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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 has one prerequisites, “Introduction to Public Relations” BAIJ 2608, and it is a prerequisite to BAIJ4209, Public Relations Management and Strategies. 

LEARNING OBJECTIVES
· To help students enhance their understanding the various kinds of public relations – corporate-image public relations, product-marketing public relations, crisis communication, etc.  

· To provide students increased hands-on practice with public relations communication tactics, including press releases, pitch letters, Q&A sheets, fact sheets, pitch letters, CEO biographies, press conferences, etc. 

TEXTS: 
· Public Relations: The Complete Guide, by Joe Marconi Hardcover: 392 pages -- $38, South-Western Educational Pub; 1 edition (May 26, 2004), ISBN-10: 0324203047 and ISBN-13: 978-0324203042 

· The New Rules of Marketing and PR: How to Use News Releases, Blogs, Podcasting, Viral Marketing and Online Media to Reach Buyers Directly, by David Meerman Scott. Paperback: 320 pages -- $16. Publisher: Wiley (November 3, 2008), ISBN-10: 0470379286, ISBN-13: 978-0470379288 
STUDENT PROJECTS & COURSE GRADES
In accordance with the professor’s educational philosophy, this course involves NO tests, NO quizzes, and NO memorization. Points are awarded as described below:
· OUT-OF-CLASS PROJECTS: Students will have 15 out-of-class writing/creative assignments (one per week), each worth 100 points: 
· 2 press releases
· 1 PR plan

· 1 pitch letter

· 1 letter to investors

· 1 story for employee newsletter

· 1 fact sheet and 1 Q&A sheet for journalists

· 1 CEO speech

· 1 Powerpoint-based case study review

· 1 survey questionnaire

· 1 executive biography

· 1 hlog “newsletter”

· 1 social network site with downloadable PR podcast or video

· 1 viral PPS and email
· 1 press pitch email with attached news release

· POWERPOINT PRESENTATION: Each student will make one short (15”) Powerpoint presentation to the class some time during the semester. A list of topics will be pass around from which student can select. These presentations will begin early in the semester, with the final ones presented on the “Finals” day. 100 points.

· 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. There will be at least 18 of these assignments. Students CANNOT make these up if they miss class. However, the lowest two in-class scores will be eliminated. So, you can afford to miss two of these in-class assignments due to sickness or other cause, but then it will begin affecting your grade.
· FINAL PORTFOLIO: Students will rewrite and hand in again all 15 of their previous out-of-class assignments with the original attached. This final portfolio will be worth 40% of your overall grade, so this should be a very high priority.
	PROJECT 
DESCRIPTION
	TOTAL PROJECTS AVAILABLE
	POSSIBLE POINTS PER PROJECT
	TOTAL
POSSIBLE
POINTS

	Out-of-Class Projects
	15
	100
	1,500

	Powerpoint presentation
	1
	100
	   100

	In-Class Assignments
	16 best scores
	50
	   800

	Final Portfolio
	1
	1,600
	1,600

	GRAND TOTAL POSSIBLE
	
	
	4,000


Accumulated points will yield course grades as described below:


POINTS
PERCENT
GRADE

· 3600

90%

A+

· 3400

85%

A

· 3200

80%

A-
· 3080

77%

B+

· 2920

73%

B

· 2800

70%

B-

· 2680

67%

C+

· 2520

63%

C

· 2400

60%

C-

· 2280

57%

D+

· 2120

53%

D

· 2000

50%

D-

· Fewer pts


F

·  “I” OR “IR” GRADES: Dr. Harvey will very seldom give an “I,” because there is very seldom an adequate excuse, and an “I” means Dr. Harvey has to do extra work to make up for the students’ own problems. The excuse would need to be serious and supported with documentation. On the other hand, Dr. Harvey is not as reluctant to give an “IR” because the students will be required to retake the course (and pay for it). If a student is willing to retake a course to get a better grade, he will have earned a better grade in the process, in Dr. Harvey’s opinion. 
CLASS SCHEDULE
	WEEK
	TOPIC
	ACTIVITIES OR ASSIGNMENTS
	
