Introduction to Public Relations   



JCOM2300

	Instructor
	Troy Oldham
	E-mail
	oldhamtroy_@hotmail.com



	Phone
	m-(435) 764-2979
	Class Hours
	Tues/Ths  10:30am – 11:45am

Old Main 119

	Office
	Animal Science Bldg 319c
	Office Hours
	Tues/Ths  8:30 – 10:30 and by appointment


Text:  Public Relations, The Profession and the Practice. Authors : Lattimore, Baskin, Heiman, Toth, and Van Leuven.  Publisher : McGraw Hill. 

(Note: either the 2nd edition or the Special Publication for this class will be acceptable)

* I also highly recommend The PR Style Guide by Diggs-Brown and Glou.  The guide can be ordered through the USU bookstore or can be found for around $20-$30 on Amazon or Overstock.com.  This is a book you will want to keep well beyond graduation.   This text will also be used in JCOM 5300 and 5320.

Description:

The practice of public relations is undergoing a quick and dramatic change – more so in the last decade then at any time in the last one hundred years. A key factor in this rapid change is technology – specifically the internet and the rapid, almost immediate exchange of information, ideas, and opinions.  

Today, organizations (ie corporations, non-profits, governments, clubs, associations, etc.)  must consider public message control in every form of communication whether it be internal or external.  Positioning and sound messaging become critical to organizations whether they are speaking to their customers, employers, partners or the press.  While the profession still relies on the press release, press conferences and spokespeople to get information out, the toolkit for today’s PR professionals includes good writing skills, sound understanding of market research, the ability to set and achieve meaningful objectives, creativity to deliver effective, message-driven campaigns, as well as the discipline to honestly evaluate their work.

In addition to creating campaigns and executing message delivery to target markets, PR professionals are now being called upon to be the internal conscience of our organizations – to shed light on those issues and events that have a direct impact upon the social citizenship responsibilities of an organization. PR is quick becoming an integral part of most organizations as they consider how psychology, sociology, culture, economics, politics, and business management impact their image.  To be effective in public relations, we need to understand marketing and advertising.  We need to understand how, when and where public relations interacts and paves the way for effectively targeted promotional campaigns that emphasize branding and image building.

By the end of the semester you will develop a broadened perspective that prepares you for the challenges and opportunities of creating, implementing, measuring, and evaluating real-life public relations programs and campaigns.

Goals (for student):

• To become familiar with communication principles, methods and examples of effective PR. 
• To understand the importance of market research, strategic planning, targeted positioning, and campaign development as the basic building blocks of effective PR. 

• To learn about the complex nature of real-world communication, and share ideas on how to cope with complex problems involving conflicting goals, personalities, and theories.
• To deliver creative and practical items that can be used for your own professional portfolio.

Goals (Instructor): 

· To demonstrate and reinforce the importance of sound writing, data collection, editing skills, strategic planning, and provide a framework for effective positioning of key messages. 

· To provide instruction and guidance relevant to real-world PR situations.  

Expectations:

· Students will submit work of solid quality by the intended deadline. 

· All assignments should be typed and free of spelling, grammar, and technical errors.

· Carefully edit all work before submitting.

·  Include your name and email address on all assignments. 

· Attend class regularly (and on time) and participate in class discussions.  

· Regarding academic honesty, the JCOM department has a zero-tolerance policy on any verified form of cheating, especially plagiarism. 

· Any form of cheating will result in an automatic F for the course and a dishonorable report to the dean of the college. (ie. DO YOUR OWN WORK) 

· For a complete definition, see University Catalogue, 2000-2002, p. 20, or the Code of Policies and Procedures for Students at Utah State University, Article V, Section 3).
· Also note that all written work may be submitted to a database that compares student papers to detect plagiarism.

· Please turn OFF cellular phones or leave in silent mode. 

Class Format:
Due to the number of students and the nature of this course (i.e. Intro to PR), the course will primarily be a lecture format.  In order to create an environment of participation I will encourage HEAVY student input of ideas, examples, and observations.  Students will be called on to report in class.  I highly encourage oral discussions, respectful debate, and even argument on issues and ideas being shared in class.  In preparing for classroom discussions, students may work either alone or in small groups. However, every student should be prepared to begin the discussion in the classroom.

LENGTH AND WORKLOAD: As you notice, there are several assignments in this course.  The expected length for many of the assignments will be one to two typed pages. Concise and precise presentation matters most. Do not substitute wordiness or length for quality. If you can articulate the requirements of the assignment in 300 to 400 well-chosen words, I will be satisfied. 

Research:  For virtually every assignment, you will be expected to conduct outside research, using respected and verifiable sources. NOTE: I will be looking for facts.  If you have an opinion, back it up with a fact.  If you believe something, I want to know why (and what facts drove you to this belief?).  Every claim needs to be supported or explained – this is the essence of good positioning.  Think critically about each assignment and read the instructions carefully!  

