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Objectives: The concept of communication is inherently broad, so the content of a course usually depends on the instructor, lead-
ing to a variety of syllabuses with a shared name. The present research was conducted to understand the current state of business 
communication courses in Korea and provide a fundamental basis for curriculum development.
Methods: The top 30 universities in the 2017 Business School Assessment by the Korea Economic Daily were accessed through 
websites. Department curriculum and course syllabuses were collected and analyzed and compared with those of 2011 and 2014 
and with those from the top 30 American universities.
Results: Three types of business communication courses were identified, and the distribution of courses showed relatively balanced 
weights of the three types (46%, 24%, and 30%), which did not significantly change between 2011 and 2017. However, a gradual 
growth of business major proportions was noticed from 2011 (77%) to 2014 (92%). There were also significant differences between 
Korea and the U.S.: There was a higher proportion of elective courses (84%) in Korea, whereas most of the courses were business in 
practice-oriented type (70%) and required courses (63%) in the U.S.
Conclusions: More emphasis on business communication in business schools is needed with lower technical skills and higher re-
quired courses in Korea. A suggested framework of the House of Quality model will be useful for curriculum development consid-
ering multifaceted stakeholder needs in a rather scientific way to improve the education, research, and practice of business commu-
nication.
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Introduction

It perhaps goes without saying that communication is a founda-
tional aspect of business. In addition to communication’s role in 
strengthening connections between stakeholders (Bourne, 2010), 
effective communication also leads to making better decisions, 
solving problems more efficiently, noticing problems more quick-
ly, increasing productivity, developing business relationships, 
clarifying marketing messages, engaging more employees, and, 
ultimately, improving financial results. Smith and Savoian (1991), 
in their survey of 500 CEOs, listed three key factors to career 
success as integrity, interpersonal skills, and communication. 
 In spite of the importance of communication, however, busi-
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ness departments seem to take a more traditional, functional 
approach in their curriculum, focusing on classes such as mar-
keting and finance and considering communication a second-
ary elective. With little interest in communication, its role is un-
dervalued, which often leads to communication courses not be-
ing included as a requirement for a business degree and few 
courses being taught by full-time faculty (Russ, 2009). In Korea, 
although most university business departments offer communi-
cation courses, the content and style of a particular business 
communication course usually depends on what the instructor 
wishes to teach, which leads to a variety of syllabuses for differ-
ent courses with a shared name (Chang, 2016).
 In the business world, the concept of communication is in-
herently broad and complex, as communication occurs formally 
and informally with three distinct directions (downward, up-
ward, and horizontal) at the individual, group, and organization 
level ( Bovee, Thill, & Schatzman, 2003; Johnson, Donohue, At-
kin, & Johnson, 1994; Lunenburg & Ornstein, 2008). For exam-
ple, formally, internal communication occurs downward (su-
pervisor to employee), upward (feedback to downward com-
munication), and horizontally (interaction between organiza-
tional units on the same hierarchical level). Externally, formal 
communication occurs in marketing and public relations. In-
formally, internal communication occurs through the grape-
vine, while informal external communication occurs at industry 
gatherings and in social networking. 
 Another factor that contributes to the diversity of business 
communication courses is the fact that the topic of communica-
tion falls under communications, linguistics, and humanities, 
which means that the topic lends itself to an interdisciplinary 
approach. Advertisements, publicity, cultural differences, and 
information technology can all be studied as media of commu-
nication. Thus, with the variety of possible topics covered under 
the broader theme of communication, the focus of the course is 
inevitably determined by the instructor. 
 In an effort to provide data aimed at improving business cur-
riculum and ultimately contribute to the world of business, this 
study is conducted to survey the current state of business com-
munication courses in business schools in Korea. After provid-
ing a general examination of this state, we will analyze the ob-
jectives, content, and methods of these courses. After compar-
ing Korean courses with American courses, we will pinpoint 
some of the weaknesses of the former. It is our hope that the re-
sults of this study can help provide a framework for a curricu-
lum that addresses the needs of the stakeholders in the manage-
ment process and ultimately improves communication in busi-
ness contexts. 

