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COURSE GOAL/DESCRIPTION: 

This course is designed to provide the knowledge and skills needed to develop media relations strategies which will support the mission of the participant’s organization. Public presentation skills are addressed in the context of developing and delivering effective messages, persuasion, and communicating with key audiences during crisis situations. Emphasis will be placed on analyzing audiences' needs, developing positive working relationships with journalists, and developing policies and procedures which use media relations to enhance organizational goals. 

COURSE DESCRIPTION:   

This course focuses on developing media relations strategies which will support and enhance the mission of your organization.  It focuses on developing positive relationships with journalists, and not on spin techniques. Your will learn how the different types of media operate, what their expectations are, how you can use the media to advance your message.  The key elements of a good presentation are also discussed; as well as how you can use public forums to advance your organizational goals.  Challenging media situations, such as crisis and risk communication, will also be addressed in the course.  Heavy emphasis is placed on analyzing audiences and determining the best way to deliver your message, based on their information needs and preferred communication styles.   Additional emphasis is placed on media relations planning which is focused and in sync with the organization’s mission.

COURSE OUTLINE:  

Note:  The instructor reserves the right to reasonably adjust this schedule, albeit with timely notice to participants. 

WEEK 1 -INTRODUCTIONS 

Instructor and student introductions

WEEK  2 - UNIT 2 

Emerging Trends in Journalism

The Role of Public Information in Public/PNP Organization Management

The Psychology of Public Relations

Public Relations Research

Publicity/Advertising/Media Relations/Public Relations - Which Tool to Use 

Analyzing Audience Needs

Establishing Credibility 

Message Development

WEEK 3 - UNIT 3 

Types of Media

Press Releases, Backgrounders and other Written Materials 

Public Awareness Campaigns

Conducting a News Interview 

Press Conferences and Public Meetings

WEEK 4 - UNIT 3 

 Crisis Communication

The "Joint Information Center" Concept 

WEEK 5 - Mid Term Project - Media Kit  

WEEK 6 - UNIT 4 

Media Relations Policy and Planning

WEEK 7 - UNIT 5 

Communicating with Culturally Diverse Audiences 

Using the Internet to Enhance Your Media Strategy

Ethical Considerations

Risk Communication - When the Stakes are High

Legal Issues in Media Relations 

WEEK 8 - UNIT 6 

Presentation Techniques

Speechwriting

WEEK 9 - Final Project - Media Relations Plan 

WEEK 10 - Final Exam 

Evaluation of Course

TEXT AND READINGS:    

*  Public Relations Writing and Media  Techniques" 4th ed.  Dennis Wilcox and P. 

Jackson. 

*  "Communicators Guide" - for Federal, State, Regional, and Local Communicators -  by the Federal Communicators Network � available for free, on-line at www.fcn.gov

*   US Department of Homeland Security -  Incident Communication Emergency Reference’s [provided by instructor]

*   Winning With the Media -  A Self-Defense Manual When You're the  Story -  Clarence Jones - Available through amazon.com

* How to Be an Effective Speaker - Christina Stuart  - also available through amazon.com

ENTRANCE COMPETENCIES: 

Student should have familiarity with the mission and goals of his/her organization and its operational units.  Student should possess good writing skills and a strong motivation to learn, improve or refine his/her public speaking ability.

COURSE OBJECTIVES: 

Enhance knowledge of the importance of public information in administering a government, educational or private non-profit organization. 

Understand various types of media, and appropriate strategies for interacting effectively with each type. 

Improve techniques for interviewing on-camera, radio, and in print.

Improve presentation skills for public meetings, community meetings and public speaking opportunities.

More thoroughly understand the components of a comprehensive media relations plan.

Discuss the contents of a press kit for proactive communicating during crises situations

Explain emerging issues:  culturally diverse audiences, use of the Internet for media relations, ethics, and risk communication

Identify the steps for organizing a press conference and a joint information center.

EXIT COMPETENCIES: 

By the end of this course, the student will be able to: 

Discuss the role of public information in administering a government, educational or private non-profit organization.

List various types of media, and appropriate strategies for interacting effectively with each type. 

Explain effective presentation techniques for on-camera, radio, and print interviews.

List the elements of a media  relations plan.

Discuss the contents of a press kit 

Outline strategies for communicating during crises situations

Explain emerging issues:  culturally diverse audiences, use of the Internet for media relations, ethics, and risk communication

Identify the steps for organizing a press conference and a joint information center.

ASSESSMENT OF LEARNING/BASIS FOR GRADES: 


a.  Class participation via discussion board 20% - Students will be expected to contribute to the discussion board on a weekly basis. 


b.   Media Kit 20% - Due Week 5

The student will develop a Media Kit (also called a Press Kit, Press Package) for your organization.   It should contain the following items. 

1.       Pitch Letter

2.       News Release 

3.       Backgrounder, or one other item of your choosing (brochure, fact sheet, photos,  biography of spokesperson or CEO, Advisory Board bios, annual report data, copies of the media info for persons with no or limited English language proficiency, copies of a recent speech or a quote sheet, white papers, historical data, copies of magazine or newspaper clippings* etc.) 

The student may also select an organization that you are associated with outside the workplace, i.e., volunteer organization, non-profit, social club, youth group, parent group,  community-based organization, etc.   You may also develop a Press Kit for a "for profit" venture, if that's where your career goals are focused.    

Students will share their experiences developing the media kit on the Discussion Board during week 5.

