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J. Gregory Payne
Associate Professor of Organizational and Political
Communication (1983); B.A., M.A., Ph.D., University
of Illinois; M.P.A., Kennedy School of Government,
Harvard University.

Dr. Payne is an author, speechwriter, and expert
on political communication, ethics, and docudrama.
His recent research publications include articles
on ethics and the mass media, health communica-
tion, and political communication. He is the
founding Director of the Emerson College Political
Media Study Group, and has been the codirector
of the Emerson Center on Ethics in Political
and Health Communication. He is the author of
Tom Bradley: The Impossible Dream, Mayday: Kent
State, and the play Kent State: A Requiem. Dr.
Payne is on the editorial boards of the Quarterly
Journal of Speech, the Journal of Health
Communication, and the Southern Speech Journal.
He was the guest editor of the 1989, 1993, and
1997 special editions on political campaigns for the
American Behavioral Scientist.

Michael Weiler
Associate Professor of Organizational and Political
Communication (1989); B.S., University of Utah;
M.A., Ph.D., University of Pittsburgh.

Dr. Weiler, formerly a member of the faculty at the
University of Massachusetts at Amherst, the
University of Pittsburgh, and Baylor University, is an
expert in argument, rhetoric, and political
communication. His research has appeared in the
Journal of the American Forensic Association
and the Quarterly Journal of Speech, and he has
co-authored a collection of essays on the rhetoric
of Ronald Reagan.

COLLEGE MISSION STATEMENT

Emerson College is committed to excellence in education for
communication and the arts. Founded on the study of oratory and
the performing arts, Emerson’s distinctive undergraduate and
graduate curricula have expanded. We continue to challenge students
to think and express themselves with clarity, substance and insight,
instilling the highest professional standards through rigorous academic
inquiry and experiential learning. Its specialized major and external
programs are based in and integrated with the liberal arts and inter-
disciplinary study, and are informed by a set of core values: freedom
of expression, diversity of perspective, cultural awareness, integrity,
civility, and the responsibility of ethical choice.

Our mission is to inspire students to create and communicate
with depth, honesty, courage, and passion, both as professionals in
their fields and as informed and articulate participants in society.

GRADUATE STUDIES MISSION STATEMENT

The Division of Graduate Studies offers graduate programs
that educate individuals for thoughtful, productive leadership in the
contemporary worlds of communication and performing arts,
and supports the scholarly and artistic endeavors of Emerson’s students
and faculty. The Division recognizes the interdependence of theory
and practice by combining rigorous intellectual inquiry with artistic,
clinical and professional practice in all graduate programs. Our
goal is to prepare graduates who reflect critically on their work and
understand the power of communication technologies, appreciate
the diversity of human cultures, think globally, and practice the highest
ethical standards in their professions.

Statement of Non-Discriminatory Policy
Emerson College admits qualified students
of any race, color, religion, national and
ethnic origin, sex, age, sexual orientation, gender
identity, or disability to all the rights, privi-
leges, programs and activities generally accorded
or made available to students at the College.
Emerson College does not unlawfully discrimi-
nate on the basis of race, color, religious
beliefs, national and ethnic origin, sex, age, sexual
orientation, gender identity, or disability
in the administration of its educational policies,
admissions policies, scholarship and loan
programs, athletic programs, or other College
administered programs. Individuals with
questions or concerns about the College’s non-
discrimination policy may contact Emerson
College’s Director of Human Resources
and Affirmative Action at Emerson College,
120 Boylston Street, Boston, MA 02116
617-824-8580.

Accreditation
Emerson College is accredited by the New
England Association of Schools and Colleges, Inc.,
a non-governmental, nationally recognized
organization whose affiliated institutions include
elementary schools through college institutions
offering postgraduate instruction. Accreditation
of an institution by the New England
Association indicates that it meets or exceeds
criteria for the assessment of institutional
quality periodically applied through a peer
group review process.

Emerson College reserves the right to
change without notice any statement in this
viewbook concerning, but not limited to,
policies, curricula, and courses. Sample course
schedules reflect course offerings that are
subject to change without notice.

