
Subject List Offered – Undergraduate Programme (Odd Semester) 

 

No. Code Subject Name SKS Overview 

1. COMM407 Intercultural Communication 2 

Insight and understanding of aspects of culture, both Indonesian and foreign, 
prepare students to deal with a globalised business environment. This includes 
historical dynamics of cultures in change, and how they respond to internal and 
external influences, including social, economic, technological and ideological 
factors. The nature of ‘corporate culture’ within the broader cultural context, is 
examined and the range of different styles of operation of domestic Indonesian 
and multinational firms. ‘High-context’ and ‘low-context’ cultures, ‘open’ and 
‘closed’ ones are compared and contrasted, to see the nature of their effective 
(positive) vs. dissonant (negative) aspects. Students examine the ‘seven cultural 
dimensions’ of Fons Trompenaars, the rule of law and the imposition of discipline 
(both internal and external) within a corporate culture. Nurturing relationships 
across different cultures, conflict avoidance and crisis resolution are touched on, as 
culturally defined and dealt with. Trust is posited as the foundation of business 
relationships; ‘trusting cultures’ being more dynamic, prosperous and stable than 
mistrustful ones. 

2. IR103 
Communication of Climate Change & 
Environmental Issues 

2 

This subject will enlighten and give knowledge to communication students 
on how to understand climate change and what their roles will be to help 
minimize the effects of climate change and to create awareness on this 
issue. 

3. IR108 International Law 3 

The course is designed to provide a detailed overview of international law in a 
broad context. In this sense, it will place international humanitarian law within 
public international law, and delineate its relationship to other areas of that law 
such as the international law of human rights and areas of international law related 
to the protection of the human beings. Specifically, this course will cover principles 
and rules relating to the protection of individuals in the broader sense of human 
rights as well as during armed conflict. The course will also cover rules relating to 
the means and methods of warfare, including weapons issues. Students will also 
have the knowledge of implementation and enforcement of international 
humanitarian law through the involvement in discussions about humanitarian 
action generally and its relevancy to the international legal framework. 

4. COMM442 Integrated Marketing Communication 3 

Integrated Marketing Communications (IMC) was designed to expand the 
understanding of the overall communication mix, also called promotional mix, in a 
campaign whereby organizations communicate with various publics, such as 
customers, shareholders, employees and the various groupings of the general 
public. IMC is to ensure that the intended message reaches and is accepted by the 



target public in the most efficient way. 

5. IR112 South East Asian Studies 2 

This course provides comprehensive knowledge about South East Asian region as 
well as ASEAN. A conceptual framework of South East Asia issues through ASEAN 
activities will be developed thorough discussion and lectures. The student will learn 
how to understand political, cultural and social issues in this area and formulate all 
of these to an understanding through a communication basis. The learning 
activities will consist of disseminating materials, presentations, class discussion, 
field study and guest lectures about South East Asian area. 

6. IR111 Negotiations & Mediations 3 

This course is designed to introduce students to the basic concepts of conflict 
management and the role of negotiations. It is expected to provide students with 
the opportunities to explore strategies and theories of negotiation and conflict 
resolution so that they have knowledge and skills to manage conflict and 
negotiations more effectively. The negotiations include intra-organizational 
transactions, employee, interpersonal and client relationships, trade with 
individuals and firms outside an organization and multi-party negotiations 
involving other organizations, government agencies, special interest groups and 
representatives of the media. The first half of the course will be dedicated to  
negotiation in organizational settings and the second to mediation in much broader 
settings. 

7. IR501 International Business 3 

This course introduces students to the world of international business of global 
economic changes, global business trends and their influences on planning, 
implementation, and controlling of corporate strategies. Cases and contemporary 
issues related to international Business are also explored and discussed. 

8. PUREL514 Creative PR & Publicity 3 

The practice of managing the communication between an organization and its publics is 
introduced and prepares students to be familiar with the history and development of PR 
52 and its role in society, organizations, companies, media outlets as well as developing 
different types of publications for different types of media creatively. 

9. PUREL505 Writing for PR 3 

Public Relations writing is one of the requirements for the public relations majors. 
A future Public Relations practitioner must learn to write effectively in the variety 
of formats expected of PR professionals. This subject emphasizes the strategy of 
crafting and delivering PR messages, with special emphasis on pre-writing, 
preparation and editing. Develop a Message Planner as a platform on which PR 
Writing and strategy can be based is explored and discussed. 

10. MKGT609 Business & Marketing Comm. Ethics 3 

This course aims to develop a basic understanding of ethical theory and the ability 
to think critically about the moral issues of business and professional life. Students 
will learn about several major ethical theories and discuss issues of justice, social 
responsibility, and professional ethics. 

11. MKGT606 Creative Marketing Communication 2 
Creative Marketing Communications (CMC) provides understanding of th practice 
of the creative economy nationally and internationally. Students are provided with 



an understanding of the use of marketing communication theories and practices in 
this particular area as well as the application of communication models. 
Furthermore, students learn about laws, copyright, and patents related to creative 
products. 

