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COURSE CREDIT/DESCRIPTION/OVERVIEW  

This 3-credit course is designed to provide students with introductory theoretical knowledge of public relations and beginning practical experience. It surveys the basics of the PR process and PR-related communication theories. It also introduces students to PR strategies and tactics, and it discusses public relations professional ethics. The course offers students an opportunity to practice some of the strategies and tactics that public relations practitioners have actually used in their campaigns.
RELATIONSHIP OF COURSE & PROGRAM
This course itself has no prerequisites, but it is a prerequisite to BAIJ4209, Public Relations Management and Strategies. While this course is not a requirement for graduation, the instructor feels all journalism and mass communication students should take this course in case they decide during their career to apply their skills in this way. Indeed, this course would be valuable to ALL students at KIMEP. As a communications director of two engineering firms during his career, the instructor was told by the top executives of both firms that they wished they had taken more college classes in communications. They noted that while their engineering skills were essential to their effective day-to-day tasks as professional engineers, communications was the key to becoming and succeeding as company executives. Every student who ever aspires to be an organizational leader in business, government, education or any other institution would greatly benefit from the skills and insights gained through this course.
LEARNING OBJECTIVES
· To give students a grounding in the philosophy, theories and practices of public relations.  
· To help students understand the various kinds of public relations – corporate-image public relations, product-marketing public relations, crisis communication, etc.  
· To provide students with hands-on practice with public relations techniques – from writing press releases and “pitch letters” to developing relationships with journalists. 

TEXTS

Some textbooks are available at the Library or through the Library’s rental project. Students may choose to share a textbook, and some of the readings are available on the L Drive.

· “Public Relations: A Values-Driven Approach,” by David W. Guth and Charles Marsh, publisher Pearson Education. 
· And excerpts from “Crash Course in Mass Communications,” by Dr. Ken Harvey, available on the L Drive and at http://Virtual-University.us . 
INSTRUCTOR’S EDUCATIONAL APPROACH

Dr. Ken Harvey sees himself as a “facilitator” of learning rather than as an instructor. He believes the more students are involved in the learning process, the more information and skills they will retain long-term. When students memorize information to regurgitate back on a test, they are using their short-term memories. Most of that information is typically forgotten within days of the exam. When students have to make a report or presentation, on the other hand, they are forced to think about the information and integrate it into their own conceptual framework – thus retaining relevant information longer. Dr. Harvey has found support for his philosophy through his own experimental research (“Getting them to write more without adding to your grading load,” Journalism Educator, Summer 1982, pp. 54-56; and “Journalism as a Learning Method,” unpublished). These were some of his findings:
· Students who do more writing and have fewer quizzes do better even on multiple-choice final tests.

· Some students who initially face a course involving so many interactive assignments as those used in this course may be frightened by the challenge. Indeed, some may drop out immediately. But, according to past results, of those who stay, at the end of the semester more than double the number of students will say they prefer this method over the standard lecture-and-test approach; 79% will say they expect to retain what they learned longer; 96% will say they improved their research skills; 88% will say they improved their writing skills; and 67% will say more courses should use this approach.

STUDENT PROJECTS & COURSE GRADES
In accordance with the professor’s educational philosophy, this course involves NO tests, NO quizzes, and NO memorization. Grades are also not related to a percentage of total points possible but rather on total points. And students have an infinite number of points possible. So any student willing to work hard enough can get an A+. Points are awarded as described below:
· CASE STUDY: Students are given an opportunity to choose an organizational case study to present to the rest of the class. The presentation is to be 10-15 minutes long, including a Powerpoint display. The student will provide the professor with a printed and digital copy of the Powerpoint, along with a written report of no more than 10 pages, reviewing the case and emphasizing the PR lessons to be learned. See separate listing of possible projects on the L Drive. 
· OUT-OF-CLASS PROJECTS: Every week during the semester each student will have one or two out-of-class writing assignment: press releases, “pitch letters,” fact sheets for journalists, question-and-answer sheets for journalists, executive biographies and so on. These are worth up to 200 points apiece
· IN-CLASS ASSIGNMENTS: Students will also have extemporaneous assignments to complete in class. These in-class assignments may be given at any time and without advance notice or warning. In some cases they will be group projects where students will work in the groups. Others will be completed separately. These are worth up to 50 points apiece.
· VIDEO PRESS CONFERENCES: Students can schedule up to two videotaped press conferences per semester. These are worth up to 200 points apiece.

