PR 270: PRINCIPLES OF PUBLIC RELATIONS
REQUIRED TEXT: Wilcox, D. L., & Cameron, G. T. (2006). Public relations: Strategies and tactics (8th edition). Boston, MA: Allyn and Bacon.

SUPPLEMENTAL RESOURCES:

Public Relations Society of America: www.prsa.org

Public Relations Student Society of America: www.prssa.org

Students also are expected to monitor the mass media daily for local, national and international news related to public relations, which will be used in class discussions.

COURSE DESCRIPTION: PR 270 is the introductory course in the public relations curriculum, which provides an overview of the practice of public relations as well as an introduction to the major. In general, it covers the history, philosophy and theories that guide the practice of public relations. As global communication explodes, public relations plays a significant, expanding role in contemporary life. This course is designed to provide you with a comprehensive, yet succinct, introduction to that role. This course traces the development of the public relations field and examines the role of public relations in organizations and society. Students discuss contemporary issues and trends, and analyze ethical and legal considerations involved in the practice of public relations. Basic public relations principles and theories are examined, along with the public relations campaign planning process. The course will focus on the role, process, strategies, functions, applications and tactics of public relations from theoretical and applied perspectives. For those considering a major in public relations, this course serves as the foundation of the public relations curriculum. For those planning careers in other areas, this course provides an overview of public relations that will enhance understanding of the discipline and services provided by public relations professionals.

COURSE GOALS: PR 270 aims to instill in all students an understanding of:

public relations as an important communication and management function of corporate, government, agency, and nongovernmental organizations; a process that is applied to a variety of organizations to serve different communication and organizational goals; history, law, and ethics of public relations; research, development, implementation and evaluation of public relations campaigns; characteristics of contemporary practice; and communication and management principles/theories on which public relations practice is based.

ETHICS: Practitioners and academicians agree that ethics is an important, best practice element of public relations. Ethical areas discussed throughout the course intersect with the following issues: philosophical principles, international issues, concealment versus disclosure, divided loyalties, social responsibility, accountability, professionalism, code of ethics, whistle blowing, confidentiality, ethically dealing with the media, solicitation of new business, research, logical arguments, and multicultural and gender diversity.

POLICIES:

This course adheres to the university’s Academic Standards of Conduct and Honor Statement, as presented in the student handbook Hilltopics. All students are expected to be honorable and to observe standards of conduct appropriate to a community of students and scholars.

Students with documented disabilities should notify the instructor to discuss requests for special provisions. Students who have a disability that requires accommodation(s) should make an appointment with the Office of Disability Services (974-6087) to discuss their specific needs.

 Students are expected to attend all classes, arrive on time and participate in class discussion. Out of consideration for others, do not be late or leave the room once class has started. If you need to leave early, let your instructor know before class begins that you will be leaving before class is dismissed.

 Based on previous experience, students who neglected their homework and/or missed class performed poorly in the course. Assigned readings should be completed prior to class, and students should be prepared to discuss the assigned material. Any material discussed in class and/or covered in the assigned readings may be included in examinations. The listed readings represent a minimum requirement, and the instructor reserves the right to add readings.

 In general, students will not be allowed to make up missed exams. Exceptions to this policy will be limited to documented exceptional circumstances (i.e., travel authorized by the university, documented emergencies). Important dates have been announced in advance in the syllabus so that students can schedule other activities around these deadlines. Exceptions will be rare and at the discretion of the instructor. Make-up exams are essay and short answers.

 Any late assignments accepted will be graded lower than work turned in on time.

 No extra credit will be given for additional work.

 Lectures may not be tape-recorded.

 Syllabus is subject to change, as instructor deems appropriate and necessary.

 Please turn off all handheld devices, including mobile phones, pagers, PDAs, etc.

 All discussions will be ruled by mutual respect for people and their opinions. Effective public relations practice is dependent on gathering and understanding diverse viewpoints. Furthermore, professionalism requires an appreciation for the multicultural society and global economy in which students plan to work.

COURSE FORMAT: The course consists primarily of lectures and class discussions. Guest speakers may join the class to provide professional insight on the practice of public relations in various specializations and types of organizations. Their participation is subject to availability. Blackboard Learning System is used for this course.

BASIS FOR COURSE GRADE:

 Pop Quizzes and in-class assignments 50 points

 Written press release assignment 30 points

 Exams (30 questions each, T/F and multiple choice) 180 points

 Comprehensive Final Exam (60 questions, T/F and multiple choice) 120 points

GRADE SCALE: A 341-80

B+ 329-40

B 303-28

C+ 291-02

C 265-290

D 227-264

F 226 and below

CLASS SCHEDULE:

Week 1: Wednesday, August 24 & Friday, August 26

Topic: The Role of Public Relations

Course introduction and overview of requirements

Chapter 1: What is Public Relations?

Week 2: Topic: The Role of Public Relations

Chapter 2: The Evolution of Public Relations

Film about Lee/Bernays

Week 3: Topic: The Role of Public Relations

Chapter 3: Ethics and Professionalism

Week 4: Topic: The Role of Public Relations

Chapter 4: Public Relations Departments and Firms

Week 5: Topic: The Role of Public Relations

 Chapter 5: Research

Week 6: Topic: The Process of Public Relations

 Monday: Exam One (Chapters 1-5)

 Chapter 6: Program Planning

Week 7: Topic: The Process of Public Relations

 Chapter 7: Communication

Week 8: Topic: The Process of Public Relations

 Chapter 8: Evaluation

Week 9: Topic: The Strategy of Public Relations

Chapter 9: Public Opinion and Persuasion

Week 10: Topic: The Strategy of Public Relations

 Monday: Exam Two (Chapters 6-9)

 Chapter 10: Conflict Management: Dealing with Issues, Risks, and Crises

Week 11: Topic: The Strategy of Public Relations

 Chapter 11: The Audience and How to Reach It

Week 12: Topic: The Strategy of Public Relations

 Chapter 12: Public Relations and the Law

Week 13: Topic: The Strategy of Public Relations

 Chapter 13: New Technologies in Public Relations

 Topic: The Tactics of Public Relations

 Chapter 14: News Releases, Newsletters, and Brochures

 Friday: Written Press Release Assigned

Week 14: Topic: The Tactics of Public Relations

 Monday: Exam Three (Chapters 10-13)

 Wednesday: Bring two examples of newspaper articles written from press releases

Week 15: Topic: The Tactics of Public Relations

 Chapter 15: Radio, Television, and the Web

 Chapter 16: Speechwriting, Presentations, and Media Interviews

 Wednesday: Press Releases Due

Week 16:  Study/Workshop Day

UNIVERSITY SCHEDULED FINAL EXAM: (Comprehensive, Chapters 1-16)