GRADUATE PROGRAMS

School of the Arts

MFA in Creative Writing
Fiction, Nonfiction, Poetry

MA in Media Arts
Audio Production,
Documentary Video Production,
Fictional Narrative Video Production,
Media Studies,
New Media Production,
Television Production

MA in Publishing & Writing
Book, Magazine, Electronic

MA in Theatre Education
Theatre Teacher Education,
Theatre and Community,
Theatre Education PhD Preparation

School of Communication

MA Communication Management

MSSp in Communication
Sciences & Disorders

MA in Global Marketing
Communication & Advertising

MA in Health Communication

MA in Integrated Marketing
Communication

MA in Journalism
Broadcast, Print & Multimedia



Leaders in every sector — business, government, and non-profit —

know the value and necessity of defining and communicating the

vision, mission, and strategy of their organizations. Communication

management professionals lead this strategic definition process

and design and implement communication plans appropriate to their

organization’s values and purpose. Skills in strategic communication,

public affairs, reputation management, and crisis communication make

these professionals invaluable members of the executive team. Your

professional skills as a communication specialist will transfer across sectors,

making you equally valuable in the business, government, and

non-profit sectors.

Building successful
communication strategies.



Over the past twenty years, Lorraine Fanton
has worked for a variety of non-profit
organizations in the Boston area. From The
Children’s Museum to public radio, Lorraine
has run the gamut, which has led her to her
current position as the Associate Director
for Institutional Giving for Tufts University
School of Medicine. She works with local,
national, and international institutions to
establish and maintain partnerships
that benefit the Tufts University School of
Medicine’s mission of education, research,
and patient care.

Lorraine’s professional life and development
have been greatly impacted by her Emerson
education. “Every single day I utilize the
skills garnered at Emerson, such as negotiation,
professional writing, strategic planning,
leadership, and public speaking. I am much
better able to analyze situations, think
strategically, and participate meaningfully
on a leadership level.”

Additionally, Lorraine’s Emerson experience
was equally affected by her fellow students
as by her instructors. “As one of the more
experienced students in most of my classes,
with a well-forged professional career, I
was often called upon to share my experiences.
However, I learned many valuable lessons
from these energetic, often wise-beyond-
their-years classmates. From a young Austrian
entrepreneur to a talented aspiring music
producer—the quality of these students and
their ability to articulate their perspectives
was extremely beneficial.”

“The nature of the program lends itself
to students who wish to excel in a professional
capacity with an in-depth knowledge
of communications.”

A L U M N I P R O F I L E
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LORRAINE FANTON MA ‘07

Associate Director for Institutional Giving,
Tufts University School of Medicine

CM

AT-A-GLANCE

40-credit program

Full- or part-time enrollment.
Full-time enrollment is typically
8 or 12 credits per semester.

Fall or spring admission

Classes generally meet from
6-10 p.m.

Full-time students usually
complete the degree in one and
a half to two years; part-time
students usually complete the
degree in two to three years.
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“Our goal is to create a learning
community where students are encour-
aged to view the city of Boston
as a laboratory for leadership and
communication.”

Corporate Communication and Public
Affairs Strategy at The Coca-Cola
Company in Atlanta and New York;
and Senior Fellow in the Center
for Business and Government at the
Kennedy School of Government
at Harvard University.

Today, after thirty years of experience
in the government and corporate
spheres, Linda has found a home in
academia. “I love being in the
classroom using practical experience
and theory to help my students develop
their careers in communication and
leadership.” Linda credits Emerson’s
reputation in communication education
with contributing to the strength of the
program. “People know that Emerson
and communication are synonymous.
Everyone benefits from a faculty and
student body 100% committed to the
study of communication.”

Linda Peek Schacht tells her
students to always be open to the
next opportunity—advice she’s
followed throughout her distinguished
career in corporate and political
communication. Spanning three
decades, her experience includes
posts in the Jimmy Carter White
House communications office and as
the first female press secretary of
a national political campaign (Carter’s
1980 reelection campaign); the
first Public Affairs Director at USA
Today—a newspaper she helped
launch; communications director and
spokesperson for the Majority Leader
of the U.S. Senate; board member
for the International Women’s Media
Foundation; Vice President of
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LINDA PEEK SCHACHT

Acting Chair and Scholar-in-Residence,
Organizational & Political Communication

“The number one competency you need as an influencer
is communication. This is Emerson’s focus, and for
the work that I do, the tools I learned and practiced
at Emerson have been invaluable.”
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Become a leader in strategic
communication in business, government,
and non-profit arenas.