Methods 

Target Business Schools
This paper examines the top 30 universities in Korea. These 
universities are listed in the 2016 Business School Assessment 
by the Korean Economic Daily (Korea Economic Daily, 2017), a 
ranking that is based on the evaluations of human resources di-
rectors representing 200 Korean corporations and considered to 
be a standard by both academia and industry. This assessment 
is based on scores for criteria such as “Professional Relevance of 
Education,” “Organizational Adaptability,” “Potential to Devel-
op,” “Creativity,” “Globalized Curriculum,” and “Responsibility.” 
Our study examines the universities who ranked in the top 30 
in this assessment. 
 In order to make a comparison, the top 30 American univer-
sities were also surveyed, as we expected their business schools 
to offer a more comprehensive curriculum with a greater em-
phasis on communication. We used the Best Undergraduate 
Business Programs Rankings, which is published by U.S. News 
(U.S. News, 2017). With overlap rankings included, 31 universi-
ties were examined. 

Data Collection
We searched the websites of the targeted universities for each 
country and found the business major requirements for each 
university as well as the syllabuses for communication-related 
courses offered in 2017. For the Korean universities, excluding 
the 1 university (3.3%) for which courses were not accessible 
and the 7 (24.1%) universities that did not offer a communica-
tion-related course, information was collected regarding the re-
maining 22 universities, which together offered a total of 50 dif-
ferent courses. For the American universities, excluding the 10 
universities that did not offer a business communication course 
and the 2 universities that offered such a course only at the grad-
uate level (i.e., a total of 38.7%), information was collected re-
garding the remaining 19 universities and the 24 different busi-
ness communication courses they offer. Information regarding 
the courses covered themes such as course objectives, class type 
(general education vs. business major, required vs. elective), lec-
ture content, instructor, and tasks. 

Analysis Methods 
Information regarding the objectives and content of each course 
was used to divide the courses into three types, which were iden-
tified in previous research (Chang, 2016). These 3 types of busi-
ness communication (BC) courses were those that focused on: 
(1) Business practice, such as cross-cultural or organizational 
skills, (2) Technical skills, such as speaking or writing, and (3) 
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Specialized functions, such as marketing or negotiation. After the 
courses were divided into these types, they were examined to see 
whe ther they were a general education or business major course 
and whether they were required or an elective. 
 Proportions based on these characteristics were compared to 
those at different times and to those of the American universi-
ties; specifically, the 2017 proportions of the Korean universities 
were compared to those from 2011 and 2014 and to those of the 
American universities from 2017. The proportions of courses 
that were business major courses and those that were general 
education courses were also compared by year and by country 
using the Chi-Square Test at the 0.05 of significance level. The 
Fisher’s Exact Test was used in cases of low frequencies in the 
contingency table, which does not meet the assumptions of the 
Chi-Square Test. Furthermore, the factors (country and busi-
ness communication types) that might affect the proportions of 
required courses were analyzed using categorical data model-
ing, as this kind of modeling specializes in the analysis of a wide 
range of models on contingency tables (SAS, 2008). All the quan-
titative analyses were conducted using SAS version 9.4 (SAS In-
stitute Inc., Cary, NC, USA).

Results 

Three Types of BC Courses
The examined 50 courses were divided into 3 types (Table 1). 

The first type of business communication course focuses on com-
munication skills needed in the business world. Specifically, these 
courses focus on the improvement of communication skills, the 
role of communication in organizations, strategic communica-
tion, and intercultural communication for a globalized society. 
They also cover themes such as the business environment, lan-
guage, identity, culture, decision-making, conflict resolution, 
culture (high-context cultures and low-context cultures), and 
group communication. 
 The second type of business communication course focuses 
on the development of technical communication skills. Specifi-
cally, these courses focus on preparing students for interviews, 
English resumes and cover letters, business document writing, 
presentations, and marketing oneself as a competitive candidate 
and employee in the future. They also emphasize people skills, 
relationship-building, interviewing strategies, etiquette, and lead-
ership. 
 The third type of business communication course focuses on 
specialized forms of communication focusing on specific func-
tions of business such as developing skills such as negotiation, 
STP (segmentation, targeting, and positioning), branding, and 
IMC (integrated marketing communication). They thus teach 
concepts and skills such as negotiation theory, marketing prin-
ciples and communication processes, creative strategies for mar-
keting, crisis management, customer management, and com-
munication in social media. 

