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ABSTRACT

Conwell, Patrice Tﬁmmﬂs Interdisciplimacy Public Relations:
A Corviculim for Undergraduate
Study At Oakwood College, 1997,
Thesis Advisor: Dr. Don Bagin,
T'ublic Relations

The purpose of this project was 10 ¢reate a public relations curricwlum for
undergraduate study ta prepare students as effective practitioners and commmunicators in
tize 21st century.

Pubhic relatrons education has changed over the vears to meet the needs and trends
of the industry, and today is no ex¢eption, The continued rise of Integrated Marketing
Communications, and the desire ta strengthen the coungeling and mepagement functions
af public relations make it necessary to evaluate undergraduate curricula to ensure
students are being properly prepared (o enter the worlkforce.

"The undergraduate curriculs of 11 schools were analyzed and compared for
aubject matter and skills promoted, as related to the concerns ard needs expressed in
related literature by current pirblic relatons praciitioners and educators. The schools were
chosen through a survey of recognized experts in the: public rolations industry, as schoals
having the top underaraduate public relations programs in the country,

The resulting curriculum reflecis the need for students to have a social seience
grounding, a working understancling of other disciplines, such as advertising and

marketing, and better skills in writing, business management, and siratesic thinking.



MINI-ABSTRACT

Conwell, Patrice Thomas Interdisciplimary Public Relations:
A Curricelum for Undergraduate
Study Af Qakweood College, 1997,
Thesis Advisor: Dr. Bgn Bagin,
Paublic Relations

The purpose of this project was to create an interdisciplinary public relations
curriculum for Oakwoed College, which can be used by other schools without public
relationg programs, The resulting curniculumn incorporates an analvsis of top programs in

the country and opinions of practitioners and educators on effective practice in the 21t

century.
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CHAPTER 1

Introduction

Skillful communication with publics is a necessity for any human being who does
not live a hermit-like existence. Any aspiration a person has of achieving success in
whatever capacity requires the ability to positively influence another’s perception of who
you are, what you are, and why you are worth paying attention to.

Public relations is an area of study that focuses on skillful ¢omnnunication with
publics. Good public relations helps an individual, business or orgamzation build a
positive image. And “improving your image is as important as improving your technical
skalls,™

Indviduals use public relations to sell themselves to potential employers, or to aid
their promotion up the career ladder. Unfortunately, “the domestic economy is
deprived...of millions of employed persons who are not promotable despite their mtuitive
abilities, because they lack the skills to communicate and respond.™

Organizations and businesses use public relations to deliver messages to potential

customers, their stakeholders, the community, and the media. “Effzctive communication

"Martin Morris, “Your image could cost you your jab,™ Computervrorld (December 7,

1992); p. 101,

p.

18.

*Albert Walker, Ph.D., “Tlliteracy in the Workplace,” Communication Warld (June, 1989);



helps an organization create an environment in which it can work well with influential
stakeholders and achieve its goals. Good communication builds relationships with
strategic publics, thus helping an organization manage its interdapendencizs wath these
oublics.™

Obviousty, public relaticns embodies skills that are beneficial for effective
communicarion, whether one waris 4 carcer in public relations or chooses a career in a
different field.

Where better to teach public relations skills than n colleges and universities. where
students are preparing for thear J1Ife’s work. Unfortunately, many schools of higher
education do not offer any, or subgtantive pubhe relations education programs,

Therefore, the purpose of this thesis is to creste g public relatons curticulum for
undergraduate study that will prepare students as effecrive commumcaions w the coming
century.

A peek nto the reality of the work world reveals public relations practices turming
up in non-traditional areas. “Tew educators envision themselves as macketng or public
relations experts, yet eeonomuc reality is forcing many academicians into these raleg ™

In a discipline like education, where elementary schools, high schools and smatt

colleges cannot monetarily afford public relations practitiongs, ieachers and principals

*Richard A, Lindeborg, “The IABC Excellence Study Exeellent Commumication,™ Pyblic

Relations Ouarterly (Spring, 1994), p. 3.

"Willigrmn Shreeve, Witham G.J. Goetter, Tanet B Nody, Armold R, Stucckle, Barbara R.
De Michele, Thomas K. Midgley, “Marketing education on a shoestring: A model,” Barly Child

Development 2ad Care (19873, p. 169.



have to take the reins of communication with their publics.

Who would think that physical education teachers need to have public relations
skalls? But “with the very survival of physical education programs at stake in several
school districts, it is crucial that physical educators develop well-planned public relations
programs. A gaod public relations program helps the pubhc understand...and convinces
them that physical education is not just an extra or a frill, but is basic to a child’s
education,”™

Business 15 a career field where public relations is a crucial partner. In a study
funded by the International Association of Business Communicators, chief executives
surveyed “have been able to estimate the value of public relations to their organizations.
They said the return on investment of their communication finction was 184%, or nearly
two dollars for every dollar spent.”™

“A theme that emerges time and again is the link between public refations and
business interests in the work place. Unfortunately, that link is often missing in
academia,™

In its own right, public relations as a specialized field of studv continues to grow in
importance as the need for public relations skills increases. Current trends find public

relations moving into the upper echelons of business management and broadening into the

*Jonathen E. Nelson, “Communication: The Key to Public Relations,” Journal of Physical
Education, Recreation & Dance (April, 1986); p. 5.

“*Lindeborg, Public Relations Quarterly, p. 11.

’}. David Pineus, Ph.D., Robert E. Rayfield, Ph D, “Public relations education: Qur
Future 13 banking on it,” Communication Word (February, 1992); p. 172.
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international arena.

The public relatinns practice ts becoming more managerial ;1 nanere.
Organizations are looking to their top communicators to actively participate in strategic
planming, help solve organization prablems invelving communication and relationships,
facilitate Two-way communication, and use research techniques to monitor trends outside
the organization’s enyionment.®

“Public relations as a professional specialization will most cartaindy inerease i
importance,™ as business interests hecome more alobal, reaching seross cultoral lines,
“Public relations practitioners will be called upon to be corporate, i ¢ | organizational
iterpreters and ethicists and social policy-makers in this complex new world, charged
with guiding orgamizational behavior as well as influencing and reconciling public
perceptinna

Maybe more than anyane else, buginess students and educators need (0 understand
the value of eflective communication to the bottom line  “Buginegs schools need to review

eirricylg m ght of transforming business needs noting that as organizational stnictures

became flarter and formal types of authority give way to more collaborative types of

"Lindeborg, Public Relations Quarterly, p.5.

"Dean Kruckeberp, “Integrating Multicultural/International Experiences into the Public
Relations Curriculum,” Annuat Meeting of the Speech Communication Association (November
18, 1995); p. 3.

WThid, p 5



refationships, ‘negotiating and communicating skills become critical”.™!

The prevalent use of public relations should indicate the value of learming public
relations skills—indeed the need to learn public relations skills—as early asg possible 10 set
the stage for maximum achievement in the work place.

The impact effective or meffective public relations skills will have on students’
itves when they enter the work foree suggests the need to go beyond basic communication
or English classes.

(Ouce students learn basic grammar, punctuation and sentence composition, it
would behoove them to take additional steps to learn some facet of communication
management: target messages, target audiences, media relfations, community relations, ete.

These are the types of skills explored in public relations education.

Statement of Need

Public relations is not a primary diseipline of study at Oakwood College, a
predominately African-American private school located in Huntsville, Alabama, There,
public relations is offered as one of four areas of concentration in the pursuit of a bachelor
of arts degree in Communications,

Over the last eleven years, the concentration has expanded from the one class
initially offered—Public Relations and Information—to the ¢urrent curriculum. Basic

course requirements for the concentration are Mass Communication, Principles of

"'J. David Pincus, Bob Rayfield, Coral M, Ohl, “Public Relations Education in MBA
Programs; Challenges and Opportunities,” Bublic Relations Review (Spring, 1994); p. 55.
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Advertising, and Public Relations and Public Information.

Elective courses rounding cut the required hours are: Fundamentals of Public
Speaking, Persuasion, and Wiiting for PR. The last two courses are offered in alternating
years. All courses are taught by professors who have never been PR practitioners.

Diiscussions with Dr. Lela Gooding, chairperson of Qakwood’s Department of
English and Communications, yielded acknowledgment that the PE. concentration is not as
strong ag it could be. “Students interested in PR,” Gooding stated, “would probably have
to do most of their learning on the job.” The primary reason for this is the departmeni™s
lack of teachers who have professional experience m public relations.

As previously stated, public relations as a specialized field has been steadily
increasing in umportance. This has been reflected in colleges and universitics across the
country. An article written m 1992 found that “among U.S. baccalaureate programs in
communication, the public relations program is growing the fastest. ™'

Expansion of Qakwood’s public relations curriculum would signal the college’s
recogmtion of the field’s importance in the work world. In addition, broadening the scope
of the English/Communication department could result in benefits for the collese, the
department and the public relations profession, as well.

At the very Jeast, a well-structured public relations program would better prepare
current students interested in the discipline for emplovment as practitioners. To offer

anything less puts Oakwood graduates at a major disadvantage when competing for jobs

“Chris W. Oghondah, Comelius B. Pratt, “Internationalizing U, S. Public Relations:
Educating for the Global Economy,” Public Relations Quarterly (Winter, 1991-1992); p. 37.
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with others who have been educated at schools where public relations is a major field of
study.

A more balanced public relations curricuhum could increase student enrollment in
the English/Communication department and, altimately, the college. With public relations
s0 closely tied to business, interdisciplinary public relations education could suide students
to enroll in departments they would not normally consider, such as getting a minor in
business or psychology.

Interdisciplinary public relations instruction could also promote partnerships
between the English/Communication department and others, such as the business or
educantion departments. These partnerships would, in turn, strengthen the preparation of
students studying other majors where skillful communication is pertinent to their success.

Lastly, Oakwood graduates employed as public relations practitioners would fill a
major void of minority practitioners in the industry.

According to the federal statistics, minorities represent 7% (10,990) of the
150,000 public relations practitioners in the United States.™® That fgure increased slightly
to 7.3% in 1987." The U8, Bureau of Labor Statistics ra.nked the percentage of blacks in

marketing, public relations and advertisiﬁg, 336th out of 351 occupations monitored by

“Marilyn Kern Foxworth, “Status and Roles of Minority PR Practitioners,” Public
Relzlions Review (Fall, 1989): p. 39.

“Marilyn Kern Foxworth, “Minorities 2000,” Public Relations Journal (August, 1989); p.
14.



the federal government.™

Due to seemingly indifferent attitudes regarding diversity in the public relations
field, many minority practitioners seem to be isolated and segregated into minority-owned
public relations firms. ' Yet, even minority-owned firms feel treated like second-class
citizens !’

These statistics have prompted a discussion among public relations professionals
on the need for diversity. A recent survey “revealed that the public relations industrv—a
profession charged with identifying, monitoring and shaping trends in society—is still
operating largely according to the traditional model of the American workplace.. Nearly
everyone who participated im the survey felt that public relations firms could do more to
recruit minorities into the figld

As an African-Ameriean college, Oakwood could have some impact on the publhic
relations industry by becoming a recruiting ground for PR firms interested in diversifying

tkeir workplaces with qualified minority practitioners.

“Brian Wright O’Connor, “Are Advertising Agencies Serious About Hiring Afiican-
Americans?,” Black Enterprise (March, 1993); p. 90.

*John M. Fry, “A firm diversity hiring action plan.” Public Relations Journal (October,
1993); p. 32.

“Briefings, "Minority-owned firms seek mainstream acceptance,” Public Relations Tournal
(Aupust/September, 1994); p. 12.

"“Raymond L. Kotcher, “Diversity in Today’s Workplace and Marketplace, ™ Public
Relations Quarterly (Spring, 1995); pp. 6, 7.



Purpose of Study

Research from this study will result in the design and proposal of an expanded
curriculum for the study of public relations at Oakwood College, or any school of mgher
lcarming that does not offer public relations education.

The proposed program can serve to either strengthen the existing curriculum as a
concentration under the Communication major, or broaden the department’s focus by

SeTVIng as a new major—a bachelor of arts degree in Public Relations.