Emerson’s Communication Management program prepares
you to design and execute effective communication plans
that help define and support an organization’s daily operations
and long-term vision. We advocate a coordinated, proactive
approach based on a clear definition of the organization’s
vision, mission, and strategy. So that you may become a leader
and a change agent, Emerson’s coursework focuses on leader-
ship and negotiation, organizational communication, strategic
planning, public affairs, and strategic communication.

Our program gives you an understanding of how the art
and science of communication relate to the management of
all types of organizations. The broad-based degree gives you
personal leadership tools and the ability to assist others in their
communication. Whether in the corporate, government, or
non-profit environment, you will learn to speak the language
of organizations, leadership, and management.

– SUMMER TURNER MA ‘99, Manager, Organizational Development & Communication, Omgeo



• Communication plan for a
national utility in Brazil

• Communicaton plan for
the government of Greece

• Change implementation and
communication plan for the Hyatt
Regency Boston

CULMINATING EXPERIENCE

The program culminates in either a thesis or a capstone
class. These are opportunities for you to synthesize all that you
have learned into a communication project for a client or
conduct research on a particular dimension of communication
management.

A thesis option is provided for those students who may wish
to further their educational studies through a PhD in communication.

For the client-based communication project, you may choose to
write a crisis communication plan, develop a publication or online
program, conduct a comprehensive communication audit, or create
a public affairs and communication plan to affect public policy.
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Our curriculum allows you to customize a program based
on your experience, expertise, and professional goals. You select
from electives to strengthen your practical and theoretical
experience. You will discover the importance of research in
assessing the current climate of an organization and developing
communication solutions appropriate to the organization and its
environment. Classes in negotiation, crisis communication, and
global communication will prepare you to thrive in the field
of communication management. Emerson has long-standing
relationships with many corporate, non-profit, and government
organizations throughout Boston, as well as New York City
and Washington, D.C., which afford our students outstanding
opportunities for internships.

A flexible program to
match your professional goals.

6
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Whether beginning graduate
school after years of experience
working in the field or coming
directly from an undergraduate pro-
gram, Emerson students are
all interested in shaping the field of
communication. As undergraduates,
our students have mastered a variety
of academic disciplines ranging
from sociology, psychology,
and organizational communication
to history, business, science,
and political science.

Those who enter our program
with professional experience are
pursuing the degree to advance
their careers, often hoping to
move from a primarily tactical
position to a strategic role. Others,
who are new to professional life,
bring the energy and passion
appropriate to more junior positions.

WHO ARE WE LOOKING FOR?

Organizations in every sector need efficient across-the-board
communication strategies. As a result, the demand for strategic
thinkers and skillful communicators has never been greater. With
a degree from Emerson, you will be at the forefront of this field,
prepared for an influential and vital career.

CM graduates are in demand in every sector—business,
government, and non-profit—and have become leaders in
organizations across the country and around the world.
As a professional communicator, you will manage and create the
development and implementation of comprehensive communication
plans that are crucial to the success of organizations.

Accenture

AIDS Action Committee

American Red Cross Blood
Services

BlueCross BlueShield

Boeing Company

Boston Ballet

Chanel

Coca-Cola FEMSA

Fidelity Investments

Fleet Financial Group

Massachusetts State House

As a communication
expert, you will be crucial
to your organization’s
success.

Mulholland Brothers

The Museum of Fine Arts,
Boston

Ogilvy & Mather

Parker Brothers

Polaroid Corporation

Porter Novelli

spirituality.com

Tufts University School
of Medicine

Weber Shandwick Worldwide

Whole Foods Market

RECENT INTERNSHIPS AND EMPLOYERS
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• Chief communication officers

• Communication strategists

• Organizational consultants

• Directors of executive
communication

• Directors of financial
communication

• Directors of employee
communication

• Directors of public affairs

• Directors of corporate social
responsibility

• Press secretaries or government
communications directors
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Crisis Communication

