PR Case Studies & Campaigns   JCOM5300/6300
	Instructor
	Troy Oldham
	E-mail
	Oldhamtroy_@hotmail.com


	Phone
	m-(435) 764-2979
	Class Hours
	Tues/Ths  1:30 – 2:45



	Office
	Animal Science Bldg ANSCI 319C
	Office Hours
	Tues/Ths  8:30am – 10:30am and Wed by appointment.


Text: Public Relations, The Profession and the Practice. Authors : Lattimore, Baskin, Heiman, Toth, and Van Leuven. Publisher: McGraw Hill.  The text is not required, but a good resource.
I also recommend purchasing The PR Style Guide by Brown and Glou as a companion guide to this course, (under $20 on Amazon.com).  
Everyone will be required to register with www.helpareporter.com and become familiar with the service.  The goal is to find a reporter who is looking for your client and to pitch them a story.
Description:

Case studies can be one of the most powerful public relations tools you will have in your PR tool-kit.  During this course, you will create a PR plan and implementation strategy for a non-profit or community-based organization.  Your final report will be in the form of a case study that will highlight the original problem the client wants to solve, a plan of action, and a report on the results of your efforts. Understanding and creating case studies and campaigns will involve the skills you have built in previous PR classes and also require in-depth problem-solving, decision-making and participative learning skills.   

This course is designed primarily as a workshop where discussion, brainstorming, topic analysis, writing, and editing will be the core of the class – therefore attendance is critical and required.  

Goals (Student):
· To understand communication principles and methods as they are employed in real-world case examples. 

· To implement appropriate methods of data collection and reinforce the use of these tools, skills and procedures in collecting and displaying evidence for case analysis. 

· To build a deeper competency and understanding of the nature of in-field communication, and share ideas on how to cope with complex problems involving conflicting goals, personalities, and theories.

· To deliver creative and practical items appropriate for your own professional portfolio.
· To think independently but at the same time to work cooperatively.
Instructor’s Goal: 

· To reinforce writing, data collection, planning and editing skills as critical success factors to a successful PR professional.

· To provide a framework for effective positioning of key messages and talking-points.

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

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

· Regular attendance is mandatory.

· If an emergency or illness prevents you from attending class, you will be expected to get in touch with me promptly so suitable arrangements can be made to handle any missed class discussions or assignment deadlines.  

· 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:
This class is designed as a seminar (discussion groups), combining short lectures with student-led discussions and reports. Students will be called on to report in class on their own analysis and solutions, and oral discussions, with argument, will normally be encouraged. Every student should be prepared to begin the discussion in the classroom. 
A major portion of the class, both in grade weight and work/effort, will be a team-driven campaign for a real client in which the team will be required to deliver a professional set of materials including a PR plan, market research, set and achieve campaign objectives, and implement against your plan.  Client interaction and communication is critical and a significant portion of your grade will be reliant on your client’s perception of the level of service, combined with the quality of output, provided throughout the semester. Each team will prepare regular status reports and send to the client weekly.  In most cases these reports will be due each week thru the end of the semester.  You will be expected to work hard consistently throughout the semester.

Assignments to be delivered throughout the semester:

1) Client Creative Brief
2) PR Campaign Plan (10-15 pages)

3) Implementation activities of PR Plan

4) Results Report at end of semester
Grading





Points

Deadline


Creative Brief to client 

  
50

All semester


Team Participation (peer eval)

50

All semester


Client Presentation (PR Plan)

150

March 17th


Client Implementation and results
150

April 23rd


(Client Evaluation worth 50 pts)



TOTAL




400



Grade Policy:

A
360 – 400


C
270 – 289

A- 
350 – 359


C-
260 – 269

B+
335 – 349


D+
245 – 259

B
315 – 334


D
225 – 244

B-
305 – 314


D-
215 – 224

C+
290 – 304


F
214 and Below

CALENDAR

SUBJECT TO CHANGE
	Tues. January 06
	Intro and Orientation 

Team Selection

	Thurs. January 08
	Planning – ROPE and Strategy

Team Roles and Responsibilities

Creative Brief Overview

	Tues. January 13
	Teams meet with clients (times TBD)

All Teams meet/speak with clients this week



	Thurs. January 15
	Teams build Creative Brief – No formal class



	Tues. January 20
	SWOT and Research 

	Thurs. January 22
	Teams build Research and SWOT for plan

(NO FORMAL CLASS)



	Tues. January 27
	Writing Effective Goals and Objectives



	Thurs.. January 29
	Teams work on Objectives/Evaluation Plans

(NO FORMAL CLASS)

	Tues. February 03
	Positioning Workshop & Talking Points

Research/Objectives due EOD Feb 05

	Thurs. February 05
	Work on plan in Class

Status Report Due to Client Feb 06

	Tues. February 10
	Guest Speaker


	Thurs. February 12
	Media Contact Strategies (All in Class)

Status Report Due to Client Feb 13

	Tues. February 17
	NO CLASS

Attend Monday Class Schedule

	Thurs. February 19
	Teams reviews plans with Troy
Status reports due EOD Feb 20

	Tues. February 24
	Teams reviews plans with Troy


	Thurs. February 26
	All teams meet to work on plan 

Status Report Due to Client EOD February 27

	Tues. March 3
	Slide review in class (all teams) 



	Thurs. March 5
	Teams meet to work on plan

(NO FORMAL CLASS) 

