
CHL 450 Independent Study (F-1,2; S-1,2;
U - 1 , 2 )
4 sem. hrs.

Provides students an opportunity to study a topic
of their choosing in the area of curriculum devel-
opment or literature education. Project should
have practical application to the candidate’s
professional work and represent a model for use
by others. Consult with the program director
regarding guidelines and deadlines for submitting
independent study proposal. Staff.

CHL 500 Summer Symposium in Children’s
Literature (U-2)
Examines all genres of children’s literature, from
picturebook through young adult novel, nonfic-
tion, and poetry, through a thematic lens.
Culminates in a long weekend in which authors,
illustrators, editors, and critics of children’s litera-
ture bring their unique vision to the theme. Past
summer symposia have been “Let’s Dance”
(2005), “Midnight Gardens” (2003), “Brave New
Worlds” (2001), “Halos and Hooligans” (1999),
and “As Time Goes By”(1997). Staff.

*Schedule to be announced. British, Canadian, and
Australian Children’s Literature typically are offered
only in even-numbered summers.
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The Master’s in Co m m u n i c a t i o n s
Management (MCM) is designed primarily for
people who have had either a professional
communications experience and want to
assume increased responsibilities, duties, and
functions; or a managerial experience and want
to deepen their understanding of organizational
and managerial communication. The curriculum
has an applied focus that emphasizes organiza-
tional processes and the intersection of theory
and professional practice.

A d m i s s i o n : Applicants must submit: an offi-
cial transcript from the institution granting their
baccalaureate degrees and any other schools
attended since high school graduation; scores
from the Graduate Record Exam (GRE),
Graduate Management Admission Te s t
( G M AT), or the Miller Analogies Test (MAT ) ;
and two letters of recommendation. GRE,
G M AT, or MAT scores may be waived for appli-
cants with five years of significant full-time work
experience in communications management or
a related field. Up to eight semester hours of
transfer credit for graduate study elsewhere may
be applied toward the degree when that work is
judged to be appropriate to the candidate’s
program. Transfer credit must be presented
upon application. Individuals may take up to
two courses in this program before formally
applying for degree candidacy. Non-degree
student guidelines and the program brochure
are available by contacting Graduate Studies

S I MM O NS C O LL E G E G RA D U AT E C O UR S E C ATA L O G38



Admission, Simmons College, 300 The Fe n w a y,
Boston, MA, 02115-5898; telephone:
617.521.2915; fax: 617.521.3058; or e-mail:
gsa@simmons.edu. The website for MCM
includes more specific and detailed information:
h t t : / / w w w. s i m m o n s . e d u / g r a d s t u d i e s /
c o m m u n i c a t i o n s _ m a n a g e m e n t / .

Degree Requirements: Candidates for the
degree must satisfactorily complete a minimum
of 36 semester hours within five calendar years.
This requirement comprises four required core
courses, four elective courses, and an applied
learning project, which includes a written
academic component and an oral presentation.
All courses and the applied learning project are
four credit hours.

Required courses include:

MCM 442 Emerging Communications
Te c h n o l o g i e s

MCM 462 Financial Aspects of Business

MCM 481 Strategic Communication and
Organizational Change

MCM 485 Communicating Across Cultures

MCM 500 Applied Learning Project

Electives are chosen from courses that
address new applications of communications
t e c h n o l o g y, marketing communications, public
relations, the management of communications
functions within organizations, and managerial
c o m m u n i c a t i o n .

C O U R S E S

MCM 420 Effective Managerial
Communication*
4 sem. hrs.

Provides a foundation in the strategic use of
communication to inform, motivate, persuade,
build consensus, and implement change in organ-
izations. Helps improve written, oral, and
interpersonal communication skills in managerial
settings. Staff.

MCM 421 Speechwriting and Oral
P r e s e n t a t i o n *
4 sem. hrs.

Focuses on creating and presenting speeches and
other oral presentations in a variety of business
and professional settings; uses an audience-
centered approach to communication. Beltz, Fine.

MCM 422 Writing for Co m m u n i c a t i o n s
P r o f e s s i o n a l s *
4 sem. hrs.

Focuses on using writing as a strategic managerial
tool. Helps develop writing skills across a range of
managerial writing tasks, including routine memo-
randa, reports, proposals, and performance
reviews. Staff.

MCM 423 The Business Press*
4 sem. hrs.

Focuses on the knowledge and skills needed to
understand, analyze, and write about business,
economics, productivity, consumerism, invest-
ment, and other business-related topics. Powell.

MCM 424 Negotiations*
4 sem. hrs.

Emphasizes negotiation skills within organizations
and with customers, clients, and stakeholders
across organizations. Provides a structured means
to analyze negotiation and a set of tools to
improve negotiation skills. Vieira.

MCM 425 Leadership Through
Co m m u n i c a t i o n *
4 sem. hrs.

Explores different theoretical approaches to under-
standing leadership and examining how
leadership is constructed and enacted through
communication in each approach. Fine.

MCM 426 The Art of Conversation for
M a n a g e r s *
4 sem. hrs.

Focuses on developing speaking, listening, and
inquiring skills, essential for productive conversa-
tions, along with encouraging the development of
key “metaskills” or attitudes that moderate the
effectiveness of our speaking, listening, and
inquiring. Examines differences between women
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and men in conversation, cross-cultural communi-
cation, and explores the importance of past,
future, and present conversations for effective
management and leadership. Kerber.

