,

« advanced skills in data analysis, statistical testing and drawing the correct conclusions and
as a result deriving appropriate recommendations for action.

Content:

This course provides a comprehensive understanding of qualitative and particularly
quantitative empirical methods which are appropriate to do research on communication and
media behaviour. In detail this course deals with the following issues:

» Generating hypotheses

» Research Methods of Survey and Observation

« Survey: Construction of standardized guestionnaires, Determining the sample size and
structure; selecting the appropriate survey method

» Observation: Web analytics as an instrument for business and market research as well as
performance measurement

 Analysis of data with statistical software (SPSS)

» Statistical tests of the data

« Interpretation of the results and deriving recommendations for action.
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Examination Regulations: Term papers and presentations

Assessment methods/

components:
Tutorial participation (ongoing) 20%
Term paper (week 12): 60%
Final presentation (week 13): 20%
Assessment criteria: High 85-100 Outstanding or exemplary performance in the following areas:

Distinction artifact quality; developement process quality; team work;
intellectual initiative in response to project needs;
mastery of the skills required by the subject.

Distinction ~ 75-84 Usually awarded to students whose performance goes well beyond
the minimum requirements set for tasks required in assessment, and
who perform well in most of the above areas.

Credit 65-74 Usually awarded to students whose performance is considered to go
beyond the minimum requirements for work set for assessment.

Pass 50-64 Usually awarded to students whose performance meets the
requirements set for work provided for assessment.

Fail 0-49 Usually awarded to students whose performance is not considered to

meet the minimum requirements set for particular tasks. A frequent
cause of failure is resting too much on the work of team members.

Planned learning activities and

A Lectures
teaching methods:

Project work

Exercises
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Required reading and other Wrench, J., Thomas-Maddox, C., Peck Richmond, V., McCroskey, J.C.: Quantitative Research
|earning resources/tools: Methods for Communication: A Hands-On Approach, New York 2012

Recommended reading and
other Iearning resources/ Creswell, J.W.: Research Design: Qualitative, Quantitative, and Mixed Methods Approaches, 4th
Edition, Thousand Oaks/London/New Delhi 2013

tools:
Neuman, W.L.: Social Research Methods: Qualitative and Quantitative Approaches, 8th Edition,
New York 2013
Hair, J. F., Black, W., Babin, B., Anderson, R. und Tatham, R.: Multivariate Data Analysis, 7th
Edition, Upper Saddle River (NJ) 2013

Document Version: 1

Document Date: 15.09.2017

Document was created by: Prof. Dr. Stefanie Schéber!

Valid from: 15.09.2017

Updated: by

Additional information:
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