Directed Study

Entrepreneurship and
Creative Problem Solving

Global Communication:
Organizations Operating
Across Dissolving Borders

Human Resources,
Employee Communication,
Diversity, and Culture

Internship

Leadership and Social
Corporate Responsibility

Negotiation and Group Process

Organizational and Political
Culture in a Networked Society

Seminar in Organizational
Communication

Stakeholder Relations and
Communication: Private Sector

Stakeholder Relations and
Communication: Public Sector

Capstone Course in Communication
Management or Master’s Thesis

Organizational Communication:
Theory and Application

Organizational Communication
Research

Public Affairs—the Interplay of
Influence in a Networked World

Strategic Communication and
Leadership Development

Strategic Planning and the
Managerial Process

REQUIRED COURSES

ELECTIVES

• 40 credit hours

• Six required courses

• Four elective courses

• Option to complete a thesis (for
those intending to pursue a PhD) or
a capstone course

PROGRAM STRUCTURE

The Program
M A S T E R O F A RT S I N C O M M U N I C AT I O N M A N A G E M E N T
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“Our students learn to think and analyze
strategically, devising communication
solutions to meet various challenges
and needs.”

At Emerson, Phil teaches graduate
courses in negotiation and in
organizational communication.
“Through communication we get
things done, and we shape and
maintain identities and relationships,”
he notes. “In the Communication
Management program, students
come to understand these processes,
identify problems, and devise
communication solutions. Along
the way they develop their own
abilities in critical thinking, analysis,
speaking, listening, and writing.”

According to Phil, organizational
communication is a dynamic field with
the potential to positively impact
the working world. “Globalization
trends call for more comparative and
integrative ways of thinking.
Technological developments demand
that we all not only adapt to the
next new thing but also continue to
be aware of how it shapes our
communication and our lives. Now
more than ever, the ability to discern
patterns and communicate sensitively
and adaptively is crucial for survival
and success.”

Phillip Glenn’s teaching, research, and
applied work all emphasize interaction
processes—conflict and negotiation
situations, interviews, meetings, and
other contexts. “The most important
lesson I have learned is how incredibly
important such interactions are and
how awareness of patterns of talk can
make you a much more successful
and ethical communicator.” Phil
entered the field of organizational
communication by way of non-profit
arts administration, working for the
Dallas Symphony and as Managing
Director of the Shakespeare Festival
of Dallas.
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PHILLIP GLENN

Professor, Organizational & Political Communication
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oston A VIBRANT CULTURAL CENTER

Boston’s dynamic cultural life will satisfy even the
most enthusiastic arts lover. Acclaimed theatre
productions stop here on their way to and from
Broadway, and countless community theatre
companies call Boston home. A thriving music scene
offers concerts by our own Boston Symphony
Orchestra, world-renowned performers, and up and
coming new talents. The city’s numerous and
easily accessible museums, libraries, and cultural
festivals guarantee that Bostonians stay enter-
tained and informed year round.

SPORTS FANS UNITE

Boston is more than just a great city for art and
music; it is also home to world champion
sports teams and their legions of fans. Whether
running in the Boston Marathon, cheering
for the Red Sox from the stands of Fenway Park,
playing softball on Boston Common, watching
World Cup matches at a local pub, or sailing the
Charles River, athletes and sports devotees of
every kind find their place in Boston.

“AMERICA’S BEST COLLEGE TOWN”

With 60 colleges and universities calling it home,
Boston is an international hub of intellect.
More than 250,000 undergraduate and graduate
students reenergize the city each year, keeping
Boston vibrant and fresh. Whether sampling the
international cuisines of Chinatown and the
North End or taking art classes at the MFA, students
from around the world absorb Boston’s unique
blend of local and global culture, and many find
that the city is an education in itself.

A REVOLUTIONARY HISTORY

Steeped in a rich history, Boston is the birthplace
of the American Revolution as well as the home
to many notable figures in American history, including
Paul Revere, Henry David Thoreau, and John F.
Kennedy. Celebrated landmarks and attractions, such
as The Freedom Trail, Faneuil Hall, and the Black
Heritage Trail, keep Boston rooted in American tradition
while still moving forward as a center for commerce
and innovation in the new millennium.

BIG-TIME CITY, SMALL TOWN FEEL

Nearly four million people live in its metropolitan
area, but Boston itself is remarkably inviting and
accessible. A walking city, Boston can be seen by foot
or by taking the T—the oldest public transportation
system in the United States. Charming historic neigh-
borhoods, lively restaurants and shops, and the
city’s 3,000 acres of parks are just blocks away from
the sophisticated urban high-rises of Boston’s
financial and business districts.

