University of Wisconsin-Whitewater

Curriculum Proposal Form #3

New Course

Effective Term:
 FORMDROPDOWN 



Subject Area - Course Number:
SPEECH 364 
Cross-listing:
JOURNLSM 364
(See Note #1 below)

Course Title: (Limited to 65 characters)
Advertising and Public Relations Operations and Management
25-Character Abbreviation:  
ADVERT PUBLIC RELS OPER


Sponsor(s):  
Kim Hixson & Peter Smudde
Department(s):
Communication
College(s):
 FORMDROPDOWN 



Consultation took place:
 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes  (list departments and attach consultation sheet)

Departments:       


Programs Affected:
Public Relations & Advertising (majors & minors)
Is paperwork complete for those programs? (Use "Form 2" for Catalog & Academic Report updates)

 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes
 FORMCHECKBOX 

will be at future meeting

Prerequisites:
Speech 302 or Journalism 322
Grade Basis:
 FORMCHECKBOX 

Conventional Letter
 FORMCHECKBOX 

S/NC or Pass/Fail
 

Course will be offered:
 FORMCHECKBOX 

Part of Load
 FORMCHECKBOX 

 Above Load 


 FORMCHECKBOX 

On Campus
 FORMCHECKBOX 

Off Campus - Location       

College:
 FORMDROPDOWN 

Dept/Area(s):
Communication
Instructor:
Kim Hixson, Peter Smudde or others in the PR and Advertising programs

Note: If the course is dual-listed, instructor must be a member of Grad Faculty.
Check if the Course is to Meet Any of the Following:

 FORMCHECKBOX 
  Computer Requirement
 FORMCHECKBOX 
  Writing Requirement


 FORMCHECKBOX 
  Diversity 
 FORMCHECKBOX 
  General Education Option:   FORMDROPDOWN 
   

Credit/Contact Hours: (per semester)

Total lab hours:
0
Total lecture hours: 
48
 

Number of credits:
3
Total contact hours:
48 

Can course be taken more than once for credit?  (Repeatability)  

 FORMCHECKBOX 
 No    FORMCHECKBOX 
 Yes          If "Yes", answer the following questions:

No of times in major:
     
No of credits in major: 
     
 

No of times in degree:
     
No of credits in degree:
      

Proposal Information: (Procedures can be found at http://acadaff.uww.edu/Handbook/Procedures-Form3.htm)

Course justification:  This course adds an important, missing dimension to both the advertising and public relations programs in the department. Indeed, Journalism 360 Media Operations and Management, purports to cover a range of operations and management, including advertising and PR in addition to journalism, that is too wide; therefore, a more focused course on operations and management for advertising and PR will give students the kind of coverage of issues they want and need for a successful career. A survey of institutions in the Great Lakes region revealed that the better programs in public relations and advertising offer a course specifically in the operation of these organizational functions. Such a course is also recommended by the American Advertising Federation and the Public Relations Society of America. This new course will provide an overview of operations strategies for advertising and public relations together, as the two areas often collaborate and complement each other in successful companies’ communication efforts with their stakeholders. The substance of the course will cover specific topics, issues, and situations that practitioners typically face when leading a public relations or advertising department or agency. Emphasis will be strictly on the operation of these functions and the work of advertising and public relations practitioners.
Relationship to program assessment objectives:  The learning objectives outlined in the syllabus are designed to meet Department of Communication educational objectives relating to development or mastery of subject matter, cognitive development, and skills.

Budgetary impact:  Budgetary impact would be minimal. The Department of Communication already has faculty on staff to teach this course. As indicated in the attached bibliography, our library has numerous volumes to support this course. The course would be offered once per academic year (spring semester recommended) and taught by one advertising or PR instructor on a rotating basis. We do not anticipate any additional burden on classroom space demands or library acquisitions.
Course description:  This course provides students with specific knowledge and preparation for the effective management of a corporate department or independent agency in public relations or advertising. Special emphasis will be on insights from research and practice, especially in terms of the social and economic affects of public relations’ and advertising’s communication efforts. Additional analysis and assessment of operations decision making for public relations and advertising situations and cases will also be covered.


Course requisites:  Speech 302 Public Relations Strategies or Journalism 322 Advertising Media Planning and Buying
If dual listed, list graduate level requirements for the following:

1. Content (e.g., What are additional presentation/project requirements?) 
n/a
2. Intensity (e.g., How are the processes and standards of evaluation different for graduates and undergraduates? ) 
n/a
3. Self-Directed (e.g., How are research expectations differ for graduates and undergraduates?) 
n/a
Course objectives and tentative course syllabus:



Journalism/Speech 364 Advertising and Public Relations Operations and Management

Spring 2006

Instructor:
Peter M. Smudde, Ph.D.

