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Ficha de Unidade Curricular

DESIGNACAO DA UNIDADE CURRICULAR:

Estratégias de Identidade Corporativa

DESIGNATION OF CURRICULAR UNIT:

Corporate Identity Strategies

SIGLA DA AREA CIENTIFICA EM QUE SE INSERE / SCIENTIFIC AREA ACRONYM

ERPCO / ERPCO

DURACAO / DURATION ( Anual, Semestral )

Semestral

HORAS DE TRABALHO / WORK HOURS (numero total de horas)

135 Horas / 135 Hours

HORAS DE CONTACTO / CONTACT HOURS (discriminadas por tipo de metodologia adotado - T -

Tedrico; TP - Tedrico-pratico; PL - Prético e laboratorial; S- Seminério; OT - orientagdo tutorial)

T:15; TP: 30
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5ECTS/5ECTS

OBSERVACOES (assinalar sempre que a UC seja optativa)

Unidade Curricular Opcional

OBSERVATIONS

Optional Curicular Unit

DOCENTE RESPONSAVEL E RESPETIVA CARGA LETIVA NA UNIDADE CURRICULAR (PREENCHER O
NOME COMPLETO):

Tiago Joaquim Dias Ramos - 45 horas (uma turma)

RESPONSIBLE ACADEMIC STAFF MEMBER AND LECTURING LOAD IN THE CURRICULAR UNIT (FILL
IN THE FULLNAME):

Tiago Joaquim Dias Ramos - 45 horas (uma turma)

OUTROS DOCENTES E RESPETIVAS CARGAS LETIVAS NA UNIDADE CURRICULAR (PREENCHER O
NOME COMPLETO):

Sofia Alves Mimoso - 0,5 horas

OTHER ACADEMIC STAFF AND LECTURING LOAD IN THE CURRICULAR UNIT:

Sofia Alves Mimoso - 0,5 hours
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OBJETIVOS DE APRENDIZAGEM (CONHECIMENTOS, APTIDOES E COMPETENCIAS A DESENVOLVER

PELOS ESTUDANTES):

1. Entender as Relagbes Publicas.

2. Desenvolver uma visao estratégica da comunicacgao.

3. Distinguir conceitos de identidade, imagem e reputacéo.

4. Entender os diferentes tipos de estratégia de comunicagao.
5. Desenvolver estratégias de identidade corporativa.

6. Conhecer os diferentes elementos tangiveis e intangiveis da identidade corporativa.

LEARNING OUTCOMES OF THE CURRICULAR UNIT:

1. Understand Public Relations.

2. Develop a strategic vision of communication.

3. Distinguish concepts of identity, image and reputation.

4. Understand the different types of communication strategy.
5. Develop corporate identity strategies.

6. Know the different tangible and intangible elements of corporate identity.
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CONTEUDOS PROGRAMATICOS:

1. Comunicacéo e Relacdes Publicas
Definicdes de Comunicacado e Relacdes Publicas
Conceitos de stakeholders e publicos (Mapeamento)
Processo de RP em 4 etapas
Identidade Organizacional

Missao

Viséo

Valores

Posicionamento

2. Conceitos de Imagem, Identidade e Reputagéo
Conceito de Identidade
Conceito de Imagem
Conceito de Reputagéo
Reptrack
Reputation Prism
Marca

3. Estratégia
Estratégia - diferentes niveis
Exemplos estratégia corporativa

4. Comunicacao corporativa / institucional
Caracteristicas
Diferencas para comunicagéo de produto
Dimensbes
Manifestacoes praticas - tangiveis e intangiveis

5. Instrumentos de comunicacéo corporativa
Os diversos instrumentos e suas carateristicas

6. Estudos de caso e convidados
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SYLLABUS:

1. Communication and Public Relations

Stakeholder and public concepts (Mapping)
PR process
Organizational Identity

Mission

Vision

Values

positioning

2. Concepts of Image, Identity and Reputation
Identity Concept
Image Concept
Reputation Concept
reptrack
Reputation Prism
Brand

3. Strategy
Strategy - different levels
Examples corporate strategy

4. Corporate / institutional communication
Features
Differences for product communication
dimensions

5. Corporate communication tools

6. Case studies and guests

Definitions of Communication and Public Relations

Practical manifestations - tangible and intangible

The different instruments and their characteristics
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DEMONSTRACAO DA COERENCIA DOS CONTEUDOS PROGRAMATICOS COM OS OBJETIVOS DA

UNIDADE CURRICULAR:

Ole O2: CP1

03: CP2

0O4: CP3

O5: CP4 + CP5 + CP6
06: CP4 + CP5

DEMONSTRATION OF THE SYLLABUS COHERENCE WITH THE CURRICULAR UNIT'S OBJECTIVES:

0Ol1e0O2:S1

03: S2

04: S3

05:S4 + S5+ S6
06: S4 + S5

METODOLOGIAS DE ENSINO (AVALIACAO INCLUIDA):

Combinacéo entre a metodologia expositiva e activa.