Status Report Due to Client EOD March 6

	Tues. March 10
	SPRING BREAK – NO CLASSES

	Thurs. March 12
	SPRING BREAK – NO CLASSES

	Tues. March 17
	Client Presentation (150 pts)



	Thurs. March 19
	NO CLASS – TEAMS MEET TO PLAN IMPLEMENTATION STRATEGY

Review/Status Report Due to Client EOD March 20

	Tues. March 24
	Teams meet to review Implementation strategy with Instructor (Who, When, What, Why…)



	Thurs. March 26
	IMPLEMENTATION (NO Formal Class)

Status Report Due to Client EOD March 27

	Tues. March 31
	Progress Review in class (all teams)



	Thurs. April 2
	IMPLEMENTATION (No Formal Class)

Status Report Due to Client EOD April 3

	Tues. April 07
	IMPLEMENTATION (Short Class then meet as teams)



	Thurs. April 09
	Open

Status Report Due to Client EOD April 10

	Tues. April 14
	IMPLEMENTATION (Short Class then meet as teams)



	Thurs. April 16
	IMPLEMENTATION (NO Formal Class)

Status reports due EOD April 17

	Tues. April 21
	DRY-RUN results report

Course Review and Evaluation

	Thurs. April 23
	Client presentations of results report (150 Pts)


The client is #1.  Put their needs first and be service minded. 
Sample Team Roles:
The following 2 pages of job descriptions are for positions within a typical PR team.  Each team needs the meet and discuss which student will take on the various roles.  Each role is responsible for reporting their progress in regular team meetings, to the instructor, and to the client where appropriate.  As each client project is different, these roles may change and merge (or expand) to meet the needs of the client.

A big portion of your grade in this class will be based on RESULTS as they relate to your position’s objectives.  Please carefully and thoughtfully take the time to write your goals for the class and the project.  These goals will be used to evaluate your performance at the end of the semester.
Account Manager – Team Lead.   You are a highly motivated self-starter, and possess experience in project and client management, media relations, and are knowledgeable about the client’s industry. Normally, you will manage an average of 3-4 client accounts, but this semester you will manage one. You possess superb writing, editing and research skills. You have the ability to manage projects, pitch and craft media strategy. You will be the day-to day-contact for the client so you have a high level of comfort when it comes to communicating with clients.  You are well organized and efficient at bringing your team together, setting a vision for the project, and delivering results that blow the client away.
Creative Director – Campaign.  You are by definition…creative.  You oversee all creative campaign development and work with your team to bring new ideas to life. Working with the creative writer, you are also responsible for the overall quality of work produced by the team and you ‘own’ the positioning framework. Responsibilities include managing creative projects from concept to completion, translating the objectives into creative strategies, and working with the entire team in the production of PR, events, advertising and marketing collateral. You might also have a strong design or copywriting background. Familiarity of varying design applications such as Flash, Adobe Illustrator, Photoshop, QuarkXpress, InDesign, PowerPoint, and in some cases 3-D rendering applications is highly beneficial. 

Creative Director – Writer. The primary role of this position is to help develop the client’s message in publications (external and internal), website, white papers and social media outlets.  You will be part of a team of writers, but ultimately responsible for the quality and focus of the written communication. In particular, you will assume the role of managing editor for all written communications.  You will be assigned product or service topics and are expected to become knowledgeable about them.   You will be expected to develop story ideas, research, and write articles with input from your team members, the client, and the media.

Media Specialist.  You will be responsible for preparing and distributing press releases, assisting in the development of the public relations plans and consulting on big picture strategy, identifying media relations opportunities relevant to the firm and its practice, interfacing with partners to identify industry trends, developing and maintaining relationships with appropriate press contacts at relevant publications, and preparing spokespeople for media interviews. Your primary objective will be to produce a constant stream of media placement opportunities and fresh media contacts…and you must really enjoy working with the press.
Events Director. You are responsible for managing all aspects of PR events on time and within budget. You are great at communicating with your team and the client.  You have a keen understanding the goals and objectives of the opportunity, and then execute all communications and tactics around it ensuring the objectives are met.  You also understand that the key purpose of an event is to get closer to customers and bring media attention to your client.  If events are part of your project, your responsibilities will include working with the client to book venues, transportation, menu pricing and more. You will work with 3rd party companies, booth management organizations and hotel event staff where appropriate.  You are superb at gathering invitee lists, building invitations and managing the RSVP process providing reports to internal and client teams.
Research Director. You are the lead researcher for your team. You will take the lead in design and coordination of primary research projects, both qualitative and quantitative.  Examples of great work would include questionnaire design, banner/tabulation design, ad-hoc data analysis, production of research reports, discussion guide creation, focus group moderation.  You will also prepare research proposals and reports, both to the team and to the agency client.  You love to interact with the client and the team as well as research sources. You are a team payer and have a real customer focus “because you are THE expert” on the customer’s wants, needs, behaviors, etc.  You also have strong statistical, writing, and public speaking/presentation skills and ample design knowledge.
Interactive Media Director.  Your team will rely on you to thrive in the exciting and ever-evolving online environment. Your goal is to represent the client in web, social and new media landscapes and to assist our clients in developing comprehensive, web-based approaches to reaching consumers. You understand the ins-and-outs of such spaces as social networks, podcasts, wikis, and blogs and can effectively implement solutions in these arenas.  You are also highly organized have a keen awareness of all things web, traditional and online marketing techniques, measuring & reporting tools, an understanding of web analytics, and the ability to clearly communicate the above to internal and external clients.