Office:
452 Hiede

Phone:
262-472-5049

E-mail:
smuddep@uww.edu

Office Hours:
By appointment

Required Text  

Maister, D. H. (1997). Managing the professional service firm. New York: Free Press. 
Course Objectives  

· Enhance students’ understanding of public relations and advertising in corporations and agencies and how they operate.
· Enable students to understand how careers at agencies and corporations differ and to make informed choices about their own career paths.

· Introduce students to resources and methods designed to enhance understanding of public relations and advertising management and enable them to continue their own learning beyond the course’s timeframe.

Desire To Learn (D2L) System

This course uses Desire To Learn (D2L) to support the course. D2L can be accessed from the UW-W homepage on the left navigation bar. D2L can be accessed from any computer using up-to-date versions of Netscape or Internet Explorer. The browser must be set to accept “cookies” and must have Java and Javascript enabled. If you have problems with D2L, let us know and call the Help Desk at 1-877-381-3459.

Attendance

I expect to see you on a regular basis. Much of the material is only available through lecture and class discussion. During class you will also be given information and instructions on how assignments are to be completed. For an absence to be considered “excused,” you must inform me prior to class, if at all possible. Excused absences include participation in a university-sanctioned event, natural disaster, the death of a family member, and incapacitating illness. I will want written verification to support your excuse. If you miss class, you are responsible for obtaining all assignments, notes and any other information. 

Assignments

Prior to every class meeting you will prepare by reviewing selected books, articles and other assigned material whether online or in print and conducting research. Classes will begin with a discussion of news items affecting public relations and advertising practitioners that I identify on the Internet or print sources, like PR Week, Advertising Week, and others. See the course schedule for details about all assignments.
To foster understanding of time management, you will receive copies of time sheets and be required to track how much time you spend on the work you do in this class each week. You must turn in these time sheets at the beginning of each class. You will receive feedback about your time sheets and be asked to discuss your observations about this process.

Assignments are due no later than the official starting time for class on the dates indicated on the syllabus. Assignments received after the deadline will be considered late and will be penalized 50 percent of earned points. Assignments received after class is dismissed may be evaluated, but will receive no credit. You may choose to turn in work in advance of the due date. If a paper is not even remotely close to the assignment given in class, I reserve the right to withhold all points. If an assignment is missed for a reason deemed satisfactory by the instructors, a make-up assignment of observably greater difficulty may be required.

For your own protection, you are expected to keep disk copies and/or photocopies of all assignments submitted to the instructor. As you work on a computer remember to save your work frequently, and always backup your work on another disk or other medium. I will not accept work turned in late because you had technology problems and did not follow these two cardinal rules of technology use or couldn’t find a computer to use. 
Papers

Two 100-point papers will be assigned in this course and they are due on the dates shown in the course schedule below. You will be required to apply critical thinking skills about the concepts covered in this course to specifically and thoroughly address the problems given in the assignment. The papers will be assigned separately in class, and I encourage you to visit with me early and often to make sure you’re on track with your approach to them.

New-business Pitch

You will be asked to develop a persuasive presentation, worth 100 points, about a new communications opportunity for a selected organization facing a particular problem. The situation will be fictitious but based on a real case. You will need to prepare a complete package that includes supporting documentation about research, objectives, strategies, tactics, budget, timing and other factors. The assignment will be given separately in class.

Exams

Two 100-point exams will be given, one at midterm and one during finals week. The exams will cover material up to their respective points in the semester and are designed to assess your learning of the material in terms of the concepts and their application. The exams will consist primarily of scenarios that require you to think critically about what’s going on and how to approach communications opportunities as a project leader or department manager.
Weekly Time Sheets

To foster understanding about time management in professional settings, you will receive copies of time sheets and be asked to track how you use your time on course assignments each week. You must turn in the time sheets at the beginning of class as indicated on the course schedule. You will receive feedback about your time sheets and be asked to discuss your observations about this process in class.
University Policies

The University of Wisconsin-Whitewater is dedicated to a safe, supportive and non-discriminatory learning environment. It is the responsibility of all undergraduate and graduate students to familiarize themselves with University policies regarding Special Accommodations, Academic Misconduct, Religious Beliefs Accommodation, Discrimination and Absence for University Sponsored Events (for details please refer to the Schedule of Classes; the “