· REAL KIMEP PRESS RELEASES: Students can prepare real press releases for distribution by KIMEP. These may include interviews of professors, stories about new research and programs, interviews of successful KIMEP graduates, and pre-interviews of participants in scheduled upcoming conferences. These are worth up to 500 points apiece. Hand in hard copy double-spaced so I can edit it carefully AND send electronic copy for me to forward to appropriate KIMEP office or directly to media.
	PROJECT 
DESCRIPTION
	TOTAL PROJECTS AVAILABLE
	POSSIBLE POINTS PER PROJECT
	POSSIBLE
POINTS

	Case Study
	1
	1,000
	1,000

	Out-of-Class Projects
	25 approx.
	200
	5,000

	In-Class Assignments
	30 approx.
	50
	1,500

	Video Press Conferences
	2
	200
	400

	Real KIMEP Press Releases 
	No limit
	500
	No limit


Accumulated points will yield course grades as described below:
· 5750 pts
A+

· 5500 pts
A

· 5250 pts
A-

· 5000 pts
B+

· 4750 pts
B

· 4500 pts
B-

· 4000 pts
C+

· 3500 pts
C

· 3000 pts
C-

· 2500 pts
D+

· 2000 pts
D

· 1500 pts
D-

· Fewer pts
F

ATTENDANCE & PROFESSIONALISM
Presentations will be made and writing assignments handed in as scheduled. Since there is an infinite number of projects and points available, there is no going back to make up missed assignments. Out-of-class assignments must be handed in within one week of scheduled deadline or they will not be accepted, and in-class assignments must be completed in class and are due immediately, unless otherwise indicated by Dr. Harvey. Deadlines are deadlines, and you have to show up to work if you want to be “paid” – in this case with academic credit rather than money. 1,500 points are available through in-class assignments that you can complete without doing any homework whatsoever. Besides showing up for work, other aspects of professional conduct should also be observed. There should be no iPods, cell phones or other electronic devices in use in class at any time.

ACADEMIC INTEGRITY
Students who plagiarize material for assignments or who engage in other academic dishonesty will face disciplinary proceedings established by the university. Ultimately, to cheat in any way to improve your grade is to first and foremost harm yourself. The instructor’s role is to coach and assist you to succeed in life. A “B” earned with hard work and with personalized feedback from the instructor is worth a lot more to you in the long run than an “A” earned with someone else’s efforts and, therefore, without feedback and coaching that helps you enhance your own skills.
CLASS SCHEDULE
	WEEK
	TOPIC
	ACTIVITIES OR ASSIGNMENTS
	ESTIMATED 
STUDENT 
TIME

	1
	Instructor absent
	Review syllabus


	1

	2
	Syllabus review.

Discussion of journalism vs. public relations and excerpt from “Crash Course in Mass Communications” on L Drive and at http://Virtual-University.us.
Writing and thinking like a journalist makes a better PR practitioner.

Lectures/Handouts: “Press Release example: Nazarbayev.” 
	Out-of-class (OC) 1:

Http://Virtual-University.us – “Crash Course in Mass Communications” (CC) Review Chpt. 1-2, and complete Chpt. 1 Assignments 3, 6, 7.
OC 2: Crash Course (CC), Chpt. 2 Assignments 1-3.

Real KIMEP Press Releases: Students can do these at any time, but they must be submitted to Dr. Harvey in a timely fashion so they might actually be used by KIMEP. Few points if any will be provided for press releases that are out of date.
	6 hours, including class time and outside assignments.

	3
	Overview of public relations principles and practices. Six models of public relations.
Review Guth, Chpt. 1.

Lectures/Handouts: “Models of public relations,” “Types of PR” and “68 die in Kyrgyzstan crash.”
Have students select separate Case Studies to present to class.
	IC 1: Review Kyrgyzstan crash story. As group decide how PR department should handle situation on behalf of Itek Air.  (Presume Itek Air owned and operated the airplane.)
IC 2: Write a first-day lead for a press release from Itek Air about the accident. Discuss and hand in.

IC 3: Write
OC 3: Then individually write 200-word report on what you would do as the top PR person for that company.
OC 4: Write 200 words on what a PR person’s role should be in general, based on Dr. Harvey’s lecture and Guth Chpt. 1. Write this report journalistically as if Dr. Guth said everything that is in the text as part of a guest lecture speech at KIMEP. You can also quote Dr. Harvey as if interviewed.

	6 hours

	4
	Types of public relations.
Review Guth, Chpt. 2. 

Lecture/Handouts: “Working with Journalists,” “Using a press release,” “The Grandma Test,” “Essay vs. Press Release,” “News release basics1.”