Method of Study

Public relations education is gradually changing as we move rapidly toward the
215t century. Debates are raging among publ¢ relations professionals and educators
regarding the preparation necessary to train effective practitioners and to increase the
legitimacy of the public relations profession in the coming decade.

One such topic is whether schools should continue offering the traditional,
specialized public refations curricula and degree, or move to a more generalized curricyla
and degree calied Integrated Marketing Communications or Integrated Communications.

IMC or IC blends traditional public relations skills with advertising and marketing
skills, to promote consistent messages disseminated by a corporation or organization.

Some public relations professionals “support integrated marketing
communications. . aitd ackmowledge...that to survive in their careers they will need to have

the: skalls to do both advertising and public relations assignments within their



organizations.™

{n the other hand, many public relations educarors vocally oppose replacing the
traditional public relations curricula and degree, believing that public relations is its own
specialty. They argue “that the basic philosoplueal differences that make advertising,
marketing and public relations unigue also make them poor candidates for megration.™"

“The reality 1s that more and more clients are taking o multi-disciplingry approach
Lo corporate communication planning.” Due to this fact, the curriculum desiened
through this study will be more int¢rdisciplinary than traditional, based on the tradirional
and witezrated cerriculumns used at the top public relations schools n the country,

Acweritten survey will be mailed to recognized experts m the public relations
ndustry, identified from elected officers of professional associations such as the Public
Relations Sociaty of America and the International Association of Business
Commuricators. These experts will be asked 1o hist, in their opinion, ten schoals with the
best underpraduate public relations program, and schools with integrated comnmnicationg
programs,

Once the returned surveys are tabulated and the top schoois identified, a letter will
be sent to each sehael requesting the four-year program outline for PR/IC majors, and

gourse descriptions.

“Debra A, Miller, Patricia B Rose, “Inteerated Communications: A Look at Reality
Instend of Theory,” Public Relations Quarterly (Spring, 1994): p. 14,

“Alicia A. Bruno, “A Study on the Value of Preparing Public Relationg Students Using
An Integrared Marketing Communications Curiculum,” Graduate Thesis (lune 23, 1995): p. 7.

“Miller and Rose, Public Relatinns Quarierly, p, 14.
10



In addition, research of other debated topics within the public relations industry
regarding the skills necessary for effective future practitioners will also form the basis for

course suggestions.

Limitations
This study will be limited to the research and discussien of public relations issues
as they relate 1o public relations education only. The result will be a suggested
curricutum, with a description of courses to comprise a public relations program for

undergraduate study.

11



Definition of Terms

ABEJMC - Association for Education in Journalism and Mass Communication

IABC - International Association of Business Commmumnicators

Integrated Communication - 3 variation of Integrated Marketing Communication

Tntegrated Marketing Communication - a process that combines public relations with a
varety of traditional communication disciplines such as direst marketing,
advertising and sales promotion, as well as non-traditional communication methods
sich as distribution, packaging, and customer service.

Interdisciplinary - mvolving two or more academ, scientific, or avistic disciplines.

NSFPRA - National Schocol Public Relations Assoeigtion

PRSA - Public Relations Society of America

PRSSA - Public Relations Student Society of America

Public Relations - the management of communication between an organization and its
publics, referred to frequently as PR.

12



Chapter 2

Review of Related Literature

Research for literature relating to public relations education was conducted at
Rowan University’s Savirz Library and the Camden County Colleg= Library.

A search of Savitz Library’s periodical database, using the words “PR
commumcation,” and “PR education” yielded seven references of which two were used,
Additional searches of the ERIC Education database using the words, “PR education,”
“teaching of PR.™ and “future of PR yielded 56 references of which eight were relevant.

Other literature came from publicaticns provided by professors in the Dieparrment
of Public Relations and Advertising at Rowan University, and the Camden County College

Library.

Summary of Findings

The Foundation of Public Relations Education:
Social Sciences vs. Technigal Sldlls

Edward L. Bernays, acknowledged by most practitioners as the father of modern
public relations, championed the social sciences as the foundation of effective public
relations education.

In his book, “Cryszallizing Public Opimion, ” Bernays noted that “perhaps the

chief contribution of the public relations counsel ta the public and o his client is his ability

13



to understand and analyze obscure tendencies of the mind.. It is his capacity for
crystallizng the obscure tendencies of the public mind before they have reached definite
expression, which makes him so valuable. "%

Over and over, Bernays bammered his belief that a public relations practitioner
cannot adequately serve in a counseling function, the most primary of responsibilities,
without understanding principles of psychology, such as individual thoughts and actions,
the group mind, or public opinion.

As stated in his own words, “public relations counsel must have a thoroush
knowledge of the principles which govern individual and group action. A findamental
study of group and individual psychology is required before the public relations counset
can determine how readily individuals or groups will accept modifications of viewpoints or
policies, which they have already imposed upon their respective mediums.”™

Yet, many public relations programs emphasize technical skills (e.g., writing,
layout design) as top priority rather than the social sciences. Bemays atiributes the focus
on technical skills to the fact that many people still don’t have a complete understanding of
what public relations is. In an educational serting, additional reasons might include turf
wars between departments and teachers acquiescing to industry derrands,

In Bernays’ time, public relations was synonymous with publicity and struggling to

rise out of the sterectype created by unabashed publicists. Today, rany people in the

PEdward L. Bernays, Crystallizing Pyblic Opinion, Liveright Publishing Corporation, New
York {1961).

“1hid, p. 96,

14



corporate sector still use the incomplete picture ta define public relations, As a result,
they loak for practitioners who can perform publicity-type functions sentered on getting
the corporate name into public consciousness.

But according to Pat Jackson, a widely-known public relations professional and
editor of the international newsletter pr reporter, “Public relations is not only about
commusnicating, but also about understanding and motivating human nature, ™

In his book, The Later Years; Public Relations Insights 1955-1986, Bernays said
that putting priority on teaching writing skills and word vsage before teaching an
understanding of buman attitudes, behaviors and relationships, was like teaching medical
students how to wield scalpels and knives before being taught the hasics of the human
body.

“The social sciences, however, encompass communication science, psychology,
econamics, sociology, social anthropology, pelitical science, geography, and others. Each
of those disciplines, in tum, contains many subdisciplines, such as cognitive psycholagy,
social psychology, collective behavior, and organizational hehavior,™? ereating too broad
an area of study.

“Future public relations practitioners.. need a focused exposure to social sciencs

concepts that are relevant to public relations prablems ™ “The practitioner’s role as a

“Pat Jackson, “Public Relations for the Year 2000 and Beyond: Tssues and Strategies for
the Public Relations Practitioner,” Monograph (May, 1997); p. 7.

**James E. Grunig, and Todd Hunt, Managsing Public Relations, Harcourt Brace
Jovanovich College Publishers (1984); p. 5.

“bid, p. 5.
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social scientist will gain enormous importance in the next century.”™”

Of course, to satisfy the desire to move public relations into more of a counseling
function, and the need for students to be competent in performing technical functions,
would require a balanced integration of education in the social sciences and technical
skills.

Where Should Public Relations Be Housed?”

In a nationwide study on public relations courses in the United States, a review of
5,201 unversity and college catalogs showed that of the 580 undergraduate departments
offering 1,275 public relations courses, 41% were housed in communication, 21% in
journahsm, and 17% in business.® This reflects the historical fact that public relations in
the U.S. has mostly resided within schools of journalism and communications.

With the industry trend moving toward IMC and the corporate need for
practitioners to become more management minded, some may question whether students
would be better prepared with public relations being housed in business schoels, housed in
a department that combined public relations with advertising, or housed as an entity all its
CWIL

{n an historical look at public relations in schools of journalism/commumications,
Dr. Bonita Neff, in her paper “Public Relations in an International Arena: Establishing a

Global Model for Public Relations Education,” states that there are rwo journalism models

TJackson, Monograph, p. 7.

“Bonita Dostal Neff, Ph.D., “Public Relations in an International Arena: Establishing a
Global Model for Public Relations Education,” Paper presented at the World Communication
Association’s Biennial Convention (Tuly 28-August 3, 1991); p. 4.

16



on which public relations education 15 baged-—publicity and gresnization.

Initially, the publicity model was prominent  journalism schoels until educators,
sesking to distance themselves from that model, began emphagizing management—ag it
relates to systems theory—and organization instead.

Neff goes an to say that scholars and public refations educators from
communication departments initially facused on rhetarical theary, eventually moving to
mclude interpersonal, organizational, and breadceasting aspects of communicarion as
models for public relations education.

In a 1975 study of the Association for Education in Journalism and the Public
Relations Saciety of Amenca, co-chaired by J. Carroll Bateman and Scott Cutlip, the
prevailing belief was that a pubhe relations program should be locared in a schaol of
journalism or communications, Based on that belief, their proposed curriculum focused
heavily on English, Social sciences and Commumicarion ¢ourses, with 4 sprinkling of
Humnamities, one Statistics course, one managernent course as an elective, and one
Advertising course.”

But there are those who point to the housing of publis relations in
journalism/comrnunications schools as the reason for the painfully slow srowth of public
relations/advertising curricula.

There is the belief that journalism/mass communication schools foster an elitist

attitude found in journalisis wha tend to rank their profession first and public relations

®Rick Fisher, Ph.D, APR, “Rethinking the Undergraduate Public Relations Sequence:
Evolution of thought 1975-1995,7 Southern States Communication Association Conference
(April 1995); pp. 4, 6.

17



last. This is exacerbated in some schools by the fact that journalisn-trained professors are
teaching public relations and advertising courses, although they may have very little
expertence in the fields.*

By the 1980s, practitioners and educators agreed that improvemenis were needed
in public relations education to meet the needs of the profession. Major changes discusged
included: a greater emphasis on business and research; concem over the traditional
affiliation of public relations education and journalism/mass communications, less
jourmalism, more management; and making public relations a first-line profession, not an
afterthought of journalism

Ey 1987, in another study sponsored by AEIMC an¢d PRS2, public relations had
moved into busingss schools. Recommendations of course content reflected this move of
public relations into the business realm. Research and strategy wers added to principles
and writing. Communication studies remained largely technical in nature, while
marketing, and courses in international, employee, financial, consumer, and community
relations were added

While most educators and practitioners agree that public relations is becoming,

more: management driven, many don’t agree with public relations education emanating

*Richard A_ Falb, “Proposal: Join PR and Advertising Education—Away from Journalism
or Business,  Public Relations Quarterly (Wmter, 1991-1992); p. 42.

D Gay Wakefield, Dr., and Laura Perkins Cottone, APR. “Public Relations Education
For The 80's And Beyond,” Convention of the Association for Education in Journalism and Mass
Comumnunication {August, 1994); p. 8.

*“*Fischer, “Rethinking the Undergraduate Public Relations Sequence,” p. 8.
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from business schools. That pairing cuts public relations off from rs roots in
commurmcation and partial grounding in the liberal arts.*?

Others believe that public relations and communication are misunderstaod by
business school faculty and admunstrators who believe those areas of study are irrelevant
1o management education.

Drs. David Pincus and Robert Rayfield, public relations professors ar California
State Universtty, Fullerton, found that business schools that do teach communication
subjects emphasize basic writing and speaking skills, but underplay stratsgic topics
essential to a management-oriented appreciation of public relations.

The most frequently cited commmication ¢ourses/topics taught in business
programs, in a 1991 survey, were: Audience Analysis, Employes Commurication,
Persuasion Theories, Leadershp, Customer Communication, Issues Management,
Management Presentations, Memo/letter Writing, Public Speaking, Report/business
Writing, Meetings Management, and Interviewing *

The best scenano seems to be public relations education coming from its own
separate, umque department, As a separate entity, it would be able to take advantage of
the iferings of both business/marketing and mass comnmmications o fit a specific

cumcuhim.

“Falh, Public Relations Quarterly, p. 42.

*Pincus and Rayfield, Communication Word, p. 12.
*Tbid, p. 12
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Educating the Practiigner of the Fujure

Public refatiens education has changed with the times as educators have juggled
the priority of courses to reflect industry demands. And as we know, industry never
stands still,

One of the latest trends in the public relations indusiry, end education, i3 the
integration of public relations knowledge and skill with marketing and advertising—an
integration known as Tntegrated Marketing Communication.

