	PR 370: PUBLIC RELATIONS CASES


REQUIRED TEXT: Center, A. H., & Jackson, P. (2003). Public relations practices: Managerial case studies and problems (6th edition). Upper Saddle River, NJ: Prentice Hall. 

· Considerable additional readings and materials will be assigned throughout the course of the semester.

· 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 FORMAT: The course consists primarily of lectures, class discussions, oral and written case study analysis, small group exercises and group projects. 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. It is your responsibility to know the assignments, print out materials and in general keep up with what’s going on in class.

COURSE DESCRIPTION: PR 370 is a strategic thinking and critical analysis course in the public relations curriculum, developed through oral and written analysis of current and classic case studies in public relations. Because the practice of public relations spans so many areas of business and society, the cases will offer a great variety of venues of communication activity. Cases span the range of practice from employee communication to fundraising, from business and industry to politics and education. The goal of this case studies course is to apply principles of public relations to the myriad of situations calling for action and responses to an organization’s stakeholders. As public relations professionals, we are judged by our success in implementing strategy and tactics for the benefit of our organizations and clients. We will analyze the performance of public relations professionals and their organizations in order to learn from others’ successes and failures. We will prepare to implement public relations programs as a practicing professional. Overall, we will work to understand how to analyze and solve organizations’ problems using the strategies and tactics of public relations.

COURSE GOALS: PR 370 aims to instill in all students an understanding of:

· public relations as an important communication and management function of corporate, govern​ment, agency, and nongovernmental organizations; a process that is applied to a variety of organizations to serve different communication and organizational goals;

· research, development, implementation and evaluation of public relations campaigns; 

· purposes of public relations and the process through which public relations is practiced strategically, including the ability to explain the relationship among research, planning, implementation and evaluation;

· major areas of public relations practice (media relations, consumer relations, employee relations, community relations);
· problem-solving skills by critically analyzing current case studies in public relations, including the ability to define, articulate and develop missions, goals, objectives, strategies and tactics;

· a sense of professionalism in the practice of public relations by thorough, ethical preparation and meeting deadlines;

· teamwork, including effective contribution, the importance of team skills in today’s work environment, and general criteria of effective teamwork;

· career opportunities, entry and advancement in public relations;

· and writing, interpersonal communication, and oral communication and presentation skills critical to public relations practitioners.

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. 

ACADEMIC DISHONESTY: 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.  All work in this course should be the original work of the student. Students who violate University rules on scholastic dishonesty are subject to disciplinary penalties, including the possibility of failure in the course, dismissal from the program and dismissal from the University. Since dishonesty harms the individual, all students, and the integrity of the University, policies on scholastic dishonesty will be strictly enforced. Scholastic dishonesty includes plagiarism, which according to Webster is: “to take (ideas, writings, etc.) from (another) and pass them off as one’s own.” Therefore, handing in work that contains material written by someone else, whether it is a current or former student, or a secondary source and presenting it as your own efforts is a clear example of plagiarism. 
POLICIES: 

· This course adheres to the university’s policy regarding the use and release of student records that are governed by Public Law 93-380, the Family Educational Rights and Privacy Act and the Tennessee Public Records Act (FERPA), which charges the university and its employees with protecting the confidentiality of the educational records or its prospective, current and former students. 

· 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, 2227 Dunford Hall, (974-6087) to discuss their specific needs.

· Students are required to ensure their proper registration for the course.

· 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.

· Students may be asked to show UT picture ID for admission to or turning in completed exams. 

· 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.

· Students must meet prerequisite and corequisite requirements for this course.
· All written assignments for this course must be typed in 12-point font, double spaced on one side of white paper, and have one-inch margins.  Points will be deducted for spelling, punctuation and grammatical errors, as well as failing to follow assignment directions and requirements.
· 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.

SUPPLEMENTAL RESOURCES:

· School of Advertising and Public Relations Resource Room, Communications Building 467, open Monday through Friday, 1:30 – 4:30 PM

· Text-specific web site: www.ablongman.com/wilcox7e. The web site’s features complement the coverage and organization of the text, and provide additional tools to help you study. Features include chapter summaries, sample test questions, web links, and a variety of other resources.

· Web site: http://lamar.colostate.edu/~pr/
Good web site portal to locate sources on the web related to public relations education.