12. MGMT216 Consumer Behavior 2 

Consumer Behavior Analysis is a broad field of study on how individuals, families, 
groups and business organizations acquire, consume and dispose of goods, 
services, ideas and experiences. The principles of consumer behavior are useful to 
businesses, regulators and non-profit organizations as well as everyday people. 
Topics taught in this subject have many implications for students’ future careers in 
business and specifically marketing. 

 
 

Subject List Offered – Postgraduate Programme (Odd & Even Semester) 

 

POSTGRADUATE PROGRAMME*  
* Subjects offered below is only available on Saturday schedule  
* max. 2 subjects allowed to be taken  
 

Advanced Communication Theory (4 credit)  
Advanced Communication Theory provides knowledge and skills for students to be able to determine a wide range of communication theories corresponding to the 
object being observed in their work or interest of research. Therefore, topics given intend to provide in-depth understanding so students have the ability to 
determine the communication theories relevant to the thesis or non-thesis planned.  
 

Methodology of Communication Research (4 credit)  
Methodology of Communication Research emphasizes on an in-depth understanding of communication research methodologies using quantitative and qualitative 
approaches. The focus is on the history of communication research; linkage phenomena, paradigm, theories, and methods with quantitative and qualitative 
approaches; characteristics of quantitative and qualitative approaches; types/methods of research; design and framework of the theory/concept; validity of 
data/information; and data analysis.  
 

Crisis Communication (4 credit)  
We live in a world today where corporate reputations are fragile and where crises seem to be occurring more and more frequently. This Crisis Communication 
course is part of the Corporate Communication study concentration; it introduces a comprehensive approach to managing situations which may turn into crises, and 
ways to handle crises once they occur. A number of potential crisis scenarios will be outlines and involve students in the practicalities of the legal issues involved, the 
crisis management planning process and the nitty-gritty of handling crises as they unfold, following through to after the immediate crisis dies down.  
  



Corporate Social Responsibility (4 credit)  
Increasing awareness of climate change and social issues in the global and local marketplace has fuelled a growth in CSR. But with budgets under pressure, is CSR 
essential for every organization? And to what extend should CSR programmes be the responsibility of public relations professionals? This course looks at different 
types of CSR activity, its development and wider context, and introduces key areas of debate. The essence of public relations practice is to apply communication to 
help an organization develop and maintain reciprocal relationships with stakeholders (publics) that can influence their futures and their businesses. Communicating 
a thoughtful strategy for responsible and sustainable business is meant to ensure that the meaning and scope of CSR will be extended to all stakeholders.  
 

Social Media for Business (6 credit)  
This unit is endorsed by CfA, the council for administration, and e-skills UK, the sector skills council for business and information technology.  
 

Consumer Behavior (4 credit)  
Consumer behavior consists of cognitive, affective, and behavioral responses of consumers to products and services, and to the marketing of those products and 
services. Every human being is also a consumer, which makes the study of consumer behavior an interesting research domain in itself.  
 

Strategic Branding Communication (4 credit)  
This subject aims to provide students with the skills to develop, dissect, add, expand and measure brand equity in order to build a successful brand.  
 

Integrated Marketing Communication (4 credit)  
The course is a core subject under the Corporate Communication study concentration of the LSPR - Jakarta Postgraduate Programme. Marketing communications is 
the face an organization presents to its many audiences and publics with whom it has contact. Customers and consumers are only a part, no matter how important a 
part, of the total marketing communications effort. The course participants will find that this, along with many other issues is amply stressed throughout this course. 
Integrated marketing communications simply recognizes the need to plan and build all relevant marketing communications so that they work together in harmony 
for the greatest effect and with the greatest efficiency.  
 

Managing Marketing Communication (4 credit)  
The key focus of this subject has been written from an academic perspective and seeks to provide a consistent appraisal of the ever-changing world of marketing 
communications. The intention is to stimulate thought, a ripple of consideration about a wide range of interrelated issues, and to help achieve this aim a number of 
theories and models are advanced. Some of these theories reflect marketing practice, while others are offered as suggestions for moving the subject forward. Many 
of the theories are abstractions of actual practice, some are based on empirical research and others are pure conceptualization. This subject is founded on the 
principle that academic materials should be used to interpret the use of marketing communications. This is still important and is continued simply because it can 
help readers interpret how and why organizations use marketing communications in so many different ways.  
 

Strategic Marketing Communication (4 credit)  
Marketing communications is the face an organization presents to the many audiences and publics with whom it has contact. Customers and consumers are only a 
part, no matter how important a part, of the total marketing communications effort. The course participants will find this out, along with many other issues which 
are amply stressed throughout this course. Strategic marketing communications simply recognizes the need to plan and build all relevant marketing communications 
so that they work together in harmony to greatest effect and with greatest efficiency. 