IMC 15 defined by Don Schultz, Ph.D | a3 “the process of developing and
tmplementing various forms of persuasive communications programs with a gosl to
influence or directly affect the behavior of the selected communication audience ™

The idea behind TMC 15 using all points of contact with an zudience or public to
deliver one, consistent message, “All points of comtact” would include public relations,
advertising, marketing, sales promotion, packaging, and any other source of brand or
company COMtact.

The practitioner of IMC would be 2 generalist—required to know. not only the
theories and skills for public relations, but the theories and skills related to other specialty
disciplines as well.

IMC has been slow to catch fire with public relations educatars, Instead, it has

become 2 line In the sand drawn between those who espouse hard-lined views for or

AgAInSt 11,

*David F. Burleigh, and Christine A. Butier, “Integrated Marketing Communication: A

Strategic Planning Tool For The 1990s,” Joumal of Corporate Public Relations (Volume IV,
1992-1993); p. 34.
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Many dissenters of IMC agree totally, or in part, with the view of Betsy Ann
Plank, a PR practitioner well-known and respected throughout the cotlmtry. As partt of a
PRSA task force who studied the IMC trend, Ms. Plank feels “the push for IMC stems
from advertising and marketing people who are looking for additional fees, not from
public relations professionals, The motivation behind the push for TMC education is
transparent. The vested interests of marketing and advertising are in a campaign to merge
public relations under the direction of marketing, which has become very obvious.”

Simply stated, dissenters believe IMC is nothing more than z ploy allowing
marketing to subsume public relations. In the work world, the attitudes and apparent
thinking of corporate honchos has more often than not, relegated public refations at the
bottom of the communication totem pole. Public refations has always supported
marketing or advertising, never being an important fiinction in is own right.

Cther public relations educators, though, see “public relations as an integral
component of the IMC planning process because it uses, and can be inteprated with, other
brand contacts to deliver a consistent message.”™* IMC supporters believe that puhlic
refations protessionals who are proactive in the communicationy process would gain more
influence in determining the direction of public relations and corporate stratesies, ingtead
of having their influence watered down,

While public relations educators take hard-lingd positions for or against IMC, what

do public relations practitioners think about the trend?

“Bruno, “A Study on the Value of IMC Curriculum,” p. 27.

*Burleigh and Butler, Journal of Corporate Public Relations, p. 34.
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In a recent siudy, advertising and public relations practitioners said they “view
their rales as encompassing the broader areas of communication... Although both groups
admit that adverlising and public relations practiriongrs require some different skills, they
apree that practitioners in both fields will need the skills 1o do both jobs, ™

Public relations professionals see IMC as a reality. In the workplace, PR
practitioners see the “inevitability of & custon), nmx of advertising and promotion and direct
markenng and public relations,™® and accept the facr that in order 10 survive in their
eareers, they will need multiple skills.

Same of the skill arcas practitioners bave expressed an interast in are stratesic
plarming, designing compunication programs, consumer hehavior, creative strategy,
marketing management and consulting, as well as speaking, oral presentations, promotion,
media planong and message evaluation,

While the debate continues to rage within the public relations commyraty, what
does industry show? “Industry trends show a movement toward more integrated
communications strategies on the part of both advertising and public relations firms as wel]
4l

as among their corporate clients.

Moaore and more clients are requesting a multi-disciplinary approach to

*Miller and Rose, Public Relations Quartery. p. 13,
“Toid, p. 13,

“Clarke L. Cavwood, Ph.DD,, “What I Studied May Not Be What You Need: Report of
the Naizonal Task Toree on Preparing Advertiging and Public Relations Students for the

Commumeations Industry in the 215t Century,” Journal of Corporate Public Relations (Volume

IV, 1993-1994}; p. 42.
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communication planni'ng. According to the FR News ' Ticker, of all public relations firms
awarded accounts in 1994, within a six-maonth period, 73% of them were asked to provide
marketing communications services,

The real barriers to educators” developing an integrated curriculum mainly stem
from turf wars. “Many academics are by nature specighists reluctan: to introduce broader
perspectives inio established course material. Traditionally trained public relations faculty
have detected a form of *marketing Impernalism” in response to the call for an integrated
curricutum, while other opponents reject the notion that the great majority of public
relations activities are connected in any way to marketing,”*

“If clients and management demand a more multi-disciphinary approach to
comnirnmeations, the industry and the academy will have no choice hut to acqunesce or at
least compromige, ™

Another trend that both public relations educators and practitioners agree on is the
move to make public relations more managemeant driven than technician driven. In a
continuing effort 10 increase the value of public relations in the strategic pianning of
corparate and organization executives, public relations professionals are crying for mare
education in pubhic relations manapement,

“Practitioners without management skills will nor advance bevond technician roles,

are likely to find themselves managed by someone from a non-public relations

#Miller and Rose, Pubic Relations Quarterly, p. 13,
“Caywood, Joumnal of Corporate Public Relations, p- 42.

*Miller and Rose, Public Relations Quarterlv, p. 13.
23



hackground, and as a direct result of these restraints, will be axcluded from the dominant
coalition of arganizational leaders. ™

In a study sponsored by the IABC on the excellence of public relations, the general
rheary daveloped “maintains that the senior public relations practitioner st be part of
the dominant coalition, flangticn at the high level of decision making, and participate in
strategic management if public relations 15 10 be excellent and is to make the organization
more elfective.™*

This theory was affirmed in a 1990 starement made by Robert L. Dilenschneider,
president and CEC of Hill and Knowlton, who said “The 19905 will be a make-or-break
tirne for public relations . We shall enber be thought of and called upon, 25 a sericus
bugingss function, or be brought in as an afterthounht (o “dress things up’ after the
lawyers, bankers, accountants and line executives have made all the decisions.™

“If enthancing the status of the public relations field is dependent on inclusion in the
domimant coalition, then providing opportunities to learn management skalls at the earliest
possible point in the educarional pipeiine would appear ta be of fandamental

importance **

“Katherne N, Kimmick, MMC, APR, and Glen T. Cameron, PRI, “Teaching Public
Relations Management: The Current State of the Art,” Public Relations Review (Spring, 1994): p.
77

*ibid, p. 75.

"Judy VanSlyke Turk, Ph.D., and Maria P, Ruzssell, APR, “Teaching Public Relatinna
Management: Bringing “The Ideal” and “The Real” Closer Topether,” (August, 1991); p. 5.

“Kinnick arnd Cameron, Public Relations Review, p, 77,
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In a 1989 survey of PR practiticners, a “lack of financial and budgeting skills were
seen as the greatest deficiency in practitoners moving from technician to manager roles,
with other deficiencies, in order from most lacking to least lacking, being problem-solving
and deciston-making, goal-setting and prioritizing, planning and organization, analytical
skills and time management.”*

Omne year later, a survey of PR practitioners revealed their belief thar the single
most important skill necessary to be effective, was communication skills. This was
followed by problem-analysis, managemen, leadership, and personality characteristics,™
“Practitioners who are not counselors and trainers, who don’t feel relationship building is
the ulimate public relations skill, will find themselves left out after 2000,

As the public relations profession marches toward the 21st century, varied
discussions indicate other skills that will become increasingly important for practitioners to
be effective and valeable in the corporate sector.

“The pubihe relations practitioner of tomomow will “need to be culturally astute
and cosmopolitan and particularly sensitive to the muiticultural and internarional nummees
of her organization’s publics " |
“Public relations practitioners will be called upen 1o be corporate, ie.,

organizational, interpreters and ethicists and social policy-makers in this complex new

“Kinnick and Cameren, Public Relations Review, p. 74.

*Turk and Russell, “Teaching Public Relations Management.” p. 11.
*Jackson, Monograph, p. 9.
*Kruckeberg, “Integrating Mutticultural/International Experiences...,” p. 4.
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wortld, charged with guiding organizational behavior as well as influencing and reconciling
public perceptions.™

For the undersraduate public relations student seeking an entry-level position, the
number one skilt will always be writing. In unrelaied surveys of public relations
practitioners conducted in 1952 and 1995, writing topped the list as the most important
skill necessary for students o suceeed in the workplace, Other skills cited include:

problem-solving, media relations,™ getting along with people, and understanding

marketing concepts >

K ruckeberg, “Integrating Multicultural/International Experiences. )" p. 5.
*Fischer, “Rethinking the Undergraduate Public Relations Sequence. " p. 11
SBruno, “A Study on the Value of IMC Currculum.™ p. 36.
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Chapter 3

Procedures

Secondary research for this study was conducted at the Savitz Library of Rowan
University. All topics researched related to the value of public relsrions skifls and the
vahue of the profession to the work world, diversity T the public retations industry, and
public relations education.

Articles from trade journals and periodicals were gleaned from five databases:
Rowan Library Online Periodical Index, the Education Index, the Echrcational Resource
Information Center, the Social Science Index, and the ABI Global database in the Business
Index.

Keywords used in the database searches were “public relations,” “public relations

a1 cey 27 R

communication,” “public relations education,” “image,

F AL

cormmuntication,” “students In

public relations,” “teaching of public relations,” “future of public relations.” “value of

37 & 22 CE

public relations,” “public relations as a profession,” “minorities in public relations,”
“blacks and public relations,” “African-Americans and public relations,” and “diversity and
public relations,”

The Rowan Library Onling Periodical Index search uncovered 486 references of
which 16 were relevant to the study. The Education Index uncovered 293 entries of

which 21 were relevant. The Educational Resource Information Center datahase
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uncovered 39 entries of which 15 were relevant. The Social Science Index uncovered 13
entries of which four were relevant. The ABI Global search uncovered 75 enigies of
which 18 were relevant.

A simple survey was constructed to help determine where the top ten
undergraduate public relations programs are located, according to the personéf opinions of
pubhc relations practitioners and educators who are highly regarded in their field.

Respondents selected were the executive officers of PRSA and NSPRA, both
national organizations, and members of “Friends of PRESA ” A total of 16 SUIVEYs were
mailed to the executive officers, and a telephone survey was conducted with the other
respondents. Of the 16 surveys mailed, 10 surveys were returned and five Surveys were
completed to some degree. Of the 20 members contacted for the telephone survey, 15
merghers participated.

The primary data gathered from the surveys was tabulated and a tist of schools
constructed. A total of 49 schools were identified in the survey, of svhich 37 schools, or
76% recewved one to three votes. Upon the author’s consultation with her professor, it
was decided 10 use the 12 remaining schools to construct the fist of the schools with top
unidergraduate public relations programs.

The author spoke with professors who direct the undergraduate public relations
program at 11 of the 12 schools. Each professor was asked to provide the author with a
four-year outline of course work, and course descriptions.

A content analysis of the data was used to compare the similarities and differences

of the programs to each other, and to the undergraduate public relations curriculum
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created by the AEIMC and PRSA. The three main areas focused on were:

» Where the public relations programs are honsed:

* The subject matter focused on in the required and elective courses; and

» What skills are to be learned from the courses used.
The results of the content analysis are presented in Chapter 4.

The author uged all primary and secondary research ia drawing her conclusions and
recommendations, resulting in an undergraduate public relations curriculum desion for
Oakwood College. Chapter five explores the conclusions and justifies the recommended

curriculum.

29



Chapter 4

Findings

Review of the literature on public relations education reflected opinions and
concerns of educators and practitioners regarding the skills public relations students need
to be effective in the 21st century. For comparison, the author wanted to iook at top
utidergraduate public relations programs to analyze the subject matter and corresponding
skills being taught, and how they relate to current thinking,

To determine what schools were considered to have top public relations programs,
16 surveys were mailed to the executive officers of PRSA and NSPRA, and 20 members
of “Friends of PRSSA™ were contacted to participate in a telephone survey, Ofthe 16
mailed surveys, 10 surveys were returned with five surveys completed to some degree. Of
the telephone surveys, 15 people participated.

Survey Results

Several respondents in the telephone survey were hesitant when asked to give their
opinions of the top ten schools for undergraduate public relations study. They pointed aut
many factors they considered important to determining the quality of programs, and
indicated that if those factors changed, so might the programs’ quality,

Some respondents were concerned they had been out of the educational loop long

enough, one to two years, that their feelings mught not reflect current reality. These were
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usually professors who are retired and no longer move in academic circles.

