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Faculty of Communication and Media Studies

MA in Public Relations

MA in Communication and New Media

Public Relations Strategy and Practice
COURSE SYLLABUS

Fall semester 2009

Course Coordinator: Ana Pejchinova, PhD
E-mail address: ana.pejcinova@gmail.com

Phone Number: + 389 (0) 75 975 968
Office Hours: TBD
Course Description and Related Requirements

· Catalogue Description

The primary goal of the course is to enable students to design and implement effective PR strategies. Students will gain knowledge in the basic concepts of PR, the environments in which PR professionals operate, and with the essential PR tools for design and implementation of strategic PR campaigns.
· Course Description

· The course will examine several perspectives of the practice of PR, with special emphasis on strategic PR campaigns. Using their current or desired work environment, students will engage in designing a complete PR strategy in the course of the study, gaining hands-on experience in their preferred profession. At the end of the course, students will be able to implement the sequenced steps of PR campaigns: analysis of internal and external communications environment, audience identification, messaging, PR tools, resourcing, implementation, impact analysis, and management feedback. Examination will be performed on the Final Paper, which will consist of a PR campaign description; a Gantt chart and several PR products.
· Course Objectives

Upon successful completion of the course the student will have the following:

1. Knowledge and understanding of concepts and contexts of professional public relations practice 

a. the principles of research for PR and the application of research methods for strategic planning;

b. planning strategies to address a client's needs within budget constraints and social, environmental and political contexts;

c. issues for PR practitioners;

2. Specific skills

a. map information flows within the organization and within the environment it operates

b. identify and profile relevant publics, and map relations between the organization, stakeholders, beneficiaries/clients, partners, and competition,
c. formulate organizational product and its position in the environment/market. Identify real and desired behavior of targeted publics,

d. define PR messaging goals and objectives; write a PR strategy and implementation plan

f. develop PR tactics; produce PR materials for various media (audio, television, print, electronic media, networks, public events)

g. manage implementation of PR strategy, 

h. media management,

i. build trust and communicate with large audiences and media representatives in live events

j. perform impact assessment and provide management feedback

· Course Structure
The course is structured as follows:

· Introduction to public relations as a communication process and management tool. PR as profession.

· Critical steps of PR practice: analysis, planning, design, implementation, evaluation, and feedback. Planning process for public relations: developing budgets and timelines. Use of Gantt, SWOT and PERT charts; Analysis and evaluation methods.

· Setting SMART/ER goals and objectives; designing messages; types of PR products: traditional and new media; media relations and publicity;

· Presentation skills: verbal and non-verbal communication.

· Teaching and Learning Strategies:
This course will provide students with hands-on experience in real life PR campaigns within complex organizational and public environment. Mandatory reading will consist of the “Public Relations Handbook” by Alison Theaker, with emphasis on chapters 1, 3, 4, 7, 10, 14, and 17. The course reader will aid students better understand the practice of PR by means of guidelines and samples. The course will focus on practical solutions to real life problems in the day-to-day life of a PR practitioner. 

NOTE: This course provides you with the opportunity to develop a whole range of pragmatic skills that are crucial to any successful international career in communications.

The value of your learning depends on your proactive engagement in class exercises.
You must attend all teaching sessions. The course materials are compressed and each skill you learn or not learn in class will be directly reflected in your Final Exam.
Textbook (available in electronic format from the Department):
Theaker, Alison (ed.). 2004, Public Relations Handbook, 2nd edn, Routledge, Taylor & Francis Group, London & New York. Chapters 1, 3, 4, 7, 10, 14, 15, 17, and 18  are mandatory.
Required Reading:  

Course Reader (available in electronic format from the Department)
Suggested Readings (available in electronic format from the Department):
Feinglass, A. 2005, The Public Relations Handbook for Nonprofits: A comprehensive and practical guide, Jossey-Bass, San Francisco, CA. 

Sriramesh, K. & Vercic, D (eds.). 2003, The Global Public Relations Handbook: Frameworks Institute. 2002, Framing Public Issues. Washington DC.

Theory, research and practice, Lawrence Erlbaum Associates, New Jersey & London.
Phillips, D. 1997, Managing Reputation in Cyberspace. E-book. www.archive.org/details/Reputationincyberspace. Last accessed: October 5, 2009.
Multiple authors, 2005, Public Relations Handbook, American Legion Auxiliary, Indianapolis, IN.
Corman, S.R. & Schiefelbeing, J.S. 2006, Communication and Media Strategy in the Jihadi War of Ideas. Consortium for Strategic Communication, Arizona State University. 