EST. 
STUDENT 
TIME

	1
	Syllabus review.

“Public Relations: The Complete Guide” (hereafter referred to as “PR Guide”), Chapters 2: The Public Relations Plan

Chpt. 4: Public Relations and the Marketing Mix 

	Review syllabus

In class assignments: TBA
Sign up for Powerpoint presentation
Out-of-class Assignment:

Create PR Plan


	6

	2
	PR Guide, Chpt. 5: Focusing on the Message

Chpt. 6: Crafting an Image


	Out-of-class Assignment:

Press release
In class assignments: TBA

	6 hours, including class time and outside assignments.

	3
	PR Guide

Chpt. 7: Taking Stock: Understanding Investor Relations


	In class assignments: TBA

Out-of-class Assignment:

Letter to Investors
Student Powerpoint presentations begin. A few given each week until “Finals” day.
	6 hours

	4
	PR Guide
Chapt. 8: Employee Relations


	In class assignments: TBA
Out-of-class assignment:

Story for employee newsletter
	6 hours

	5
	PR Guide

Chpt.11: Public Relations and the Media
Part II: Public Relations Portfolio
	In class assignments: TBA
Out-of-class assignment: 

Pitch letter
	6 hours

	6
	PR Guide
Chpt. 12: For the Good of the Cause – PR and Social Responsibility
	In class assignments: TBA
Out-of-class assignment: Fact sheet and Q&A sheet for journalists


	6 hours

	7
	PR Guide
Chpt. 14: Strictly Speaking – Speechwriting…
	In class assignments: TBA
Out-of-class assignment: Write a short speech for your CEO (approx. 5 minutes)
	6 hours

	8
	PR Guide
Chpt. 15: Crisis Management and PR
	In class assignments: TBA
Out-of-class assignment: Present Powerpoint review of crisis case study (10”)


	6 hours

	9
	PR Guide
Chpt 16: Measuring the Effectiveness of Public Relations
	In class assignments: TBA

Out-of-class assignment: 
Create survey questionnaire

	6 hours

	10
	The New Rules of Marketing & PR (hereafter referred to as “New Rules”)
Section I, Chpts. 1-3: How the Web Has Changed the Rules of Marketing and PR
	In class assignments: TBA

Out-of-class assignment: Executive biography

	6 hours

	11 
	New Rules
Chpt. 4: Blogs

Chpt. 7: Forums & Wikis

Chpt. 13: Effect of Web Content
	In class assignments: TBA

Out-of-class assignment: Prepare a blog newsletter with links

	6 hours

	12
	New Rules
Chpt. 5: New Rules of News Releases

Chpt. 12: How to Write to your Buyers

Chpt. 14: How to Use News Releases to Reach Buyers Directly
	In class assignments: TBA

Out-of-class assignment: Write news release #2

	6 hours

	13 
	New Rules
Chpt. 6: Audio Content Delivery through Podcasting

Chpt. 18: Podcasting and Video Made, Well, as Easy as Possible
Chpt. 19: Social Networking
	In class assignments: TBA

Out-of-class assignment: Create a social network site with downloadable PR podcast or video (5-minute length).

	6 hours

	14
	New Rules
Chpt. 8: Going Viral


	In class assignments: TBA

Out-of-class assignment: Create a PPS suitable for viral distribution (5-minute length) 
	6 hours

	15 
	New Rules
Chpt. 9: Content rich Web site

Chpt. 15: Online Media Room

Chpt. 16: New Rules for Reaching Media
	In class assignments: TBA

Out-of-class assignment: Create a press pitch email with attached news release 

	6 hours

	16 

“Final”
	Final student presentations
	Hand in Final Portfolio
	1 hour


ATTENDANCE & PROFESSIONALISM
Assignments must be handed in as scheduled. There is no going back to make up missed assignments. Out-of-class assignments may be handed in one week late with appropriate excuse at the discretion of the professor or they will not be accepted at all, and in-class assignments must be completed in class and are due immediately. 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. 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.

