ISC 441:  Case Studies in Public Relations
Spring 2008

Mondays & Wednesdays 11:00 a.m.- 12:15 p.m.

231 Whitehall Classroom Building

Instructor








Dr. Phillip Hutchison

phillip.hutchison@uky.edu or uofuhutch@hotmail.com 







137 Grehan Building


323-3663





M, W 8-9:30, 1-2 or by appointment






Course description

This course addresses real world public relations. It examines real communication campaign successes and, in some cases, misfires. The course is designed to help you develop the knowledge base and analytical skills necessary to evaluate public relations programs and campaigns. As a practical result, it provides learning a framework for you to use when designing your own communication campaigns, and it provides a basis for you to advise management on public relations matters. 

Course Materials

· Public Relations Cases, Seventh Edition, by Hendrix and Hayes.

· Articles on contemporary issues in the field of communication will also be assigned to supplement the basic course text.

· Go online to review articles in your local newspaper, or such national newspapers as the New York Times or The Washington Post for examples of organizations promoting communication campaigns.

· Current PRSA Silver Anvil Cases (http://www.prsa.org/_Awards/silver/)

Course objectives

At the end of the course, each student is expected to:

· Comprehend the strategic communications planning process. 

· Understand the ROPE (four-step) model of communication campaigns.

· Comprehend the breadth of campaigns conducted by public relations practitioners. 

· Develop professional skills to counsel management on policy action.

· Learn from experts in the field – what works and what doesn’t.

· Understand the public relations problem solving process and apply it to current communication problems.

Course Philosophy

In this course you not only will acquire new knowledge, you also will learn through performing particular professional roles in a simulated professional setting.  In the case of ISC 441, the course’s performative focus is designed to address a genuine issue relating to public relations pedagogy:  Over the past few decades, public relations professionals have critiqued academic public relations programs for not adequately preparing students to counsel management on policy action. Since, as a matter of standard practice, public relations professionals regularly are required to conduct secondary research, evaluate information and counsel management under pressure:

· In ISC 441, you will get to perform this role as you engage a variety of case studies.

· You will be presented with a variety of situations, and you will need to analyze options and recommend courses of action to the CEO (in ISC 441, I play the role of the CEO).

· This role requires decision-making under some risk and uncertainty; usually there is no simple solution to the complex situations you will engage.  Yet, you will be required to provide informed advice based on an understanding of PR processes and secondary research (literature reviews and secondary analysis studies).

· You will learn to present material in a professional manner, both orally and in writing. (I will provide you with formats later in the semester).

· Public relations practice (very) frequently requires team effort and the ability to work in a group. Consequently, this course emphasizes group activities, decision making and presentation.  Group work is very much part of the learning process and will represent a substantial portion of your individual grade

Requirements

Exams

You will take two exams, one at the 1/3 point in the semester and one at the 2/3 point (I try to keep my tests out of the mid-term and finals crunch (when tests in other classes tend to distract attention).  Tests are primarily multiple choice – occasionally with some short answers; each test will cover the readings and information that comes up during class discussions

Chalk-talk presentation

Each class session, one of you will be responsible for bringing in a PR case from current events for an informal discussion and critique. These can be found in the news, PR trade publications, the PRSA Web site, etc.  We will begin most class sessions with a short discussion of these current cases.  Because the number of students appears to exceed class sessions, groups will decide which members will represent them in the rotation.

Case Study Critiques

Critiques of each case assigned in the syllabus are due at the beginning of class; please use index cards. (You are exempt if you are presenting that day). Include your name, a brief slug to identify the case, a one-sentence summary, and 3-4 points (positive or negative) critiquing how the organization dealt with the issue from a public relations standpoint.

Best Practices Group presentation:

Toward the end of the semester, each group will provide a team presentation to the class.  Both your classmates and I will evaluate and grade your group effort.  Again, this is a very realistic requirement in the PR business.  Suggested topics include: 

· integrated marketing communication–pros and cons 

· trends in marketing and brand-positioning campaigns 

· new approaches to corporate identity campaigns 

· new approaches to information campaigns 

· new approaches to product publicity campaigns 

· combating rumors and rogue Web sites 

· trends in issue management campaigns 

· new approaches to special interest group lobbying 

· new approaches to government agency communication 

· trends in industrial and trade organization communication 

· new approaches to special event campaigns 

· trends in risk communication campaigns 

· new approaches to crisis management

· trends in crisis communication campaigns 

· trends in employee communication campaigns 

· trends in consumer relations campaigns 

· trends in community relations campaigns 

· new approaches to investor relations campaigns 

· issues in public relations ethics 

· sports promotion and marketing 

· trends in not-for-profit org public relations challenges 

· trends in international public relations/marketing
Original Case Study: 

This will represent your final project, one in which you assimilate the knowledge you have acquired throughout the semester.  In this report, you are the staff officer and you drive the car so to speak. Your unique case analysis papers are no more than four (4) typed, double-spaced pages plus a list of references done in APA style.  Essential elements are (1) a quality analysis, (2) comparison with other cases and (3) effective writing and organization.  

