Public Relations Agency

5320/6300-2/5320-1

Fall 2007

Tuesdays and Thursdays  


Noon to 1:15 p.m.


ANSCI 315 

Troy Oldham

ANSCI  319C

OFFICE: 797-3287

MOBILE: (435) 764-2979

Email: oldhamtroy_@hotmail.com

Office Hours:


Tuesday & Thursday – 8:00 to 9:00 a.m., 1:30 – 3:00 p.m. & Wednesday by appointment.

In this course, you will work in teams to develop, implement, measure, and evaluate a real-life public relations campaign for clients. This capstone course brings to bear all of the theoretical concepts and practical skills that you have developed and sharpened during your collegiate years.

Therefore, this course is designed as a workshop seminar that will emphasize intense discussion and class participation.  The final project will be a significant campaign delivery at the end of the course.   In some cases, as dictated by the client’s needs, there may be interim items to be delivered.

EXPECTATIONS

You will be considered professionals working in public relations. All of the work will be accomplished in teams so deadlines are firm. 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.  Professional structure with specific and clear communication will be key to making these status reports valuable for both the client and your team.  Also, you will be expected to attend class regularly, participate in class discussions, and arrive for class on time. Cellular phones must be turned off or left in silent mode. 

Regular attendance is mandatory for scheduled class meetings. However, as emergencies and illness do arise which might prevent you from attending class, you will be expected to get in touch with us as promptly as possible. Because all of the work is directed toward one project for your team, your diligence and complete attention will be essential.

Also, at the conclusion of the course and possibly at mid-term, all students will complete a confidential peer evaluation of their team members in terms of performance. This will be factored into individual final grades.   Clients will also be asked to provide an evaluation.

READINGS

There is no assigned text. However, I recommend purchasing The PR Style Guide by Brown and Glou as a companion guide to this course, (under $20 on Amazon.com).  In addition, there may be a few seminal readings that will serve to establish some foundations for laying the groundwork of a major public relations campaign. 

CAMPAIGN PREPARATION

Your campaign work, (including creative brief, status reports, e-mails to clients, and the final presentation and plan), should be typed and free of spelling, grammar, and technical errors. Neatness and standards of professionalism will be important attributes. Each error in spelling, grammar, and technical matters will result in a reduction of 2 points in your final campaign score. This will include all presentation visuals and collateral materials.

HOUSEKEEPING NOTES


ACADEMIC HONESTY AND INTEGRITY: As always, you are bound by the highest academic and ethical standards in all of your work. Plagiarism, fabrication, and destruction of library properties or deliberate corruption of online materials are violations of the university code of conduct. Please note the following:

The University expects students and faculty alike to maintain the highest standards of academic honesty (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). The policy states: "[C]heating, falsification or plagiarism [see definitions in catalogue] can result in warning, grade reduction, probation, suspension, expulsion, payment of damages, withholding of transcripts, withholding of degrees, removal from a class, performance of community service, referral to appropriate counseling" or other penalties as the university judiciary may deem appropriate.

In this department, we have a zero-tolerance policy in this area. Any documented form of academic dishonesty – including plagiarism – may result in an automatic F for the course and a report to the dean of the college. JCOM majors who are found to have engaged in academic dishonesty may be dropped from the major. Students who hand in similar or identical work will receive an F for the assignment, regardless of who copied from whom. If you have any questions about what’s acceptable work under the accepted codes of academic honesty, see The Code of Policies and Procedures for Students, or consult one of the instructors. 

PORTFOLIO: The JCOM department has instituted a new graduation requirement in which each graduating JCOM student must present a portfolio of professional quality work produced in course work, lab work and internships (where available) for evaluation by the JCOM faculty. Agency is a perfect opportunity for PR students to build this on-going collection of your best work. 

ASSIGNMENTS 

Assignments



Points


Deadline


Attendance




25



All semester


Participation
(incl. peer evaluation)
75



All semester


Campaign & Results


100 (50 & 50)

Oct 25, Dec 6 


TOTAL




200



GRADE POLICY

A
184 – 200


C
144 – 153

A- 
180 – 183


C-
140 – 143

B+
174 – 179


D+
134 – 139

B
164 – 173


D
124 – 133

B-
160 – 163


D-
120 – 123

C+
154 – 159


F
119 and Below

Calendar

Subject to Change

	Week 1
	Tues. Aug. 28
	Meet with Team Leads Only

	
	Thurs. Aug 30
	Intro and Orientation.  Expectation for Clients ALL team members

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

Teams meet/speak  with clients this week

	
	Thurs. Sept. 6
	Teams Build Creative Brief 

Brief due to Troy and Les EOD Sept 6

	Week 3
	Tues. Sept. 11
	Research and the 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

	
	Thurs. Sept. 20
	Teams work on Objectives/Evaluation Plans

(NO FORMAL CLASS)

	Week 5
	Tues. Sept. 25
	Positioning Workshop & Talking Points

Objectives due EOD Sept 25th

	
	Thurs. Sept. 27
	Tim Brown - Richter 7
Status Report Due to Client EOD Sept 28

	Week 6
	Tues. Oct. 2
	Teams work on Creative and Campaign

(NO FORMAL CLASS) 

	
	Thurs. Oct. 4
	Teams work on Creative and Campaign

(NO FORMAL CLASS) Status reports due

	Week 7
	Tues. Oct. 09
	REVIEW Session with Team 1

(Teams 2 & 3 still meet to work on plan)

	
	Thurs. Oct. 11
	REVIEW Session with Team 2

(Teams 1 & 3 still meet to work on plan)

	Week 8
	Tues. Oct. 16
	REVIEW Session with Team 3

(Teams 2 & 1 still meet to work on plan)

	
	Thurs. Oct. 18
	Work on Presentation – no class
Status Report Due to Client EOD Oct 25

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


	
	Thurs. Oct. 25
	Richter 7 pre-client strategy review 

(Salt Lake City)

	Week 10
	Tues. Oct. 30
	ALL TEAMS meet in class for de-brief and final slide review


	
	Thurs. Nov. 1
	Client Presentations
(Location TBD)

	Week 11
	Tues. Nov 6
	Media Contact Strategies (All in Class)

	
	Thurs. Nov. 8
	IMPLEMENTATION

Status reports due

	Week 12
	Tues. Nov 13
	IMPLEMENTATION



	
	Thurs. Nov. 15
	IMPLEMENTATION

Status reports due

	Week 13
	Tues. Nov 20
	IMPLEMENTATION



	
	Thurs. Nov. 22
	THANKSGIVING HOLIDAY



	Week 14
	Tues. Nov 27
	IMPLEMENTATION



	
	Thurs. Nov. 29 
	IMPLEMENTATION

Status reports due

	Week 15
	Tues. Dec. 4
	ALL TEAMS DRY-RUN Results report

	
	Thurs. Dec. 6
	Client Presentations of Results Report


The client is #1.  Put their needs first and be service minded. 