 HYPERLINK "http://www.uww.edu/Catalog/02-04/Legal/Legal1.html" Rights and Responsibilities

 HYPERLINK "http://acadaff.uww.edu/www.uww.edu/Catalog/02-04/Legal/Legal1.html" ” section of the Undergraduate Catalog; the Academic Requirements and Policies and the Facilities and Services sections of the Graduate Catalog; and the “Student Academic Disciplinary Procedures (UWS Chapter 14); and the “Student Nonacademic Disciplinary Procedures" (UWS Chapter 17).

Academic Dishonesty 

Plagiarism and any other form of academic dishonesty will not be tolerated. Plagiarism (presenting someone else’s work as your own or without proper acknowledgment) or any other type of academic dishonesty will be considered justification for failure for that particular assignment or the entire course, depending on severity. All work must be that of the student (or students involved in a group assignment) and developed during the current semester for this course. Sources must receive credit using an citation style appropriate to an assignment. 

For UWW information regarding academic integrity and procedures for academic misconduct, the section in the Student Handbook, titled, “Student Academic Disciplinary Procedures,” or contact Mary Beth Mackin, assistant dean of students. Missing an exam or speech without a documented medial excuse or failing to turn in any one of the assignments may also result in an automatic “F” in the course.

Administrative Drop Policy Ends

Please note that the Administrative Drop Policy for courses enrolled in at UW-Whitewater has changed. Faculty will no longer process any automatic course drops. If you wish to drop a course(s), it is your sole responsibility to go into WINS to drop the course(s). Even if you fail to attend class during the first week of a semester, you still must drop the course(s) on WINS. The deadlines for dropping a course(s) are listed in the timetable, and can be found on the university’s academic calendar. Any student failing to drop a course(s) within the deadline periods will still receive a grade in the course(s) he/she is enrolled in.

Special Needs
Any students with special needs should contact me promptly so arrangements can be made to accommodate your needs.

Course Grading Policy

Final grades are assigned on the basis of accumulation of points, not percentages. I do not “curve” grades on any assignment or quiz, nor do I “curve” final course grades. I evaluate the end products of your work, not effort. Students are encouraged to keep track of the points they have accumulated, and your grades will be posted on D2L so you can monitor your performance, which I encourage you to do frequently. Here is a breakdown of the point values in this course:

	Assignment
	Available Points

	Paper #1
	100

	Paper #2
	100

	New-business Pitch
	100

	Midterm Exam
	100

	Final Exam
	100

	Weekly Time Sheets 
	50

	In-class Activities/Assignments
	50

	Grand Total
	600


If you disagree with my evaluation of your work, please see me during office hours within one week after I have returned your work. I will not discuss grades at any other time. I do not "round up" or "round down" points toward final course grades, except in cases for fractions of points, and at that rate I use conventional rounding procedures, e.g. 539.5 could be rounded to 540, but 539.3 would be rounded to 539. The following scale will be used to determine letter grades:

A — 540-600 points

B — 480-539 points 

C — 420-479 points 

D — 360-419 points 

F — 0-359 points 

I reserve the right to revise all or part of this grading curve, which would be announced in class. You are responsible for obtaining any such revisions.

Tentative Weekly Course Schedule

	Week
	Topic

	1
	Manager/Management job descriptions in public relations and advertising

	2
	Principles of agency operations

	3
	Principles of corporate department operations

	4
	Principles of operations decision making

	5
	Professionalism, law and ethics

	6
	Operations tools I: time management, budgets, and plans

	7
	Human resource management: hiring, firing, managing, and developing communication professionals

	8
	Business development principles

	9
	New-business pitches from both sides of the table

	10
	Team-based project management

	11
	Client-centered communication

	12
	Operations tools II: performance measurement methods & international communications

	13
	Counseling organizational management and peers 

	14
	Promoting the PR/Ad function to build coalitions

	15
	Consulting and consultants

	16
	Personal career pathing strategies


NOTE:
The instructors may alter this course schedule and other aspects of this syllabus as the course progresses. Students are responsible for taking note of any changes, which will be announced in class and/or posted as announcements on D2L.

Bibliography: (Key or essential references only.  Normally the bibliography should be no more than one or two pages in length.)
Advertising Sources 

Burnett, J. J.  (1993).  Promotion management.  Boston: Houghton Mifflin.

