Public Relations Campaigns (PR 470)
Course Description: Public Relations Campaigns is the capstone course for students majoring in public relations, and a course in practical application for graduate students. Its purpose is to prepare you for the real world practice of campaign management, and we will work with a real client. 

Required Texts:

· Wilson & Ogden (2004). Strategic Communications Planning for Effective Public Relations and Marketing, 4th Ed. Kendall/Hunt Publishing Co.

· Other handout and readings as assigned.

Course Policies and Rules:

Refer to Hilltopics for policies about plagiarism and dishonesty.  

Do not miss class. It is the same as not showing up for work on the day of an important staff meeting. In the event of real emergency or illness, notify me by phone or email before class. Two or more unexcused absences and you are fired.

Most of the work for this course will be done outside of class in team meetings. The ability to work in teams is an essential skill in the real world. As soon as group assignments are made, you must establish regular times for meetings throughout the week. If work, a heavy schedule of classes, or other responsibilities preclude your attending each group meeting, you should drop the course and take it when you can devote 10 or more out-of-class hours to it. Be prepared to work with real deadlines. 

Students who don't pull their weight in their group can be fired.  If all the other members of your account team decide to fire you, you must drop the class and take it another semester. 

Conduct yourself professionally while working for our client outside of class. Immediately identify yourself as a University of Tennessee student working on a communications campaign in any telephone call or research gathering or interview situation. 

Your grade for the course will be determined in part by peer evaluations, which will be conducted throughout the semester.

Grading:

Late work will not be accepted. 

     Class participation/Discussion/



     Weekly assignments
 

10%

     Situation and SWOT analyses
 
15%

     Exam over readings


15%

     Campaign Plan Book


45%


 Presentation



15%

 The Client: 
Tom Milligan, Vice Chancellor for Communication, UT

Ready for the World
http://www.tennessee.edu/readyfortheworld
Course Calendar

Since this course is based in real life, the calendar is subject to change). Several guests will speak to the class about Ready for the World, and we will adjust the calendar accordingly.  Though it all, adhere to the reading schedule so you will be prepared for the exam.  

Jan. 11
Introduction and course overview; personal assessment.  


Browse the Ready for the World Website.

Jan. 16, 18
Public relations in a big-picture context moving the needle; putting theory to work; understanding public relations in societal context.

Reading:  Wilson - Ch. 1, 2 

Assignment:  Choose one of the Get Ready activities from the website and do it.

Jan. 23, 25
Using research to structure the right messages; identifying the public relations problem; what to look for and how to find it.  
Reading:  Wilson - Ch. 3, 4

Report on Ready for the World Activity
Jan. 30
How to interview clients – how to ask the right questions. 



Identifying goals and objectives; planning strategies 

Reading:  Wilson - Ch. 5

Feb. 1 

Client visit  - Tom Milligan, UT Vice Chancellor for Communication


Feb. 6, 8 
Identifying markets, publics and target audiences; view sample campaign and presentation.  

Reading:  Wilson - Ch. 6

Feb. 13, 15 
Media, themes, and strategies; communication and implementation.  Ethics and professionalism.

Reading:  Wilson - Ch. 7, 12, Appendix B and C

Situation analysis and SWOT analysis due (Feb. 15)

Feb. 20, 22 
Review Focus Group Findings; Field Research 

Feb. 26
Calendaring and Budgeting. Evaluation; putting it all together.



Reading: Wilson – Ch. 8, 9, 10, Appendix A
Feb. 27

Exam over readings     
March 1
Group Meetings – Bring: problem statement and goal statement; list of preliminary audiences

March 6 
Group Meetings – Bring: audience research  (No meetings March 8)
March 12-16
 Spring Break
 

March  20, 22  Group Meetings – Bring: audience research, self interests, message strategies 

March 27, 29
Group Meetings – Bring: objectives and evaluation plan 

April 3, 5
Group Meetings – Bring: tactics, overview of book 

April 10, 12, 13
Presentation tips. (meet again in class)

Reading:  Wilson, Ch. 11

April 17
Plan Books Due (THREE copies).  Bring them to class.