Table 1. 3 types of business communication courses and their representative names in 2017

Type Description Course name

Type I Business in practice: Business practice oriented such as cross-cultural or organizational • Business Communication
• Global Business Communication
• Intercultural Communication

Type II Technical skills: English improvement focused such as English speaking or writing • Business Communication
• Business English Writing
• Business English

Type III Function-specific: Business function specific such as marketing or negotiation • Marketing Communication
• Business Negotiation
• CSR and Communication

Table 2. Distribution of business communication courses by 3 course types

B usiness commu-
nication type

Korea (2011) Korea (2014) Korea (2017) US (2017)

n % n % n % n %

All 54 100.0 40 100.0 50 100.0 24 100.0

Type I 28 51.9 20 50.0 23 46.0 17 70.8

Type II 18 33.3 10 25.0 12 24.0   3 12.5

Type III   8 14.8 10 25.0 15 30.0   4 16.7



36 | http://www.kabc.re.kr/ https://doi.org/10.22682/bcrp.2018.1.1.33

Business Communication Courses in Business Schools

Distribution of Three Types of BC Courses
Distribution in Quantity
In 2017, out of the 50 business communication courses, the ma-
jority were Type 1 (n=23; 46%), with 12 (24%) being Type 2 and 
15 (30%) being Type 3 (Table 2). When these proportions are 
compared to those of 2011 and 2014, the proportion of Type 2, 
which emphasizes technical skills, is seen to be decreasing (33%, 
25%, 24%), and that of Type 3, which emphasizes specialized 
communication, is seen to be growing (15%, 25%, 30%). These 
differences of types by year, however, are not statistically signifi-
cant at alpha 0.05 (Chi-Square=3.87; df=4; p=0.4238). The type 
distribution of business communication courses in Korea is 
very different from that of business communication in the Unit-
ed States, with Type 1 courses constituting more than 70% of 
the business communication courses offered and Type 2 (13%) 
and Type 3 (17%) far behind. These differences in proportion 
between the two countries, however, are not statistically signifi-
cant (Chi-Square=4.03; df=2; p=0.1333). 

Distribution by Characteristics
When courses were compared by how they were categorized, 
i.e., general education vs. business major and required vs. elec-
tive, the results were as follows: In 2017, 94% (47 out of 50) were 
offered within the business major, and only 16% (8 out of 50) 
were required courses (Table 3). When compared to the busi-
ness major proportions in 2011 (77%) and 2014 (92%), we see a 
gradual growth that is statistically significant (Chi-Square=7.98; 
df=2; p=0.0185). On the other hand, for required courses, we 
observe a gradual decrease from 2011 (35%) and 2014 (20%), 
but this difference is not significant at alpha 0.05 (Chi-Square= 
5.75; df=2; p=0.564). 
 Looking at Table 3, we see that while in Korea, only 16% of 
the business communication courses were required in 2017, 63% 
(15 out of 24) were required in the United States, a difference that 
is statistically significant (Chi-Square=16.37; df=1; p<0.0001). 
Additionally, it is worth mentioning that while in Korea, general 
education and business major courses are divided into sub-cate-
gories such as general-required, general-basic, general-elective, 

Table 3. Distribution of business communication courses by course characteristics

Characteristics
Korea (2011) Korea (2014) Korea (2017) US (2017)

n % n % n % n %

All 54 100.0 40 100.0 50 100.0 24 100.0

General education 13 22.8   3 7.7   3 6.0   1 4.2

Business major 44 77.2 36 92.3 47 94.0 23 95.8

Required 19 35.2   8 20.0   8 16.0 15 62.5

Elective 35 64.8 32 80.0 42 84.0   9 37.5

General-required   7 13.0   1 2.4   2 4.0

General-basic   5 9.3   3 7.3   0 0.0

General-elective   1 1.9   0 0.0   1 2.0

Major-required   5 9.3   2 4.9   2 4.0 15 62.5

Major-basic   2 3.7   2 4.9   4 8.0

Major-elective 31 57.4 28 68.3 35 70.0   9 37.5

Major-advanced   3 5.6   5  12.2   6 12.0

Table 4. Proportion of required courses by 3 business communication types

Korea (2017) US (2017)
Proportion (Required)

Required Elective Required Elective

n col% n col% n col% n col% Korea (2017) US (2017)

All 8 100 42 100 15 100 9 100 0.16 0.63

Type I 8 100 19   45   7   47 6   67 0.30 0.54

Type II 0     0   8   19   6   40 1   11 0.00 0.86

Type III 0     0 15   36   2   13 2   22 0.00 0.50

Fisher’s Exact test Table p=0.0041, prob=0.0196; Table p=0.0551; prob=0.4365
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major-required, major-basic, and major-elective, courses in the 
United States are simply divided into electives and required courses. 
 Table 4 presents the results from the division of types of re-
quired business communication courses offered in 2017. All 8 
required courses were Type 1, and for electives, Type 1 consti-
tuted 45%, Type 2 19%, and Type 3 36%, showing a statistically 
different distribution (Fisher’s Exact probability=0.0196). Ac-
cording to the Categorical Data Modelling analysis results based 
on the required/elective distributions by country and course 
type, the difference between Korea and the United States was 
statistically significant in spite of the fact that the difference be-
tween business communication course types was not (Table 5). 