Basis for evaluation 

 Writing - grammar, spelling, succinct, concise, appearance, newsworthiness,  etc.  (This counts when you're submitting material to a newsroom.)   There must be 3 pieces of original written work in the media kit.

 Adherence to formatting and styles discussed in class.  

c.  Media Relations Plan 20% - Due week 9

Note:  This 10-step plan should begin after you define what you want to accomplish and the things you want to correct, prevent or preserve.   Students will post an Executive Summary of their plan to the discussion board during Week 9.

1.       OVERALL GOALS FOR PUBLIC RELATIONS 

 §        Keep these few in number; three to five.  One may be enough. 

§        Should always be consistent with management goals 

§        Think in terms of end results, rather than process alone.

2.       TARGET AUDIENCES OR PUBLICS 

§         Groups or sub-groups with whom you need to communicate (both talk and listen)

§        Consider:  Who needs to know or understand? (your message)

§         Who needs to be involved? 

§         Whose advice or support do we need? 

§         Who will be affected? 


3.       OBJECTIVES FOR THOSE AUDIENCES 

§         Think in terms of the awareness, attitude, or action you desire

Examples of verbs: create, maintain, enhance, improve, prevent, promote, support, gain 

§         Phrase objectives in terms of specific results you desire, and what you think is possible.

§         If it works for you, put objectives first, and then consider audiences.  Usually it works better to determine audiences and then objectives for those audiences

§         The same objective may fit a number of audiences, but strategies may need to be different.

4.       STRATEGIES 

§         Military meaning:  science and art of employing political, economic,  psychological and military forces to support policies or achieve goals in peace or war; to meet the enemy under advantages conditions. 

§         In [PR] planning:  how will you approach the challenge in order to work toward your objectives?  What can your build on or take advantage of, in your situation?  What devices will your employ? 

§         Your strategy may describe the diplomacy, psychology, philosophy, themes and appeals you will use, or the �message� you will convey. 

§         If may describe how you will work with other community groups. 

§         You will probably have several strategies for an objective. 

§         Some strategies may serve several objectives. 

§         Vehicles or channels you will use to communicate should appear here, or in tactics or activities. 

5.       TACTICS 

§         More specifically how you will use your resources to carry out your strategy and work toward objectives

§         You probably will have several tactics per strategy

§         Some plans stop with tactics, omitting detail of activities [follow through]

6.       ACTIVITIES 

§         Specific activities required under your tactics to carry out strategies 

§         Informal plans often jump from objectives to activities [look at the big picture]

§         Vehicles or channels you will use to communicate may appear here 

7.       EVALUATION 

§         How will you know if you are reaching your objectives? 

§         Measurement?  Observation?  Feedback?  Opinion? 

8.       MATERIALS 

§         What do you need to produce or purchase? 

9.       BUDGET ITEMS 

§         Out-of-pocket costs, staff time, volunteer energy

10.   TIMETABLE AND TASK LIST 

§         Who does what, and when do they do it? 

§         Work backward from deadline, or forward from start date. 

d.   Crisis Scenario Response 20% - Due week 9 � Each student will be provided with a crisis scenario and a series of questions which reporters might ask about the situation.  Students will be required to develop an initial statement for the roles/positions/persons identified in the scenario and prepare answers to the reporter’s questions. 

e.    Final Exam � week 10 � the final exam will consist of 5 short-answer essay questions.

9.  ADDITIONAL REQUIREMENTS: 

All students are expected to complete assignments on time and post to the discussion boards in accordance with deadlines contained in the Announcements section of the course.

10.  SUPPLEMENTAL READINGS/BIBLIOGRAPY/WEBSITES

All texts available through Amazon or Barnes and Noble.

·  How to Write and Give a Speech,  and  

· Its Not What You Say, Its How you Say It Joan Detz 

· The Elements of  Style, by Strunk and White

· The Elements of Editing by Arthur Plotnik


· The Elements of Grammar, by Margaret Shertzer

· The Associated Press Stylebook and Briefing on Media Law by The Associated Press

· Using Public Relations Strategies to Promote Your Non-Profit Organization, by Ruth Ellen Kinzey, MA (will be backordered but still available)

· The Handbook of Strategic Public Relations and Integrated Communications by Clarke L.  Caywood

· Publicity & Media Relations Checklists, by David R. Yale

· Dartnell’s Public Relations Handbook, ed. Robert L. Dilenschneider

· Rise Up--a New Guide to Public Speaking, by Sandie Barnard

· "The Fall of Advertising and the Rise of PR"  by Al and Laura Ries

· The Practice of Public Relations by Fraser P. Seitel

· Exercise Book for Working with Words : A Handbook for Media Writers and Editors - Brooks, Pinson  & Wilson 

· Dealing with an Angry Public:  The Mutual Gains Approach to Resolving Disputes- Susskind and Field

· Guerilla PR� - by Michael Levine Guerrilla

· The Public Relations Writer's Handbook- Merry Aronson & Don Spetner

· Public Relations Strategies and Tactics,  by Wilcox, Ault, Agee and Cameron

· On Deadline: Managing Media Relations, 3rd ed. - by Carole M. Howard, Wilma K. Mathews

· A Public Relations Guide to Nonprofits - Pat Jackson

· Public Relations: A Values-Driven Approach 2nd Ed. by David W. Guth, Charles Marsh

· You'd Better Have a Hose If You Want to Put Out the Fire: The Complete Guide to Crisis and Risk Communications - by Rene A. Henry