Sun, H.H. 2008, International Political Marketing: A case study of United States soft power and public diplomacy. Journal of Public Affairs 8: 165–183. Published online in Wiley InterScience: www.interscience.wiley.com. Last accessed: September 5, 2009.

Brig. Gen. de Czege, H.W. 2009, The Indivisible Challenge of Military Public Relations. Military Review, May-June.

Propaganda. http://www.propagandacritic.com/
Bernays, E.L. 1928, Propaganda. Horace Liveright, Inc., NY.

Goodall, B., Tretheway, A. and McDonald, K. 2006, Strategic Ambiguity, Communication, and Public Diplomacy in an Uncertain World: Principles and practices. Consortium for Strategic Communication, Arizona State University.

Beder, S. 2005, Corporate Propaganda and Global Capitalism – Selling Free Enterprise? University of Wollongong. Originally published as Beder, S, Corporate propaganda and global capitalism - Selling free enterprise?, in Lacy, MJ and Wilkin, P (eds), Global Politics in the Information Age, Manchester University Press, 2005, 116-130. Last accessed: September 19, 2009. http://ro.uow.edu.au/artspapers/44. 
Beder, S. 2004, Moulding and Manipulating the News. University of Wollongong. originally published as Beder, S, Moulding and Manipulating the News, in White, R (ed), Controversies in Environmental Sociology, Cambridge University Press, Melbourne, 2004, 204-220. URL: http://ro.uow.edu.au/artspapers/38. Last accessed: September 19, 2009.

Beder, S. 2001, Global Spin. University of Wollongong. originally published as Beder, S, Global Spin, in Starkey, R and Welford, R (eds), Earthscan Reader in Business and Sustainable Development, Earthscan, London, 2001, 242-266. URL: http://ro.uow.edu.au/artspapers/50, Last accessed: September 19, 2009.
Emerald Database:

L’Etang, J. 2008, Writing PR history: issues, methods and politics. Journal of Communication Management, Vol. 12 No. 4, pp. 319-335. URL: www.emeraldinsight.com/1363-254X.htm. 
Ferguson, R. 2008, Word of Mouth and Viral Marketing. Originally appeared in extended version in the Journal of Consumer Marketing, Vol. 25, No. 3.

Bu¨tschi, G. and Steyn, B. 2006, Theory on strategic communication management is the key to unlocking the boardroom. Journal of Communication Management Vol. 10 No. 1, pp. 106-109. URL: www.emeraldinsight.com/1363-254X.htm.
Gronroos, C. 2004, The relationship marketing process: communication, interaction, dialogue, value. Journal of Business & Industrial Marketing Volume 19 · Number 2· pp. 99-113. URL: www.emeraldinsight.com/0885-8624.htm.
Hsieh, A and Li, C. 2008, The moderating effect of brand image on public relations perception and customer loyalty. Marketing Intelligence & Planning Vol. 26 No. 1, pp. 26-42. URL: www.emeraldinsight.com/0263-4503.htm.
Bambacas, M. and Patrickson, M. 2008, Interpersonal communication skills that enhance organizational commitment. Journal of Communication Management Vol. 12 No. 1, pp. 51-72. URL: www.emeraldinsight.com/1363-254X.htm. 
Ko, H., Yin, C., and Kuo F. 2008, Exploring individual communication power in the blogosphere. Internet Research Vol. 18 No. 5, pp. 541-561. URL:  www.emeraldinsight.com/1066-2243.htm.
Moncur, C. 2006, Embracing PR theory: an opportunity for practitioners? Journal of Communication Management Vol. 10 No. 1,  pp. 95-99. www.emeraldinsight.com/1363-254X.htm.
Carr, A.S., and Kaynak, H. 2007, Communication methods, information sharing, supplier

development and performance: An empirical study of their relationships. International Journal of Operations & Production Management Vol. 27 No. 4, pp. 346-370. URL: www.emeraldinsight.com/0144-3577.htm.
Ambrose, E. et al. 2008, Communication media selection in buyer-supplier relationships. International Journal of Operations & Production Management, Vol. 28 No. 4, pp. 360-379. URL: www.emeraldinsight.com/0144-3577.htm.
Web Sources:

The Media and Communication Studies Site

http://www.aber.ac.uk/media/index.html

Communication, Cultural and Media Studies

http://www.cultsock.ndirect.co.uk/MUHome/cshtml/

Chartered Institute of Public Relations www.cipr.co.uk

Public Relations Consultants Association www.prca.org.uk

PR Newswire www.prnewswire.co.uk

Chartered Institute of Marketing www.cim.co.uk

Institute of Public Relations www.ipr.org.uk

Inter-American Conf of PR Assoc. www.confiarp.org

Int. Communications Consultancy Org. www.iccopr.com

Global Alliance for PR and Comms. Mgt. www.globalpr.org

· Method of Assessment
Your work will be assessed on the basis of critical analysis, creative ideas, practical application, clear and coherent arguments, writing style and presentation skills. 

