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Course Description 

As you learned in Introduction to Public Rela-
tions, the best public relations practitioners 
counsel their organizations about how to 
avoid crises and behave ethically so that po-
tentially damaging situations never even oc-
cur. Additionally, as you move from entry-
level positions to more senior positions, your 
ability to function as a manager rather than 
just as a technician becomes more relevant.  

Successful public relations managers know 
how to conduct research, evaluate data, and 
plan, implement, and evaluate, communica-
tion campaigns. Additionally, skilled manag-
ers base campaigns and programs on princi-
ples of communication theory, persuasion, 
human behavior, psychology, management, 
and models of past practice. 

Finally, skilled managers are sophisticated 
writers, and have knowledge of advertising, 
marketing, desktop publishing, and man-
agement.  

Objectives 

• To learn an assortment of management 
heuristics such as MBO, systems theory, 
etc. 

• To learn advanced management skills 
such as budgeting, benchmarking, and 
time management. 

• To learn more sophisticated research 
skills including interviewing, focus 
groups, and communication audits. 

• To learn more about persuasion and how 
language influences perception and mes-
sage content. 

• To learn how to more effectively integrate 
theory and practice. 

• To learn how to write increasingly more 
sophisticated documents.  

• To learn effective campaign evaluation. 
• To learn the importance of portfolio devel-

opment. 
• To learn to effectively pitch ideas and rep-

resent the interests of organizations/ cli-
ents.

Catalog Description: Public Relations Program Development is an advanced course in public 
relations emphasizing research methodology, developing planning objectives, and program 
evaluation for corporate, governmental, educational, and social service organizations. 

Miscellaneous 

• All readings and reading questions are due on the date indicated. 

• Missed exams cannot be made up for any reason.  

• Exams may only be taken early with prior permission. 

• Having even one spelling error will result in a zero for an assignment. 

• Late assignments will be discounted 10% per calendar day. 

• If you do not have an assignment ready to turn in, don’t skip class. Come to class any-
way. There is no value in skipping class. 

• Come see me in office hours with questions or for feedback before assignments are due. 
Office hours are there for you; you pay for them so use them. 

• Familiarize yourself with my handout on APA style and follow it for all assignments. 

• Come up with a method to help me remember your name. 



Required Texts  

Diggs-Brown, B., & Glou, J. L. (2006). The pr styleguide: Formats for public relations practice 
(2nd edition). Belmont, CA: Wadsworth/Thompson Learning. ISBN: 0495006432. 

Goldstein, N. (Ed.) (2006). The Associated Press stylebook and libel manual and briefing on 
media law with internet guide and glossary. New York: Associated Press. ISBN: 
0917360508. 

McElreath, M. P. (1997). Managing Systematic and Ethical Public Relations Campaigns. New 
York: McGraw Hill. ISBN: 0697-28882-X. 

Class Policies 

Formatting and Writing Expectations 

Public relations is characterized by effective writing. As a result, professional writing 
standards are expected on all assignments. Professional standards include: correct grammar, 
spelling, punctuation, and careful proofreading. No spelling errors are allowed. Having even 
one spelling error will result in a zero for the assignment. Except when otherwise noted, all as-
signments should be double-spaced (27 lines-per-page), have one-inch margins all around, 
and be written in Bookman or Bookman Old Style 11 pt. Never use Arial, Helvetica, Times or 
Times New Roman, for any assignment in my class. I will not accept it and your assignment will 
be late when I send you back to fix it. 

Attendance Policy  

In the business world, attendance is an important aspect of professionalism. Indeed, “just 
showing up” is sometimes the most important aspect of job performance and can mean the 
difference between a promotion or a layoff. Additionally, attribution theory tells us that even 
the best employees/professors/students in the world will be perceived as slackers if they do 
not come to class. Getting all As on tests/assignments is necessary but not sufficient. Atten-
dance is also a required aspect of my class just like doing the reading and taking tests.  

Western Michigan’s attendance policy reads as follows: “Students are responsible directly to 
their instructors for class and laboratory attendance, and for petitions to excuse absences” 
(Catalog, 2003–2005, p. 29). In light of this, and because of the importance of attendance 
noted above, my attendance policy is as follows: Students may miss the equivalent of one week 
of classes without penalty (on a two day a week schedule). If three classes are missed, your fi-
nal grade will be reduced by 5%; if four classes are missed, your final grade will be reduced by 
10%. Missing more than four classes will result in a failing grade for the course.  