An effective analysis IS NOT a SUMMARY but rather, a CRITICAL EXAMINATION OF:

· the research strategies and methods applied

· the measurability of goals and objectives

· the identification of publics

· the adequacy of public relations strategies 

· the application of tactics 

· the approach to evaluation.  

Comparison and Contrast: Yes, it is somewhat of a cliché, but I ask you to compare and contrast the selected case with at least two (2) other cases NOT located in your text.  Note that efforts to relate and integrate concepts you have learned in this and other public relations classes will be viewed favorably. 

New information: Using the Web and library resources, update the case in some way with new information that is not covered in your text.

The professional quality and style of assignments are extremely important. I will deduct points for no staple, no cover page, poor grammar, misspelling, and carelessness. Assignments should be typed with a 12-point font and double-spaced with 1-1/4″ side margins. Consult any style guide (Gregg, Chicago, AP, etc.) for assistance. All material taken from other sources must be properly cited. The cover page should have the title of the assignment, your name and date.

In-Class Exercises:

I have scheduled six exercises, each of which will simulate an initial planning meeting.  That is, usually as a first step to developing a campaign or action plan, affected participants gather and discuss strategies for each step of the ROPE process.  The end product usually is some for of outline (or concept of operations) that can be expanded into a plan.  While I will guide these sessions, a selected group will be responsible for recording and distributing the outlined course of action.
Grading

	In-class work, case cards (including attendance)
	20%

	Test #1
	20%

	Test #2
	20%

	Group Projects/Participation
	20%

	Final paper 
	20%


Mid-term Grades: 
This year, for the first time, the department will issue mid-term grades.  Although only approximately 30 percent of your grade will be determined by mid term, the grade should give you a general idea of whether you are headed in the right direction, or if you need a course correction.  In either event, I will block extra office-hour time for those of you wishing more specific feedback on your progress.

Grading scale

A
90-100%

B
80-89%

C
70-79%

D
60-69%

E
below 60%

Check Plus-Check-Check Minus:

Check Plus = 13 points (100 percent + 3 extra credit)

Check = 10 points (100 percent)

Check Minus = seven points

Automatic Penalties:

Format Errors: minus 5 percent

Meltdown Mistakes: minus 20 percent

Late: No Credit

Group Grades: 

 I give about 70 percent of the group grade based on the group’s performance throughout the semester (but particularly emphasizing its final presentation). The other 30 percent breaks down as:

· Internal group evaluations of members: 10 percent

· Classmate grading on group presentation: 10 percent

· My assessment of your evaluations of others: 10 percent 

Performance Standards

Just as is required in the professional world, you MUST turn in all assignments by the deadline given. As your acting CEO, I will not accept late work.  Like all CEOs, I expect results and I expect them on time. All writing must be in the prescribed format and style. You must turn in all in-class activities and quizzes the day of class (at the beginning of class, if it is an outside assignment; at the end of the class if it is an in-class assignment).  If you know that you will be missing class, notify me AHEAD of time and we might negotiate something.  Also, I do not accept e-mailed assignments: you physically must turn in hard copies prior to each deadline

Make-up tests:

I do not like make-up tests, and I do not give them except for the circumstances noted below.  If you miss a test, all the requirements from the preceding paragraph apply.  Plus, I need explicit written documentation of a genuine emergency (e.g., a police report or a detailed note from a doctor – yellow slips from student health will not suffice).  I consider personal emergencies to include the death or life-threatening (acute versus protracted) situation of an IMMEDIATE family member.  If I do give a make-up test, it will differ significantly from the original test (95 percent of students find it more difficult that my typical multiple choice test).

Class room behavior

As a key element of performing professionalism, some classroom rules are, in fact, learning objectives. Thus, I grade you on how well you perform the following:

· I place heavy emphasis on punctuality (in both your physical presence and your work).  

· Any lecture or presentation portions of class simulate something akin to a staff meeting. As would be the case with any staff meeting, interrupting, sleeping, or disruptive behavior fall far short of acceptable professional standards.

· In a professional environment, playing with electronic devices of any sort during a meeting represents extremely bad form.  Thus, any instances of cell phones ringing, text messaging, surfing the internet, listening to music, etc. will adversely affect your grade (just as it would adversely affect your job status in a professional setting)

Naturally, professional standards do not allow for rude, disrespectful or disruptive behavior in any fashion.  In addition to enforcing university standards regarding these matters, I enforce such standards as I would in a professional setting.  Finally, all these factors all serve to underscore the following fundamental learning objective:

Tardiness:  

Tardiness simply is not accepted in any communication profession – it can cost you a job.  Thus, I consider showing up for class on time and turning in projects on time to be fundamental learning objectives.  In addition to the caveats in the preceding paragraph, realize that I grade you on your ability to come to class on time.  I subtract five points for the first two absences or instances of tardiness, 10 for the next two, 15 for the next two….
Extra Credit

To the degree that I give extra credit, I award it as points, not as large-scale projects that can substitute for major assignments. I am flexible with extra credit points.  These may be applied to various assignments or generally applied to your class participation grade.  Extra credit includes bringing examples to class, special participation in a class project, submitting your work for class critique, and any other good suggestions you might bring to class.  