	IC 4: Write a one-sentence lead based on Guth’s text and instructor’s presentation regarding public relations. 
OC 5: You are a PR specialist working for the Chinese government during the Olympics when the “Sleight of Hand” story breaks. Write a press release in response to this news so you can stop answering questions about it at the daily press conference. You can propose appropriate quotes for Olympic and government officials. Make up their names if not included in this story on the L Drive.
OC 6: From discussion and Chapter 2, quote Dr. Guth and Dr. Harvey in creating a press release about a conference about: “Opportunities in Public Relations.” Pretend Dr. Guth and Dr. Harvey are going to be presenting at a conference at KIMEP, and you are pre-interviewing them for a KIMEP press release to be sent out to the media one week before the event (you can make up the exact date, time and place). Dr. Harvey is still a KIMEP professor. Dr. Guth is associate dean/associate professor at the William Allen White School of Journalism and Mass Communications at the University of Kansas.
	6 hours

	5
	Review Guth, Chpt. 9 + handouts.
Public relations planning: objectives, key audiences, strategy, tactics… 

Lectures/Handouts: “PR Planning Primer,” “1Steps in PR Planning – with examples,” and “Steps in PR Planning – with examples.” 


	IC 5: As group discuss but individually complete “1Steps in P.R. Planning.” Collect the completed forms and then hand out “Steps in P.R. Planning – with examples.”

OC 7: From discussion and Chapter 9, quote Dr. Guth and Dr. Harvey in creating a press release about a conference about: “Effective Tactics in Public Relations.” Pretend Dr. Guth and Dr. Harvey are going to be presenting at a conference at KIMEP, and you have pre-interviewed them for a KIMEP press release to be sent out to the media one week before the event (you can make up the exact date, time and place). Dr. Harvey is still a KIMEP professor. Dr. Guth is associate dean/associate professor at the William Allen White School of Journalism and Mass Communications at the University of Kansas. 

OC 8: Review the “Costa Rica Writing Assignment” handout in the Week5 folder of the L Drive. It tells about a company transferring its operation from Toronto to Costa Rica. This is also discussed in Chapter 9 of Guth’s textbook. Prepare a PR plan and write a press release for this company, explaining the company’s plans for itself and for its employees.

	6 hours

	6
	Public relations tools: press releases and pitch letters, fact sheets, question-and-answer sheets, executive biographies. Press conferences. Convincing journalists to interview your CEO. Speech writing for your CEO. Writing your CEO’s opinion piece for the news media. Working with journalists. What information to provide and what not to share. Understanding the types of media and how best to approach each. “Thinking visual” for TV and Internet.

Review Guth, Chpt. 10 & accumulated handouts.
	IC 6: Write a lead as if class instructor were a visiting professor from Stanford University you are pre-interviewing to do a press release about a presentation he is to make at KIMEP next Wednesday. You are just to write the first sentence – the lead – for that story, based on quotes and information provided in class lecture today.

OC 9: From discussion and Chapter 10, quote Dr. Guth and Dr. Harvey in creating a press release about a conference about: “Effective Writing & Presentation Skills in Public Relations.” Pretend Dr. Guth and Dr. Harvey are going to be presenting at a conference at KIMEP, and you are pre-interviewing them for a KIMEP press release to be sent out to the media one week before the event (you can make up the exact date, time and place). Dr. Harvey is still a KIMEP professor. Dr. Guth is associate dean/associate professor at the William Allen White School of Journalism and Mass Communications at the University of Kansas.
OC 10: As you know, we are having a financial crisis in the U.S. and in Kazakhstan. There is a report on the website about a company with a financial crisis. Review the report on “Managing a Crisis in Financial Services: Putnam Investments 2003-2004” at http://www.awpagesociety.com/images/uploads/PutnamCaseStudy.pdf and write a press release regarding an announcement about changes new CEO Ed Haldeman decides to make. You can make up details, such as quotes, dates, etc.

	6 hours

	7
	Spokesperson training. 

Handouts “Doing TV Interviews” and “Holding Press Conferences.”
	IC 7: In-class practice for individually videotaped press conferences.
Press Conference (PC) 1: Sign up for individual press conference to be conducted with teaching assistant. Complete this task before next class. For this assignment students are spokespersons for the government of India following the Mumbai terrorist attack.

OC 11: Review the Case Study you have selected. Write a press release for your selected company as if you were the company’s PR person at the time of the crisis.