Other factors cited by respandents as affecting program quality were the caliber
and number of professors, the size of the school and/or department, and the resources
available.

In many instances, respondents believed certain professors who had started, and
built, a reputable public relations program at one school, often took that program’s quality
with them when they left and moved to another school. Other respondents didn’t think it
would be fair to compare the programs at large schools, which had many resources
available, to programs at small schools where resources weren’t as plentiful,

In all cases, the author emphasized she was asking for their personal opinions,
allowing them to answer the question according to the knowledge they had, and using
whataver criteria they chose.

In the end, a rotal of 49 schools were identified in the survey, of which 76%
recelved one to three votes. The remaining schools, receiving five or more votes, were
chosen as the top schools to be further investigated.

The final twelve schoals were:

University of Florida - 13 votes

Rowan University - 11 votes

Umversity of Maryland, Callege Park - 10 votes

Syracuge Untversity - © votes

Ball State University, Brigham Young University, California State
University, Fullerton, Northwestern University - 7 votes each

Boston University, San Diego State University, San Jose State

University - 6 votes ¢ach
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Ohio University - 5 votes.

Each school was contacted snd the professors were requesied to send an outline of
the undergraduate public relations curriculum, with eourse deseriptions. The professor at
Narthwestern University indicated the school did not offer an undergraduate public
relations program, but rather a graduate program in DMC. Because of the author’s interest
irt the trend toward a mulii-disciplinary approach to public relations practice, she
requested Northwestern's curmiculum, as well,

Of the remaining 11 schools, 10 schools sent the requested information. These
curriciila were compared for simulaniics and differences to each other, as well as how they
related to the author’s secondary research and the curriculym deginn suzoested by the
AEIMC and PRSA i the 1987 Report of the Commission on Undergradizane Public
Relations Education.

Curricply Analysis
Where are the programs housed?

The public relations programs of five schaols, 45%, are hovsed m journalism
schools/departments, four prosrams, 36%, are in communications schools/departments,
ang program is housed in the School of Youmaliam and Mass Communication, and one is
tocated in the School of Mass Communication and Public Relations. Northwestern’s IMC
pragram is housed in the jourgabsm school.

What is the offered major?
Of the 10 undergraduate public relations programs, seven offer

Journalism/eommunications degrees with a public relations emphasis, and three sehools
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offer degrees in public relations.
Required core courses

The top three courses required in the core programs, partiewlarly of schaols
offering journaligm/comminicarions desrees with a public relations emphasis, dealt with
broad subject matter in mass media‘/mass communications. These courses go by vanous
names, bui focus on similar subject matter: mass communications, law, and sharpening
writing techmiques Other courses rounding our the most common requirements cited
focus on communication theory, ethica, research. and publication design

The most unusual core required courses focus on economics, politics, and
semantics. San Jose Siate, which oiiers a public relations degree, emphasized required
liberal aris courses, such as psychology, history, marketing, and literature.

Rexquired core electives

The author delined core elective courses as specific courses suggested ta students
whe arg reguired 1o take one or more courses within the list. Top courses in this group
focus on research, new media technologies, international communication, and persuasioL
Again, most subject matter dealt with mass media/mass communications igmies.

Courses offered in this group that stood out from the rest in subject matter,
focused on statisties, psychology, and management, Some programs include research and
law in this oroup, as well as issues dealing with mass media and society, computers in
sommumeanon, and courses on oral, epeech, or audio/visual presentations.

Ohie University, San Jose State, University of Marvland, Ball Siate, Syracuse, and

Rowan offered no courses in this group.



Both the required ¢ore courses and core electives resemble the curriculum
puidelines set forth by the ALMC and PRSA study, It sugpested that students majoring
in pubdic relations should have instruction which focuses on “some basic parts of i
communication systems...how parts of communications are integrated  and the conditions
under which the inteprared whole allows persons, social groupings and organizations to
advance sooal cooperation and coordination.™ ¢

This includes courses in writing techniques, graphic arts, oral presentations, mass
media‘mass communications, commumicaton theory, law, and ethics.

Reguirved public relations courses
The top five putlic relations courses required focus on miroduction te public
relapions, wntemship, public relations writing, research, and case sradies. Qther courses
cited i several curriculs were pubbe relations management, principles of advertising, news
reporting, law, and puhlication design

Some schools included mass media/mass commuynications courses in this group.
Brighara Young listed 2 number of business oriented courses 23 required public relations
courses, i & prineiples of accouning, marketing management, and business
COIRIUIN CAL O,

Required public relations electives

This group of conrses provided latitude for an array of cheicss. Only two subjects

were cited most often, feature writing andl news reporiing.  Several courses that appeared

¥AEIMC, PRSA, Educators Section of PRSA, “Tresign for Underpraduate Public
Relations Educatian,” 1987 the Commission on ate Pizhtte Relation
Education (Novemher, 1993); p. 21.
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in the core or public relations required subjects, appear here: namely, principles of
advertising, research, publication design, law, and public relations writing

Many schools used this group to provide courses in more specialized areas of
public relations, such as corporate or nonprofit PR, findraising and special events
planning, photography, specialized writing courses (science, technical), employee and
community relations, and political campaigning.

Again Brigham Young included three business courses in this group, and San
Diego State inchuded two business courses and several political courses.

When compared to the AEIMC/PRSA curriculum, all required public relations
courses and clectives follow the study’s suggestions. These include principles, practices
and theary of public relations, techniques (writing and message dissemination), research,
planning and evaluation, public relations strategy and implementation, and internship.”’

Major curricula differences

Social science courses were offered within the required general education curricula
of seven schools, two offered social science within required core or support courses, and
one school offered them within a list of specified free electives.

It 15 no surprise that the schools offering communications ar journalism desrees
with emphases in public relations tended to require more mass media/mass
commumnications courses, than the schools offering public relations degrees. The standout
Is San Jose State, which requires a total of five mass media/mass cormmumcation courses.

On the flip side of the coin, the schools offering public relations degrees required

*"1987 Report of the Commission, p. 23.
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more courses with specialized PR amphages, with the exceptions of Brigham Young, Ball
State and San Diego State. Rostan University offers maost of #3 PR couwrses wirhin the
group of required PR electives.

Concerning the mplp-disciphoary practice of public relations, such as IMC, four
schools offered one marleting or advertising course within the group of required PR
courses, Four ather schoels olfered marketing or adveriising within the required PR
electives

In the areas of business and management, Brisham Y oing ranked first in rhe
number of required courses, offering PR management, principles of accourding and
business commurication within ifs required public relations courses. San Diego State
follawed with two required business/management courses and thuee courses listed in its
required core electives. Most of the other schools offered one or move
business/management classes in all course groupings.

Few schools offered coursee on international communications. San JTose State
requires two classes dealing with the subject, and San Diego Siate offers one. The other
two schools that offer the subject list the courses within their hank of slectives,

Al the schools focus heavily on writing skills, offering three or more writing
classes. Lintversity of Maryland headed the list, offering 11 wiiting courses masthy
contamed within the required public relations electives Ball State wag second, with seven
wiitmg courscs oflered.

Other entry-level glalls such as problem-solving, media relations, and interpersonal

communications are sldlls that infilrrare many suljects. But several schools offered
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¢courses that specifically focus on a particular skill Rowan Umversity offered five classes
that specifically mvolved problem-solving: Syracuse offered three classes specifically
involving media relations; and Rowan offered seven classes highlighting interpersonal
skills, followed by California State and San Diepa Siate, each with Sve courses on the

sAme subject:



Chapter 5

Conciusions and Recommendations

Summary

As the public relations profession approaches the 2 1st century, practitioners and
educargrs debate the necessary changes needed in public relations education to produce
siudents well-equipped to perform an imporiant commynication functon . society, These
debates include the value of TMC, the need for more management ability, and the most
mportant eniry-level skills 2 graduate should possess.

The purpese of this study was to create an interdisciplinary puhlic relations
curriculum for undergraduate sudy, parbicularly for Oakwood College. Thus, it was
necessary to research the cumcula of schools with top undersraduste PR prooiams.

These schools were determined by a survey of the personal opinions of recognized experts
in the public relarions incustry.

A comparative study of currienla subject matter and corresponding skills was
conducted between selected schools. The curricula were then eompared 16 the corriculum
guidelines suggested in the 1987 Report of the Conmission on Underaraduate Public
Relations Tducation. The study also looked at where the public relations programs were
housed, the majors offered, and how the programs® curricula fit i with current debates on

public relations education. Northwestern University was not included in the comparative
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study because it does not offer an undergraduate public relations pragram, enly a graduate
program in IMC.

Of the 10 programs studied, %1% were housed i journalism/communications
schools or departments. Seven of the schonls offer journalism/communications degrees
with a pubbic relations emphasis; three offer public relations decrees.

All the schools offered mass media/mass communications courses, the heaviest
concentraton comung ffom schools offenng a pubhe relauons emphasis. The bulk of
public relations-specific couraes came from programs offering public relations degrees

An introductory marketing or advertising course was the extent of an TMC -tvpe
iocus for most of the programs. Only two schools placed heavy emphasis on
busmess/management slolls, while the rest offered one or two management courses as
requirements or electives

Writing figured prominently in 90% of the programs, where schaols offered thiee
or more writing courses. Other skills were less prnmjnenf# with 0% focusing an
interpersonal gkills, and one sehool offenng three courses focusing on media relations.

When compared to the curriculum phidalines snepesred by the Commission
Report, att proorams followed the recommended subject matter.

Conclusions

The comparative study of corvieyla led w0 the followmng conclusions:

1} Schools offering a public relations emphasis are limited in the number of public
refationg-gpeaiic regumred courses they can offer due to consiraints of the number of

hours/credits allowed in the major. The most complete public relations educaiion seems
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to come from these programs offering degiess sinctly w pubbs relations,

2} All ihe curmncula point 10 3 preference for maintaining puhlic relations as a
specighzed area of stucly rather than making it more peneralist in natitre, in spite of some
movement of the indusiry toward IMC. This is evidenced by the cne or two required
intreductory courses olffered in advertising and/or marketng, compared with the
abundance of required puhblic relafions-specific courses.

3) Several pragrams support the assessment that public relations needs o be more
management/business driven, reflected by the number of management/ business courses
isted as requiremenis and electives.

4} Wntmg contmues 1o be the number one gkill focused on, which falls in tine with
the desires of industry employers.

Recommendations

Based on the conclusions drawn, the author makes the tollowing recommendanons
for chanpes in Qalowood’s current communications/PR emphasis eurricithim:

1) Keep the communications major/advertising and public relations emphasis for
the time being, but revamp the curriculum without too much disruption. Eventually, add 2
public relations major to the department to sive siudents more exposare 1o pubhc
relations-specific courses.

2) Change the current name of the emphasis from advertising and public reiations
to just public relations. The one advertising course offered does not constitute an
advertising emphasts.

3} Strongly suggest that smidents in the PR emphagis/major, minor in management
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This would expose thern (0 2 number of oporiant courses they woald not normally have.
Far smdenta wha don’t want to minor in management. steer them mto one or two
pertinent classes as free electives.

To revamp the current curriculam.

4} Delete one mass commumeaton course and the keyboarding course from the
core requirements, and add ethics to the existing communications law course.

5} Change the public relations and poblic information, and writing for public
relations and public information courses to prngiples and practices af public relations and
writmg far public relations, respecrively. The enrrent courses foeus more on mass
communicarion issues, and need to be public relations specific

&) Add the foliowing courses to those required in the PR emphasis: public relations
research, public relations case studies, and public relations management (il a student is
mmenng in management, substitute public relations planmog). Change the ¢xsing
communicarions internship ro a public relations internship.

7) Require that students take one of the following public retations electives:
writing for electranic media, feature writing, persuasion, or editing,

8) Keep the cumiculum of the public relztions major specialized, but include IMC-
refated subject matter, ar steer shidents into IMC-type couraes as free electives, This wall
keep the curriculum comparative ta those across the country, yet kelp students develop
better skills in integrated communpications.