Grönstedt, A. (1998).  The ABC's of IMC : building blocks for integrated marketing communications. Syracuse. New York: Advertising Research Foundation.

*Hameroff, E.J.  (1998). The advertising agency business: the complete manual for management & operation.  Lincolnwood, IL: NTC Business Books.

Jaffe, A.  (2003).  Casting for Big Ideas: A New Manifesto for Agency Managers.  New York: Wiley

Jones, J.P. (ed).  (1999).  The advertising business : operations, creativity, media planning, integrated communications.  Thousand Oaks, CA.: Sage Publications.

*Lewis H.G. & Nelson, C.  (1999).    Advertising age handbook of advertising.  Lincolnwood, IL: NTC Business Books.

Lundin, R.  (1987).    Selecting an advertising agency: factors to consider ... steps to take. New York : Association of National Advertisers.

McNamara, J. (1990).    Advertising agency management.  Homewood, IL: Dow Jones-Irwin.

Mooij, M. K.  (1991).  Advertising worldwide : concepts, theories, and practice of international, multinational, and global advertising. New York : Prentice Hall.

Percy, L., Rossiter, J.R., & Elliot, R.  (2002).  Strategic Advertising Management. Oxford University Press.

Rossiter, J. and Percy, L.  (1996).  Advertising communications and promotion management, 2nd ed.   McGraw-Hill.

Zeltner, Herbert.  (1994).  ANA Guide to media management. Lincolnwood : USA N T C/Contemporary Publishing Company.

Public Relations Sources 

* Caywood, C. L. (Ed.) (1997).  The Handbook of Strategic Public Relations and Integrated Communications.  New York, NY: McGraw-Hill.

* Cheney, G., & Christensen, L. T. (2001).  Organizational identity: Linkages between internal and external communication.  In F. M. Jablin & L. L. Putnam (Eds.), The New Handbook of Organizational Communication: Advances in Theory, Research, and Methods (p. 231-269).  Thousand Oaks, CA: Sage.

* Curtain, P.A., & Boynton, L. A. (2001).  Ethics in public relations: Theory and practice. In R. L. Heath (Ed), Handbook of Public Relations (p. 411-422).  Thousand Oaks, CA: Sage.  

D’Aprix, R. (1997, April/May).  Partner or perish: A new vision for staff professionals.  Strategic Communication Management, 12-15.

Dilenschneider, R. L. (Ed.) (1996).  Dartnell’s Public Relations Handbook.  Chicago, IL: Dartnell Corp.

* Gower, K. K. (2003). Legal and ethical restraints on public relations. Prospect Heights, IL: Waveland Press.

* Grunig, J. E. (1993).  Implications of public relations for other domains of communication.  Journal of Communication, 43 (3), 164-173.

* Heath, R. L. (Ed.) (2000).  Handbook of Public Relations.  Thousand Oaks, CA: Sage.  

Institute for Public Relations (1999).  Guidelines for Setting Measurable Public Relations Objectives.  Gainsville, FL: Author.  www.instituteforpr.com/printables/probjectives.htm.

Jeffries-Fox, B. (2001).  Toward an Understanding of How News Coverage and Advertising Impact Consumer Perceptions, Attitudes and Behavior.  Gainesville, FL: Institute for Public Relations.  Retrieved October 5, 2001, from the World Wide Web: www.instituteforpr.com/ printables/News&Advertising.htm.

* Moore, R. L., Farrar, R. T., & Collins, E. L. (1997). Advertising and public relations law.  Mahwah, NJ: Lawrence Erlbaum Associates.
* Pieczka, M., & L’Etang, J. (2001).  Public relations and the question of professionalism. In R. L. Heath 

Shaffer, J. (2000). The leadership solution. New York: McGraw-Hill.

Shaffer, J. (1997, May).  Reinventing communication: A road to improving organizational performance.  Internal Communication Focus, 2-7.

* Seib, P., & Fitzpatrick, K. (1995). Public relations ethics. Fort Worth, TX: Harcourt Brace.

* Smudde, P. (2001).  Issue or crisis: A rose by any other name….  Public Relations Quarterly, 46, 34-36.

Notes:

1. Contact the Registrar's Office (x1570) for available course numbers.  A list of subject areas can be found at http://acadaff.uww.edu/Handbook/SubjectAreas.html
2. The 15 and 25 character abbreviations may be edited for consistency and clarity.
3. Please submit electronically when approved at the college level - signature sheet to follow in hard copy.
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