	6 hours

	8
	Spokesperson training – review students’ videotaped interviews.

Guth 13 regarding PR & Marketing. 

	IC 8: As students review videotaped press conferences, they will write down their “lessons learned” from the experience.
OC 12: From discussion and Chapter 13, quote Dr. Guth and Dr. Harvey in creating a press release about a conference about: “The Demise of Mass Marketing.” Pretend Dr. Guth and Dr. Harvey are going to be presenting at a conference at KIMEP, and you are pre-interviewing them for a KIMEP press release to be sent out to the media one week before the event (you can make up the exact date, time and place). Dr. Harvey is still a KIMEP professor. Dr. Guth is associate dean/associate professor at the William Allen White School of Journalism and Mass Communications at the University of Kansas.

	6 hours

	9 & 10
	Discussion on Online Public Relations: “How to do Internet PR,” “Effective PR Web Sites” and review Guth, Chpt. 11.

Show KIMEP proposal slide show.


	Press Conference (PC) 2: Sign up for individual press conference to be conducted with teaching assistant. Complete this task before next class. For this assignment students are spokespersons for the government of Pakistan following the Mumbai terrorist attack in India. 

OC 13: You are a PR specialist working for Harvey Communications Inc. You are asked to write an “executive biography” about your CEO, Ken Harvey. Your company publishes 20 newspapers, which are weekly in print and daily online. You can find some information on Dr. Harvey at this website: http://virtual-institute.us/Ken , but remember to focus on his role as CEO of Harvey Communications, as described above. On http://virtual-institute.us/Ken the resume is the obvious place to start, but you might want to review letters of recommendation, as well, and add an interesting quote or two in the biography. You can make up some details about the company and my work as the company CEO, as needed. 

You can find examples of executive biographies by Googling “executive biography,” but here is one set of examples for Boeing Inc. at http://www.boeing.com/companyoffices/aboutus/execprofiles/index.html
You will see that they don’t need to be real long, and they aren’t necessarily real journalistic. But the more journalistic the better, according to Dr. Harvey. That’s why you should consider using a couple of quotes from the letters of recommendation or just make them up. It will make the biography more interesting and, thus, more usable by the press and others who may refer to it. 

An executive biography – besides being on the corporate website – may be sent out with a press release that features that executive. It might also be given to someone who is to introduce the executive when he accepts a speaking engagement.
IC 9 & 10: As we discuss this topic both weeks, write down the elements of a company web site you would use if you were in charge. Same IC assignment each of the two weeks, but will gain new insights each week.

0C 14: From discussion and Chapter 11, quote Dr. Guth and Dr. Harvey in creating a press release about a conference about: “Public Relations in the Digital Age.” Pretend Dr. Guth and Dr. Harvey are going to be presenting at a conference at KIMEP, and you are pre-interviewing them for a KIMEP press release to be sent out to the media one week before the event (you can make up the exact date, time and place). Dr. Harvey is still a KIMEP professor. Dr. Guth is associate dean/associate professor at the William Allen White School of Journalism and Mass Communications at the University of Kansas.
0C 15: In this fictitious (made-up) scenario, KIMEP takes over Virtual-University.us and decides to launch a new graduate program based on the automated online coursework, live web-conferenced classes, and internships, as described in a handout on the L Drive and the Powerpoint presentation. One marketing tactic under consideration is to give a PDF version of the Crash Course textbook free to every mass communications professor in the world, with permission for them to give it away free to their students. However, they will have to pay $29.95 a year to access the online resources, and once there they will be informed about the new master’s and Ph.D programs available. Your first assignment in this regard is to create your own PR plan as discussed in Week 4.


	12 hours

	11
	Final spokesperson training – review more of students’ videotaped interviews.

Public relations research: opinion polls, focus groups, etc. Measuring PR results.

Review Lecture/Handouts “Measuring PR,” “Ways to Measure PR Effectiveness,” “Opinion Polling  Basics,” and “Focus Group Basics.”

	IC 11: As students review videotaped press conferences, they will write down additional “lessons learned” from the experience.
IC 12: Write a sentence describing your Case Study and then write a few sentences about how you would recommend measuring PR efforts relating to that case.
0C 16: Create a survey or similar instrument to measure the results of your PR campaign, as you discussed in IC 12.
0C 17: Write a “pitch letter” relating to your Case Study. Write it as if you were a company PR person at the time of the crisis or company effort described in the study.

0C 18: Write a “Q&A sheet” relating to your Case Study. Write it as if you were a company PR person at the time of the crisis or company effort described in the study. You might want to hand this out to students during your Case Study presentation.