9) Add one-credit madules to the PR major eurriculum, to allow for guest teachers

that will not have to be paid full salaries, yet can give the students an apportunity for maore

41



specialized study. Three modules would be offered in the fall semester and three in the
sprmg,  Students would be required to take two modules per vear. Each module would

meet four to five times during a semester.
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RECOMMENDED CURRICULUM

for

OAKWOOD COLLEGE'S

E.A. DEGREE TN COMMUNICATIONS / PUBLIC RELATIONS EMPHASIS

Major Requirements - Core Courses

Hours

Mass Communications & Society
Commurication Theory

Introduction to Journalism & Media Writing
Fandamentals of Public Speaking

Desktop Publishing for Graphic Design
Mass Communications Law & Ethics

GO fad L L L L T

p—

Emphasis Regquirements - Public Relations

Principies & Practices of Pubhe Relations
Principles of Advertising

Writing for Public Relations

Research for Public Relations

Public Relations Managemennt*

Public Relations Case Studies

Public Relations Internship

o]
Ll ek L L L L W E
@

b
—

*Students who are minoring in Management can substitute Public Relations Planning

Emphasis Electives - Public Relations

Hours

shadents must take one of the following:

Wrting for Electronic Media
Feature Writing

Persuasion

Editing

Recommended Minor - Management
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Total Howsrs - 42



RECOMMENDED CURRICULURM
Tor
OARWOOD COLLELGE'S
B.A. DEGREE IW PUBIAIC RELATIONS

Core Requirements

Hours

Mass Comnunications & Society
Commymeation Theory
Fundsmentals of Public Speaking

DL bl

Major Reguirements

Hours

Principles & Practices of Publie Relatnons
Principles of Advertising

Wniting for Public Relations

Dresktap Publishing for Graphic Desipn
Research for Public Relations

Public Relations Planning

Public Relations Case Studies*

Public Relations Law & Ethics

Public Relationg Internship

L Gl e bed R Rl LD LS

*3tudents not minoring in Management, substitute Public Relations Managemenr

-3
B |

Major Electives

Heours

Students fnest take one of the following:

Persuasion

Principles of Marleting*
Writing for Electronic Media
Feature Wiiting

Editing

*For studemts not minoring in Management

44

LG wed Led L LS



Module Electives Hours

Smidents must take two of the following:

Media Relations 1
Publicity 1
Fundraising 1
Special Fvent Planning t
Irirect Response Marketing 1
New Media Technologics 1

o

Total Hours - 41

Recammended minor - Management

45



CU]RRENT CURRICULUM
for
OAKWOOD COLLEGE’S
B.A. DEGREE IN COMMUNICATION
ADVERTISING AND PUBLIC RELATIONS CONCENTRATION

Major Requirements Houars
Fundamentals of Public Speaking 3
Introduction to Journalism and Media Wniting 3
Introduction to Mass Communications 3
Communication Theory 3
Mass Communications Law 3
Practicurn o5 Internship in Communicaticns 3
Desktop Publishing for Graphic Design 3
Keyboarding 2
Communication elective 3
26
Concentration Requirements Hours
Mass Communication & Society 3
Principles of Advertising 3
Public Relations and Public Tnformation 3
Electives by Advisement 6
15

Total Hours - 41



February, 1997

Dear:

For my thesis project as a graduate student in Rowan Coellege’s public relations program, 1
am creating an interdisciplinary public relationg curriculum for a smali liberal arts college.

As part of my study, I want to review the curmicula of colleges and universities that have

top undergraduate public relations programs and those that offer undergraduate programs
m integrated marketing communication.

To determine where these programs are, I am asking you, a recognized professional in the

public relations field. 1o take two minutes to list your opinion of the top ten schools for PR
study and a list of schools for IMC study. T°d like to have your response by February 24.

Enclosed is a self-addressed, stamped envelope for your convenience.

I appreciate your taking the time to help me in this project.

Sincerely.

Patrice Thomas Conwell
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Top 10 Schools for Undergraduate PR Study

10.

Schools for Undergradmnate IMC Stady

Thank yon for your time.



Rowan College School of Communication

Pubhc Relations /Advemusmg

mreme::t

%iiiéiiiﬁei&&

s .
College Gcmposltmn [& Il & Public Speaking

Secience & Mathematics .. ... ... ... oot oo onnnnn .« 12-15 S.H.
Mathematics—3 or 4 s.h.
Lab Science—3 or 4 s.h.
No more than two courses in oneg discipline

Social & Behavioral Sclences . ............vviunrnn.. 15-18 B.H.
Psychology choice—3 s.h.
Sociology choice—3 s.h.
Economics or Political Science choice—3 s.h.
NO more than two courses in one discipling

History, Humanities & Language........... Cewraman s 15-18 8.H.
Literature choice—3 s.h.
History or Philosophy—3 s.h.
Semantics@—a3 s.h. (pre-requisite 30 s.h.)
No more than two courses in one discipline

A~Public Relations/Advertisiug Major Requirements........33 S,.H.

CGrade Date taken Course title (Course pre-reguisite)
Mass Media@ (Collepe Comp 1&11)
Communication Theory@ {College Comp I & II)
Introduction to Public Relations {Mass M=dia)
Introduction to Advertising {Mass Media)
News Reporting | (Semantics)
Adv. PR. Writing &Strategies (Intro, to PR, News Reporting 1)
Introduction to Survey Research (45 s.h)
Publications Lavout & Design (45 s.h,)

Case Studies in Public Relations (Fall) (Adv. PX. Writing)
Public Relations Planning (Spring)  (Adv PR, Intro Survey Res, Case Stud.)
Comm. Field Experience 3 or 6 s.h, {Perrnission of academic advisor)

@ Requirad “or all Communication Majors



" JOUR 336 u@md'xmemmp (fnrm:::ly 396) 3
FJOUR i afm | -

Campleﬂmn af Iﬂfm 201 - Smdents st complet JDUR 2[‘.'1 .

ﬂtha“{‘." mbeuﬂﬁapraﬁqmsumfmmnsuumahm N
SEQUEDCE COAITICE, S

- Upper Leovel Requirenent - Al Juumallsm majors must cmup[ent

atlenst 37 caedits ai the ypper (300 - 400) [eval

- Miner - All sindenrts must complets a 12-credit ypper-level ming

m png field of smdy. A student may por mmrmﬂddin, :
Televisior and Film or Spasch. | - .

. Absiract Thinking Skills (For stiedents mammlatmg E‘a.[l 1993 }
Language Arte: Forcien tanguage proficiency I.hm-ﬂgh .
the fntermegiate [eval (Minimmm 9 c:mr,hm.) :

OR

Qrantitziive Reasoning o e

2 Cme mat cowse - MATH lll !13 115 140, 150 Zﬂ,'!.
TAT 100, o' any math course t'urwhch auygflhmwmea mn
rerequisite except Matk 143, - - Lo mntn W0

b. Oue staliztics coursa frnm the fnllnwl]:g 1131: ARIE

434, BIOM 301, BMGT 230, CNEC 400, ECON 321

L EDMS 451, GVPT 422, PSYC 200, SOCY 201, .

" 'siatiglics course If one hus previously been mken

- ot

e, One compurer scinies gours — CMSC 102, 103, cn-lﬂ-i
- Public Speaking: SPCH 100, 107, 200 or 230, —
- Social Sciance: one of the following:- .
Tz Suﬂn[ng}" SOCY 100 or [0S
2 b Antfropologys AMTH 260 -
o e Fistory HIST lSﬁar]S'.!’
. Psychology: PSYC 100 i 221 ©
. Economice: ECON 20t, 205 urzDS

a0 required.

‘ ;ﬂhd‘ﬂ! ix :ﬂm‘ﬂﬂn}wur
. Tﬂ‘mrq,f mmMM;@FtaI@;@fhmm}

fl

- IDURDD] mqwmﬂasaneu—uui:tmms;,
© = JOUR 101 aot required .. AN
JDUR477nulmT,II1Imd
-I'DUR%Urequuﬂ

* ' JOUR 483 ot requrired -
ﬂnﬂaddxumalJDURclwnemqmud

o

T JOUROML =01 L LT

N -IDUR#EquHMnmJ{)UR-ﬁT

© r JOUR 483 novrequired - o 0

- DueaﬂdiucxmlIDURf:lm:vemwad il

'JGUR]O’l:]ntreqmmd
+ JOUR, 480 pequired. noc JOUR 4T.~"
- JOUR 483 0oL rexjnired e w
- (e sdlefitional JOUR eiecnv: r&qmmi

GEDG 309, TEXT 400, URBS 350 or an advanced.

hbeml Au-ts Llsﬁ e

"'=‘|;-? F\.‘ - rl —= -

Cuurse preﬁxes that count tcwards thﬁ 65

i¥¢ . Liberal Arts Requirements: |
_ AASP, AGRI, AGRO, AMST, ANSC, ANTH, ARHL.
© ARTH, ASTR. BCEM, BIOL. BIOM, BOTN, CHEM.

CHIN, CIUS, CLAS, CMLT, CMSC, CRIM, DANC™,

- ECON, ENGL, ENTM, FMST, FOLA, FREN, CEO(,

- GEOL,GERM.GNED, GREK , GVFT, HEBR, HESP™,

_ HIST, HONR, HORT. ITAL, “JAPN, LATN, LING,

_"-{_'MAPL MATH. MEES, METO, MICE, MUSCH,

| NUTR, PHIL. FHYS, PORT. PSYC, RUSS, SL.W
- 8OCY, SPAN. STAT, URBS, WMST, ZDOL '

Plug al1 cuursas lh;l.t count taward 'CQRE

B reqﬁ:mmﬁnts. e Eardlcss of their deparhnenral pmﬁx_ ‘

["Sﬂmﬂhﬂutauumapp!v Cnmﬂl:advmpmr

w .u-\- ’LP.J’ }'.UH_J.E e

1. tw regﬁtﬂmg f‘nr courses ia depurmcnty markid with m 3
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THE PUBLIC RELATIONS MAJOR

Program of Sindy Code: 0618

Ir. order to declare Public Relations officially as their major, students must accomplish the following:

1. Achieve a passing score on the Newhouse Grammar, Puncmation, Speiling test;

2. Successfuily complete PRL 206;

3. Complete a Program of Study form, available iz the Newhouse Records Office, 102B NCCI, and have that
form signed by the Public Relations Departraent chairperson during an interview afier completing PRL. 205.

Please note: Some of the courses listed below are alphabetically restricted by last name. You must take them
in the semester noted.

First Year: Credits
/% COM 107 Communications & Society 3
"¢ PRL 206 Public Relaetions Principles & Concepts (Prereq: COM 107) 3

Second Year:
¢ (RA 217 Introduction to the Graphic Arts 3

(A-K fall semester; L-Z spring semestet)
g/ ¢ PRL 205 Introduction to Writing for the Media 3
5’ (Prereq: WRT 105; L-Z fall semester; A-K spring semester)
m OR
d NEW 205 News Writing
{(L-Z fall semester; A-K spring semester; Prereq: WRT 103}
/¢ PRL 215 Specialized Writing in Public Relations 3
‘ {Prereq: ADV 206/207 or PRL 206/205 or PRL 206/NEW 205)
This course may be taken in ecither sophomore or junior year

Third Year: |
v ¢ PRL 315 Public Relations Research (Prereg: PRL 206 or ADV 206} 3
/e PRL 325 Public Relations Campaipns (Prereq: PRL 215 and PRI 315) 3
a—l——'_-‘#

¢ NEW/

RTN 345 Critical Perspectives on News 3
{A-K fall semester; L-Z spring semester; Prereq: COM 107)
OR |
TRF 345 Cntical Perspectives: Electronic Media, Film
{Prexeq: . COM 107)
(over)



Rl State Lhivesrs

12 hours from
ACC M1 Prin Acct1!3)
BEDA 111 Ingo Key WP [3)
or
241 Bus Correspd (3)
ITGRA 180 Intro GrAst (3)
12 Phot Litho 1 (3)
184 Cnn';p App Ga (3}
282 Digimagli®
362 Dig Lag 2 (3)
385 Commerc Pt (3) 12
5 hours of ¢lectives 5

44
Stud I El?n;}:ﬂ
ents qualifying for exe ion from
ENG 103 g?lm recﬁm?cfzdjt for
the course(s). ENG 101 and 102 may bn
substituted for ENG 103,

BACCALAUREATE DEGREES

Students enrolled in journalism eovirses
will find it mecessary to submit '
typewritten of computer-pripared cg
and assigrunents :;Fpart DF;-T]H ::crureaqﬂ,-!..':l’:I|r
activides. Jourmalism students Tinst eam
a tirtal of 90 credit hours in cougses other
thon jourmalism, radio, television, film,
advertising, public felations, and
cominunications media.