Discussion 

Main Findings 
Based on the analysis of business communication courses in 
Korean universities, 3 types of business communication courses 
were identified: Business in practice, technical skills focused, 
and function-specific. The 3 types in Korea had almost balanced 
weights, while the proportion of “Business in practice” type was 
higher than 70% in the U.S. However, the proportion of courses 
teaching technical skills is decreasing and probably approaching 
that of the U.S. There were also significant differences between 
Korea and the U.S. in business communication courses; in par-
ticular, most of the courses in Korea were electives while those 
in the U.S. were required. These results show that business com-
munication is seen as less important in Korean education. 
 The range of teaching goals in business communication cours-
es in the United States is relatively broad. The goals include un-
derstanding the process of writing and speaking, understanding 
the ethical goals of business communication, problem solving 
and critical thinking in argument, case studies of effective busi-
ness communication, communication skills in resumes, appli-
cations, and job interviews, preparation for business messages, 
official reports, and proposals, etc. Practically, based on a survey 
of 505 business communication instructors in the U.S. (Russ, 
2009), the most common topics covered in business communi-

cation were written communication, public speaking, persua-
sive and ethical communication, and the least common topics 
were business communication models/theories, mediated com-
munication. This suggest that instructors place a stronger em-
phasis on teaching writing versus speaking skills and underscor-
ing the course’s historic focus on communication.

Curriculum Development Needs
Although business communication has recently been receiving 
more attention in Korea, it is still far from being considered a 
systematic academic discipline, as it lacks a great deal on both 
the quantitative and qualitative level. As Korean universities con-
tinue to develop in this field, they face the limitations of curric-
ulum instability caused by a frequent restructuring of depart-
ments and an unstable pool of expert instructors. In order for 
us to see substantial development, we must prepare an educa-
tional framework that meets the demands of the times by devel-
oping a business communication curriculum that is organiza-
tional and strategically focused. 
 To establish such an educational system, curriculum develop-
ment must start with the agreement of its objectives and goals 
and then lead a discussion of the factors they involve (Dick & 
Carey, 1990). In the case of business, however, as the major offers 
an education that is not functional like many other majors, we 
face the difficulty of being largely dependent on educators in this 
field. Unlike universities in more developed countries, universi-
ties in Korea do not develop with the help of financial support 
over an extended period of time and consequently do not consid-
er a variety of relevant factors, especially the factor of the chang-
ing demands of industry. In this context, Kemelgor, Johnson, and 
Srinivasan (2010) demonstrated that the importance of key forces 
driving organizational change will intensify in the future.
 We can find cases from the development of university curric-
ulums abroad. For example, in the United States, even in the 
1990s, in an effort to revolutionize their curriculum, graduate 
programs conducted a survey that involved a wide range of stake-
holders, not only professors but also administrative staff, stu-
dents, alumnus, industry, and consultants. For example, Cornell 
University made a similar move when they mailed 290 surveys 
to a variety of stockholders including 106 industry professionals 
to design the curriculum (Enz, Renaghan, & Geller, 1993). Re-
cently in 2017, the faculty of INSEAD approved new compo-
nents for their MBA curriculum after an extensive two-year re-
view with input from important stakeholders, including faculty, 
students, alumni, staff, and recruiters (Manipur, 2017). INSEAD’s 
ultimate goal remains the same, but the innovative new curricu-
lum features a digital start and a more personalized learning 
journey.

