Journalism 478
Public Relations Case Studies
2016-17 Academic Year, Fall Semester
Department of Journalism & Mass Communication

California State University, Long Beach

Instructor:  
Jolyn Matsumuro 
   

E-mail:  

jolyn.matsumuro@csulb.edu
Office:  

LA 4 206F




Phone:  

(562) 985-5400 (no voicemail)
Office Hours:  
Mondays and Wednesdays from 11:00 a.m. to 12:00 p.m. 
and by appointment
Prerequisites:  Journalism 370 and Journalism 374
Required Text: Smith, Strategic Planning for Public Relations.  4th Ed. New York and London: Routledge, 2013. 
Purpose of the Course: Journalism 478 / Public Relations Case Studies will provide an in-depth study of the elements of public relations campaigns, their application in different organizations and settings, and the assessment of each.  This rigorous course builds upon the knowledge and experience gained in prior courses and applies them in complex situations, incorporating the needs and goals not only of each organization but the shifting attitudes and perceptions of stakeholders and audiences as well as the expected and unexpected obstacles that arise.  The course goal is to effectively prepare students for a myriad of applications to build successful public relations programs and solve problems.  
Both theoretical and practical topics will be studied, utilizing historical and current case studies that cover a broad spectrum of situations.  The textbook will be used as a foundation, with a significant amount of real-time case studies discussed and evaluated, including those which involve issues of social media, diversity and politics. From those, students will identify and propose deliberate strategic planning, further developing their skills in designing and executing highly effective programs. Critical thinking is an essential element of all assignments, as well as research skills and the ability to understand concepts from multiple points of view. 
Issues of Diversity:  Because public relations practitioners must understand the individual needs and characteristics of all groups they are communicating with, issues concerning the emerging majorities, existing minority groups. gender, and other publics will be discussed in direct relation to course subject matter throughout the semester.  Students are also encouraged to raise such issues independently because of the importance they play in the practice of public relations and the globalization of society. Special attention will be paid to the unique communications plans that are developed to meet the needs of diverse populations. 
Student Learning Objectives and Outcomes: Students will develop their critical-thinking skills in program development by analyzing cases and exploring public relations topics in-depth.  Identifying and creating solutions is a creative process and will be encouraged.  Students will sharpen their research skills by developing a research paper on a particular case, using multiple sources of information.  The research paper and all assignments, including the publishing requirement, will be productive exercises in preparing documents and presentations in the formats that are utilized in professional organizations. 

Case analyses require environmental scanning, identifying organizational stakeholders, ensuring socially responsible practices, setting appropriate goals and objectives, recommending effective strategies and tactics, and determining methods of evaluation.  The development of the case study research paper requires the use of sound methods of secondary and primary research.  Students should emerge from the course with improved public relations skills and more poise when performing or discussing under pressure.
At the core of every effective public relations campaign is truth.  This theme will run throughout the course, highlighting successful programs that have been built on truth, accuracy, fairness and incorporating diversity (including gender, race, ethnicity, sexual orientation, soci-economic) and corporate social responsibility.  Students will learn how to create campaigns that reflect these tenets as well as develop powerful tactics for ensuring that other departments within the organization understand their need.

By the end of the semester, students will demonstrate an understanding of gender, race, ethnicity, sexual orientation and, as appropriate, other forms of diversity in the United States in relation to mass communications, understand concepts and apply theories in the use and presentation of images and information.  

Course Requirements: Students will be assessed on the following:

Assignments 
Submit assignments at the beginning of the class on the due date.  If an assignment is due via GOOGLE DOCS, it must be posted prior to the start of class. If you submit a print assignment prior to class, you must give it to the course instructor or to personnel in the Journalism Office (LA4-106).  Ask them to stamp and date your assignment and have them place it in my mailbox.  You may post assignments to GOOGLE DOCS earlier than their due date and time.

Proposal for Case Study Paper (5 points)
Students are required to turn in a proposal for their major case study paper for feedback and approval.  This should be no longer than two pages, double spaced.  It must clearly explain:

· the case study topic

· organization affected by the public relations campaign

· outline plans for research methodology (secondary research is required, primary research is encouraged)
· give examples of at least five potential sources (with complete citations) provide a concise argument for why this topic warrants an in-depth analysis

· and demonstrate critical thinking regarding the subject matter and whether there are implications that have a global impact or affect non-dominant groups. 
All students are expected to know how to properly cite sources at this course level. However, please make an appointment with me if you need further advising.

