MODEL SYLLABUS

CMUN  352                                                          
PUBLIC SERVICE COMMUNICATION
This course focuses on public relations and advertising for issue-related campaigns and public service communication. This includes community relations, service programs, dialogue, advocacy, lobbying, fundraising, special events, and alliances and partnerships between business and nonprofit organizations. Current public issues and causes are examined in relation to ethical communication, responsiveness, accountability, and the social responsibility of business, nonprofit organizations and foundations to the community and to a common good.  
APPLICATIONS

Cause-related marketing and the application of advertising and public relations strategies and techniques to inform and encourage public dialogue and action related to important social issues has become increasingly significant. This may include public information campaigns, institutional image and advocacy advertising, public service announcements, lobbying to bring about legislative change, fundraising for specific causes and programs, and service projects with employees, clients, donors, volunteers and constituents.  Practical applications focus on research, planning, implementation, and evaluation of public service campaigns related to issues such as health, safety, environment, education, and community development. The course also covers philanthropy with a focus on the mission, social responsibility and accountability of business, nonprofit and social service organizations.  
Throughout the semester students receive detailed handouts and application worksheets related to the major team project.  These materials are also posted on Blackboard. 

DEFINING PUBLIC SERVICE COMMUNICATION

Public service communication focuses on those advertising and public relations activities that support a common good, provide some benefit or value to the public, show responsiveness to community needs and issues, encourage mutual understanding between an organization and its publics, and demonstrate accountability in the decisions and actions that affect the community. 

The prerequisite for this course is CMUN 265 Public Relations. Students must complete CMUN 265 before taking CMUN 352 Public Service Communication. 
LEARNING OBJECTIVES

Students demonstrate their knowledge and skills in the following ways:

· Offering thoughtful criticism and analysis of current issue or advocacy campaigns and public service campaigns through classroom discussion and a written analysis, with an emphasis on how advertising /public relations can be more ethical and socially responsible.

· Identifying effective nonprofit organizations; assessing mission, activities, and resource utilization; and evaluating performance and outcomes in relation to community needs. 
· Developing the communication materials for a public service campaign including an integrated plan with marketing, advertising, and public relations components. These materials may include press releases, advertising copy, public service announcements, creative copy and design of a Web site, brochures and fliers, as well as social media.  

· Working with a nonprofit organization in the Chicago area during the semester to develop a public service campaign related to a specific public issue or need. This group project includes working with the client in analyzing the target public(s), developing an integrated communication plan and message, and creating materials to implement the campaign. The final campaign strategy and materials will be presented to the client representatives. Some implementation and specific results are expected in this project. 
TEXTS

Felkins, Patricia K. (2002). Community at Work: Creating and Celebrating Community in Organizational Life. Cresskill, NJ: Hampton Press.  (Community) 
Felkins, Patricia K. and  McPhilimy, Cheryl (2009). Telling Your Story: A Brief Guide to Public Relations Tools. Chicago: McPhilimy Associates.  (Guide)
COURSE SCHEDULE

Week 1
Public Service Communication in Advertising and Public Relations Practices, Ch. 1 Foundations of Community, Ch. 5 Social Contract, Ch. 9 Nonprofit Social Service Contexts (Community). Issue teams formed.  Assign nomination of nonprofit organizations.  
Week 2
Role of Nonprofit Organizations in Building Community, Ch. 3 Social Rules and Interaction in Community, Ch. 7 Linked Communities and Social Capital (Community). Nomination and information sheets on nonprofit organizations due. Teams choose a nonprofit client.
Week 3
Creating the PR Plan. Market Analysis, Target Audiences, Message, Media, Creative Implementation, Timetable, Budget, and Evaluation. Section III Strategic Tools (Guide). 
Ch. 4 Agreements (Community). Quiz #1.  Draft of Working Agreement.
Week 4
Media Relations for Nonprofit Organizations. Writing for print media. News Release, Media Alert, Media Directories. Section II  Media Documents (Guide). Developing Media Strategies. 
Week 5
Ch. 2 Narratives (Community). Telling the Organizational Story. Creative approaches to Message Design.  Section II Media Documents (Guide). Public Service Announcements and Advertising Copy. Media interviews. Pitching to the media. Team Copywriting Activity.  Progress Report #1 with Initial Draft of PR Plan due.
Week 6
Planning Special Events. Sponsorships and Partnerships between Nonprofit Organizations and Corporations. Cause-related Marketing and Sponsorships. Developing Educational and Community Partnerships.  Team Meeting. Revised PR Plan due.  
Week 7
Telling the Organizational Story. Message Design.  Creating Fact Sheets, Brochures, and Newsletters, Direct Mail. Layout and Design.  Team Design Activity. Progress Report #2
Week 8
Section IV Digital Media.  Using social media channels. Blogs, microblogging, social networking sites. E-Newsletters.  Online Communication Strategies. Quiz #2 