Aulas com componente de exposi¢do teorica e aulas de trabalho e reflexdo com os alunos, com base em
exercicios e apresentacdes de estudos de caso (dos docentes, de convidados e dos alunos).

Avaliacédo

- Individual: 50% (recensao critica a artigo cientifico)

- Trabalho grupo: 45%

- Avaliacéo continua: 5% (trabalho em sala, participacédo, interesse e apresentacoes)

Regras de Avaliacao

N&o poderédo ter nenhum momento de avaliac&o individual abaixo dos 8 valores.
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TEACHING METHODOLOGIES (INCLUDING EVALUATION):

Evaluation

- Group work: 45%

Evaluation Rules

Combination between expository and active methodology.

Classes with a theoretical exposition component and work and reflection classes with students, based on
exercises and case study presentations (from professors, guests and students).

- Individual evaluation: 50% (critical review of a scientific article)

- Continuous assessment: 5% (classroom work, participation, interest and presentations)

They cannot have any individual evaluation moment below 8 values.

DEMONSTRACAO DA COERENCIA DAS METODOLOGIAS DE ENSINO COM OS OBJETIVOS DE

APRENDIZAGEM DA UNIDADE CURRICULAR:

Objectivos de aprendizagem

Metodologias de ensino

1. Entender as Relagdes Publicas.

2. Desenvolver uma visdo estratégica da
comunicacgao.

3. Distinguir conceitos de identidade, imagem e
reputacao.

4. Entender os diferentes tipos de estratégia de
comunicacgao.

5. Desenvolver estratégias de identidade
corporativa.

6. Conhecer os diferentes elementos tangiveis e
intangiveis da identidade corporativa.

Combinacéo entre a metodologia expositiva e activa.

Aulas com componente de exposi¢do teodrica.

Aulas de trabalho e reflexdo com os alunos, com base
em exercicios e apresentacfes de estudos de caso (dos
docentes, de convidados e dos alunos).
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DEMONSTRATION OF THE COHERENCE BETWEEN THE TEACHING METHODOLOGIES AND THE

LEARNING OUTCOMES:

Learning outcomes Teaching Methodologies

1. Understand Public Relations. Combination of expository and active methodology.
2. Develop a strategic vision of communication.

3. Distinguish concepts of identity, image and Classes with theoretical exposure component.
reputation.

4. Understand the different types of communication

strategy. Classes with work and reflection classes with students,
based on exercises and case study presentations (from
5. Develop corporate identity strategies. professors, guests and students).

6. Know the different tangible and intangible
elements of corporate identity.

BIBLIOGRAFIA PRINCIPAL.:
MAIN BIBLIOGRAPHY:

Albert, S. & Whetten, D. A. (1985), 'Organizational identity’, in Balmer, JIMT & Greyser, SA (eds), Revealing the
corporation: perspectives on identity, image, reputation, corporate branding, and corporate-level marketing : an

anthology . 2003 edn, New York: Routledge, 77-105.

Argenti, Paul A. & Formans, Janis (2000), 'The Communication Advantage: A Constituency-Focused Approach
to Formulating and Implementing Strategy', in Schultz, M, Hatch, M & Larsen, M (eds), The expressive
organization: Linking identity, reputation, and the corporate brand . New York: Oxford University Press, 233-45.

Balmer, John M. T. & Gray, E. R. (1999), 'Corporate identity and corporate communications: creating a
competitive advantage', in Balmer, IMT & Greyser, SA (eds), Revealing the corporation : perspectives on
identity image, reputation, corporate branding, and corporate-level marketing : an anthology . 2003 edn, New
York: Routledge, 124-36.

Balmer, John M. T. & Greyser, Stephen A. (2003), Revealing the corporation : perspectives on identity, image,
reputation, corporate branding, and corporate-level marketing : an anthology . New York: Routledge.

Balmer, John M. T. & Greyser, Stephen A. (2002), 'Managing the Multiple Identities of the Corporation’, in
Balmer, JMT & Greyser, SA (eds), Revealing the corporation : perspectives on identity, image, reputation,
corporate branding, and corporate-level marketing : an anthology . 2003 edn, New York, 15-30.
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School Press.
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Associates. New Jersey.
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