The proposal will be graded on the thought process behind the topic selection and whether it meets the elements required of the final paper. This assignment, and all written assignments, will also be graded on the strength of the student’s writing skills, both and in grammar and eloquence.
Case Study Research Paper and Presentation

Theoretical or Practical Case – Your Choice (100 points)
Write a case study research paper about a public relations campaign that is presently occurring or has already taken place OR write a case study paper proposing a solution to public relations issue in a real-world setting.
The paper should be seven to ten pages, with an additional minimum of five references.  Students are to follow style guidelines in the Publication Manual of the American Psychological Association.  The paper must research a case pertaining to an organization – public, private, nonprofit – not an individual.   Submission via GOOGLE DOC is preferred (must be posted by the start of class).  PLEASE DO NOT MAKE CHANGES TO THE DOCUMENT ONCE IT HAS BEEN POSTED or your grade will be penalized by 10%.  Please contact the instructor if you would like to arrange to deliver the assignment in a different format.
In addition to the paper, students will explain their case problem and recommendations in a brief presentation to the class (5-10 minutes each).  You are encouraged to use multi-media tools for your presentation.  During this presentation, obstacles not covered in the paper will be presented by the instructor and students will be required to use the knowledge gained throughout the course to offer immediate and effective proposals to overcome these obstacles.  Students in the audience are required to ask questions at the end of the presentation and may receive a pop quiz to assess knowledge of the subject matter.
The case study research paper may cover any issue within the public relations field, including the following:

· Crisis communications

· Government relations

· Customer relations

· Employee relations

· Investor relations

· Reputation management 
· Product Launch

· Corporate social responsibility, rebranding, repositioning or change management

· Political campaign
The campaign can be a rapid or a slow building endeavor, but must be complex and must include social media elements. 
The research paper will be graded on content, employment of sound research methodologies, depth of research, quality of writing, organization, well thought-out and defended strategies and the use of appropriate sources.

Q:  Where can I find information on my case subject?

     
A:  When developing your case study, you will need to track the media 

coverage surrounding your subject.  Databases, such as Lexis Nexis 


Academic (for the consumer and news press), ABI/INFORM Complete (for 

the trade press), and media websites will be helpful.  In more established 

crisis situations, such as the Exxon Valdez and Enron, much has been 

written about these cases in textbooks and journal articles.  Therefore, 


these sources may offer rich perspectives for your paper.  You can get 

some journal articles online, journals and textbooks in the library, and 

journal articles and textbooks not available in our library through the 

interlibrary loan program.  You may also find annual reports and other 

forms of collateral materials distributed by the organization, its friends, 

and its foes very useful when writing your case.  Don’t overlook primary 


sources, such as interviews with members of the organization, its 

friends, and its foes as well as other professionals in the field who may 


offer their expert opinion.  You may consider contacting them via social 


media channels such as LinkedIn, Facebook and Twitter. If you are doing 

the practical case assignment, the organization you’re studying ideally 

should share internal and industry materials with you.  Otherwise, you 

can find industry materials in the library.  Use all of your secondary and 
primary research gathering skills when developing your case study.    
Please be sure most of these elements are available to you when writing 

the proposal so that you will have enough data to write a thorough 
paper.  DO NOT rely on Wikipedia as a major source.  While it seemingly has a great deal of information on every possible topic, it is a crowdsourced website whose information and accuracy is loosely monitored.

Q:  How do I write my theoretical case study research paper?

This type of paper paper focuses on a particular issue that an organization has implemented a public relations campaign to address, such as:

· Carnival Cruise Line’s Triumph ship breakdown

· Verizon releasing customer usage information to the NSA

· Penn State and Jerry Sandusky
· the state of Arizona’s tourism boycott in response to the state’s 2010 immigration law

· Deepwater Horizon oil spill
· the call to boycott the 2013 Winter Olympics in Russia over antigay policies

· Mattel’s massive toy recall in 2007
· the launch of a new product (ex: iPhone, Cortana, Tesla)

· image management (ex: Sea World, Wal-Mart)

The problem must be one of scope and impact, having widely affected the organization’s stakeholders.  
The topic you select to study should be significant enough to be analyzed 

in-depth and have multiple resources to research.  An ideal topic 
would involve practices of poor public relations or no public relations

efforts so that you have a great opportunity to present your own creative and plausible courses of action that may have resulted in greater success.
In the first part of their paper, students address the case theoretically, using the elements in the public relations matrix.   Be sure to identify the original source of the incident, for example, the Carnival Cruise Line debacle was brought to and kept in the forefront of international media coverage by the passengers who posted photos and real-time information on social media.  
Explain the actual case thoroughly by providing a situation analysis – in other words, the facts surrounding the crisis.  
· What 
happened?  
· What was going on in the industry or field of the organization?  
What was happening within the organization itself, its product or service line, its customers or users, its competition?  
Then continue your explanation of the case by detailing the organization’s public relations strategy:

* Did the organization conduct research?