Grading

The grade depends on the following:

There will be no exams in this course. Your final grade will be based on the following:
Attendance: 








10%

Active participation in class group work:




10%

Final project: (Design of PR Campaign) 




60%
  
Presentation of Final Project: 





20%

            Total 









100%

FINAL PROJECT 

PR Campaign – recommended length between 3,000-4,000 words without appendices. 
At the beginning of the course, students will choose a real or imaginary organization for which they will design a PR Strategy and Implementation Plan for their Final Exam: non-governmental organization (NGO), governmental agency, or private sector business (product or service provider). 

The Final Project will consist of the following items:

Part 1: Organisation and Environment Assessment – PESTLE analysis; Product/Service – SWOT analysis; Audiences and their demographic profiles - Clients/Beneficiaries, Stakeholders and Competition Assessment. 

Part 2: Core PR Strategy. SMARTER goals and objectives. Messaging and PI messages (verbal and visual description); Defined PR tools and techniques. 

· PowerPoint Presentation (max. 12 slides)
Appendix A: PR Implementation Plan - Gantt chart.

Appendix B: Selected PR products (each one page maximum, in Macedonian or in English): 

· one organizational brief (one page); 

· five media messages (one sentence each); and
· one news release (one page).
With the visual aid of the PowerPoint presentation, students will present the Final Project to an examination committee to complete their grade.

The student’s topic of choice for the Final Project should be decided in consultation with their tutor in the beginning of the course. Students will be encouraged to work on their Final Project during the course, using their topic as class material for analysis.  Students may change their topic by the end of the course in consultation with the tutor.

Deadlines:  The student should submit a Project Outline or Draft by November 15, 2009. The course coordinator will provide written feedback and further guidelines within three days upon receipt. 

The deadline for final submission of one hard copy of the project is November 30, 2009. 
Presentation: The date of the presentation will be agreed upon between students and examination committee, to be scheduled in the month of December 2009. During the course, students will be taught the basics of presentation style best practices in verbal and non-verbal communication with audiences. The student will be assessed by the successful implementation of these practices during their presentation of their Final Project for the examination committee. The presentation should be between 15 and 30 minutes.

Consultation on content and direction of the Final Project will be available via email with the course coordinator until the examination date.
Performance Criteria:

To pass the assessment of the course you must present evidence of:

o Understanding the practice of the PR professional

o Ability to design a general PR campaign plan

o Ability to produce relevant PR materials

o Clear and structured presentation

Distinction criteria:

To achieve a “distinction” you must demonstrate:

o Ability to design a realistic and detailed PR campaign plan

o Ability to produce outstanding PR materials

o Excellent writing skills

o Professional presentation of the project in the examination session: verbal and non-verbal communication proficiency, trust building, interactivity with audience
o Research and additional reading

Quotations and References

Try to paraphrase rather than use long quotations. Clearly mark the sentences and terms that are not yours. Please remember to avoid footnotes, use Harvard system (style) of referencing (separate hand-outs are available at the NYUS Writing Centre) and include an alphabetical list of 'References' which have been cited in the text (not a Bibliography of anything you have read for the essay). This list should include author's names, date, book titles (in italics), place of publication and publisher. Within the text always cite author's surname, date and page number. Double-space your text and put page numbers. 
Remember to always include the URL of any online material you use. Note that this is a course for which the inclusion of relevant graphical illustrations is strongly recommended. These should be inserted electronically into your Word document by copy-paste command. You can scan such illustrations in from print sources, save them from disk-based sources, download them from online sources or create them from scratch in a graphics package. Use them to help you to make points more effectively. Label each one, 'Figure 1' or ‘Table 1’ etc. and add a caption. 

NOTE ON PLAGIARISM

Plagiarism is defined as taking, using, and passing off as your own, the ideas or words of another. It is a very serious academic offence, and can result in your work being failed automatically. The best way to avoid it is to take careful notes of where you find your information, and always acknowledge the work of others. Such work may include sections of text, quotations, original ideas, graphics, diagrams, charts, tables and figures. 