Note: There are no excused absences. Being sick, in an automobile accident, going on a job 
interview, attending a conference or funeral, getting arrested, visiting a friend in the hospital, 
etc., will not be excused. Coming late or leaving early 3 times equals an absence. Arriving 
“very late” or leaving “very early” (my judgment) will count as two “lates” or an absence.  

† NB: If you plan to miss a day because of a religious holiday, you need to tell me early in the 
semester what day you will miss. The day before a religious holiday is unacceptable. All relig-
ions know the dates of religious holidays several months in advance. 

The only other activity that I will excuse besides religious holidays is jury duty, and only if 
you are on a jury—you report for jury duty early and are assigned or excused in plenty of 
time to make my class.  

For all other reasons that you might miss class, be sure that you have not used your allotted 
absences so that you can afford to miss a class with no penalty when you need one.  



Plagiarism Policy 

Plagiarism is the unauthorized or inappropriate use of the words or ideas of others. Plagia-
rism occurs when written or spoken material is borrowed (even from oneself), in whole or in 
part, and passed off as original by a writer or speaker. Plagiarism includes, but is not limited 
to, presenting someone else’s ideas, speech, presentation, essay, book review, or news release 
as original. Plagiarism also includes failing to document or cite the source of word-for-word 
or paraphrased material in oral presentations or written assignments. It is my policy to pur-
sue plagiarism vigorously, to fail students who plagiarize for the entire class, and to report 
cases of plagiarism to the university administration. 

The University is an academic community of scholars. Academic dishonesty is a very serious 
offense against the integrity of this community and will not be tolerated. All academic work 
submitted by you is assumed to be your own original work and to contain your own thought, 
research, and self-expression. Work that borrows the ideas, organization, or wording, from 
others must be properly acknowledged. Similarly, work that was conducted for another class 
should not be passed off as original. 

Additionally, anytime a student or professional attempts to deceive another by pretending to 
do work, or take credit for work that s/he did not actually complete, including changing the 
font size or style, triple spacing, claiming to have submitted an assignment on time that the 
professor must have “lost” etc., s/he is engaging in academic dishonesty or “cheating.” What 
you are attempting to do is no different from copying from someone else’s test. The conse-
quences of this will be just as serious as plagiarism. 

NB: Many students are caught each semester and failed for plagiarism. If even one student in 
one hundred cheats, the number is too high. In a typical semester, a couple hundred stu-
dents are caught cheating at a school this size. For students planning to graduate, plagiariz-
ing an assignment is quite possibly the stupidest thing they could do. Do not engage in pla-
giarism in any form. If you are ever unsure of what constitutes plagiarism, ask me or some-
one else in the department. At the very least, send an e-mail out to me at two in the morning 
with your question to CYA and explain what you will do to try to be accurate with your cita-
tions. When you enter the business world, plagiarism will not only get you fired, but also may 
ruin your career and land you in jail depending upon what ideas/content you steal. 

There is a very simple rule to follow in order to avoid plagiarism and never get in trouble. 
Cite everything that is not your own words or idea. If you know that someone else said it, 
wrote it, or thought it, anywhere, even some guy at a party, cite the source. Do this and you 
will never get in trouble for plagiarism. Always cite source, year and page number in text. 

Calculating Grades 

To calculate your overall grade throughout the semester, you simply multiply the points you 
earned on a particular assignment by the points the assignment was worth, add all of the 
points up for each assignment, and then divide by the total. For example, say you received 
75% on your presentation, which is worth 10% of the course total, so you earned 7.5 points 
(.75∗10=7.5). Similarly, if you received an 85% on your first exam, worth 15% of the total, 
you have 12.75 more points (.85∗15=12.75). Finally, if you earned a 90% on a research paper 
you’d have 18 more points (.90∗20=18). Finally, if you add all of the points that you have 
earned, and divide by the possible points for the assignments completed (7.5+12.5+18= 
38.25)/45=85% overall. Here are several samples of how to calculate your current grade: 

80% (10 pts.) .80∗10= 8.0 pts 
85% (15 pts.) .85∗15= 12.75 pts 
88% (20 pts.) .88∗20= 17.6 pts 
(8+12.75+17.6=38.35)/45= 85.2%

83% (10 pts.) .83∗10= 8.3 pts 
65% (15 pts.) .84∗15= 9.75 pts 
80% (20 pts.) .80∗20= 16.0 pts 
(8.3+9.75+16=34.05)/45= 75.7% 

86% (10 pts.) .86∗10= 8.6 pts 
88% (15 pts.) .88∗15= 13.2 pts 
95% (20 pts.) .95∗20= 19.0 pts 
(8.6+13.2+19=40.8)/45= 91.7%