* What were the problems and opportunities the issue presented?  
* What were the key messages the public relations campaign attempted to convey?  
* Who were the key publics the campaign was attempting to reach?  
* What were the organization’s goals and objectives?
* What strategies and tactics did it use during the crisis or situation you’re analyzing?  
*What evaluation tools were used? If you are unable to find documentation of this, you may write this section with a disclaimer that based on traditional evaluation methods, it can be assumed that the organization evaluated the campaign success rate by _______ (ex: increased sales, positive social media tracking, positive media placement).
In the second part of their paper, students then make their own recommendations as if they were the public relations executive for the organization under attack or criticism, implementing the matrix based on their acquired knowledge. Please include a comprehensive analysis that takes into account traditional media relations as well as social media that communicates directly with consumers or constituents.
To do this, follow the strategic-planning matrix.  
· What was most important in the situation?  
· What secondary research would you conduct?  What primary research?  
· What problems would you focus on solving and what opportunities do you see arising from the problems? 
·  How would you define your key publics?  

· What would be your key messages?  
· What would be your goals?  Your public relations objectives?  
· What are your strategies and their rationales?  
· What tactics would you use to implement your strategies? 
· What obstacles might you face in attempting to implement 


these and how would you overcome them?

· How would you evaluate whether you achieved your objectives?

· How would you evaluate the success of your tactics?  

Q:  How do I write my practical case study research paper?

Tackle a real-time problem or challenge facing an organization and write a plan that solves that problem or challenge.  For the practical case, students will select an organization of interest and determine whether there is a public relations issue within that organization that would benefit from a campaign.  Examples include:

· how to maintain and win back Facebook users in the lucrative millennial demographic

· how to reverse declining tourism in Mexico amidst negative publicity

· recapturing Apple’s reputation for leading technology post-Steve Jobs

· building a Latino base of voters for the Republican Party

· increasing Major League Soccer or the WNBA’s fan base and build fan loyalty

· how to make NASA appear still relevant with the Space Shuttle program now over

You may also do this assignment as a service learning project, working with a non-profit in the community.  Students will then use the public relations matrix in making their recommendations.  Please include a comprehensive campaign that takes into account traditional media relations as well as social media that communicates directly with the target audience.

Use the elements of the public relations matrix as a guide.  The
strategies for a case analysis or analyzing any type of public relations 
problem involves critical and analytical thinking.  Following certain steps 
helps guide the public relations practitioner in thoroughly analyzing a 
situation.  The outcomes of the situation analysis guide the practitioner’s 
recommendations in order to produce strategically sound results.  
To do this, follow the strategic-planning matrix.  
· What was most important in the situation?  
· What secondary research would you conduct?  What primary research?  
· What problems would you focus on solving and what opportunities do you see arising from the problems? 
·  How would you define your key publics?  

· What would be your key messages?  
· What would be your goals?  Your public relations objectives?  
· What are your strategies and their rationales?  
· What tactics would you use to implement your strategies? 
· What obstacles might you face in attempting to implement 


these and how would you overcome them?

· How would you evaluate whether you achieved your objectives?

· How would you evaluate the success of your tactics?  

Q: What do I include in my paper (for BOTH theoretical and practical case studies)?
1. Situation Analysis:  Analyze the situation.  In this step, the practitioner explores the industry or field, the organization itself, the products or services offered by the organization, the users of those products or services, and the competition.  Practitioners review legal, social, political, and economic trends.  They explore every aspect of operation and review the mission and history of the organization, particularly the practices in public relations and marketing communications.

2. Secondary and Primary Research:  To gain a broad
perspective of the situation, practitioners engage in both secondary and primary research. Secondary data collection involves existing materials, such as reports, collateral, and information found on databases.  Primary data collection involves conducting 
original research, such as surveys and focus groups (utilizing survey technology such as Survey Monkey). Consider interviewing industry experts, contacting them via LinkedIn, Facebook and Twitter. Secondary research is conducted first.  If more information is needed, primary research is gathered.  *Not all case studies will have opportunities for primary research. If you are unable to conduct interviews with organization representatives, consider doing research with publics affected by the issue. Primary research tactics include surveys, focus groups, interviews.
3. Problems and Opportunities:  After analyzing the situation, 
the practitioner (you) can identify problems that can be solved by a public relations campaign.  Focus on key problems and make sure they are not symptoms of a bigger problem.  Each problem should be able to be turned into an opportunity.  In some rarer cases, the practitioner may need to focus on strengths or new developments instead because an opportunity may not be visible.  Opportunities are not written as objectives.  Objectives can be used, but the practitioner will need to elaborate on the proposed outcomes.  All problems have been addressed in the situation analysis.



4.  Key Messages:   A key message is the overall message of  

a campaign, program, activity, or tactic that is conveyed to a 
particular key public or target audience.  Key messages may 
vary according to the key public/target audience.

5. Key Publics/Target Audiences:  The practitioner selects the 
particular audiences for the campaign, program, or project.  Key publics and target audiences must be specific, not broad.

