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


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

Room: TBD (EL 248)

	Office
	Animal Science Bldg ANSCI 319C
	Office Hours
	Tues/Ths  8:00am – 9:00am 2:00 – 3:30pm and Wed afternoon by appointment.


Text: There is no assigned text. However, I recommend purchasing The PR Style Guide by Brown and Glou as a companion guide to this course, (around $20 on Amazon.com).  In addition, I will assign several case examples you will be expected to read as well as a few seminal readings that will serve to establish some foundations for laying the groundwork of a major public relations campaign.
Description:

Case studies can be one of the most powerful public relations tools you will have in your PR tool-kit.  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.  Much like Agency (JCOM 5300), our final project will be to work with and deliver a real-life PR strategy to an actual client.

Goals (Student):

• 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 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 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:

· Submit work of quality by the intended deadline. 

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

·  Include your name and email address on all assignments. 

· 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 expected to engage and report in class on their own analysis and solutions, and oral discussions, with argument, will normally be encouraged.  Students will complete regular case assignments and are expected to come to class prepared to discuss them. Every student should be prepared to begin the discussion in the classroom.

A major part of the class 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.  You will be expected to work hard consistently throughout the semester.

Assignments




Points

Deadline


Class Attendance & Participation  
50

All semester


Team Participation (25pts peer eval)
50

All semester


Section Deadlines (5 @ 10pts)

50

See Syllabus

Client Presentation (PR Plan)

100

October 30st


Client Presentation and results

150

December 6th


(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

A Note on LENGTH AND WORKLOAD:  Concise and precise presentation matters the most. Do not substitute wordiness/length for quality as this is not a ‘Creative Writing’ class. The key is to gather comprehensive background, data, supporting points, proof, etc. before committing any words to paper or computer screen.  I will be looking for facts not length or BS (…a technical term).  If you have an opinion, back it up with a fact. Think critically about each assignment and read the instructions carefully.   

PORTFOLIO: The JCOM department has instituted a graduation requirement for each student enrolled in JCOM must present a portfolio of professional quality work produced in course work, lab work and internships (where available) for evaluation by the JCOM faculty. Because of this requirement, every student enrolled JCOM 5300 should concentrate on building a collection of the best work done. Work in 5300 should be a major part of the portfolio requirement. 

CALENDAR

SUBJECT TO CHANGE
	Week 1
	Tues. Aug. 28
	Intro and Orientation 

	
	Thurs. Aug 30
	Classroom Discussion: Case Study 1 (handout) (5 pts)
Using the Style Guide

	Week 2
	Tues. Sept. 4
	Planning Process & Status Reporting

Team meets/speak with clients this week

	
	Thurs. Sept. 6
	Teams Build Creative Brief 

Brief due to Troy for review EOD Sept 6 (5 pts)

	Week 3
	Tues. Sept. 11
	Research and SWOT

	
	Thurs. Sept. 13
	Teams build Research and SWOT for plan

(NO FORMAL CLASS)

	Week 4
	Tues. Sept. 18
	Writing Effective Goals and Objectives

Research and SWOT due EOD Sept 18 (5 Pts)

	
	Thurs. Sept. 20
	GUEST SPEAKER


	Week 5
	Tues. Sept. 25
	Teams work on Objectives/Evaluation Plans

(NO FORMAL CLASS)

	
	Thurs. Sept. 27
	Positioning Workshop & Talking Points

Objectives due EOD Sept 25th (5 pts)

Status Report Due to Client EOD Sept 29

	Week 6
	Tues. Oct. 2
	Guest Speaker



	
	Thurs. Oct. 4
	Teams work on Creative and Campaign

(NO FORMAL CLASS) Status reports due

	Week 7
	Tues. Oct. 9
	Media Contact Strategies (All in Class)

Status Report Due to Client EOD Oct 11

	
	Thurs. Oct. 11
	REVIEW Session with instructor (5 pts)

	Week 8
	Tues. Oct. 16
	Teams meet to work on plan 
Status Report Due to Client EOD Oct 19

	
	Thurs. Oct. 18
	Teams meet to work on plan

	Week 9
	Tues. Oct. 23
	Slide Review in class (all teams) 

Status Report Due to Client EOD Oct 26

	
	Thurs. Oct. 25
	Teams meet to work on plan

(NO FORMAL CLASS)

	Week 10
	Tues. Oct. 30
	Client Presentation
Status Report Due to Client EOD Nov 1

	
	Thurs. Nov. 1
	NO CLASS – TEAMS MEET TO PLAN IMPLEMENTATION STRATEGY

	Week 11
	Tues. Nov 6
	Teams meet to review Implementation strategy wit Instructor (Who, When, What, Why…)


	
	Thurs. Nov. 8
	IMPLEMENTATION (NO Formal Class)


	Week 12
	Tues. Nov 13
	IMPLEMENTATION (Short Class then meet as teams)
Status Report Due to Client EOD Nov 16

	
	Thurs. Nov. 14
	IMPLEMENTATION (No Formal Class)


	Week 13
	Tues. Nov 20
	IMPLEMENTATION (Short Class then meet as teams)
Status Report Due to Client EOD before TGiving

	
	Thurs. Nov. 22
	THANKSGIVING HOLIDAY

NO SCHOOL

	Week 14
	Tues. Nov 27
	IMPLEMENTATION (Short Class then meet as teams)
Status Report Due to Client EOD Nov 30

	
	Thurs. Nov. 29 
	IMPLEMENTATION (NO Formal Class)
Status reports due

	Week 15
	Tues. Dec. 4
	DRY-RUN Results report
Course Review and Evaluation

	
	Thurs. Dec. 6
	Client Presentations of Results Report


