PUR4800: Public Relations Campaigns
3 Credit Hours
Fall 2019
UF Online

Instructor

Lainey Johnson, MBA
Contact via e-Learning
Office Hours by appointment

Course Website

https://elearning.ufl.edu

Required Textbook

Public Relations Cases, Darrell C. Hayes, Jerry A. Hendrix, Pallavi D. Jumar, 9th Edition

Course Description

Simply put, the purpose of this course is to prepare you to create a PR campaign in the future. Familiarity of
how to execute a PR campaign and its elements benefit not only the PR practitioner but the business
community. After all, well done PR campaigns have the ability to elect presidents, drive fundraising dollars
for lesser known nonprofits, propel YouTubers into stars, and take startups to the mainstream. PR
campaigns, when executed well, add business value. That said, executing a campaign today is far different
than 10, five, even a couple of years ago. As the lines of traditional and social/digital media continue to blend
and evolve, modern PR practitioners must learn to adapt quickly and play in both spaces. This class uncovers
the fundamentals to enacting a modern PR campaign. Taught by a real-life practitioner, you'll learn best-in
class and real world approaches. We'll explore how data, customer insights, digital, media buying, writing,
ethics, disclosure law, traditional media relations, internal communications, multicultural marketing,
opportunistic engagement, sponsorship and more fit into the campaign equation.

Prerequisite Knowledge and Skills

As a culminating course, PUR4800 will build on the foundational concepts that you have learned in prior
courses. These themes include but are not limited to teaming, media outreach, social media content creation
and journalistic writing. You’ll apply these principals and new learnings from our lectures, guest speakers,
readings and other materials presented to create a holistic and “real world” PR campaign that adds business
value to a real client in a team environment.

Course Objectives

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

•
•
•
•

Discuss the basic principles of public relations campaign planning, including research, objectives
setting, strategic planning, traditional and social media tactics, crisis management, evaluation, and
more.
Analyze “real world” campaigns to develop best practice standards.
Apply high performance teaming experience to a future client or brand.
Develop a real life strategic public relations campaign to solve a real business opportunity.

Teaching Philosophy

Teaming: Your professor is of the strong opinion that to understand PR, you must immerse yourself in the
real-life application of its principals. One of which is high performance teaming. To that end, at the beginning
of the semester, you will be assigned into teams. The ultimate campaign you develop and many assignments
along the way in this course will be completed amongst your team. You are expected to team at a high level
– dedicating yourself to the team and carrying your own weight. As such, for team assignments the grade the
team receives will be the grade received for each teammate. This practice is not atypical to the real world of
PR where the performance of the campaign is contingent on the collective performance of the team. I
encourage you to meet regularly with your team to discuss the lessons learned and potential implications for
your campaign. I have baked into the schedule opportunities for you to connect with your team however I
encourage you to set up a cadence of regular touch bases. The reason you have received your campaign
assignment at the beginning of the course is to help you consider how each lesson could potentially apply to
your campaign.
Hearing from real life practitioners: In addition, I have arranged for several guests to join the class to
reinforce the lessons learned. So, you'll hear from some of my fellow practitioners (and friends - this is a
business of relationships after all!) who are in the trenches today testing, learning and discovering new ways
to engage customers. I expect you to put the lessons you learn from the guest speakers into practice as you
build your own PR campaign.
Case Analysis: Cases and real life examples that clearly illustrate the principals we discuss in our lectures and
from your reading will serve as a foundation for you to apply to your PR campaign.

Instructional Methods

Our class will combine discussions, lectures, assignments, guest speakers, case analysis and final campaign
projects. Many of your assignments will be completed in your assigned team as previously mentioned. All
modules will include an intro video. Due to changes to the course, modifications may be announced via
update videos modifying language articulated in the intro videos.

Attendance Policy

As this is an online course, you are expected to exhibit a high level of self-discipline. Each module was
designed for completion on a week-by-week basis (with few exceptions of assignments from previous
modules due in forthcoming module weeks). During week 1, I recommended you peruse each module in eLearning to familiarize yourself with deliverables, number of lectures and readings. An assignment
breakdown follows however if you have a particular way you like to organize your workload, I encourage you
to set up these systems of organization in week one so you can keep track of your deliverables. Each module
and its respective components have been broken down by week in e-Learning inclusive of assigned readings,
lectures, guest lectures and assignments. Please complete all modules within their respective weeks and by

their listed deadlines. To be clear, you are expected to complete all assignments by their stated due date.
Additionally, I expect you to complete the readings in advance of watching the lectures.

Quiz Policy

There is 1 quiz which will go toward your assignment grade. The case assignment will be treated as your final
exam. The rationale behind this is that every lesson should culminate in an understanding of what makes a
PR campaign best in class versus what doesn’t. Your examination of a real campaign is a good way to assess
your understanding of these standards.