6. Goals:  These accomplishment statements are broad based and 
are usually generated from the organization’s business plan.  

7. Marketing Objectives:  These statements usually involve sales 
goals, profits, and numbers.  They are measurable and specific.

8. Public Relations Objectives:  These statements involve 
communication or behavioral goals.  They are measurable and specific.

9. Strategies:  These statements are broad based and explain how 
the practitioner will accomplish the objectives.
10. Rationale Following Each Strategy:  A rationale is a 
justification for that particular strategy.  It is a brief persuasive statement explaining the rationale for the use of that strategy.

11. Tactics:  Tactics are tools or techniques used in public 
relations.  Each tactic or tactics should execute a particular strategy.  

12. Evaluation:  A practitioner devises methods to evaluate the 
effectiveness of the campaign, program, or project.  First, the practitioner evaluates objectives, followed by tactics.
13. Appendix: Include materials used in doing your research and your suggested campaign. This may include a copy of a survey, comprehensive (mock) survey results, press release (s), social media calendar, video statement, media alert (s), talking points for spokesperson (s).  You must have a minimum of three items in your Appendix. The Appendix is in addition to the recommended seven to ten pages of the paper.
Presentation (25 points)


Each student is required to present their case study to the class, between 5-10 minutes.  The presentation should be information, engaging, and cover the essential items in the strategic planning matrix.
Three Examinations (100 points each)

Questions will be based on key concepts presented during the course and will measure analytical and critical-thinking skills.  Questions will be taken from lecture and text materials and will include true-false, multiple choice, and essay questions.  Students will need a greenbook for each exam.

Anchor Assignment (5 points)

To be scheduled.

Real Time Assignments (5 points each for a total of 10 points)
Short assignments (5 points) will assess case preparedness and demonstrate students’ knowledge of course concepts.  Some of these out-of-class exercises based on assigned cases will be given, which involve bringing (or emailing me a link by the start of class) current samples of case studies to class for discussion, answering questions or creating a matrix for the case study assignments.  At the course progresses, students may be asked to tackle a real-life case and write a brief plan to solve the case or create new obstacles for other students to present action plans to overcome.
Pop Quizzes (5 points for a total of 10 points)

You will be given pop quizzes at various times during the semester to 


assess knowledge of the material covered in class. At least one pop 


quiz will be administered during the presentations.

Portfolio (10 points)

You will create or update an online portfolio to showcase your work (class, internships, service learning). May be used when seeking internship or employment.
Participation (25 points)

The rubric for participation is below:

	Degree student integrates course readings and concepts into class participation

(5 points)
	5 points:

Often cites from readings and assignments, uses readings and experiences to support points
	4 points:

Occasionally cites from readings and assignments; sometimes uses readings and experiences to support points
	3-2 points:

Rarely able to cite from readings, rarely uses readings and experiences to support points
	1-0 points:

Unable to cite from readings; cannot use readings or experiences to support points

	Interaction/participation in classroom discussions

(5 points)
	Always a willing participant; responds frequently to questions; routinely volunteers point of view
	Often a willing participant; responds occasionally to questions; occasionally volunteers point of view
	Rarely a willing participant; rarely able to respond to questions; rarely volunteers point of view
	Never a willing participant; seldom able to respond to direct questions; never volunteers point of view

	Interaction/participation in classroom learning activities

(5 points)
	Always a willing participant; acts appropriately during all exercises; responds frequently to questions; routinely volunteers point of view
	Often a willing participant; acts appropriately during all exercises; responds occasionally to questions; occasionally volunteers point of view
	Rarely a willing participant; occasionally acts inappropriately during exercises; rarely able to respond to direct questions; rarely volunteers point of view
	Never a willing participant; often acts inappropriately during exercises; seldom every able to respond to direct questions; never volunteers point of view

	Demonstration of professional attitude and demeanor

(5 points)
	Always demonstrates commitment through thorough preparation; always arrives on time; volunteers frequently
	Rarely unprepared; rarely arrives late; volunteers regularly
	Often unprepared; occasionally arrives late; infrequently volunteers
	Rarely prepared; often arrives late; seldom if ever volunteers

	Attendance

(5 points)
	Attends all classes
	May miss one or two classes with excused absences
	Misses more than two classes; some class with excused absences
	Frequently misses classes; seldom has excused absences


You will be graded on your participation during the student presentations.  Each student in the audience must come prepared, either by presenting obstacles, new opportunities or changes to the situation at hand or by asking questions.
Publishing Requirement: Two Story Placements (5 points each/10 points total) 
You are to place two stories during the semester.  All placements must run by 12/7, with copies brought to class or emailed to me by the start of class on that date (or earlier if completed before then). Your writing, whether in a press release or in a news article, must run at least 400 words. 
There are two ways to meet this requirement:

1) Develop and write a press release. Identify, then contact appropriate media to pitch for placement.  In this situation, you DO NOT write the article.  You pitch the journalist on the topic of your press release and work to get him/her to write an article that includes content from the release. If you currently have an internship, this is an excellent opportunity to create and issue a press release on their behalf.  If you do not have an internship, please submit press release drafts to me for review prior to pitching media outlets.
2) Although public relations practitioners do not write stories about their organizations for media (with the exception of bylined Op-Ed pieces), for the purposes of this publishing requirement we will permit stories written for news media outlets. In addition, one campus newsletter placement, such as the PRSSA newsletter, may be submitted.  While this is not typical for a PR practitioner, it is an excellent opportunity to experience what the journalists go through when filing a story to better understand their process and how you might assist it. Please see me if you need assistance in accessing them. 
Blog posts are not usable for this assignment unless the blog has significant readership (1 million+).  Reviews (albums, concerts, restaurants, and theatrical performances) are not accepted for this assignment because stories that involve fair comment and criticism are usually not appropriate as an example of public relations story placement unless they are considered op-ed pieces.  Therefore, opinion pieces of this nature will be accepted.  If students are unclear about any of these requirements, please discuss them with your instructor.

Evaluation and Grading Criteria:  Students will be graded according to the standards outlined in the University catalog, but work must reflect in-depth thought, be well written, be organized, and be thoroughly researched. A total of 500 points is possible. Incompletes will only be given in the cases of extreme emergency.
450-500

A

400-449

B

350-399

C

300-349

D

299 and below
F

Attendance, Excused Absences, and Makeups:  Students are expected to attend class and arrive on time and must be present to take all examinations.  If you miss a class, you are still responsible for all materials presented in class and any adjustments to the syllabus or announcements you may have missed.  

If an emergency prevents you from attending a class, please contact me immediately at jolyn.matsumuro@csulb.edu.
Classroom Etiquette:  In order to have effective and productive discourse, students are required to come prepared to discuss the day’s topic by reading the textbook assignment and meeting all assignment deadlines by the start of class.  Cell phones and laptop computers (unless used for note taking) will be turned off and put out of sight and earshot for the duration of the class.  Drinks are permitted but no food.  
Plagarism:
I Google, too. If that’s how you found it, that’s how I’ll find it.  Don’t do it.
Adds:  If seats become available, students can only add using MyCSULB by following the instructions outlined in the CSULB Schedule of Classes.  Seats would only become available if a student decides to drop this course.  Students who attend all classes will be permitted to add if a seat becomes available online.  If several students have attended all the classes and wish to add, the student with the most units toward graduation will be given priority to stay in the class.  Check the “Registration and Adjustments” section of the Schedule for more details.  

Schedule of Classes
(Subject to Change)
Week One (8/22 & 8/24):  Course overview.  Tackling the case study process.  The nature of analyzing case studies.  
READ Chapters 1 & 2 (Center, et al) by 8/24.
The Purposes of Public Relations, How Public Relations Deals with Problems and Opportunities

Assignment due 8/24: What Is A PR Campaign Case Study? (Real Time Assignment: 5 points)
Source: www.odwyerpr.com “Commentary”
Read three articles on the site (don’t just read the ones on the front page – I don’t want you all coming to class with the same analysis). Select one. Write a synopsis of the campaign or PR evaluation or recommendations it makes. Include: 
· Organization

· Public Relations Issue

· Public (s) (local/national/global, gender/ethnic/age, other)

· Key message

· Strategy

· Tactics

· Assess whether you feel it was/would be successful or not and give reasons why.  
· Be prepared to discuss your assignment with the class and to defend your position.  
No more than one page, double spaced, can use bullet points. Include a link to the article. Submit via print or email (emailed assignments must arrive prior to the start of class).
Week Two (8/29, 8/31):  Crisis Management

Chapter 9 (Center, et al) 

Crisis Management, Case Studies: Catholic Church, West Virginia Mine Disaster, Continental Flight 3407, Deepwater Horizon/BP, Hurricane Katrina and the broader racial implications.

Additional case studies: Texaco racial discrimination lawsuits, Volkswagen emissions crisis, Chipotle, Disneyland guerrilla film “Escape From Tomorrow,” customer dies of heart attack at Heart Attack Grill.
Week Three (9/5, 9/7) Employee Relations. Using the public relations matrix to analyze in-depth cases.  Analyzing actual cases.  Advanced application of the models of the public relations practice. 
*NO CLASS 9/5 – Labor Day Holiday
Assignment due 9/7: Proposal for case study paper. (5 points)

May submit via print or email. Emailed assignments must arrive prior to the start of class.

Chapter 3 (Center, et al) 

Employee Relations, Case Studies: Southwest Airlines, Southwestern Vermont Health Care, Corporation for National and Community Service, Kaiser Permanente.