Boston is one of the oldest and most historical cities
in America. Founded in 1630, it has been called “the most
European city in America.”

1312
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One of the few colleges in the world devoted entirely
to communication and the arts, Emerson has helped mold
inspired minds since it was founded in 1880.

A PROFESSIONAL PATH

Emerson’s graduate programs are designed based
on the latest professional practices, technological
advances, theories, and research within the
ever-evolving communication and arts industries.
Whether you aspire to write or publish novels,
direct documentaries, introduce children to theatre,
manage strategic corporate and international
marketing campaigns, develop health initiatives,
report major news stories, or assist stroke
patients with language recovery, we will help you
accomplish your career goals. Emerson’s ability
to respond to today’s communication challenges
and adapt to an increasingly global world is
the foundation of success for our graduates.

A CREATIVE COMMUNITY

At Emerson, you will be surrounded by peers who
are writers, artists, managers, analysts, producers,
journalists, and healthcare professionals, and who,
like you, have a desire to help shape the future
of their fields. Encouraged by fellow students and
graduates who are noted for supporting one
another professionally and creatively, you will find
the strength of Emerson’s reputation holds across
all professional circles. Small class size and close mentor-
ing relationships with students allow Emerson’s
faculty, innovators in their fields, to share their unique
perspectives.

DEDICATION TO INNOVATION

Emerson maintains a deep commitment to helping
you learn with the best technology possible.
Our state-of-the-art facilities will provide you with a
hands-on education and virtually limitless access
to equipment on the cutting edge of innovation and
advancement. You will master the techniques of
effective communication by practicing them, so that
when you embark on your career, you are equipped
with the professional skills you need for success in
your field.

A CITY OF LIMITLESS OPPORTUNITY

Situated in the heart of Boston—an international
hub of culture, media production, publishing,
communication, commerce, and medical innovation—
Emerson offers access to immeasurable resources.
Our students frequently intern or work at world-
renowned organizations throughout the city. But
opportunity is not limited to Boston; it extends
along the East Coast to New York City, Washington
D.C., and Atlanta, where Emerson students and
graduates are sought-after for their imagination,
curiosity, and resourcefulness. The semester
program at Emerson’s L.A. Center lets you explore
career opportunities in a city with unrivaled
significance to the communication and entertain-
ment industries.
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OP 626

Crisis Communication
4 credits

Students learn about the development of organiza-
tional and marketing communication strategies
in crisis situations. Using case studies and fieldwork,
students focus on the importance of internal
communication and media relations during a crisis.
Students also investigate preventive strategies that
organizations should employ to avoid crises.

OP 628

Entrepreneurship and Creative
Problem Solving
4 credits

Entrepreneurship is the process of creating value
by bringing together a unique package of resources
to exploit an opportunity. Students learn about
the concepts and characteristics of entrepreneurship.
Students will investigate the key dimensions of
entrepreneurial attitudes and behaviors that include
innovativeness, risk-taking, and proactiveness. Case
studies are utilized to help students employ concepts
from the course and develop their own creative and
critical thinking, as well as problem solving skills.

OP 634

Leadership and Social Corporate
Responsibility
4 credits

Based on the premise that a leader cannot
delegate the reputation of the organization, this
course explores the role the leader must play
for public affairs and stakeholder relations to be
successful. Students will role play both the leader
and the communication advisor in a series of simu-
lations that highlight the difference in public and
private institutions in society, as well as the leader's
responsibility to balance stakeholders with competing
needs. Case studies will highlight leadership in public-
private partnerships to address community,
national, and global issues. Students will produce
and present at least one communication strategy
for a specific leader and will develop at least one
public-private partnership proposal.

OP 636

Negotiation and Group Process
4 credits

Students learn negotiation strategies in personal
and organizational contexts. Students will apply
negotiation strategies, including third-party
conflict resolution, union-management settings,
and other conflict management efforts, to practical
settings and will also utilize role-plays.