	6 hours

	12
	First 8 Case Study Reports. 

Crisis communications: Minimizing damage to your company’s image. Turning bad publicity to good.
Guth Chpt. 12 and Lecture/Handout: “Lobbying.”
	IC 13-17: As you listen to the Case Study reports, write a lead for up to 5 of the reports as if you were doing a press release for KIMEP. In each case, pretend that the speaker isn’t a student but rather Dr. [student’s name], visiting from Stanford University. Hand in at the END of class just the 1-sentence lead for each presentation. Each lead will be counted as a separate in-class assignment. The leads MUST be handed in at the end of class.
0C 19: Return to the Virtual-University scenario and write a letter to professors about the free Crash Course textbook and related online resources, including the internship database. You may want to discuss the importance of internships in your letter.

0C 20: From discussion and Chapter 12, quote Dr. Guth and Dr. Harvey in creating a press release about a conference about: “Crisis Communications.” Pretend Dr. Guth and Dr. Harvey are going to be presenting at a conference at KIMEP, and you are pre-interviewing them for a KIMEP press release to be sent out to the media one week before the event (you can make up the exact date, time and place). Dr. Harvey is still a KIMEP professor. Dr. Guth is associate dean/associate professor at the William Allen White School of Journalism and Mass Communications at the University of Kansas.

	6 hours

	13 
	8 Case study reports.
Working with the senior manager of your company and other department heads. Internal public relations: getting your employees committed to your company.

Lecture Notes & Handouts: “Working with your CEO,” “Face to Face Internal Communications,” and “Internal Relations Tools.”
	IC 18-22: As you listen to the Case Study reports, write a lead for up to 5 of the reports as if you were doing a press release for KIMEP. In each case, pretend that the speaker isn’t a student but rather Dr. [student’s name], visiting from Stanford University. Hand in at the END of each class just the 1-sentence lead for each presentation. Each lead will be counted as a separate in-class assignment. The leads MUST be handed in at the end of class to be fair to all students.

0C 21: Write a letter to students who have signed up for V-U online resources telling them about V-U’s new graduate programs.

0C 22: Also write a press release relating to the new Virtual-University graduate programs.

	6 hours

	14
	Final Case study reports.
Public relations versus advertising: What’s the right mix? Trend toward more PR and less advertising. Product-introduction or service-introduction PR. Working with your company’s advertising department.

Corporate-image public relations: philanthropic events. Seeking press coverage of interesting people in your company – not necessarily top managers. Seeking press coverage of your company’s research or activities.

Lecture notes & Handouts: “Holding Special Events” and “Ensuring a successful event.”

Lecture/Handouts: “Working with Advertising” and “Planning Product Announcements.”


	IC 23-27: As you listen to the Case Study reports, write a lead for up to 5 of the reports as if you were doing a press release for KIMEP. In each case, pretend that the speaker isn’t a student but rather Dr. [student’s name], visiting from Stanford University. Hand in at the END of each class just the 1-sentence lead for each presentation. Each lead will be counted as a separate in-class assignment. The leads MUST be handed in at the end of class to be fair to all students.

0C 23: Now write a fact sheet and a Q&A sheet relating to the new Virtual-University graduate programs.
0C 24: Now write a Q&A sheet relating to the new Virtual-University graduate programs.

	6 hours

	15 
	Cross-cultural communications.
Guth, Chpt. 14 and Lecture/Handouts “Marketing to Immigrants” and “Trends in International PR.”
Covey principles, Part I


	IC 28: In your discussion groups, brainstorm challenges in cross cultural communications. Individually write down what you believe are the top 5 challenges and hand them in by the end of class. 

0C 25: Prepare a Powerpoint presentation with notes that could be used in meetings with Virtual-University’s perspective graduate students, parents, mass comm. professionals and faculty members.

0C 26: Using Guth’s writings as if they were an interview, plus Dr. Harvey’s comments during class discussion, prepare a press release for a conference to be held next week at KIMEP relating to challenges in cross-cultural communications. Dr. Guth will be the keynote speaker. Dr. Harvey will also make a presentation.
IC 29: Covey-related assignment 

	6 hours

	16 

“Final

Test”
	Ethics in public relations.
Guth, Chpt. 6.

Covey principles.
	IC 30: Write down three reasons why Covey principles and ethics in general benefit society.

IC 31: Write down three reasons why Covey principles and ethics in general benefit YOU individually.
	1 hour


