Comt 426/526




Public Relations Case Studies
Instructor: Dr. Sarah Keller
Office: LA 602 

Office Hours: MW 8:30- 10:30 and by appointment
Phone: 896-5824
Email: skeller@msubillings.edu
Required Texts:
Jerry A. Hendrix, Public Relations Cases, 6th ed. Belmont, CA: Wadsworth, 2004.
Course Outcomes:
· To understand the purpose of public relations in dealing with problems and opportunities

· To assess information about current and historical public relations efforts

· To promote critical thinking skills which have proven successful in problem-solving and decision-making experiences
· To learn how to inter-communicate ideas with peers, and to gain confidence in forming and articulating one’s own opinion

· To think out original answers to new problems, and to give new interpretations to old problems

· The capacity to make sound judgments and to communicate those judgments
 Course Policies:
· There is no right answer. Business is a human science of human relationships, and it evolves by new people coming up with new answers to common problems.

· You must always support your view. Say what you think, but also try to figure out why you think that.

· This is a seminar course, which means that you are primarily responsible for the flow of class time and discussion.  To that extent, I expect that you will come to class with all of your readings completed; all projects finished; and with questions ready to ask.  

· All work must be typed double-spaced and free of grammar and spelling errors. More than three errors in a paper will lead to a serious grade deduction.  Make sure to proof read and spell check!
· Students with disabilities, whether physical, learning, or psychological, who believe that they may need accommodations in this class, are encouraged to contact Disability Support Services as soon as possible to ensure that such accommodations are implemented in a timely fashion. Please meet with [DS] staff to verify your eligibility for any classroom accommodations and for academic assistance related to your disability. Disability Support Services is located in the Academic Support Center (this bullet is courtesy of DSS)


Course Contract
· Preparation – If you do not read and analyze the case, and then formulate an action plan, the case discussion will mean little.

· Presence – If you are not present, you cannot learn, and cannot add to class discussion.

· Promptness – If you enter the classroom late, you disrupt the flow of ideas.

· Participation – Each of you has a responsibility to share your understanding and judgment of each case to advance the knowledge of the class as a whole.
Course Activities and Grading Scale
· 25 points – Participation: The most important part of this class is your participation.  Participation is worth 25 points.  This will be measured in a number of ways: 1) how prepared are you for class?  Have you finished your reading assignment?  Are you ready to ask good questions? 2) What do you bring in to class from your experiences and involvement? 3) How well do you listen to your classmates and continue conversations? 4) Are you always involved in class discussion or are you working on other projects! (A huge no-no!)

· 25 points – Case Study Presentation: Each of you will present one case study in contemporary public relations.  This case should be analyzed clearly, with references to the strengths, weaknesses, opportunities and threats of the individual business and the economic/competitive climate of the time. References should be made to context. You must not just present what happened; you must tell what you recommend the company do – articulate a plan of action. These cases are to be presented formally and should be accompanied by handouts and other study aids.  I also expect an appropriate bibliography to accompany your presentation (25 points)
· 20 points – Essay responses: There will be two written essay responses to presentations of your choice (3-5 pages) that will be turned in over the course of the semester (10 points each)

· 30 points – Term paper: For undergraduates, quality participation and completion of the essays will earn a maximum grade of a B in this course.  In order to earn an A, you must complete a term paper (Graduate Students are required to complete a term paper). The term paper will involve a summary of several cases, in which you identify common principles of themes that emerge from a comparison of 3-4 cases. This is your opportunity to turn your practical knowledge into strategic business sense. All work must be documented with external resources, as well as specific examples. All judgments or assertions must be well supported. This paper will be due April 27th. (10-15 pp., 30 points)
Course Schedule:







Reading Due:
Jan 18

Intro to the course



The case study approach



Thinking about public relations critically


Review of public relations

Jan 23

Solving Public Relations Problems



1, 2
Jan 25

Media Relations





3 + case 3-1 
Jan 30

Internal Communications




4 + case 4-2 
Feb 1

Community Relations





5 + 5-1, 5-2
Feb 6

The Body Shop Case





Body Shop 
Feb 8

Public Affairs & Govt. Relations



6 + 6-1, 6-3
Feb 13

Investor & Financial Relations



7 + 7-1, 7-2

Feb 15

Consumer Relations





8 + case 8-1
Feb 20

NO CLASS – PRESIDENT’S DAY

Feb 22

Starbucks Case





Starbucks
Feb 27

Consumer Relations





Cases 8-2, 8-3

March 1

March 4-12 
SPRING BREAK

March 13 
International Public Relations




9 + case 9-1

March 15
Chiquita Banana Case





Chiquita
March 20
Special Publics





10 + case 10-2
March 22
March 27
Crisis Communication




11 + 11-1, 2

March 29
April 3

Integrated Marketing Communications


12, case 12-2

April 5

Walmart Case






Walmart
April 10
April 12
(PASSOVER)
April 17
April 19
April 24
April 26
LAST DAY OF CLASS



Term Papers Due!!

