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Course title: Principles of Public Relations

Course no.: Journalism 350

Professor: Adrienne Russell

Class schedule/location: 6:00-9:20 ASC 231

Office hours: Thursdays 5:00-6:00 or by appointment 

Contact: arussell@annenberg.edu

COURSE DESCRIPTION AND OBJECTIVES

Public relations, one of the most significant social developments of the twentieth century, has dramatically influenced capitalist economies, the functioning of democratic governments, and the texture of people’s everyday lives. This course has three main objectives: 1) To consider public relations from a theoretical perspective by exploring such questions as: What is a public? How do various PR professionals define the public?  What does the rise of PR suggest about the meaning and role of the public?  2) To gain an understanding of the general public relations process (research, planning, communication, and evaluation), that is, to trace the steps involved in any public relations campaign and then examine more closely how this process is implemented for corporations, politics, government agencies, and non-profit and international organizations. 3) And to develop professional skills that are the common currency of almost any public relations job, with particular emphasis on PR practices emerging in the new-media environment. 

REQUIRED TEXT  

Stauber, John and Sheldon Rampton. 1995. Toxic Sludge is Good for You: Damn Lies and the Public Relations Industry.  Monroe, Maine: Common Courage Press.

Wilcox, Dennis L., Phillip H. Ault, Warren K. Agee. 2007. Public Relations: Strategies and Tactics, eighth edition. New York: Longman.

ASSIGNMENTS

You will receive more detailed information about your assignments in class. 

Press Release Assignment

Your first professional assignment will be to prepare a news release on an assigned topic that contains the following:

1. A clear and concise lead;

2. Answers to the questions Who, What, When, Where, and Why in the first few paragraphs;

3. Clear and concise sentence structures;

4. Quotes attributed in the correct way; 

5. A captivating caption.

Blog Assignment

Your second professional assignment will be to incorporate word-of-mouth or viral PR writing into your campaign toolbox by conceptualizing a blog for your company and writing a sample post. Your conceptualization should address the following questions:

1.What is the topic of the blog and how does it relate to your company’s product or services?

2. Who is your target audience?

3. How will your blog tap into or create a community of readers?

4.  Why a blog?  What can a blog offer that other forms and media do not?

The sample post should incorporate our in-class discussions about the various effective methods of blogging.

PR Campaign Proposal 

Your main assignment for the semester is to create a PR campaign proposal.  You will give a presentation of your 8-10 page proposal to the class at the end of the semester. 

The proposal should include the following:

1. A section that outlines historical precedent.  What did other organizations or people do in similar situations?  What aspects of their campaign were successful?  What aspects were unsuccessful?  This section should be based on your research of similar cases.

2. Market research to determine you target audience and their point of view.  Use the AUP community as the population you are studying and decide (though survey, interviews, focus group, or some other method) who within the community to target (if not the whole community) and their opinion about the issue at hand.

3. A plan that includes a description of the situation, objectives, audience, strategy, tactics, calendar/timetable, and evaluation.

4. A sample product. This can be a flier, news release, commercial, speech, anything that can serve as an example of how you would communicate your message to the public.

Campaign Critiques


In addition to creating and presenting a PR proposal, you are expected to critique your classmates' proposals.  This means you MUST attend each presentation.  And please be courteous to the presenters: arrive on time and offer each presenter your undivided attention. 

Please write a critique (at least single-spaced page in length) for each presentation.  Critiques are due during the final exam period meeting.  Please also be prepared to discuss your critiques during this time. 

Here are questions to consider when writing your critiques:  

1. Is the case presented clearly?

2. Are examples of historical precedent relevant?  Are they well researched? Do they inform the strategies being presented?  

3. Does the market research presented successfully tap into the opinions of a particular audience segment? Are methods and findings presented clearly? Are there other techniques or methods that you think would have yielded more relevant or accurate information?

4. Does the plan include all the required elements: a description, objective, audience, strategy, tactic, calendar/timetable, and evaluation.  Does the plan seem feasible?  Is it presented in a convincing way? 