Make-Up Policy

Make up assignments or extended deadlines will be assessed on a case-by-case basis. Reach out to me
directly if you require such an accommodation. I understand things happen.

Assignment Policy

Assignments are expected to be completed by their respective listed deadlines and in your assigned team
unless otherwise stated.

Class Participation Policy

A number of assignments have been clumped under the class participation category. The intent behind these
assignments is largely to assess how engaged you have been in the lectures thus far and get you thinking
about the lessons’ application to your ultimate campaign. I am also using these assignments as checkpoints.
In the event that it becomes clear you are missing the essence of the lesson, I will do my best to intervene
and help provide clarity. My goal is to ensure you leave the class informed and ready to team at a high level
in the context of an integrated marketing/communications campaign. If your responses along the way
suggest otherwise I view these assignments as opportunities to course correct. Generally speaking though, a
well thought out, substantive submission inclusive of a meaningful response (submitted on deadline) will
receive full credit when it comes to assignments and class participation. I am not aiming to nit-pick on points
however if you blatantly do not put forth any effort I will deduct points if only to penalize you for wasting my
time on a meaningless response.

Online Course Evaluation

Students are expected to provide feedback on the quality of instruction in this course by completing online
evaluations at https://evaluations.ufl.edu. Evaluations are typically open during the last two or three weeks
of the semesters, but students will be given specific times when they are open. Summary results of these
assessments are available to students at https://evaluations.ufl.edu/results .

UF Policies
University Policy on Accommodating Students with Disabilities

Students with disabilities requesting accommodations should first register with the Disability Resource
Center (352-392-8565, https://www.dso.ufl.edu/drc ) by providing appropriate documentation. Once
registered, students will receive an accommodation letter which must be presented to the instructor when
requesting accommodation. Students with disabilities should follow this procedure as early as possible in the
semester.

University Policy on Academic Conduct

UF students are bound by The Honor Pledge which states, “We, the members of the University of Florida
community, pledge to hold ourselves and our peers to the highest standards of honesty and integrity by
abiding by the Honor Code. On all work submitted for credit by students at the University of Florida, the
following pledge is either required or implied: "On my honor, I have neither given nor received unauthorized
aid in doing this assignment." The Honor Code (https://www.dso.ufl.edu/sccr/process/student-conducthonor-code/ ) specifies a number of behaviors that are in violation of this code and the possible sanctions.
Furthermore, you are obligated to report any condition that facilitates academic misconduct to appropriate
personnel. If you have any questions or concerns, please consult with the instructor or TAs in this class.

Netiquette

All members of the class are expected to follow rules of common courtesy in all email messages, threaded
discussions and chats.

Getting Help

For issues with technical difficulties for e-Learning, please contact the UF Help Desk at:
• https://helpdesk.ufl.edu
• (352) 392-HELP (4357)
Any requests for make-ups due to technical issues MUST be accompanied by the ticket number received
from the Help Desk when the problem was reported to them. The ticket number will document the time and
date of the problem. You MUST email your instructor within 24 hours of the technical difficulty if you wish to
request a make-up.
Other resources are available at http://www.distance.ufl.edu/getting-help for:
• Counseling and Wellness resources
• Disability resources
• Resources for handling student concerns and complaints
• Library Help Desk support
Should you have any complaints with your experience in this course please visit
http://www.distance.ufl.edu/student-complaints to submit a complaint.

Grading
Review of Peers
Class Participation:

Assignment

•

Module 1: Introduction Discussion (.5 pts)

•

Module 1 : Syllabus quiz (1 pts)

Percentage (Points)
5% (5 points)
16% (16 points)

•

Module 2: #LikeAGirl Campaign (2.5 pts)

•

Module 2: Dresscode Target Audience Research (5 pts)

•

Module 2: The Breakfast of Champions Part 2 - Individual
Reactions (.5 pts)

•

Module 4: Silver Anvil Award Winner - Evaluation (2.5 pts)

•

Module 6: Media Relations and Social Considerations for
Dresscode Campaign (2 pts)

•

Module 8: PRSA Ethics Quotient Quiz (1 pt)

•

Module 9: Test out YouTube for final Campaign Project (1 pt)

Assignments:
•

Module 2: Breakfast of Champions (8 pts)

•

Module 7: Denny’s Case Analysis (8 pts)

•

Module 8: Ethical Decision Making (4 pts)

Case Study Analysis
Campaign Project

20% (20 points)

20% (20 points)
39% (30 points)

See accompanying excel document which breaks down due dates. Should due dates prove needing
adjustment, we can discuss together and revise.

Grading Scale
A
AB+
B
BC+
C
CD+
D
DF

100-93
92-90
89-87
86-83
82-80
79-77
76-73
72-70
69-67
66-63
62-60
59