· Arthur W. Page Society resource links page: http://www.awpagesociety.com/resources/links.asp 

· PRSA Silver Anvil Awards home page: http://www.silveranvil.org 

· UT’s Student Success Center is a one stop resource center that can provide you information and resources in the areas of academic advising, tutoring and academic support, service and community, and student life. The center is located at 1817 Melrose Avenue and their website is http://studentssuccess.tennessee.edu/studentssuccesscenter/ 

· Journal of Public Relations Research [1062-726X 1532-754X (Online)]
http://www.lib.utk.edu/cgi-bin/auth/connect.cgi?sfxejournal=1062-726X 
Available Dates: from 1992 / Most recent 1 year not available (EBSCO Business Source Premier)

· Public Relations Review [0363-8111]
http://www.lib.utk.edu/cgi-bin/auth/connect.cgi?sfxejournal=0363-8111 Available Dates: from 1991 (Elsevier Science Direct)

· Public Relations Quarterly [0033-3700]
http://www.lib.utk.edu/cgi-bin/auth/connect.cgi?sfxejournal=0033-3700 
Available Dates: from 1965 (EBSCO Business Source Premier)
Available Dates: from 1965 (EBSCO Communication & Mass Media Complete)

· Public Relations Tactics [1080-6792]
http://www.lib.utk.edu/cgi-bin/auth/connect.cgi?sfxejournal=1080-6792 
Available Dates: from 1994 (EBSCO Business Source Premier)

BASIS FOR COURSE GRADE:

Class Participation & Preparedness and Pop Quizzes 
10%

Strategic Case Study




20% (individual or group project)

Strategic Case Study Workshop



20% (oral presentation)

Exam One





25% (identification and essay)

Final Exam





25% (identification and essay)


GRADE SCALE:
A
90-100

Superior
B+
87-89

Very Good

B 
80-86

Good

C+
77-79

Fair

C
70-76

Satisfactory

D
60-69

Unsatisfactory

F/WF
59 and below
Failure/Withdrawn Failing

STRATEGIC CASE STUDY: Students will identify, monitor, evaluate, discuss and expound on a current public relations case study that is agreed upon by the class and professor. Ten pages in length (not including cover page, executive summary and reference page). This can be completed as an individual or group project (limit three members). General elements include:

· Analyze the case in terms of the four steps of the public relations process – research planning, execution and evaluation, as well as in terms of the problem statement, mission, goals, objectives, strategies and tactics.

· Analyze the case study according to the Arthur W. Page principles and PRSSA Code of Ethics. 
· A summary timeline of the events.

· Provide a one-page executive summary of your case study to be distributed among your peers. APA reference format and references (not part of the ten pages) required.
STRATEGIC CASE STUDY WORKSHOPS: Groups, consisting of three members, will be required to present in class a summary of a text chapter (chapters 3-10) in a professional workshop format. General elements include: 

· Review of the public relations function that is the focus of the chapter from both the textbook and significant and substantial outside sources.

· Review, analyze, critique and thoroughly examine one of the selected cases covered in the chapter. Use outside sources to gain further insight beyond what the textbook describes.

· Discuss related cases from current events, PRSA Silver Anvil Awards, Arthur W. Page Society, or other outside professional and/or academic sources that will support your workshop.

· Provide a two-page executive summary of your workshop to be distributed among your peers. APA reference format and references (not part of the two pages) required.


TENTATIVE CLASS SCHEDULE:

Week 1: Thursday, January 12
· Course introduction and overview of requirements

Week 2: Tuesday, January 17 & Thursday, January 19

· Chapter 1: The Purposes of Public Relations

· Problem 1-A: Breaking in an Employer

· Strategic Mind Set


Week 3: Tuesday, January 24 & Thursday, January 26
· Strategic Approach to Public Relations Campaigns

· Chapter 2: How Public Relations Deals with Problems and Opportunities

· Problem 2-A: Putting the PR Process to Work

Week 4: Tuesday, January 31 & Thursday, February 2
· Strategic Mind Set: Issues Management

Week 5: Tuesday, February 7 & Thursday, February 9

· Strategic Mind Set: Risk Communication
Week 6: Tuesday, February 14 & Thursday, February 16
· Strategic Mind Set: Health Communication
Week 7: Tuesday, February 21 & Thursday, February 23
· Strategic Mind Set: Measurement


Week 8: Tuesday, February 28 & Thursday, March 2
· Strategic Mind Set: Communication

· Writing

· Interpersonal Communication and Networks
Week 9: Tuesday, March 7 & Thursday, March 9
· Tuesday, Exam One
· Thursday, March 9 (workshop)
Week 10: Tuesday, March 14 & Thursday, March 16

· Strategic Mind Set: Law

· Strategic Mind Set: Information Technology

Week 11: Tuesday, March 21 & Thursday, March 23

· Spring Break!
Week 12: Tuesday, March 28 & Thursday, March 30
· Strategic Case Study Workshops
Week 13: Tuesday, April 4 & Thursday, April 6

· Strategic Case Study Workshops

Week 14: Tuesday, April 11 & Thursday, April 13

· Strategic Case Study Workshops
Week 15: Tuesday, April 18 & Thursday, April 20

· Strategic Case Study Workshops
Week 16: Tuesday, April 25 & Thursday, April 27


· Strategic Case Study Workshops
· Course conclusion, professor evaluation
UNIVERSITY SCHEDULED STUDY PERIOD

Monday- Tuesday, May 1 & 2

	UNIVERSITY SCHEDULED FINAL EXAM TIME FOR THIS COURSE

	(Comprehensive)

	