April 19 
Walk-throughs for presentations.  Powerpoint presentation due for me to review (turn in electronically)
April 24, 26
 Campaign Presentations

Conducting Client Interviews
The purpose of the client interview is to determine what the client wants to accomplish through the campaign we design. Don’t waste valuable time asking anything unrelated to finding out what we need to accomplish for the client.  Each and every question you ask must serve to ascertain the client's needs. The client interview is your chance to determine what is desired. (You should have a pretty clear understanding of "what the situation is now" through your research.)

     
After you have interviewed the client, you should be ready to write the problem statement, which is the gap between what the situation is now and what is desired. The problems statement is the problem to be solved, what you will do.  It serves as a blue print for your campaign.  Your strategies and objectives will be designed to solve the problem.

     
In the client interview you will ask only the questions that will help you determine what the client needs from us.  Remember, you are the public relations expert. Often the client does not have a clear idea of public relations goals. It is up to you to help the client articulate them. 

     
Listen carefully - often you will have to "read between the lines" to get at the heart of the problem.  Ask questions to clarify anything you are not sure you understand.

     
Focus your questions on what the client wants us to do.  Get to the heart of the matter.  

Your primary assignment before class is to THINK.  Remember, we are concerned with outcomes, not outputs.  You should already have some idea of what the campaign will be, but the client interview is your chance to be sure that you and the client are in perfect agreement about the problem and what needs to be done.  (How you do it comes later - that is your campaign plan.) No matter ho w well designed a campaign is, it is only successful if it is the RIGHT campaign to serve the client's needs.

Write out your questions before the interview!  Listen carefully to the questions other people ask.  

Campaign Book

· Title page with all group members’ names, course number, and instructor’s name

· A brief introduction explaining this was done for a public relations course at the University of Tennessee, Knoxville (Remember: anyone should be able to pick this up a year from now and figure out what it is.)

· Table of contents with page numbers (number the pages in your book!)  During your presentation, you may want to refer to page numbers.

· Executive Summary (a one page synopsis of the situation analysis, problem statement, goals, strategies, objectives, and tactics.)

· Situation Analysis followed by problem statement.  The situation analysis should read like a narrative – you are explaining something to someone – not like a series of unrelated paragraphs that don’t tell a story.  Be sure than anyone who picks up the book will understand what is going on.

· Bullet form works best for the SWOT analysis.  Use short, declarative, complete sentences and parallel construction.

· Goals (the outcomes you want to produce) 

· Audience profiles (demographics, psychographics, influentials, etc. - Show the research you used to define your audiences.) These are the people who can help you achieve your goals. List them in the order of their importance to the organization.   (Who can help us?)

· Objectives (processes; what you want the people in the audiences above to do) Be sure to look at Appendix A of the Wilson text.  The audience for each objective should be clearly identified. (What do we want them to do?)

· Strategies (the things that you will do to get your audiences to do what you want them to do.) Be sure there are sufficient strategies to accomplish your objectives.  Be specific about the desired outcomes.  (How will motivate them to do what we want them to do?)

· Tactics (listed under each objective for each audience; include media characteristics and placement). Tactics must be directly linked to your objectives. Be sure there are sufficient (enough!) tactics to reach your audiences. (How will we reach them?)

· Evaluation plan
· Budget and Timetable for non-routine events

· Reference page (for secondary research)

· Appendices - Divide into sections; include only truly pertinent and helpful information and be sure that each appendix is referenced in the book; otherwise, it does not belong in the book. Appendices should be lettered in the order they are referenced in the book.  

· Below are things you must include, but you are not limited to these sections.

     
Examples of communication and copy outlines


Helpful contacts or resources needed to carry out the plan
     
Research you used

Spiral binding is best because the book will lay flat when open.  Do not include heavy-stock paper between sections.  Don’t waste paper by putting only a heading on a page.  Fatter books do not necessarily result in a higher grade.