Week 9
Section IV Digital Media  (Guide) continued. Ch. 6  Technology and Virtual Community (Community). Using the Internet. Social Media and Web Campaigns. Design and content for a nonprofit Website. Building interactive online community. Team Meeting. Progress Report #3
Week 10
Ch. 8 Corporate Contexts (Community), Business and Nonprofit Partnerships. Advocacy and Issues Advertising, Image and Branding.  Team Meeting. 
Week 11
Lobbying and Public Information Campaigns. Government Relations. Working with diverse constituencies and interest groups. Handling conflict and protest. Opinion and Editorials.  Team Meeting. Progress Report #4
Week 12 
Reviewing and Revising PR Plan, Project evaluation and assessment tools. Creating effective presentations and project reports. Quiz #3 
Week 13
Review Guidelines for Client Presentations, Project Completion, and Client Followup.
Initial Team Project Book and Executive Summary due.
Week 14
Team Client Presentations
Final  Exam 
Final Team Project Book and all communication materials due.
EVALUATION
Typically, graded assignments of the course may include, but are not limited to:

A team project that involves working throughout the semester with a specific nonprofit client to do market research on the social issues and the organization, plan a public service campaign with the client based on that issue, implement some aspects of the campaign, and evaluate results.  
Two or three essay examinations.  These can include short answer identifications of important concepts in public relations; and/or longer essay questions requiring an understanding of models and concepts and how they are applied.

Individual and team writing assignments in communicating information about the client organization and the issues to a target market. 
Report assessing a specific nonprofit organization in terms of mission, leadership, performance, impact on the community, communication materials and responsiveness to community needs.  
There is a graded classroom discussion component to the course. Classroom discussion takes place on assigned readings but may also include student questions and comments related to current events and social issues, as well as consultation with student teams working on their campaigns.  
POINT DISTRIBUTION
Individual Nonprofit Research and Nomination  
20 pts.
Team Class Activities




30 pts.
Copywriting Public Service Announcement

 (15 pts.)
Information Brochure Design    
(15 pts.)

Individual Class Participation in Discussion
and Class Exercises      



20 pts.  

Quizzes         





75 pts.

#1, #2, #3 (25 pts. each)

Team Public Service Campaign Project        
          140 pts. 


Progress Reports (40 pts./10 pts. each)Client Presentation (30 pts.)

Project Book/Materials/ Documentation (50 pts.)


Individual Participation/Contribution (20 pts.)
A professional approach is expected in all aspects of this course from classroom behavior to campaign work with your client. Class attendance and individual and group participation are an essential part of this course. You are expected to participate in all classes and be on time. Food is not allowed in the classroom. Make sure that you get all assignments and reports in by the deadline. Late papers will be discounted by half. If you are having problems with an assignment contact your professor before the due date. 

Any plagiarism in your coursework or dishonesty on exams will result in an F grade on that assignment or exam. This behavior is also reported to the Dean and may be subject to further 
action by college administration. See university policy guidelines on Academic Integrity.    

Dishonesty and Plagiarism

Academic Dishonesty:

The penalty for academic dishonesty of any kind (including plagiarism) will be a grade of zero on the examination or written assignment on which cheating occurred.  The zero will be averaged with the other grades in calculating the final grade.

"Plagiarism" is defined as the copying or close paraphrasing of any portion of another person’s work, whether living or dead, published or unpublished (including INTERNET sources), without crediting that person in a citation or footnote.  Where such a citation is provided, such copying or paraphrasing is still deemed to constitute plagiarism if done to excessive length (three sentences or more without quotation marks).   
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