Grading Scale 

A 94–100 BA 88–93 CB 76–81 DC 65–69  
  B 82–87 C 70–75 D 60–64 F 0–59 

Assignments 

Assignment Points 

Reading Questions: (prepare a list of questions, for all class readings) † 15% 
Exam I: (Combination of methodologies or take home) 10% 
Exam II: (Combination of methodologies or take home) 10% 
Exam III: (Combination of methodologies or take home) 10% 
Presentation I: (Research/Analysis, Situation, Public(s), Goals, Objectives, Strategies) †† 5% 
Presentation II: (Key Messages, Channels, Tactics, Timeline, Budget) †† 10% 
Presentation III: (Actual Materials, Persuasion/Comm. Theories, Evaluation, MBO Doc.) †† 15% 
Written Doc./Activity: (Account executive’s assignment) 5–10% 
Written Doc./Activity: (Account executive’s assignment) 5–10% 
Written Doc./Activity: (Account executive’s assignment) 10–15% 
Portfolio: (Submitted in three-ring binder w/ page protectors & resume, details to be provided) 5% 

 Total 100% 

† For each class’ readings, you will submit a list of several discussion questions. You should have a 
minimum of 25 lines worth of questions—not counting your header information and citation. For-
mat your questions like the samples provided. I am not looking for “test” questions that you know 
the answer to, nor am I looking for “what are the three features of X?” questions. If the answer is in 
the chapter/article, then it is not something for which you have a question. Pose questions about 
issues that interest you or for which you want clarification. For example, “I am unclear of the role 
played by women in international public relations . . .” or, “The author argues that intercultural is-
sues are becoming more important, but what about if I do not want to work for a multinational or-
ganization?” or, “How important is it to understand how new technology like Web sites is being 
used . . .?” Questions submitted late will receive partial credit. All questions must be submitted 
within one week of their due date to receive any credit at all. 

†† Team work is an unavoidable aspect of everyday professional life. Consequently, making team pro-
jects a part of a management class such as this is reasonable. Because teams are typically collec-
tive entities, grades are assigned for the entire team, i.e., everyone will get the same grade based on 
the performance of the entire team. Attendance at group meetings is mandatory as is class atten-
dance. “Account executives” may “fire” group members who do not attend meetings or contribute. 

The expectation of Public Relations Program Development is that students will work on actual or 
hypothetical campaigns throughout the semester. Thus, students will be divided into teams led by an 
“account manager” who will be “hired” the first week of class.  

Teams are responsible for meeting with their client by the second week of class. By the third week of 
class, teams should begin working with their client. By the fifth week of class, teams must have pre-
pared a timeline (and assigned all tasks) for completion of the activities needed by the clients. 

On three occasions throughout the course of the semester, teams will give presentations on their cli-
ents and what they are doing to meet the clients’ needs. Account executives are responsible for assign-
ing team members to specific client tasks, as well as for setting up training sessions on specific types 
of writing or design activities for team members, writing by monthly progress memos to me, keeping 
track of group member contributions and attendance, etc.  

Account managers are responsible for overseeing all team activities, projects, and adherence to time-
lines. Each team will also need to schedule and hold out-of-class meetings—which I will also attend 
from time to time as my schedule permits (keep me informed of your meetings). Account managers will 
also meet with me periodically for training.  

Note: memos do not constitute extra work for the account managers because the managers other re-
sponsibilities will be reduced in accordance with his/her heightened management responsibilities. 



Communication 450: Public Relations Program Dev. Tentative Course Calendar  

Date Day Activity/Reading Assignment Due 

Jan. 8 1 Read: Syllabus; Kent’s Writing Rules (on Internet) | Introduction/Overview of the class 

Jan. 10 2 Read: Chapters 14, Research (Kent) 

Jan. 15 3 MLK Day (not mine), No Classes....................................................................... No Class 

Jan. 17 4 Read: Chapter 15, Research (Kent) 

Jan. 22 5 Read: Chapter 4: Aesthetics (Kent)......................................................... Interviews Begin 

Jan. 24 6 Meet in the Computer Lab, Dunbar 

Jan. 29 7 Read: Chapter 5: Persuasion (Kent) .........................................Meet with clients this week  

Jan. 31 8 Persuasion Cont. .....................................................................Meet with clients this week 

Feb. 5 † 9 Read: Giving Professional Pres. (Web), Tufte “Cognitive….”, “PowerPoint is Evil,” (Web) 

Feb. 7 10 ................................Presentation I (Research/Analysis, Situation, Public[s], Goals, Obj., Strat.) 