Week Four (9/12 & 9/14):  Community Relations. Corporate Social Responsibility. Elements of the public relations matrix.  

Chapter 4 (Center, et al) 

Community Relations, Case Studies: American Chemistry Council, Mercy Hospital, Nuclear Power, New Hampshire Climate Change Resolution.

Additional case studies: LAPD: from LA Riots to present, San Onofre nuclear plant closure.

Week Five (9/19 & 9/21):  Consumer Relations. Direct Interaction Through Social Media. Applying the public relations matrix to case development.  

Chapter 6 (Center, et al)

Consumer Relations, Case Studies: Chevrolet, Firestone, Johnson & Johnson, Marriott, Toyota

Additional case studies: WalMart greenwashing and CSR campaigns to offset low wage and lack of benefits, Tommy Hilfiger racist (false) rumors, Chick-Fil-A, Taco Bell meat claims, Carnival Cruise Line ship breakdown, Verizon releasing customer data to NSA, Audi’s #WantAnA8 consumer-inspired Twitter campaign, Microsoft/Bing retweet campaign post Japanese earthquake and tsunami.
Week Six (9/26 & 9/28): 
Review for exam #1, bring green book to class on 9/28.

First exam on Wednesday, September 28. (100 points)
Week Seven (10/3 & 10/5):  Media Relations. Influence.  Social Media Effects on Media.

Chapter 7 (Center, et al)

Media Relations, Case Studies: Salt Lake Stadium, Social Media and Activism, Pepsi, Universal Studios

Additional case studies: KONY 2012 rise and fall, balanced storytelling, tactics to limit media coverage
Week Eight (10/10 & 10/12): Public  Issue Campaigns and Debates. Politics.

Chapter 8 (Center, et al)

Public Issue Campaigns and Debates, Case Studies: Roe vs Wade, Tobacco, Gun Control, United Way and Boy Scouts, MADD.

Additional case studies: Republican Presidential candidates in 2012 election year, Trump campaign, Get Covered America “Obamacare” campaign targeting young women and minorities in influencer states CA, Texas and FL, NGOs, Arizona hotel industry campaign after anti-immigration policies prompt $140 million tourism boycott.

Week Nine (10/17 & 10/19):  
Individual meetings for case study papers.
Week 10 (10/24 & 10/26): 

Case study research paper due October 24th. (100 points)
Student presentations on October 24th, October 26th, October 31, November 2. (25 points)
As part of the presentations, the students will hold the role of head of Public Relations in the organization. Other students in the class will be assigned other roles, including potential obstacles and changes to the campaign proposed.  Students must be prepared to address issues that may arise and come up with arguments against proposed obstacles or changes as well as methods to adapt to unforeseen changes that affect the campaign.  Students in the audience must be prepared to suggest these obstacles and changes, taking into account issues such as environmental, economic, diversity and ethics. This will count toward your class participation grade.
Week 11 (10/31 & 11/2): 
Student presentations on October 31, November 2. (25 points)
As part of the presentations, the students will hold the role of head of Public Relations in the organization. Other students in the class will be assigned other roles, including potential obstacles and changes to the campaign proposed.  Students must be prepared to address issues that may arise and come up with arguments against proposed obstacles or changes as well as methods to adapt to unforeseen changes that affect the campaign.  Students in the audience must be prepared to suggest these obstacles and changes, taking into account issues such as environmental, economic, diversity and ethics. This will count toward your class participation grade.
Week 12 (11/7 & 11/9): 
Launch. Minimalist campaigns vs. large scale.
Second exam on Wednesday, November 9. (100 points)
Additional case studies: Apple product launches, Coca Cola 2013 website launch and branded content, Tesla luxury electric cars, non-profit grassroots campaigns. 

Review for exam #2, bring bluebook to class on 11/9.
Week 13 (11/14 & 11/16):  Individuals as business entities, personal life decisions with financial or political impact.

Additional case studies: Paula Deen’s racist comments destroy a branded corporation, Mel Gibson’s racist and sexist comments impact partner corporations, Justin Beiber, Anthony Weiner, Tiger Woods, Kobe Bryant
Public Issue / Debate in-class exercise
Week 14 (11/21 & 11/22):  
NO CLASS – THANKSGIVING BREAK

Week 15 (11/28 & 11/30) Standards, Ethics and Values. Truth. Transparency. Accuracy. Fairness.
Chapter 10 (Center, et al)

Assignment due 11/28: (Real Time Assignment: 5 points)
Review a recent issue of a print or online periodical.  Identify an article within the publication that appears to be part of a public relations campaign.  

Identify:

· What type of campaign it is (ex: Crisis, Consumer, Political, Public Issue/Debate, Community)

· Who the publics are

· Whether the message is effective

· What organization is likely behind the public relations pitch

Include a copy of the article or a link.
Standards, Ethics and Values, Case Studies: Forest Laboratories and Celexa, Penn State and Jerry Sandusky, CSR Nike and Apple, Dow Corning.