OP 601

Organizational Communication:
Theory and Application
4 credits

This course is designed to present a survey of
organizational communication theories along with
the knowledge and skills necessary for effective
applications. Students gain the ability to recognize,
assess, and, when necessary, improve communication
within an organization. Special emphasis is given
to both the individual as a communicator and the
entire organization as a communicating entity.

OP 604

Strategic Planning and the Managerial Process
4 credits

This course focuses on how organizations
function as systems with special emphases placed
on the basic principles of management, strategic
planning, decision making, and implementation.
Concepts covered include vision, mission, goals,
objectives, strategies, tactics, and operations.
Organizational communication, the humanistic
perspective, ethics, and productivity, in both profit
and non-profit environments, are continuing
themes throughout this course.

OP 606

Strategic Communication and Leadership
Development
4 credits

This course emphasizes the skills leaders need to
be successful persuaders. Students will learn how to
build credibility within organizations, exert influence
with external audiences, and to apply techniques of
strategic communication in such areas as employee
relations, managerial innovation, speechwriting, and
external fundraising. They will learn to identify
and appraise audiences, craft messages appropriately
and strategically, and evaluate the effectiveness of
the messages they produce.

OP 608

Public Affairs: The Interplay of Influence
in a Networked World
4 credits

Students gain the knowledge and skills necessary
to identify, analyze, and communicate with internal
and external stakeholder groups for the purpose
of persuasion. Rhetorical strategies are developed for
ethical, effective issue advocacy campaigns and
campaigns to build identity, enhance, and protect the
reputations of individuals and organizations. New
media developments, diverse and global stakeholder
groups, and the 24/7 media environment will be
addressed. Students design and produce at least one
original communication campaign for a client in
the private or public sector.

After graduating with a bachelor’s
degree in communication from
Lee University, Matthew Young came
to graduate school wanting to
expand his understanding of how to
effectively initiate and manage
corporate communication. At
Emerson, he found the education he
was looking for. “The program
advanced my knowledge of the field,
revealed the value of daily strategic
communication for strong organiza-
tions, and taught me that success
begins when you start listening and
continue learning.”

As Internal Communications Manager
for Hanesbrand Inc., where he designs
and delivers communication plans
that articulate and reinforce corporate
strategy, Matthew draws on the

practical lessons he learned at
Emerson every day. His responsibilities
include crafting multi-channeled
communication programs, facilitating
change management plans, and
shaping executive messaging—all
on a global stage. He also uses
communication practices to directly
solve business problems.

Matthew attributes much of his
professional flexibility and success to
the skills he learned at Emerson
and says taking the time to complete
his degree was well worth the
effort. He was particularly impressed
by the level of individual attention
he received from the faculty at
Emerson, who are both scholars and
practitioners in their field. “They
carry impressive credentials without
dropping them on your head.
Students will certainly enjoy the
level of interaction with the faculty
both in and out of the classroom.”
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“Emerson’s program has substantially
increased my competency and
value in this field, moving me faster
and further within my organization
than I could have moved alone.”

MATTHEW YOUNG MA ‘03

Internal Communications Manager, Hanesbrand Inc.

14
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OP 648

Stakeholder Relations and Communication:
Public Sector
4 credits

This course will address in depth the development
of stakeholder relations and communication in the
public sector. Topics covered will include grassroots
organizing, public policy and the media, political
communication, social advocacy campaigns, and
public diplomacy. Case studies of communication
campaigns at the local, state, regional, national,
and international levels will be used. Students will
produce and present at least one communication
campaign to affect behavior in diverse stakeholder
groups.

OP 649

Stakeholder Relations and Communication:
Private Sector
4 credits

This course will address in depth the development
of stakeholder relations and communication in
the private sector with an emphasis on reputation
management. Topics covered will be corporate
relations with community, government, regulatory,
and activist groups; media relations, public affairs,
and investor relations to advance the corporation’s
goals; and philanthropy. Case studies will demonstrate
the communication challenges for businesses of
every scale, from small businesses to multinationals.
Students will produce and present at least one
communication campaign to affect behavior in diverse
stakeholder groups.

OP 652

Organizational and Political Culture in a
Networked Society
4 credits

This course surveys the political, social, and
economic trends of the 21st century with an eye
on the effects and uses of information technology
in the shaping and reshaping of institutions.
Students develop a media literacy that informs their
own consumption of mediated content. Through
a series of exercises and collaborative projects, they
use this literacy to guide their strategic use of
media formats, applications, and technology in devel-
oping every aspect of organizational communication—
from the narrowest internal communication to
the broadest public communication campaigns.

