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bright Visiting Scholar at Columbia University in 2014 and studied intercultural
communication at Tokyo University of Foreign Studies from 2005 to 2006. She is
the author of comprehensive books on public relations and strategic communi-
cation tailored for the Czech audience, published in 2015 and 2024, respectively.
A prolific contributor to academic journals, she has also been a Guest Lecturer at
several universities in Germany, Spain, the Netherlands, and Japan. In 2020, she
launched the first Czech MA program in Strategic Communication at Charles
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Doctoral Thesis Award at Bahçeşehir University, focused on climate change
communication, particularly communicative action, activism, and pro-
environmental behavior. Her research interests include sustainability, activism,
culture, digital media, and crisis communication. Geysi has taught a variety of
courses at both undergraduate and graduate levels, covering topics such as public
engagement and ethics, climate change communication, strategic communication for
sustainability, science communication, and internal communication.
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