Additional Thoughts

You should be aware that as part of its performative nature, ISC 441 is a no-excuse zone.  For better or worse, that is the way things work in the professional world and a performance-oriented classroom is an appropriate place to practice such realities. Thus, you either turn in material when it is due, or you will not receive credit for that material. For this reason, it also is in your best interest to:

· Back-up all your work (in case your dog eats your homework or USB drive—or your backpack is stolen). 

· Check your tires for flats (my students seem to get a lot of those). 

· Arrive early enough to find a parking space.  

· (Hint) Sending yourself an emailed copy of work is a very good idea.

University Policies

As a student at Kentucky, you accept a commitment to the Student Code and the academic integrity and personal honesty that the code promotes. As your professor, I am responsible for enforcing it. I don’t tolerate academic dishonesty. This includes cheating, plagiarism or any false means of earning a grade. If I suspect academic dishonesty, I have a responsibility to consult with you and give you an opportunity to respond. If I still have reason to believe an infraction took place, I will take appropriate action as defined by the Student Code, and you will have a right to appeal that action. See the Code of Student Rights and Responsibilities on-line: http://www.uky.edu/StudentAffairs/Code/part2.html.
Students with Disabilities

If you have a documented disability that requires academic accommodations, please make an appointment to meet with me as soon as possible.  In order to receive accommodations in this course, you must provide me with a Letter of Accommodation from the Disability Resource Center (Room 2, Alumni Gym, 257-2754, jkarnes@uky.edu) for coordination of campus disability services available to students with disabilities

Finally…

Much of what you have read to this point may seem somewhat rigid or restrictive.  Please understand that is not the intent of the course or its structure.  Rather, we hope to familiarize you with realistic professional demands, and, as a result, provide you with a sense of confidence that you can carry into a future professional opportunity.  I joined this department because people here are committed to fostering a learning community. You are part of that community. Public relations represents interactive, continuous processes. Ultimately, all policies are designed to make those processes easier.  If you have questions, just ask me. To directly quote a former colleague: “You are not an interruption of my work – you are the purpose of it.” 

Class Schedule

(subject to change)

* ASSIGNMENTS AND READINGS ARE DUE THE DAY THEY ARE LISTED *

	DAY
	DATE
	TOPICS and READINGS
	WHAT’S DUE?

	W
	1/9
	Welcome to PR Cases 

Course Overview/Philosophy

Meet your teammates

	Buy Your Books!

	M
	1/14
	What’s PR, anyway?

ROPE  Process and general approaches to public relations problem solving

Research/Audience Analysis

Planning session demonstration
	Chapter 1 

	W
	1/16
	PR Ethics and Other Issues

Action Team Assignment
	

	M
	1/21
	NO CLASS

MLK Holiday
	

	W
	1/23
	Public Relations Model (continued) 

Hierarchy of PR Objectives

Programming


Uncontrolled and Controlled Media


Actions and Special Events


	Chapter 2



	M
	1/28
	Media Relations as a strategy

Current trends in media relations

Thinking like a journalist

Form teams/team exercise
	Case 3-1, 

Summary cards due at start of class

	W
	1/30
	Media Relations Cases

First chalk talk session (opening)
	3-2; 3-3

	M
	2/4
	Internal Communications - Employee Relations


	Chapter 4

4-1, 4-2, 4-3

	W
	2/6
	Internal Communications - Member Relations

	4-4, 4-5

	M
	2/11
	Internal Communications Exercise
	

	W
	2/13
	Test Review Team Time
	Group Presentation topics due at end of class



	M
	2/18
	Exam #1
	

	W
	2/20
	Community Relations
	Chapter 5

5-1, 5-2, 5-3

	M
	2/25
	Community Relations
Special Event Planning

Community Relations Exercise
	

	W
	2/27
	Government Public Affairs
	Chapter 6

6-1; 6-2; 6-3

	M
	3/3
	Public Affairs Exercise


	

	W
	3/5
	Investor, Financial, Customer Relations
	Chapter 7-8

7-1; 8-1

	W
	3/10


	NO CLASS

Spring Break
	

	M
	3/12


	NO CLASS

Spring Break
	

	M
	3/17


	Crisis Public Relations
	Chapter 11

11-1,11-2

	W
	3/19
	Crisis Public Relations Exercise
	

	M
	3/24
	International Public Relations
	Chapter 9

9-1; 9-3

	W
	3/26
	Integrated Marketing Communications
	Chapter 12

12-1, 12-2, 12-3

	M
	3/31
	IMC Exercise
	

	W
	4/2
	Test Review/Team Time
	

	M
	4/7
	Exam #2
	

	W
	4/9
	Final Team Time before presentations
	

	M
	4/14
	Group Presentations
	

	W
	4/16
	Group Presentations
	

	M
	4/21
	Group Presentations
	

	W
	4/23
	Receive Group Grades
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