OP 638

Human Resources, Employee Communication,
Diversity, and Culture
4 credits

This course explores employee communication
and diversity issues in the context of strategic com-
munication in organizations. Emphasis is placed
on understanding organizations and their multiple
internal constituencies from the perspective of
the human resources professional. Issues addressed
include internal communication message develop-
ment and delivery including best practices in the
use of technology and in workplace diversity initiatives.
Students will learn to design and implement
communication strategies that recognize and adapt
to diverse stakeholder groups.

OP 643

Global Communications: Organizations
Operating Across Dissolving Borders
4 credits

This course focuses on the management of
communication with stakeholders in a world defined
by globalization. Case studies, role-play workshops,
and ethnographic inquiry are employed to enhance
and update the student's knowledge and awareness
of best-practices in contemporary business negotia-
tions and transactions, public diplomacy initiatives,
and cross-sector partnerships. Examples from small
business to multinationals and from local non-
profits to global NGO's will be used.

OP 645

Organizational Communication Research
4 credits

In this course, research is conceived within the
context of organizational dynamics and objectives.
Students develop skills in assessing and formulating
problems, designing research, gathering and synthe-
sizing data, analyzing and interpreting information,
and applying results to comprehensive communication
strategies. Students also gain experience in
designing and conducting surveys, questionnaires,
focus groups, interviews, and communication
audits and learn how to optimize research conducted
through the Internet.

OP 697

Directed Study
4 credits

Students interested in completing independent
projects in their areas of study can do so under this
option. Students must collaborate with a full-time
faculty member in the Department of Organizational
and Political Communication on their study
proposals. These proposals must identify learning
objectives, learning outcomes, a justification for
taking the directed study, design of instruction, and
a bibliography. Proposals must be submitted by
the end of the semester preceding the semester in
which the students want to complete directed
studies. Directed studies cannot be used to fulfill a
course requirement that is offered by the Department
of Organizational and Political Communication.
Students must secure the commitment of a full-time
faculty member and his/her signature along with
the approvals and signatures of the Graduate
Program Director and Chair of the Department.

OP 699

Master's Thesis
4 credits

Students must identify full-time faculty members
in the Department of Organizational and Political
Communication to serve on their thesis committees.
The committee and the Graduate Program Director
must approve a research prospectus before a student
may enroll for thesis credit.

OP 690

Internship in Communication Management
2 – 4 credits

This internship requires students to secure positions
in organizations where they will be gaining
experience in Communication Management. Students
must meet with site supervisors and internship
coordinators throughout their internships and complete
reports regarding their experiences during and at
the completion of their internships. All students must
participate through the Career Services Office in
a mandatory internship orientation the semester
before the internship. Students may take up to
8 internship credits.

OP 692

Capstone Course in Communication
Management
4 credits

Students synthesize prior coursework and new
learnings to address an important need in public or
organizational life. Calling upon competencies
in strategic communication planning and design,
students produce and present a final professional-level
project as the culmination of their course of study.
Readings, case studies, and in-class activities support
continued inquiry into the most current theoretical
dimensions of the discipline. Must be taken in the
student’s final year.

OP 695

Seminar in Organizational Communication
4 credits

Students have the opportunity to enroll in special
topics courses that are offered by the Department
of Organizational and Political Communication
when contemporary ideas or new research findings
in a chosen area of program study emerge in the
field of communication. This course number represents
a new course offering that, if successful, will become
a permanent course in the course roster.
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Linda Peek Schacht
Acting Chair and Scholar-In Residence (2004);
B.A., David Lipscomb University.