MCM 442 Emerging Co m m u n i c a t i o n s
Technologies (F-1,2)
4 sem. hrs.

Provides a foundation in understanding how new
communications technologies transform organiza-
tions, including what constitutes technology in the
workplace; the impact new technologies have on
the organizational, cultural, and technical compo-
nents of businesses; and strategies for the
effective implementation of new technologies.
M a s u c c i .

MCM 451 Integrated Marketing
Co m m u n i c a t i o n s *
4 sem. hrs.

Focuses on the marketing concepts and methods
needed to capture fragmented customer-centric
markets. Emphasizes the need to integrate all
marketing communications, including public rela-
tions and advertising. Masucci.

MCM 452 Consumer Co m m u n i c a t i o n s *
4 sem. hrs.

Examines the role and function of direct and data-
base marketing in the marketing mix. To p i c s
include analysis and measurement of direct
marketing, evaluation of direct marketing pack-
ages, the role of the Internet, and privacy and
ethics. Staff.

MCM 453 Strategic Marketing
Co m m u n i c a t i o n s *
4 sem. hrs.

Focuses on strategic planning issues central to
marketing communications, including identifying
and selecting key strategic options and methods
of evaluating results. Masucci.

MCM 454 Communicating Corporate Image*
4 sem. hrs.

Focuses on how organizations create and commu-
nicate a coherent organizational identity through
visual and verbal images. Topics include culture

and corporate image, qualitative and quantitative
measures of image and reputation, and strategic
and ethical issues in managing corporate image.
A b r a m s .

MCM 458 Online Communications*
4 sem. hrs.

Focuses on integrating an online marketing
component into a broad-based marketing commu-
nications plan and extending marketing strategies
to take advantage of the benefits of online and
web-based marketing. Masucci.

MCM 460 Financial and Investor Relations*
4 sem. hrs.

Prepares students to communicate company busi-
ness and financial information to investors,
analysts, shareholders, and the financial media.
S t a f f .

MCM 461 Public Relations for the 21st
Ce n t u r y *
4 sem. hrs.

Provides a foundation in the strategic use of
public relations. Focuses on the changing nature
of public relations, the increasing use of new tech-
nologies, and the inclusion of public relations in
the total marketing communications mix. Powell.

MCM 462 Financial Aspects of Business
( S - 1 , 2 )
4 sem. hrs.

Provides an introduction to economics,
accounting, and finance. Enables students to read,
analyze, and interpret company financial state-
ments, understanding how external factors affect
the financial health of organizations, and making
decisions based on financial information. Earle.

MCM 464 Corporate Community Relations*
4 sem. hrs.

Explores the theory and practice of corporate
community relations, tracing its roots through key
social movements of the 20th century to the post-
9/11 corporate environment in the U.S. Provides
practical techniques for community relations
professionals from both the corporate and non-
profit sectors. Gifford.
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MCM 465 Issues Management*
4 sem. hrs.

Focuses on identifying the issues and environ-
ments that affect the communications functions
of organizations. Topics include strategies for
minimizing negative effects, creating opportuni-
ties, and managing crises. Staff.

MCM 481 Strategic Communication and
Organizational Change (S-1,2)
4 sem. hrs.

Focuses on assessing the organizational environ-
ment, long-range planning, and implementing
change. Emphasizes the role of communication in
managing the process of change in organizations.
W i l s e y.

MCM 485 Communicating Across Cultures
(F-1, 2)
4 sem. hrs.

Provides a cross-cultural perspective for managing
both organizational and personal communication
in international and multicultural contexts.
K e n n e d y.

MCM 486 Cultural Diversity in the
Wo r k p l a c e *
4 sem. hrs.

Explores the organizational challenges and oppor-
tunities created by the increasing cultural diversity
of the U.S. workforce. Provides a theoretical
perspective and practical strategies for creating
organizational environments that encourage
workers of diverse cultural backgrounds to work
together productively. Fine.

MCM 487 Internal Co r p o r a t e
Co m m u n i c a t i o n s *
4 sem. hrs.

Examines how organizations use internal commu-
nications (oral, written, and electronic) to convey
company strategy, build employee motivation, and
create readiness for organizational change. Vieira.

MCM 488 (TC) Organizational
Communication and Culture (U-1,2)
4 sem. hrs.

Examines several types of organizational commu-
nication, including marketing communications,
public relations, crisis communications, and
managerial communication, as they are practiced
in Italy and the U.S. Focuses specifically on how
culture shapes the practice of organizational
communication. Includes lecture, discussion,
guest speakers, and field trips. Offered in Rome
during a two-week period in summer session.
F i n e .

MCM 497 Special Topics in Co m m u n i c a t i o n s
Management*
4 sem. hrs.

Explores issues of current interest in communica-
tions management. Topics change with each
offering. Staff.

MCM 498 Independent Study (F-1,2; S-1,2;
U - 1 , 2 )
4 sem. hrs.

For students who wish to pursue subjects not
covered in existing courses—topics may be
academic or applied. Abrams, Fine.

MCM 500 Applied Learning Project
(F-1,2; S-1,2)
4 sem. hrs.

Prepares and supports students in completing an
applied project that demonstrates an under-
standing of the strategic use of communication in
organizations. Final project includes a written and
an oral component. Abrams.
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