GROUP DYNAMICS: Early in the semester, you will form groups that will be used to carry out some of the required work in this course. This parallels the realistic expectations of the professional world. Choose your groups carefully and wisely.  You will be responsible for ensuring that each of your colleagues satisfactorily completes any activities needed to finish a group assignment or project. Only a limited amount of class time will be given to group workshops and meetings. Plan to meet regularly outside of class. Keep in mind the following: Only one grade will be awarded on group assignments. In other words, everyone gets the same grade. An important aspect of public relations is building relationships. Therefore, solving problems that occur in the process of building effective relationships becomes an important element in the role of the public relations practitioner. Experience indicates that the most effective and powerful public relations result often occur because teams emphasize good working relationships among their members.  

ASSIGNMENTS 

Assignments



Points


Deadline


Attendance (4 @ 5 pt increments over semester)
20

All semester


Participation (20 pts Peer Evaluation)

30

All semester

Position Paper




50

Jan 31

Quizzes





20

All semester




Assignment #2




30

Feb 19




Mid-term Exam




50

Mar 4

Final Presentation  (incl. 25 points from judges)
100

April 17th & 22nd 


TOTAL





300



GRADE POLICY
A
276 – 300


C
216 – 230

A- 
270 – 275


C-
210 – 215

B+
261 – 269


D+
201 – 209

B
246 – 260


D
186 – 200

B-
240 – 245


D-
180 – 185

C+
231 – 239


F
179 and Below

NOTE: Class schedule: I reserve the right to make changes to this schedule of class meeting times. Classes may be canceled in advance as instructional requirements arise. Reasons for cancellations may include providing student groups sufficient time to meet and plan their PR campaigns. All cancellations will be announced in advance, either by word of mouth in class, or by email to all students at least 24 hours before class meeting times.

 CALENDAR - Subject to Change
NOTE: The BOLD Italicized chapters need to be read BEFORE CLASS and you need to bring your notes to class for discussions.   I will occasionally give a short quiz at the end of the class on the chapter material.  By preparing and engaging in the daily lecture you should do well on the quizzes.  

	Week 1
	Tues. January 08
	Introduction and Orientation

The Nature and History of Public Relations 
Chapters 1 and 2

	
	Thurs. January 10
	Positioning and Talking Points



	Week 2
	Tues. January 15
	Social Marketing within PR (guest lecture)

Assignment handout and how to get started

	
	Thurs. January 17
	Marketing and PR (Chapter 12)
Guest Lecture



	Week 3
	Tues. January 22
	PR Toolkit (PR Style Guide)

Guest Lecture



	
	Thurs. January 24
	Media Relations (Chapter 9) 
Guest Lecture



	Week 4
	Tues. January 29
	QUIZ on previous 3 lectures (15 points)

1st Assignment review/Q&A 


	
	Thurs.  January 31
	ASSIGNMENT #1 DUE

PR planning: Research to Objectives

(Review Chapter 5 - Quiz possible)

	Week 5
	Tues.  February 5
	PR on the Internet and the World Wide Web

Chapter 17 (Quiz Possible)

Assignment #2 Handout

	
	Thurs.  February 7
	Taking Action  Chapter 7
Q&A Assignment #2

	Week 6
	Tues.  February 12
	Evaluating Effectiveness 
Chapter 8 (Quiz Possible)

	
	Thurs.  February 14
	Employee Communication & PR
(Quiz Possible)

	Week 7
	Tues.  February 19
	Financial & Investor Relations  

Chapter 13

ASSIGNMENT #2 DUE

	
	Thurs.  February 21
	Effective Pitches – selling your ideas to clients

Guest Speaker 

Groups must be selected for final project


	Week 8
	Tues. February 26
	Mock Press Interview (Troy and reporter TBD)

	
	Thurs. February 28
	Semester review and exam prep

(DON’T MISS THIS CLASS)

	Week 9
	Tues. March 4
	Mid-term Exam 

	
	Thurs. March 6
	FINAL PROJECT HANDOUT & DISCUSSION

(Mandatory Attendance)

(GROUPS MEET TO PICK CLIENTS AND PLAN)

	Week 10
	Tues. March 11
	SPRING BREAK

	
	Thurs. March 13
	SPRING BREAK

	Week 11
	Tues. March 18
	Final Project discussion
Expectations and plan format

 

	
	Thurs. March 20
	TEAMS WORK ON Press Release/Campaign Presentations        

NO FORMAL CLASS

	Week 12
	Tues. March 25
	Event Planning & Management  - Guest Speakers 

	
	Thurs. March 27
	NO FORMAL CLASS – Teams work on Final Project

	Week 13
	Tues. April 1
	SPEECH MAKING/WRITING  

(POSSIBLE Guest Speaker)

	
	Thurs. April 3
	Presentation preparation and review

(Teams 1-4 meet with Professor and TA)

15 minutes each

	Week 14
	Tues. April 08
	Presentation preparation and review

(Teams 5-8 meet with Professor and TA)

15 minutes each

	
	Thurs. April 10 
	Open day for review/work on assignments
NO FORMAL CLASS

	Week 15
	Tues. April 15
	WORK ON PRESENTATION AS TEAM

NO FORMAL CLASS



	
	Thurs. April 17
	CLIENT PRESENTATIONS TEAMS 5-8

	Week 16
	Tues. April 22
	CLIENT PRESENTATIONS TEAMS 1-4

	
	Thurs. April 24
	Final Scores, Closing, and Evaluation


