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Danish School of Media and Journalism 

Sustainability communication - Theories and practical approaches to communicating a 
trustworthy image of the organization as a responsible actor in society Course description 

Spring semester 2025 

Course: CSR – concepts, strategies and communication of sustainability 5. semester 

Number of ECTS Credits: 10 ECTS 

 

Aims:   

The first course of this semester focuses on introducing students to the different 
conceptualizations and understandings of CSR and sustainability, both in terms of their historical 
and conceptual development. We will discuss the role of CSR and sustainability in society - a 
society that increasingly demands and expects organizations to engage in sustainability and 
behave responsibly. This further entails exploring what the social responsibility of organizations 
may encompass (their role, characteristics, and challenges), the importance of sustainability and 
social responsibility in relation to developing and strengthening organizational values and 
ethics and, not least, the opportunities and challenges organizations face in communicating CSR.   

This first course of the semester also includes an introduction to sustainable business models, the 
principles of the circular economy, and the different methods of reporting in both annual and 
sustainability reports.   

--- 

Pedagogical and Didactic Approaches: 

The primary purpose of this course is to introduce students to the broad field of CSR and 
sustainability while providing them with the knowledge and understanding required to work with 
these topics in a professional, critical, and practical manner during later courses in the semester.   

The teaching focus is on enabling students to understand, identify, and recognize theories and 
concepts related to CSR, sustainability, and sustainable business models as they are applied in 
practice. 

Throughout the course, classes will include a mix of lectures, class exercises, group work, student 
presentations, and written assignments. Students are expected to prepare for classes (e.g., by 
reading literature, working on cases, discussing theories and cases in study groups, and preparing 
presentations of different formats) and to participate actively in class. The teaching and course 
content require a high degree of independent work from students, encouraging them to reflect on 
the theories and approaches discussed and on their own learning processes. 
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--- 

Learning Outcomes: 

Knowledge and Understanding 

Students will gain knowledge and understanding of:   

- Corporate Social Responsibility (CSR) and sustainability definitions   

- Approaches to CSR and sustainability organization and strategy   

- CSR and sustainability communication   

- Challenges and opportunities related to CSR and sustainability communication   

- CSR and sustainability in branding   

- Sustainable business models   

- Circular economy   

- ESG and ESG Reporting   

- Climate accounting standards   

 

Skills 

Students will develop skills in:   

- Recognizing, identifying, and analyzing organizations’ use of CSR and sustainability approaches in 
their strategic communication   

- Understanding and discussing organizational choices regarding sustainability and CSR, with the 
ability to suggest alternative choices 

- Identifying and discussing potential communicative challenges and opportunities for 
organizations engaging in and communicating about CSR and sustainability   

- Reading and understanding corporate material related to CSR/sustainability reporting 

 

Competences 

Students will acquire competences in:   
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- Suggesting and arguing for alternative CSR strategies, communication methods, and reporting 
approaches based on independent analysis and research   

--- 
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