Students Must complete the
pﬁumali.f-m mernm before enrolling
in the professional joumalism major.
Students can declare a r?‘oumahsm
program belore the end of thear
sophomore year. Prajoumalism students
are enoturaged to meet with the
acadepiic advisor in the joamalism
department before applying to the
professional program.

Before enrolling in the professional
jeurnalismn major, students Tust submit
appilications to the journalism

epartment. Students must achieva 2.25
Zrade-point avorages on the
prejournalisin program with grades of C
or better in each course,

Before graduating, students must have
. 1.5 grade-point averages in the pre
joumalise arad profeesional journalism
P::Eran'ﬁ,and grades of C or batter in
each course. Credit in ECON 201 is
required for the journalism advertising
option. All Muijors must cornplete an exit
interview with the appropriaie sequence
coordinator,

Journalism majors must earm a
mirdinum of 90 cradit hours in Cpurses
wther than joumalismn, radio, television,
Elm, advertising, public relations, and
commiyicatians Meclia. OF thesa 80

Journiglisen 148

hetrs, at least 65 mnust be libera] arks

COUTSES.

In #egard to the rEciqud a5 haurs of
Eberal arts courses, ail purnallsm
department trajors must satis{y ona of
the following:

* Cum'pletinn of twvo areas of emphasis
cemsisting of at least nine hours each in
b of the disciplines listed below.

» Compietien of ow: area of emphasis
consisting of at least eightean hours in
une of the discaplines 1kted below,
Earung 2 second major or a minoy in
one of 5‘!5 areas I below satifies
this requirement. Econamics, Theatre,
Anthropology, Biology, Cheudstry,
Cumpute; Sd?alﬁ. Lishy, :
Gepgra .G ’ istn 4
Maﬂﬂnﬁagﬂ, ‘:‘EIDSE;I’;ﬂl Culh?re,
Chinesz, French, German, Japanese,
Spaqush, Natural Respurces,

ilcsophy, Religious Shdies,

Astronomy, Fhysics, Fhysiology,

Health Science, Politica] Science,

Psgchulngy, Sociology end Speoch

r disciplites and merdisyplinary -

programs which mclude liberal arts *

coutses are subject th approval by the -

department chairperson.

MAJOR IN JOUENALISM,
3345 hours
PREFIX NO SHORTTITLE CRHRS

Shidents must complete prajournaiism
core revuirements plus reguirements of
DO Gpbion. )

Frejonrnalem care requirement 15
|.§§RN 101 Mass Media

3

125 Cormun Graphic 3

213 Media Writ 1 3

211 Media Wit 2 3

Specific option cougse 2
Complete one option

Joumalisey edvertising option, £5 kours
Prajourmalism course .
JOURN 250 Inkro Advert (3)
Prefessional program, 30 hours
JOURN 325 Jourm Law

3% Advr Media

354 Advrt Copy

387  Resrch Srrat

456 Advrt Campns
ECON 20@ ElsmMicro
MEG 300 Prin Market

310 Consmr Behav

3 hours from
JOURN 385 Internship ¢9)
7% Non Paid nt (3)

R D Gy b o g {1



BA in COMMUNICATICNS: Public Relations Emphasis {483628})

Dapartment of Communigations
For sludants enlering the degree pregram duing the 1897-93 cumicular year.

MINIMUM REQUIREMENTS FOR ENTRY INTO THE PROGRAM--NOT NEGOTIABLE!

{S§PECIAL NOTE: Meeting tha minlwmuwmn requiremeits <oss not guarantea oniry into tha majar, The Public Ralations Sequenca accapte onfy tha lop 6B applicants ezch yaar. BECAUSE TH!S MAJOR

HAS LIMITED EMROLLMENT, IT IS STROMGLY RECOMMENDED TO SELECT AN ALTERMATIVE MAJOR AS A BACK-LP FLAM

1. Pass English {59%), Wakh {?5%). and Speling {70%) exams In the Tesling Center. Each exam costs §1. Exams cannot be retaken during tha sams day. Pleass bo sure to chack exampllon datas of
pxama with tho Advisemant Gonter or Tesling Centor. HOTE: it §s Impanant {o lake the exama as sast as poszible--fiefors complefing e preragsiles for she publc relalions major,

2. Ezin an ovarall GPA of 3.0 [5) erbatlar and saphomoe slelas.
1 Complele the kallowing cauress with a 8- or datlar; Comms 104, 204, and 235.
4, Complets Engl 115 or HenP 200 or PRIt 105 wilh a B- or berfer.
4 Gea the Aduszmont Cenlerior an apmn:&lenn tor admiilance nto lhe pregram and 13: applicalion deadline informalion.
Qnty stuents otiiclally accepriad inte public relaliens arg ailoswad ks regletar dor 300 and $30-feval courses in this program, siher than Comms 307 and 461R.
GEHERAL EDUCATION AND UMIVERSITY REQINREMENTS 5-13.5——?13.& hows MAJOR REQUIREMENTS {52654 D kot hours)
GEHERAL EGUCATION RECUIAENENTS cried. grede som || Completa ana course from tha folfowing:
{34.5—56.0 hoars) Camplete the following: Siat 105 Infmo to Stadislics ag T !
Comms 101 Mass Comm. & Sacrely 38 | St 221" Bijnaf Sialistics 1 E ]
Requilementy M Giaggen Leurs  Classey Comans 301 Em_nﬂwﬂml‘n_ﬂr__ﬂ_iﬁ_L_ Sl 272" FRngl Slatiskics 2 18 3 )
Comms 307 Communicaliong | aw 2l t5tat 105 will ool count For the GE Advanced
Acadam)e Skills Comms 311 ﬂi‘iﬁ”_*-'ﬁisﬁ.ﬂ.ﬂ.&iﬂ_%ﬂ__L__[_. fadh reuiremant }
Precollegs Maih -1 320 fiam apporced ksl Commt AR Kesesrch Melhofs 20| |
15. Year Englsh 1 30  Eegils Comms 2B0 EMCs 8 ssysg ey 4 Complats ke folivwing:
Advanced Wrilng ¥ 30 MCom 320* Aco 280 Prisc ol Accouniing a0 | |
Audyanced LanguageshtathiMusic 1-4 3308  Slat231° or 322" e, Complata { haur gt tha fellawdng: Eushi 240 Narkelinaplgl ag i |
addfcconm 46:R EI"JE*ELHW__E__ELL_l_ MCom 320 Suslnass Comm A0
Cora Coursas Lk f Comed A8 Gympasiom TecE 450 Eleglroniz Prutdiching ag. bt |
Elofogical Stimmee 1 30 Biol 100 4o & {or equivateni)
Physical Seience 1 30 Py 100 '_‘_g Alter consuliing with ataculy adwisor, complale 4 hour
Amavigan Herilags 1 34 rHE 00 of ke {ollowdag: ENGLISH ELECTIVES: % hours)
Histary af Clultivatica z &0 fram approgt s Comms 195K |atemship 30V | F Must not Inciude any caurse el coutd be uged 1o fll a GE
Welnass 1-3 1.6-20 ham approwed list or Urivedkity requlrement
Campleta oag cougse liam the lalfowing: P
Electlive Coarses Comms 307 Hislory of Mpss Somm 384 1 i 1
Firts andLetlers ! 3e  promapproved |isd Cemms 310 Rhatorical Molhod 30 il A
Halural Sciencas 1 344 lram appraved lisl Gemms 338 Mew Medla Tarjr. aq 1
Socizl & Bahaviora) ScEnces 1 13 om appavediist Comma 402 Elaghani rilicEsm ! STRQHGLY SUGEESTED OPTIONAL COURSES:
Comms 410 Bess Media A-;trﬂrntslra!mn 20 | | Cormms 220 \ntribo Advertising 30 1 !
HF Comms 487 ComparativeMedig 30 [ | Comms 243 Inoto Flock Medla 6.0 1|
URIVERS! T¥ RECQLIREMEMNTS (t4.0 Comma 482 indemnalional Comim. I i Comms 323 Ediling 0| |
nnrsg = 230 Folifical Panicips s |
Complete Lhe Tailowing: TecE 250 GraohigAs 30 | ;!
Religlon Sourses 2 40  RelA 121 and 123 Comma 235 Inleo 1o Public Refatigns | 20 | | TMA 185 Froduclige; Basic g 1
Roak oF Mormon ¥ 20 Rei2iig 22 Comms 313 Femoifing 20 | L
New Testament 1 20 RelC 324 o 325 Comms 328 PRCaseStudies ip_ ! |
Coacking & Covanante -8 6.0 [FR majer slales will ba conlngeat Upon
Flectva cowvass toview al tha culminafion of 336)
Comms 421 PR Witeg 8 Productio 3.8 | |
Sraduailon Reguiramenly 408 300+ lavel poursss Comnis 435 _B_MLLTL“EM__I_
Pppar divislon hours 300 {omms 468 PR Managemen] 20 1 1
fAeskdance homs 1280
Tolel hgure neetad o greguala SFECIAL NOTE Ma D ciedil in commualcations o
| epproved suppmiog couses wilt cound losard gradualion o _
—— e — e ——T r— — ——

‘THIS CLASE MaY FILL BATI GE AHD MAJOR REQUIREMENTS (5~7 hours averlag)
FOR GEMAIOA GUESTIONS CONTACT IHE ADVISEMENT GENTCR  +  FOR CAREER GUESTIONS SEE ¥GUR FACULTY AUVIECR



CiL sTraE FUlLLERSwR]

P;‘:—_:

CGRE HEGUIHEMENTB {12 units) (Al Communications courues are
- 3 unﬁ:b, excepi some tutoripis and independam studlas)

comm - T Tlimnnﬁmniﬂm.mm[wuﬁh)

733 Maca Communications in Modarn Sociy [GE IV.A.2] {CAN JOUR 4}

07 Cormmufitations Liw (233)

425 History & Philoapphy of Ameayiean Mass Cormnmunications (233) [GE VA2]

Choosd any ons of those slactives (I untts)

300 Visual Commuynications (233} [GE (V.A 1]

49 Pringipiez of Coinmunicaton: Fessarch (223)

422 Conmunications Technoiogivs (233)

| 436 World Communications Systems (233)

i d¥r Currant fasuse In Mass Communigations (233, 407, 425)

428 Communizations & Secial Changs (232) :
43¢ Perzuashe Communitations (233)
182 Msdls Economics & Palicy (733)

SEQUENCE REGQLIREMENTS (24 units) T

-
L
:
g

CDivild Taks all flve of thazéd coursas (15 untix)
18% Wirfling for Mass Modia {ENGL 101) {CAN JOUR 2}
35t Frinctples of Public Melaticnn
347 Public Relifion: Writing (107, ENGL 101} [LJDW]
4g4 Putlic Ralwions Management (107, 381, 362)
S I ¢ iazs Media Intemship {101, 361, 362, aentor)
1 Choose mity omw of thens sioctives (3 units)
391 Writing far Broadeasting & Fitm (ENGL 101) [UDW]
334 Feature Aticls Writing {101, ENGL 101} [UDW)
335 Mewspapar Production (101, consarnt, EMGL 101) fUDW)
Chedsg any two of thess slectdvesz {8 urits)
27 tiroduction 1 Black & Whita Photography
350 Frinclplad of Advertsing
3ze Grephics Communications
355 Dogicop Publishing (381, sl units of Communications wiing of sonsem}
478 Principles of Communicationy Fesaarah (233)
437 Fubiiv Raletiona Agency Saminar (101, 381} {Fall onty}
| 458 Seminar In Carporate & Nonprett Pubic: Relstions (101, 354) {Spring only} i
‘ 4?!7 Sarminar In Public Communicationz Franctices (101, 351, 362, 464) {Sprng onfy) . ﬂj
151.&1 EACH GOLUMN [iotal should be 36 unita) w m  wr = 0

I T — T — : S — T —— T
{Premdquisitas) Coyrsss in parentheses are prevequiziteg, '
{CAN} indicates the course axfisfies tha Calforla articulation number listed,

[UDW indicates e courss satitfias the universty's upper division writing requirament.
{2E; mdicates & Genoral education ‘coursk and may nol ke usad by Communications majors to iuiﬁll a GE mquk'ammi.