Feb. 12 11 ........................................................................................... Exam I (Research, Aesthetics) 

Feb. 14 12 Meet in the Computer Lab, Dunbar  

Feb. 19 13 Read: Chapter 7: Theories (Kent) 

Feb. 21 14 Theories Cont. 

Feb. 26 15 Read: Case Studies I–5 (Web); Chapter 8: Management By Objective (MBO) (Kent) 

Feb. 28 16 Read: Case Studies 6–10 (Web)  

Mar. 5 17 Spring Break, No Classes .................................................................................. No Class 

Mar. 7 18 Spring Break, No Classes .................................................................................. No Class 

Mar. 12 19 Groups may meet in class 

Mar. 14 20 .........................................................Exam II (Lecture/Texts, MBO, Theories, Persuasion) 

Mar. 19 †† 21 ................................Presentation II (Key Messages, Channels, Tactics, Timeline, Budget) 

Mar. 21 22 TBA or Guest Lecture 

Mar. 26 23 Read: Chapter 10: Written Documents (Kent) .................... Individual Meetings This Week 

Mar. 28 24 Written Documents Cont. .................................................. Individual Meetings This Week 

Apr. 2 25 Read: Chapter X, Budgeting (McElreath) 

Apr. 4 26 TBA or Guest Lecture 

Apr. 9 27 Read: Chapter X, Time Management/Planning (McElreath) 

Apr. 11 ††† 28 Groups may meet in class 

Apr. 16 29 TBA or Guest Lecture 

Apr. 18 30 Class Evaluations ...................Portfolio, Resume, Individual Documents, Exam II, Due  

Apr. 23 31 Final Exam day 2:45–4:45 Final Presentations: Presentation III (Actual Materials, 
Persuasion/Communication Theories, Evaluation Strategies, MBO Documents) 

† X/C 1: Due, February 5: Prepare a 1,500-word (singe-spaced) feature story on one of the following faculty mem-
bers or staff: Professors Julie Apker, Sandra Borden, Chad Edwards, Autumn Edwards, Rebekah Farrugia, 
Richard Junger, Steven Lipkin, Jennifer Machiorlatti, Jocelyn Steinke, Maureen Taylor, or staff members Eric 
McConnell or Siobhan Keenan. You must get permission from me ahead of time regarding your choice. (0–5%) 

†† X/C 2: Due, March 19: Write a two to three page (singe-spaced) pitch letter (in memo form) reporting on your 
academic progress—assume I am the one paying your tuition and to continue you need to give me periodic 
updates. Be thorough and compelling. For full credit, you need to convince me my money is well spent. (0–5%) 

††† X/C 3: Due, April 11: May only be written with my permission. In general, if you are doing poorly, I will not 
approve this for you. This is an opportunity for exceptional students to expand on what they are learning, not 
to help slackers. Extend one of your past weekly questions into a position paper with at least 4 scholarly 
sources (not the Internet, newspapers, magazines, etc.). Length: 4-5 pp. (double-spaced). (0–5%) 

The following are worth 1% each provided they are “complete,” up-to-date, etc.: Media/information kits, annual 
reports (good ones), fact sheets (good ones), professional newsletters (not from WMU), training videos. (5% max) 

∞ NB: “Writing Activities” will take place in the Mac Computer Lab in Dunbar.



Get Out of Jail Free 

This coupon entitles the bearer to one of the following 
(check box): 
 
 Eliminate or reduce a late penalty on one written 

assignment (depending upon the severity of the 
infraction). 

 Eliminate or reduce a time penalty on one 
speech/presentation (depending upon the severity 
of the infraction). 

 Rewrite one assignment (not already an A– or above) 
within one week of it being returned. 

 Make one “deal” with the instructor. 

Request (be Specific) 

 

  This card may not be used to: 

• Change the date or time of an exam. 

• Obtain a makeup exam. 

• Obtain additional absences. 

• Eliminate an attendance penalty. 

• Eliminate a late-to/early-from class penalty. 

• Receive credit for work done in another class. 

 

 

 
This offer is subject to change without notice. Coupons must be redeemed at the time of use. This offer is non-
transferable and carries no cash value. This offer does not apply to class penalties not listed in this document. The 
professor reserves the right to revoke this coupon at any time. Void where prohibited by law. 
 
 

 
_____________________________ 
Name (print) 
 
_____________________________ 
Signature  
 
_____________________________ 
Date 

 

 