Additional case studies: Facebook PR attacks against Google, fake iTunes (and Amazon) reviews, WalMart agency publicist poses as USC journalist to infiltrate union event

Week 16 (12/5 & 12/7):  
Review for exam #3, Portfolio workshop.
Assignment due 12/7: Portfolio link. (10 points)

All publishing requirements due by 12/7.

12/16

Final exam on 12/16 from 10:15am-12:15pm  Bring green book.

Addendum to Course Syllabus: Department of Journalism

Policies on Grading, Conduct of Classes, Drops, Absences and Cheating

Grading: The grading policies and practices in this class are explained elsewhere in the syllabus. It is the student’s responsibility to read them and to seek clarification if necessary. The student should be fully aware of what is required for success in the course, such as group participation, writing, speaking, completing assigned readings, etc.

Seat in Class: An enrolled student may lose his/her seat in class if he/she misses the first class meeting without notifying the instructor. At the instructor’s discretion, a student who attends the first class but not subsequent classes may also be dropped from the course.

Withdrawal from Class: Students may withdraw from a class from the third to the 12th week for “serious and compelling reasons.” Normally these are defined as anything of import that is beyond the control of the student. This includes, but is not necessarily limited to, death or serious illness in a student’s immediate family or a documented change in a student’s work schedule. Poor performance, tardiness and unexcused absences are not considered a serious or compelling reason beyond the student’s control for purposes of withdrawal.

Absences from Class: Grades in a course may be adversely affected by absences, and students should seek clarification from the instructor regarding the course absence policy. Make-ups usually are granted in strict accordance with CSULB policy, which defines excused absences as (1) illness or injury to the student; (2) death, injury or serious illness of an immediate family member or the like; (3) religious reasons; (4) jury duty or government obligation; (5) CSULB-sanctioned or approved activities [2002-03 Catalog, p. 75]. These and any other requests for an excused absence must be documented.

CSULB Cheating/Plagiarism/Fabrication Policy: CSULB takes issues of academic dishonesty very seriously. If you use any deceptive or dishonest method to complete an assignment, take an exam, or gain credit in a course in any other way, or if you help someone else to do so, you are guilty of cheating. If you use someone else’s ideas or work and represent it as your own without giving credit to the source, you are guilty of plagiarism. This does not apply if the ideas are recognized as common knowledge, or if you can show that you honestly developed the ideas through your own work. Any instructor can show you the correct ways of citing your sources, and you should use quotation marks, footnotes or endnotes and bibliographic references to give credit to your sources according to the format recommended by your instructor.

Responses, Penalties and Student Rights: Students should consult the appropriate sections of the Catalog for examples of cheating, fabrication and plagiarism, and instructor and/or CSULB `response options in such circumstances. The Catalog also outlines student rights. Any instance of academic dishonesty may result in your immediate expulsion from the class with a grade of “F” and/or other sanctions, as the instructor deems appropriate.

Accommodation of Students With Disabilities in Journalism Courses

Students with disabilities who need assistant or accommodation to participate in or benefit from university programs, services, and/or activities should inform the instructor and then contact Disabled Student Services. Students needing support services or accommodations should contact the instructor of the course within the first week of class. In addition, students should establish their eligibility for assistance by contacting the Disabled Student Services Office (Brotman Hall 270) at 562-985-5401.
Students are to provide to the instructor verification of their disability from Disabled Student Services. Typical accommodations available from Disabled Student Services, working with the journalism instructor, includes extended time for tests, test proctoring, private test rooms, note taking, Braille transcriptions, and referral for tutoring.

If the service offered is insufficient or inadequate, the student should confer with the instructor and the director of Disabled Student Services. If these efforts are unsuccessful, students have the option of directing their concerns to the Office of Equity and Diversity (University Student Union 301) at 562-985-8256. Responsibility for oversight and implementation of the Americans with Disabilities Act and the Rehabilitation Act has been delegated to the campus director for disability support and accommodation.

Information From the Department of Journalism and Mass Communication

Advising:  If you are a journalism or public relations student (major or minor), the department recommends that you see one of our advisers at least once a year.  We have two experienced advisers – Professor Jennifer Fleming (Jennifer.Fleming@csulb.edu) and Professor Danny Paskin (Danny.Paskin@csulb.edu) – to assist you with your course selection, answer questions about requirements, help you stay focused on your chosen path to graduation, and offer other relevant advice.  Their information and advising hours are posted around the department and available in the department office (LA4-106).   