= — X — L e L ———
E KNGTATION (ENGL, 101} INDICATES THAT THIS COLIRSE RECUIRES A GRADE OF G* OR BEITER N ENGUSH 101 OR TS EDUNALENT,
SuBMIT VEHIF!GATIQN OF THig 7O 11-IE DEFAR‘T MENT OF COMMUMNICGATIONS, H-230, Fﬂ% TO ENROLLMENT.

ﬁ-iE 8.A DEGREE I CWMUNiGATiﬂNE FIEDUIFES 12% UMTS 84 OUTIIDE COMM + 28 IN COMM + & OPTIOMAL.

e e P LT 1 r—— el
A*L COMMUNICATIONS MAIORS MUST TAKE AT LEAST 84 LINITS DUTSIDE OF COMM. OF THE 84, AT LEAST 65 MUST T 5E LIBERAL ARTE J
&

SCENCES GDUHSER CONSULT YOUR ADVISER 'BH THE BCHOOL OF CGMMUNIEAT]UNS ADVBING DEHTEF!, H-225A, FOR DETALS,

Gﬁﬁ.ﬂ CHECK: [1) APFLY AT GRAD UNIT TWOQ SEMESTEHS PRICA TO G GHADUATIOH (&) TAKE G.FlAD CHECK TO 5CHOOL OF COMMUNE-
LE‘;thGNS ADVISING E-'ENTEH. H-2258; () TAKE FORM, WITH STLIDENT FiLE. TO S-EG‘UE.NCE ADVIEER; (<) RETURN FORM TO GRAD UNIT.
T e L e

1

: COMM 410, Pringdplen of Communcations Ressarch, mey eount only fmoa —~ elthar In the' cors o1 In the sequence.



The fifth quarter

After three quarters of intenee clesspoom
craning and 11 weeks of hands-en work in the
residency prapramn, you may spend a guarter
focused on specialized eourses of study. During
the ffth quarer, you will be enrouraged ra dig
decper, probe new areas, search for answers.

The fifth quarter gives you a chance to sar-
isfy your cungsity while serting new dirccnons
for your caceer. It offers you the opportunity
o investgars subjecis chat many professionals
should fearn sbout bur just don't have enough
time w purmue. It can help you develop an
expermise that will be uzeful che rese of your
career.

Medill ofiers concentrted practica in each
specigley, wrch congses bke Advanced Seminar
in Advertsing znd hales Promoroon, Pubke
Affars/ lesuer Manggement, and Direct Marker-
ing Consumer Acceprance.

In the fith quarrer you may also have the
oppartunity m ke coursss in odher gradeate
divicions g Morthwestern, Graduate courses
in Lommuncations, maragsment, theater,
polinical science. socnlagy, and other related

arens of study are open o qualified squdenes.

Lisa Fornni-Canphell

Assaciate professar

1w

Mo Thude e

Curriculuw guarter by guaress

First quarter {4 i)

Core courses:

003 Finar:cial end Marker fzseareh Methods
D05 Marketirs hManagement

D08 Consurer insight

Swdenes alve choose one of the follawing:

011 AdveriisingsSales Prometion Strawegies and Tactics
021 Pubiic Az.ations Strategies and Tectics

D31 Direst Marketing Stratesies antg Tactics

Second quorier (4 wunits)

Core conrses

D0? Srategic Intearated Marketing Communicanons
D304 Anzrcial and Marketing Commuenization Reszarch

Srisdents alse choose barp of the following:
017 Sales Fromotion Maraoement

D14 New Med-a Massage Delivary

022 Emaloygs Commurications/Madia Relatinns
024 Imvessor Relations Managemant

032 Direct Marketing Befationship Manzgemant
D34 Direct Marketing Database Management




All candidares for internships with credit
st have junior sanding. Al broadcast
Jjournzlismm internchap candidates must have
Junior standing, be enrolled 7 or have com-
plated COM JCr 351, and have 3 3.0 grade
paint average in their COM courses.

George H. Beebe Communmication
Refzrence Library

The 5chocl of Journalistn has & library of
newspaper clippings daring back to the aine-
teenth century. The library, consisting of
180,007 envelopes and countles ohoto-
graphs. was dopated o the Universicy by the
Hearst Corporation. It is & priceless heseori-
cal and educational resoures. In addition, the
Ibrary subscribes to many major newspa-
pers, magnzines, and professional journals of
miteTest fo students and fazukey. e s o
linked to darabase infarmation retrieval sys-
tems, including NEXIS, which are avaiable
for student and faculey rescarch projects. The
Bbrary is used Fequently in classreom
QST

Frofessional Requirements

Students must be able to tvpe at least 35
word; per minute. Journalism srudents are
also required o pracrice reporting skills and
w0 demenstrate comperence 45 1eporETL.
Advamee kngwledge of compueer word-pro-
cessing is valuable; scudents with no previous
expertence are expectzd to learn word pro-
cemsing promptly on arrival.

Carriculum

The foilowing courses are ragitired of l]
Juurmalism mgjors and are taken concur-
rently wich those in one of the sequences.

00 JO 207 Newswricing and Reporting |

L20M JC 30B Newswriting and Reporting [

C.OM JQ 357 History and Principles of
Journalisen

Sequence Requirements

In addiriom ro the courses listed abave, all
Journalism students complere the courses
indicated for ene of the following sequences:

Magazine

COM |C 301 Production and esipn or
LOM JO 403 Magazine Wriding and Editing
COM O 408 Magazine Warkshop

CONM )0 523 Media Law and Btlucs

News-Editorial
COM JO 523 Media Law znd Ethics

Tivo eiectives from the follouring:
COM 10 309 Feamure Writing

Boston Cb“ﬁf’j .

Undereradiate Crrrioula

COM JO 415 Advanced Feporting ang
Rumezrch Mechods

COMIO 444 Seminar in Advanced Mewswriting

COM JO 501 Business and Economus Reporing

COM JO 302 Specis] Studies: Reporting ang
Writing Abour Jssees chat Mutter or Special
Studigs: Introdecon o Soiengs Jopmalism

COM 10 506 Columns and Ediroriak

COM O 514 Spors Reporting

COM 2 516 Foreign Reporting

COM JO 577 Diplamacic Reporting

Fhotojournalism

COM JO) 305 Easic Photography
COM 0 312 Photsjeurnalism |

COM ] 513 Advanged Photajournaiion
COM O 515 Phare Editing

COM )0 525 Mudia Law and Ethics

Erpadcast Journalism

Reguired:

COM O 351 Writng and Reporting far
Broadease News (in lien of COM 10O 308}

£20M O 451 Television Newstoor

COM JO 356 Law and Ethics of Broadomst News

Oz eleciive franr the filanig;

COM JO 401 Televiston Documsntary
Production

COMJC 421 Enterprise Reporring

Three other Jﬂ urralism dechive,

Liberal Arts Concentratien All journaism
students complete five upper-division CAS
courses, three of which must be 1n one
departmen: of the following areas: humani-
tics, science. and/or soqal sgence, Orhar
courtes may be substituted widh approval of
the zehasor and chatrman.

SCHOOL OF MASS COMMUNICATION
" AND PUBLIC RELATIONS i

The School of Mass Communication and
Fublie Relavions affers 3 Bachelor of Science
degree in Communication. 'Within that
degrec program, students cin select & con-
cenuracon in advertising, public relatisns, or
eomununication studies. The corricula in
advertising and in public relations prepars:
stindents for careers in those felds, and the
comrmanication studies optien provides a
foundation for roles 25 professional commpg-
nicators in other Belds or for further vducs-
t1on at 2 more advanced levef,

Graduzres of the Schaol have gone on o
careers in a variety of occupational f=lde,
meluding advertising, public reiatigns, mar-
keting, health commurdeztion. emplaves
relations, media research, and sales prome-
don. Typically, graduates woek in such set-
tings 4s CoTporadons, nongrofit agensies.
govet ntnent, educational instutions, or other

organizations wichin che lzbor force.
have starred their anwwn bosinesses ore
The Schaol's requitzd and electv.
include a foundation in communricar
ory and research plus praccical skills
relevant not ordy for encry.level job
mere tmportant, for contmuiog pra
devglopmene. They prepare student:
clearly, speak efectively, and think «
calby—all af which are cesencial for
tisuing carzer success.
The combination of requirsd anc
gtourses to1 ehe currtcubum is desiene
duce generalisis who can design offt
commMRIcanan content and apphy -
of problem-solving technigues wa
broad range of resl-worid goals. By
sznding basic communicacion oo
principles, end theores., ssudents te.
d:sig‘n_ implemf_-nt, and r:valu:,ltu: ™
conrent needed ia various professio
tings. They alsa learn w seleccand
canternparary media channels effe
comvey informarion (o designated
audicnces fora variery of practical |
Classraom wark 15 suppicmicntee
internships and pardeipation in Ad
Planners. ot Multimedia Developr:
which are srudent-run communica:
agencies, These activicies provide «
Jab cxpertence tor academic gredit.
ships place student in for-profic or
agencics and other sertings where ¢
pracrical expetience in handling pr
commumeation problems, and wh
can develop impartant personal co

Curriculum
To recetve che BS degres from Bas
versity, students RISt complere aw
courses, Of these, 17 ooter be m the
ars. Ofthe remaming 15 courses. .
rwirn of 12 but pot more than 14 n
taken in the College of Commurtic

To satisfy the requirements of an
three 16-course concenirations off
the Schonl of Mass Communicarte
Public Rezlarions, students tike a o
Lol of Twio courses 'n:quin:d ot all
ewa selecred from a list of oprions.
selected from liberal arts and fve 7
the three major areas of concencrat
of which has its own patern af teg
ments), The remaiming tires ar fou
(depe=nding on the concentmtion) .
tived. Thess Conﬁgumtiqns af cour
explained as follows:

From section ame belaw, both ec
required of all stodengs, From sect:
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Impmetnd Program. The media Minagement dmphasis 15 dﬂignﬂtﬁiﬂsmimpaﬂﬂipmgrmand#ptﬁﬁﬂmgulaﬂm
mhtndmmdmisﬂiumﬂ':mpmed.Cmthe&huulnfﬂummuﬁmﬁmfnrnduﬁssimuimamdm.'mis
.. dulvizingy phest docs uot inchuds your general education requirsments. For penaral sducation quirsments (49 wmire) consult
e stlecting this ef0plursis arc 0o equird io complae a e, W

-

DR: (18 onits) IR

= \Chmm 100 Survey of Telecomsnicssons @

"®wr _. Comm 200 Iuoduction tm Mass Commumicarion
s Writing for the Mass Media @
or __TFM 11¢  Telstommumcstions and Film Writing
—[Econ [0l Principles of Econnmis k]
—F0li 8¢i 101 Intro w Politics & the Asmerican Politicg] System 3
—Poli B¢i 102 Intro 0o Amedcen & Califorma Gov'r & Poliice 3

3 onlx zdected Irom: .
—.. Poli 8 201 Flemientory Starisios for Politicsl Boivnce Gy
“ ar _ Poyeh 270 Sretisticel Meihods in Peychology
‘,"' ar Soc 201 Hementary Social Statistes
Some of these courses also My be ueed rp RGN lower division general edugation requirements,

Foreipn Liangnape Requirement. Competency 1n ong foicign lanpuage, equivalent to that which is noTmally sflained
rrougl three consesutive courses nf Tniversity siudy, must be satishad ps described in the setion of te caralog on
"Cradusticn Requirements.”