Table 5. Maximum likelihood estimates of categorical data model-
ling for proportion of required courses in business communication

Parameter Estimate
Standard

Error
Chi-

Square
Pr >  

ChiSq

Intercept -0.84 0.36 5.59 0.0180

Country 1 (Korea) -1.08 0.30 12.92 0.0003

Type 1 (Type I) 0.63 0.42 2.25 0.1338

2 (Type II) 0.39 0.50 0.62 0.4307
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A Framework for Curriculum Development
An effective business education helps students overcome their 
weaknesses and prepares them to meet the needs of the busi-
ness world. When looking at what employers expect of their 
employees, we see that they expect them to be able to organize 
ideas or information logically, communicate with a variety of 
people, behave politely, think ethically, know and follow regula-
tions, use time productively, express ideas persuasively, and use 
technology effectively (Bovée & Thill, 2010). This short list shows 
that employers realize that communication skills are key in streng-
thening networks with stakeholders. 
 It is possible to establish a curriculum that meets the demands 
of the educational process and the consumer, in which case the 
primary consumer would be the student and the ultimate con-
sumer would be industry. As a consumer-focused education 
would aim to diversify the educational process to meet the de-
mands of the consumer and manage the process at different lev-
els (Huh, 2000). There are some recently who believe that a 
market-oriented education that meets the demands of industry 
would be more effective (Baily, 2000).
 As a useful model of curriculum development that meets cus-
tomer needs, the House of Quality (HoQ) model can be pro-
posed (Griffin & Hauser, 1993), as shown in Figure 1. The HoQ 
model translates customer demands into a concrete map of func-
tions through the process of Quality Function Deployment (QFD), 
which is a method of addressing customer complaints before-
hand (Karsak, Sozer, & Alptekin, 2002) and is also a product 

development theory that maps out customer demands and re-
examines process and production (Hauser & Clausing, 1998). 
Developed in the late 1960s and used in diverse manufacturing 
settings, the QFD model allows for the systematic evaluation of 
functions in service industries such as shopping malls, hotels, 
restaurants, web design (Baran & Yildiz, 2015; Chang & Kim, 
2010; Mazur, 1993; Park & Noh, 2002; Tan, Xie, & Chia, 1998), 
and has shown new potential in the field of education (Jnanesh 
& Hebbar, 2008; Skordoulis et al., 2015).
 The fact of utilizing the HoQ model in the establishment of a 
business communication curriculum means that all stakehold-
ers are considered simultaneously in the establishment of the cur-
riculum, signaling potential for more encompassing and flexible 
models for business communication. Most fundamentally, how-
ever, is the fact that from understanding the demands of the stake-
holders in the educational process, the function elements of cur-
riculum are derived based on scientific evidence. More practi-
cally, it is possible to address the customer demands through a 
survey of stakeholders and to reflect curriculum functions by 
utilizing the curriculum analysis results of this study. The inter-
relationships between demands and functions are analyzed us-
ing various statistical techniques such as correlation and Ana-
lytical Hierarchy AHP (Analytical Hierarchy Process), and the 
importance weights curriculum functions are derived from the 
comprehensive relational matrices (Bahil & Chapman, 1993).
 In summary, up to now, curriculum development has been 
biased towards the educational institution and lecturers. This 
study suggests that a stockholder-led, market-oriented business 
communication curriculum offers advantages for each of the 
stakeholders and also holds potential academic and industry 
development. Educators will be able to prepare for long-term 
growth as they see a growth in the development of research, and 
they will be able to build a curriculum base by writing textbooks. 
Through such efforts, it is expected that students will be more 
involved in the learning process, and stakeholders will see high-
er qualified prospective employees who meet industry needs. 

Conclusion

This study is conducted to understand the current state of busi-
ness communication education in business schools in Korea and 
to suggest a research framework to improve the curriculum. 
Specifically, the course contents of business communication in 
Korean universities are analyzed and compared with cases in 
the U.S. Three types of business communication courses were 
identified, and significant differences between Korea and the 
U.S. in business communication courses were found. In partic-
ular, there were relatively balanced weights of the 3 types and a 

Figure 1. Basic model of the House of Quality (HoQ), adapted from 
Griffin & Hauser (1993).
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higher proportion of elective courses in Korea, whereas most of 
the courses were business in practice-oriented type and required 
courses in the U.S. More emphasis on business communication 
in business schools is needed with lower technical skills and high-
er required courses in Korea. Curriculum is one of the main ele-
ments in education, and in order to achieve its goals, it needs to 
meet customer needs in business industry as well as education. 
A suggested framework of the HoQ model will be useful for 
curriculum development considering multifaceted stakeholder 
needs in a rather scientific way to improve the education, re-
search, and practice of business communication.
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