5. Is the sample product effective?

6. Overall was the presentation effective? Was it well prepared?  Does it take into consideration the things we’ve learned over the course of the semester?

Grading  

In-class participation



10%

In-class assignments and quiz


10%

Press Release




10%

Blog Assignment



10%

Midterm Exam




20% 

PR Campaign Proposal 


30%

Campaign critiques



10%

THE FOLLOWING IS THE USC SCHOOL OF JOURNALISM’S ACADEMIC INTEGRITY POLICY. PLEASE READ IT CAREFULLY.

Plagiarism is defined as taking ideas or writings from another and passing them off as one's own; in journalism, this includes appropriating the reporting of another without clear attribution. The following is the Annenberg School of Journalism's policy on academic integrity as published in the University catalog: Since its founding, the USC School of Journalism has maintained a commitment to the highest standards of ethical conduct and academic excellence. 

Any student found guilty of plagiarism, fabrication, cheating on examinations or purchasing papers or other assignments will immediately receive a failing grade in the course and will be dismissed as a major from the School of Journalism. There are no exceptions to this policy. 

INTERNSHIPS
The value of professional internships as part of the overall educational experience of our students has long been recognized by the School of Journalism.  Accordingly, while internships are not required for successful completion of this course, any student enrolled in this course who undertakes and completes an approved, non-paid internship during this semester shall earn academic extra credit herein of an amount equal to one percent of the total available semester points for this course.

ATTENDANCE

Please come to class prepared and on time. Attendance is particularly important for this course because we will often gather into small groups to work on “case studies.” It is important that your classmates can count on your presence. You will be graded not only for attendance but also for your “informed” participation: you are expected to have read the assigned chapters and articles before the class period for which they are assigned. I will note the quality as well as the quantity of your participation. 

HELP FROM ME

Please do not hesitate to meet with me to discuss your work.  

SCHEDULE (MAY BE REVISED)

Please complete reading assignments and be prepared to discuss them by the date that appears before them in the list below. 

1.18: What is Public Relations?

Wilcox et al., chapter 1

Stauber and Rampton, Introduction 

1.25: The Public and the Evolution of Public Relations

Wilcox et al., chapter 2

Supplemental reading posted on Blackboard:
Stuart Ewen, 39-101

Howard Rheingold’s Participatory Media Literacy

2.1: Ethics and Structure

Wilcox et al., chapter 3 and 4

Stauber and Rampton, chapter 1-5

Supplemental reading posted on Blackboard
QUIZ

2.8: Public Relations Research and Planning

Wilcox et al., chapter 5 and 6
2.15: Traditional PR Communication Tactics and Strategies

Wilcox et al., chapter 7, 14, 15, 16

2.22: PR 2.0 Communication in the Era of Digital Networks

Shift Communications PR 2.0 Essentials

Supplemental reading posted on Blackboard

PRESS RELEASE DUE

3.1: MIDTERM EXAM 

3.8: Traditional and New Methods of Evaluation

Wilcox et. al, chapter 8

Supplemental reading posted on Blackboard
3.22: Activist and Non-Profit Communication

Ryan (“What’s Newsworthy,” “Pegs, Leads, and Bites,” and “A Reliable 

Source”), 31-52, 95-112, 189-205 (To be posted on Blackboard)

Wilcox et. al, chapter 20 and 21

BLOG ASSIGNMENT DUE

3.29: Politics and Government 

Wilcox et. al, chapter 18

Stauber and Rampton, chapter 6-8

Supplemental reading posted on Blackboard
4.5: Corporate 

Wilcox et. al, chapter 17

Stauber and Rampton, chapter 9-12

Supplemental reading posted on Blackboard
4.12: Entertainment 

Wilcox et. al, chapter 22

Supplemental reading posted on Blackboard
4.19: CAMPAIGN PRESENTATIONS

4.26: CAMPAIGN PRESENTATIONS

FINAL EXAM PERIOD: CAMPAIGN CRITIQUES