Upper Division Writing Regoirement, Fassing the University Writing Examnation, or Commumicarion 310W, ar
Jonmalism 2 10W or Rhetoric and Wriring Studies 305W with a grade of C (2.0) or better.

MATQR: A mimmim of 45 upper division wnits to inchyde:

- Comm 339 Imagrativg Communication: Theoriss & Principles 3
— Comm 310W Gathering & Reponing Informarion 3
M _—Tomm 350 Conmmunicaticn Methodologies 3
M . Comm 440 Principles of Media Mamgernent 3
- _..Comm 480  Pritcipies of Advertising k|
W _¥ Comm 4800 Principles of Public Relations 3
PR ¥ Comm 481  Public Relations Madia and Merhods 3
W- . Comm 488 Rescarch Mathods in Mass Commuication 3
L _Comm 581 Public Relations Ecsearch 5
b Comm 585  Professional Practives in Public Relations 3
9 wpits selecled fromg:
_ Comm 406 Organizationzl Cominunication (E)]
& _Comm 49GA  Intgnship (CrMNe) (3
— o 300 Corrznt Problems In Mass Communicaton (3)

—.OR any other ppper diviston Communicalion caupges

In addiion, majors In ithe public relatjons cinphasis pre required 10 take an additieoal six weig
ar sllied drea of study to include one cuurse selected from:

‘ Mgmt 350  Management smd CQrganizational Rehavior (3)

. Miig 377  Markcting

amf 4oe course seipcred from:- o
AT Poit 501 334 Politics of the BRvironment {3) R
<. —__Pob 54 335 Public Poiicy o
—Poli 528 338 The Legisiative Process S
—Poli 5ci 425  Pobticel Behavipr o
—Pob 51 426 PoBtical Commuication
Foli 3a 531 Intercst Groops and Folitical Movements

Flense uote: The 1oia! number of npix neceszary for a barheloys depres are 123, The requirements
a5 pirlined zhova tatz] 112 uniés. Tt will he negesiory for the student to have a ioial of 124 umitn
on thelr trinseript In grier o he elizible for grodostion.
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. PROGRAM FOR THE B.S. DEGREE IN PUBLIC RELATIONS

JOUR 61A  (Begimming News Writing} ... errsasieeen st ae bttty ¥

MCOM 100%W (Writing Workshop: Mass Cnmmumcamns) I S

MCOM 102 (Mass Communications and SOCIEY) .uucesrmimsiienmmrmmssmmmnmee 5
J MCOOM 111 (Public Relations Intemship)....ccueiccssmsmscccnrrensnns poeermrrrssaberm e 3
v PR 130A (Media PUbHCILY) wioeeerrrerstienscesens R - . 3
¥ PR 130B {(Writing for Public Relatmns) IO . N
/ PR 190A (Principles of Public R&Iauons) SO S
v PR 190B (Case Studies in Public Relanons} e eerapa e arana s inserrrees S .
s PR 192 {Seminar in Public Relations) ... RSV I

ADV 91 (Intra to Advertising); MCOM 50 ('PrESS and. Puhhc), MC{}M 101
(Laws and ¥thics of the Media); MCOM 103 (History of American Media);
MCOM 104 (Intro 10 Mass Communpications Research);

MCOM 105 (Lifestyles in Mass Cnmmumcanom).

MCOM 106 (Global Mass Communication fu. e ussicromissccasssrrsatsinsmmermes . 8
JOUR/ADV/PRVCOM BIECHVES wiieeeerresseemvescssssbossrmssistiressmsarssioermases papssitsvasmsnss -__Ei.__ _
u urse Raaui

Econ 1A (Principles of Econvmms) or Econ 109 (Currmt Economic

Problems)*.... eeeayarEesserraaRb—s rveemrrrns i vaaesysaea . S
Psych 1 (General Psychnlogy}* OSSO PR UURSURSPR:
Geo 101 {(Worlds Naunns)* ...................................................................................... 3
Bus 130 {Marketing) ... SOOI PSSR
Literatize BIoCHVE™ ... . orccsciceerrsmssicsneergasstosemerrastimmmssseesstbaratmatitiinesesas s st sasnsmyrsats 3
Comm 155A (Theory and Research I); "Socio 104 {Analysis of Social

Research); Stat 95 (Elementary Stansuas) Pol 8¢1 107 (Puhucs

and Public Opinion)**...csceecim . S
ADPTOVEA MENOT womrrisseemecrranstansemcnssissmemsusimssmesanssnsn st benasasssr s e s ab ot omseosbisenamasaryss 15-18

T 33.36

* May be applied to University GE requirements
*+* Requirement waived for students who take MCOM 104 (Tntro to Mass Cormmunications
Research) in the major.
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E. W, Scripps School of Journaiism
Checksheet P P
Effective Fall 1994

Adviser

GENERAL REQUIREMENTS

(These cotirves may aot be counted eleswhere on this sheet,
but may be used to fulfill university requirements as sat forth
in the upiversity bulletin)

Seguence

Name

N Coprse  Otr Grade

olity oo

(2 qus.) .

Sociglogy and/or Anthropology

(2 qts.) -

Economic

{2qms)

Esychology (1 qu.)

{sxcept PRY 120)

Year of graduation

SPECTALIZATION REQUIREMENTS

{These contses may Dot b= counted elsewhere on this shaar,
but muy be used to fulfill university requirements as sot forth
in e pniversity bulletin )

One of three optinns should be chosen:

1) 4 minimarg of 35 hews in 2 single department within the
Cellage of Arts and Sciences

OR
2) a minimuem of 18 approved hotrs in each of two
deparmments in the College of Axts snd Scicnces

DR
3) a minimum of 18 appreved haurs in one Asts and Scienges
depariment and 18 adviser-approved hours ie 2ny ather seriss
of Iciated courses.

Hizmry

(2qrs.) .

Enalish (2 qurs.)

{one from ENG 3057, 3067,

303, 361, 362, 367)

Stztigrics {1 qm.)

(one from PSY 120, INCCG 301,
MATH 250, QN 201, or FOLS
437)

Philpsgphy (2 girs,} —
{one must be PYOL 120 or 320)

R

Mk

i age

(3 gtrs. basic sequence or 1 aw.

advanced}

oR
Seience (3 gizs.)

{approved by adviser)

Colrse Hrs, 0. Glede
FIAST area selected: :

[ Course . B, Q. Grede
SECOND area selected:

{or continuation of FIRST arsa)

K
X

|

!
i
|

Comparative Ans/Fing Arts

(2 gs,) (eppreciztion/histocy,
' NOT practice/performance)
OR

ark
R
1]

AfroAumierican and/or Women's
Studjey (2 gms)

Every siudenut wha receives an Ohio University degres must
meet the University's requizements, inchiding Tier 1, Tier 2

and Tier 3 as well as total hours. Compieting all the courses
on this cliecksheet may not meer ail these requiréments. Itis
the smadent’s responsibility 1o be cerain that he or she meets
all of Ohio Unlversiny's requirements for pradustion.




BIBLIOGRAPHY

AEJMC, PRSA, Educatars Section of PRSA. “Design for Undergraduate Public
BRelations Education.™ 1987 R mmission on Undereraduate Publi

Relations Education (November 1993); 21-23.

Bernays, Edward L. Crystallizing Public Opinion, Livenght Publishing Corporation, New
York (1961} 96,

Brung, Alicia A. “A Study on the Value of Preparing Public Relarions Students Using
An lutegrated Marketing Commumnications Curriculiim ™ Graduate Thesis (Tune
23, 1995). 7-36.

Burleigh, David F_, Christine A, Butler. “Integrated Marketing Communication: A
Strategic Planning Tool For The 1990s.” Ioumal of Corporate Public Relatio
{Volume TV 1992-1993): 34

Caywood, Clarke L., PhD. *“What 1 Studied May Not Be What You Need: Report of the
National Task Force on Preparing Advertising and Public Relations Students for

the Communications Industry in the 21st Century.” Journal of Carporate Public
Relations (Volume TV 1993-1994); 42,

Falb Richard A. “Proposal: Join PR end Advertismg Education—Away from Journalism
or Business.” Public Relations Ouarterly (Winrer 1991-1992); 42,

Fisher, Rick, Ph D, APR, “Rethinking the Undergraduate Public Relations Sequence:
Evolution of thopght 1975-1995.” Southern States Communication Association
Conference (Aprit 1993); 4-11.

Foxworth, Marilyn Kern. "Minorities 2000.” Public Relations Joumatl {August 1989):
14

Foweworth, Manlyn Kern. “Status and Roles of Minority PR Practitioners.™ Public
Relations Review (Fall 1989): 39

Fry, Johnt M. “A firm diversity hiring action plan™ Public Relations Joumnal {October
1993); 32,

o0



. Briefings. *“Mimority-owned firms seek mainstream acceptance.” Public
Relations Joumnal (August/September 1994} 12.

Grunig, James E., Todd Hunt. Managing Public Relations. Harcourt Brace Jovanovich
college Publishers (1984) 5.

dackson, Pat. “Public Relations for the Year 2000 and Beyond: Issues and Strategies for
the Public Relations Practitioner.” Monograph (May 1997): 7, 9.

Kimmick, Katherine N, MMC, APR, Gien T. Cameron, PhD. “Teaching Public Relations
Management: The Current State of the Art.” Public Refations Review (Spring
1994): 74-77

Kotcher, Raymond L. “Diversity in Today’s Waoarkplace and Marketplace.™ Public
Relations Quarterly (Spring 1995): 6, 7.

Kruckeberg, Dean. “Integraring Multicultural/International Experiences into the Public
Relarions Cumculum ™ Annual Meeting of the Speech Communication
Association (November 18, 1993): 3-5.

Lindeborg, Richard A. “The TABC Excellence Study: Excellent Communication,”
Public Retations Quarterly (Spring 1994): 3-11.

Miller, Debra A_, Patricia B. Rose. “Integrated Communications: A Laok at Reality

Instead of Theory ™ Public Relations Quarterly (Spring 1994): 13, 14,

Morris, Martin. “Your image could ¢ost yvou your job.” Computerworld (December 7,
1992). 101.

Neff, Bonita Dostal, Ph.D. “Public Relations in an International Arena; Establishing a
Global Model for Public Relations Education.” Paper presznted at the World
Communication Association’s Biennial Convention (July 28-Aungust 3, 1991); 4.

Nelson, Jongthan E. “Communication: The Key to Public Relatiors.” Jaumal of Physical
Edueation, Regreation & Dance (Aprit 1986): 3.

O"Connor, Brian Wright. “Are Advertising Agencies Serions About Hiring Aftican-
Americans?”’ Black Enjerprise (March 1993); 60

Chgbondah, Chris W., Comnelius B. Pratt, “Internationalizing U.S. Public Relations:

Educating for the Global Economy.™ Public Relations Quarterly {Winter 1991-
1997): 37,

61



Pmcus, David 1., Ph.D., Robert E. Rayfieid, Ph.D. “Public Relations Education: Our
Future is banking on it.” Communication World (February 1992): 12,

Pincus, David J., Bob Rayfield, Coral M. Ohl. “Public Relations Education in MBA

Programs’ Challenges and Opportunities.” Public Relations Review (Spring
1994): 53,

Streeve, William, William G.J. Goetter, Janet R, Norby, Armold R. Stueckie, Barbara R
De Michele, Thomas K. Midgley. “Marketing edncation on a shoestring: A

madel.” Early Child Development and Care (1987) 169.

Turk, Judy VanSlyke, Ph.D3., Maria P, Russell, APR. “Teaching Fublic Relations
Management: Bringing “The Ideal” and “The Real” Closer Together ™ (August
1991): 5, 11,

Wakefield, Gay D, Dr., Laura Perkins Cottone, APR, “Public Relations Education For
The 803 And Bevond.” Convention of the Association for Education in Journalism
and Mass Communication (August 1594): 8.

Walker, Albert, Ph.ID. “Ilfiteracy in the Workplace.™ Communicasion World {June 1989):
18.

62



	Interdisciplinary public relations: a curriculum for undergraduate study at Oakwood College
	Recommended Citation

	ADMIN.  INTERN SUPERVISION CURRIC