Plagiarism is: 
· using an author's work which is paraphrased or presented without a reference

· copying other students' work; including items of assessment which are written in conjunction with other students (without prior permission of your tutor / lecturer)

· submitting work which has already been submitted for assessment previously in another course. 
Plagiarism is academic dishonesty and will be treated as a serious offence and dealt with according to the University of New York Skopje Rules and Regulations. In an especially grave case it can result in a student’s dismissal from the University of New York Skopje.
How to Avoid Plagiarism:
· By summarizing or paraphrasing in your own words, as best you can, another person’s work, and by giving acknowledgement to that person in your assignment. 

· This acknowledgement is done by citing your sources in the text of your assignments and listing all your sources in a references or bibliography section at the end of the assignment.

INTENSIVE TEACHING PERIOD SCHEDULE

	1st Saturday (October 24, 2009)

	Time
	Topics 
	Note
	Staff
	Readings

	12:00- 13:45
	Course introduction: Content and Requirements
	Lecture
	AP
	Reader: Course Overview

	
	What is PR? Teaching points: communication, PR, marketing, journalism and propaganda. PR as perception management. 
Brief history of PR and current issues: spin doctors, publicity agents, spokespersons, opinion leaders/formers; electronic media and social networks.
	Lecture
	AP
	Theaker, 

Reader

	
	What do PR professionals actually do? Teaching points: technical and managerial aspect. Types of PR work: one-way and two-way modes of communication. 
	Lecture
	AP
	Theaker, 

Reader

	
	How will you apply the PR skills in your current/desired career? Set Final Paper topic: choose your PR campaign/organization.
	Tutorial
	AP
	

	13.45 -14.15
	Lunch break (30 min.)
	
	
	

	14.15 – 16.00
	What to do and in which sequence? Teaching points: Phases of engagement overview: analysis, strategy and tactics, material production, implementation, evaluation and management feedback. 
	Lecture
	AP
	Reader


	
	Phase One: Analysis – internal and external environment - PESTLE analysis.
	Lecture
	AP
	Reader

	
	Group activity: Perform PEST/LE analysis on student’s organisation
	Tutorial
	AP
	

	16:00 – 16.10
	Tea/coffee break (10 min.)
	
	
	

	16.10 – 17.30
	Defining the organizational product/service – SWOT analysis;
	Lecture
	AP
	Reader

	
	Group activity: Perform SWOT analysis on student’s organisation
	Tutorial
	AP
	


	1st Sunday (October 25, 2009)

	Time
	Topics
	Note
	Staff
	Readings

	10.00 – 11.45
	Defining the players: clients/beneficiaries, stakeholders, partners, competition. Map interaction and communication channels. The flow of information.
	Lecture
	AP
	

	
	Group activity: Define and map players in student’s organisation 
	Tutorial
	AP
	

	
	Defining PR audiences. Demographic profiling of audiences. Current and desired audience behaviour.
	Lecture
	AP
	

	
	Group activity: Profile audience and determine current and desired audience behaviour for student’s organisation.
	Tutorial
	AP
	

	11.45 – 12.00
	Tea/coffee break (15 min.)
	
	
	

	12.00 – 13.45
	Phase II: Planning. SMART goals and objectives. Messaging and messages.
	Lecture
	AP
	Reader

	
	Group activity: derive messaging and create messages from goals/objectives, using SWOT.
	Tutorial
	AP
	

	
	Designing a Strategy & Implementation Plan. PR tools and techniques: visual, audio, written, networking, special events, combined. Gantt Chart.
	Lecture
	AP
	

	
	Group activity: Add PR tools and products to designed Gantt Chart. Set dependencies.
	Tutorial
	AP
	

	13:45 – 14.15
	Lunch break (30 min.)
	
	
	

	14:15 – 16:00
	Phase Three: Production. In-house and outsourcing. Writing styles. The 5Ws and H. Transposing copywriting from one medium to another. Preparing an organizational brief: The one-sentence, the three-sentence, and the three minute presentation. 
	Lecture
	AP
	

	
	Individual class activity: Prepare one sentence and three sentence presentation of your organization. Basic voice exercises.
	Tutorial
	AP
	

	16:00 – 16:10
	Tea/coffee break (10 min.)
	
	
	

	16.10 – 17.30
	Course revision: Part I. Additional clarification and expansion on students’ choice.
	