Internships:  The department recommends that you pursue internships, service-learning experiences, and extra-curricular activities to enhance your career preparedness and marketability when you graduate.  Employers will expect to see examples of your work; they prefer applicants with experience.  Therefore, you will find all internships and job opportunities that come to the department posted on the department’s BeachBoard site.  A binder with hard copies of all internships is also kept in the department office for your review.  In addition, internship postings are available online through the CSULB Career Development Center.  Students pursuing opportunities through our BeachBoard or CDC sites should be aware that the department and CDC do not screen these opportunities for JOUR 498 credit.  If you are seeking JOUR 498 credit, you must attend one of the mandatory orientations conducted the semester prior to your enrollment in JOUR 498.  Students enrolled in a section of JOUR 498 will also receive advance notice of the orientations from their instructor.  

Student Media:  The department is home to the Daily 49er and Dig Magazine and closely tied to KBeach Radio and College Beat TV.  Getting involved in student media will help you hone your skills and give you real-life experiences.  Stop by the Daily 49er and Dig Magazine offices in LA4-201 and talk to the staff.  Introduce yourself to the faculty advisers – Professor Barbara Kingsley-Wilson (Daily 49er, Barbara.Kingsley-Wilson@csulb.edu), Professor Gary Metzker (Daily 49er and Dig Magazine, Gary.Metzker@csulb.edu), Robin Jones (Dig Magazine, Robin.Jones@csulb.edu) and Professor John Shrader (KBeach Radio and College Beat TV, John.Shrader@csulb.edu – who can answer any questions you may have.

Bateman Case Study Competition:  Consider joining the Bateman Case Study Competition Team.  The Bateman Competition (http://prssa.prsa.org/scholarships_competitions/bateman/) is a prestigious inter-collegiate contest, often called the Super Bowl of collegiate public relations competitions.  It is one of the most intense and rewarding experiences for our students. Participants on the Bateman Team receive JOUR 485 credit.  See Professor Joni Ramirez (Joni.Ramirez@csulb.edu), our Bateman coach, for more information.  

Student Organizations:  The department is home to three active student organizations – the National Association of Black Journalists (NABJ), National Association of Hispanic Journalists (NAHJ), Public Relations Student Society of America (PRSSA), and Society of Professional Journalists (SPJ).  Each group has its own leaders and sponsors a variety of activities, including esteemed professionals as guest speakers.  These three groups also work closely with the department to co-sponsor special events, such as Journalism and Public Relations Day.  Get involved and have a blast with your classmates!  Contact the respective faculty advisers for more information: Professor Todd Henneman (Todd.Henneman@csulb.edu) for NABJ, Professor Danny Paskin (Danny.Paskin@csulb.edu) for NAHJ, Professor Soumitro Sen (Soumitro.Sen@csulb.edu) for PRSSA, and Professor Chris Karadjov (Chris.Karadjov@csulb.edu) for SPJ.   

Social Media:  Be sure to get connected to the department’s Facebook page (https://www.facebook.com/CSULBJournalism) and website (http://www.cla.csulb.edu/departments/journalism/) for photos and information about department happenings.

Office Hours:  Each faculty member holds office hours to help you perform well in your classes, answer any of your questions, and offer advice.  Take advantage of office hours and get to know your faculty.

Accreditation:  The Department of Journalism and Mass Communication at California State University, Long Beach is accredited by the Accrediting Council on Education in Journalism and Mass Communications (ACEJMC, https://www2.ku.edu/~acejmc/).  Accreditation by ACEJMC is an assurance of quality in professional education in journalism and mass communication.  Students in an accredited program can expect to find a challenging curriculum, good facilities, and a competent faculty. 
     ACEJMC lists 12 professional values and competencies that must be part of the education of all journalism, public relations, and mass communication students.  Each one of your required courses in the journalism major addresses at least one of the 12 professional competencies.  Therefore, graduates who majored in journalism and public relations should be able to do the following: 

· understand and apply the principles and laws of freedom of speech and press in the United States, as well as receive instruction in and understand the range of systems of freedom of expression around the world, including the right to dissent, to monitor and criticize power, and to assemble and petition for redress of grievances; 

· demonstrate an understanding of the history and role of professionals and institutions in shaping communications; 

· demonstrate an understanding of gender, race, ethnicity, sexual orientation and, as appropriate, other forms of diversity in domestic society in relation to mass communication; 

· demonstrate an understanding of the diversity of peoples and cultures and of the significance and impact of mass communication in a global society; 

· understand concepts and apply theories in the use and presentation of images and information; 

· demonstrate an understanding of professional ethical principles and work ethically in pursuit of truth, accuracy, fairness and diversity; 

· think critically, creatively and independently; 

· conduct research and evaluate information by methods appropriate to the communications professions in which they work; 

· write correctly and clearly in forms and styles appropriate for the communications professions, audiences and purposes they serve; 

· critically evaluate their own work and that of others for accuracy and fairness, clarity, appropriate style and grammatical correctness; 

· apply basic numerical and statistical concepts; 

· apply tools and technologies appropriate for the communications professions in which they work
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