Ms. Peek Schacht has had a three-decade
career advising leaders in every sector on strategy
and communications, including appointments
in the White House Press Office and the U.S. Senate
Leadership staff. She retired as Vice President,
Director of Public Affairs and Communications
Strategy at the Coca-Cola Company in 2002, after
eleven years as the company’s chief communication
strategist. From 1983 to 1988, Ms. Peek Schacht
was spokesperson for the U.S. Senate Democratic
Leader and communications director for the
Senate Democratic Policy Committee. She was
the first public affairs director of USA Today, where
she focused on the development, testing,
and launch of the newspaper. As communications
director and press secretary for the Carter-Mondale
Re-election Campaign, she was the first woman
to head a presidential campaign press office. She
was a special assistant in the Carter White
House office of media liaison, responsible for the
President’s twice monthly meetings with journalists
from outside Washington. She is on the board
of International Women’s Media Foundation and is
the president of the Mike Schacht Foundation,
which produces sports-oriented art and writing
workshops for children. As a Senior Fellow at
the Kennedy School of Government at Harvard from
2002-2006, Ms. Peek Schacht offered workshops
on leadership and communication.

Linda Gallant
Assistant Professor of Organizational and Political
Communication and Graduate Program Director
(2007); B.S.J., M.A., Suffolk University; Ph.D.,
University of Nebraska at Lincoln.

Dr. Gallant investigates how web-based
information and communication technologies can
best facilitate human communication to advance
social computing and media for personal use as well
as internal and external corporate communication.
She has publications in Personal and Ubiquitous
Computing, e-Service Journal, Qualitative Research
Reports in Communication, DOXA Communication,
First Monday, Management Communication
Quarterly, and Academic Exchange Quarterly.

John D. Anderson
Associate Professor of Organizational and Political
Communication (1989); B.A., M.A., Baylor
University; Ph.D., University of Texas at Austin.

Dr. Anderson, a National Endowment for the
Humanities Fellow, focuses his research in
the area of narrative theory and performance.
In addition to publishing articles in Text and
Performance Quarterly, he serves as Book Review
co-editor for the journal. He performs nationally
in his one-person shows about Charles Dickens,
Henry James, and William Faulkner. He has
received Chautauqua grants to present humanities
programs on the Civil War and on the 1930s.
Dr. Anderson is active in the Performance Studies
Divisions of both the Speech Communication
Association and the Eastern Communication
Association.

Phillip Glenn
Associate Professor of Organizational and Political
Communication (2001); B.A., University of Texas at
Austin; M.A., University of North Carolina at
Greensboro; Ph.D., University of Texas at Austin.

Dr. Glenn teaches courses in interpersonal commu-
nication, mediation, negotiation, conflict manage-
ment, research methods, and language
and social interaction. His research primarily con-
cerns characterizing aspects of sequential organiza-
tion on routine human interaction in casual and
institutional settings.

J.E. Hollingworth
Associate Professor of Organizational and Political
Communication (1963); B.A., Dartmouth College;
M.A., Emerson College.

Mr. Hollingworth is a nationally known speaker,
lecturer, and consultant in the public and
private sectors. He is also on the staff of the
Stanford Institute, the Division of Continuing
Education at Harvard University, the New England
Institute for Law Enforcement Management,
and the WACUBO Fourth Year Program at the
University of California, Santa Barbara.

J. Gregory Payne
Associate Professor of Organizational and Political
Communication (1983); B.A., M.A., Ph.D., University
of Illinois; M.P.A., Kennedy School of Government,
Harvard University.

Dr. Payne is an author, speechwriter, and expert
on political communication, ethics, and docudrama.
His recent research publications include articles
on ethics and the mass media, health communica-
tion, and political communication.
He is the founding Director of the Emerson College
Political Media Study Group and has been the
co-director of the Emerson Center on Ethics in
Political and Health Communication. He is the
author of Tom Bradley: The Impossible Dream,
Mayday: Kent State, and the play Kent State:
A Requiem. Dr. Payne is on the editorial boards
of the Quarterly Journal of Speech, the Journal of
Health Communication, and the Southern Speech
Journal. He was the guest editor of the 1989, 1993,
and 1997 special editions on political campaigns
for the American Behavioral Scientist.

Michael Weiler
Associate Professor of Organizational and Political
Communication (1989); B.S., University of Utah;
M.A., Ph.D., University of Pittsburgh.

Dr. Weiler, formerly a member of the faculty at
the University of Massachusetts at Amherst, the
University of Pittsburgh, and Baylor University, is
an expert in argument, rhetoric, and political com-
munication. His research has appeared in
the Journal of the American Forensic Association
and the Quarterly Journal of Speech, and he has
co-authored a collection of essays on the rhetoric
of Ronald Reagan.
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