	
	


	Friday  (October 30, 2009)

	Time
	Topics 
	Note
	Staff
	Readings

	18:00 – 19:45
	Media Management. Mapping media. Newsworthiness. Press release, press conference, press kit, informal media briefing, exclusive interview, media tour, facility visit, virtual press conference, photo call. Event Management.
	Lecture
	AP
	Reader

	
	Individual class activity: Draft a press release/media advisory.
	Tutorial
	AP
	

	19:45 – 20:00
	Tea/coffee break (15 min.)
	
	
	

	20:00 – 21:00
	Group work: Review of individual student cases: PEST/LE, SWOT, brief, messaging, press release.
	Workshop
	
	


	2nd  Saturday  (October 31, 2009)

	Time
	Topics 
	Note
	Staff
	Readings

	10.00 – 11.45
	Crisis communication
	Lecture
	AP
	Reader

	
	Group work: Invent disaster scenarios based on SWOT and develop interception and response scenarios.
	Tutorial
	AP
	

	11:45 – 12.00
	Tea/coffee break (15 min.)
	
	
	

	12.00 – 13.45
	PowerPoint presentations: 6x6 rule, bullet points and bullet point writing style. Graphic elements guidelines.
	Lecture
	AP
	Reader

	
	Speech writing/Talking points (emotional, colloquial, local, use of metaphors, personal/impersonal style, data use)
	Lecture
	AP
	Reader

	
	Group exercise: Translating a short statement into various types of speech.
	Tutorial
	AP
	

	13.45 – 14.15
	Lunch break (30 min.)
	
	
	

	14.15 – 16.00
	Framing and reframing. 
	Lecture
	AP
	Reader

	
	Group exercise: Reframing. 
	
	
	

	
	Basic nonverbals. Voice control. Body postures.
	Lecture
	AP
	

	
	Group exercise: Making a speech.
	Workshop
	
	

	16:00 – 16.15
	Tea/coffee break (15 min.)
	
	
	

	16:15 – 17:30
	Giving and managing feedback. Dissolving crisis.
	Lecture
	AP
	

	
	Group work: In the hot seat.
	Tutorial
	AP
	


	2nd Sunday (November 1, 2009)

	Time
	Topics
	Note
	Staff
	Readings

	10.00 – 11:45
	Internet based PR tools. Mass communication in digital age. Forums and blogs. Social networks. E-production: Websites, blogs, forums, professional online associations. Improving search engine ranking. E-publications, e-newsletters. Polls and opinion surveys. Info desk; expert Q&A; Website usage statistics analysis. SEO: Search engine optimization. Web design basics: template and pages; active and interactive elements. Structure and content of a web page.
	Lecture
	AP
	Theaker, Reader

	
	Group exercise: Web architecture. Add e-tools to Gantt chart.
	Tutorial
	AP
	

	11:45 – 12.00
	Tea/coffee break (15 min.)
	
	
	

	12.00 – 13.40
	Advanced communication: Mirroring. Positive language. Matching, pacing ,leading.
	Lecture
	AP
	Reader

	
	Work in pairs: Mirroring, reframing, positive language exercise.
	Tutorial
	AP
	

	13.40-14.10
	Lunch break (30 min.)
	
	
	

	14.10-15.00
	Phase Four: Evaluation: Quick impact surveys, rapid appraisal methods, large scale surveys; interviews with representatives; sample groups; opinion leaders; polls. Phase Five: Management Feedback. 
Course revision. Final Project discussion.
	Lecture
	AP
	

	After 15.00
	Open topic discussion, consultations, and socializing.
	
	
	


Grading Scale

	ECTS
	National 

	А
	(4) 
	93-100
	10 

	B
	(3.2) 
	85-92
	9 

	C
	(2.4)
	77-84
	8 

	D
	(1.6)
	69-76
	7 

	E
	(0.8)
	61-68
	6 

	F
	
	0-60
	5


	ACTS-Grade
	Percentage
	Quality Points

	A
	96-100
	4.00

	A-
	90-95
	3.67

	B+
	87-89
	3.33

	B
	83-86
	3.00

	B-
	80-82
	2.67

	C+
	77-79
	2.33

	C
	73-76
	2.00

	C-
	70-72
	1.67

	D+
	67-69
	1.33

	D
	63-66
	1.00

	D-
	60-62
	0.67

	F
	0 -59
	0.00


� All lectures are based on active discussions with students. The sequence and the length of the teaching points may change depending on students’ study needs.
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