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memo 
TO: Academic Program Review Council, Academic Senate 

FROM: Public Relations Major, Program Review Panel 

SUBJECT: Academic Program Review 

DATE: October 15, 1997 

The Program Review Panel for the Public Relations Major in Ferris State 
University's College of Business, respectfully submits the following evaluation, 
report and recommendations. 

FSU's Public Relations major was developed in the late 1980s by senior 
public relations professionals and is unique as one of only three such programs 
offered in Colleges of Business in the United States. Its applied, career-oriented, 
professional content and objectives, make it an ideal match with Ferris State's 
mission. 

The Department of Labor projects a 4 7 percent nationwide increase in public 
relations jobs this decade, making it one of the 10 fastest growing careers. With 
proper resources, FSU's public relations major can take advantage of this potential 
and significantly increase enrollment. To achieve the potential of 100 FSU public 
relations students, aggressive awareness and recruiting programs are required and 
strong University and College of Business support is essential. 

The panel strongly urges that the University implement our recommendations 
and provide the resources required to grow and enhance the unique Public Relations 
major. 
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Program Overview 

MISSION 

The mission of the Public Relations academic major is to enable students to learn 
and apply the principles and techniques of the professional practice of public 
relations and related functions so that they can enter and succeed in their chosen 
career and contribute to the economic vitality of their employer, the State of 
Michigan and the global community. 

This mission is accomplished by maintaining a well-rounded curriculum in public 
relations, management, marketing, journalism and advertising, including a full 
business sequence. This five-point approach and business foundation makes FSU's 
curriculum unique in North America. Emphasis is placed on gaining practical, hands-
on experience, applying decision-making skills and utilizing appropriate computer 
and media technology. 

Purposes 

1. To provide students a strong foundation of public relations theory and principles, 
including a social and economic framework for application of this knowledge. 

2. To equip students to apply public relations skills, techniques and tactics for 
diverse types of employers, from corporations to entrepreneurial enterprises to non-
profit organizations. 

3. To provide businesses, consulting agencies and other organizations with 
graduates who have the professional knowledge and skills required to enter and 
advance in the public relations function and contribute to the achievement of the 
organizational objectives. 

4. To provide students with a competitive edge in employment and career 
advancement. 

5. To empower students to make decisions using the appropriate professional 
technology while considering the impact on society and the need to maintain the 
highest standards of professional and business ethics. 

6. To provide a foundation for and to encourage students' personal growth and 
lifelong learning. 

7. To continue efforts among public relations practitioners and employers to 
emphasize and enhance their recognition of the five-point Ferris State public 
relations program as a unique and model program for public relations education with 
a business emphasis. 

2 
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8. To foster a dynamic curriculum of college study which is responsive to the ever-
changing needs of students, public relations professionals and the organizations that 
employ them. 

3 
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HISTORY 

The Public Relations Profession 

To provide proper perspective on evaluating the current status and projecting the 
potential of Ferris States unique public relations academic program, it is important 
to begin with an understanding of the history, development and role of the 
profession. 

Tracing the history of the public relations profession is difficult because it has 
evolved gradually over centuries from efforts to "persuade." Some researchers 
place public relations' beginnings back at least 2400 years to the use of coins and 
sculpture to achieve political ends. 

In the United States, public relations roots are commonly traced to 1620 when 
colonists produced a newsletter which was sent back to England and offered free 
land to entice new settlers to come to Amercia. In 1643, Harvard College issued a 
public relations brochure titled "New England's First Fruits" to solicit development 
funds for the fledgling institution. And, the Boston Tea Party of 1773 was staged 
by patriots as a public relations "special event" to arouse and focus colonial 
sentiments against the British. 

The text, This is PR, states that, 

"Some historians credit Thomas Jefferson in 1 807 with first 
combining the words 'public' and 'relations' into 'public 
relations.' Others say that the term was coined by lawyer 
Dorman Eaton in an address to the Yale graduating class of 
1882. Regardless, 'public relations' was not used in its 
modern sense until 1897, when it appeared in the Association 
of American Railroads' Yearbook of Railway Literature. The 
real success of the term can be credited to Edward L. Bernays, 
whom Irwin Ross calls 'the first and doubtless the leading 
ideologue of public relations.' 

Berneys was the first to call himself a 'public relations 
counsel,' which he did in 1921. Two years later he wrote the 
first book on the subject, Crystallizing Public Opinion, and 
taught the first college course on PR at New York University. 
Thus it was around the turn of the twentieth century that PR 
came into being as a term, as an occupation and as an 
academic discipline." 

The text goes on to identify five distinct stages in the development of public 
relations in the United States. These are: 

1. Preliminary period (1600-1799) - an era of development of 
the channels of communications and the exercise of public 
relations tactics such as publicity, promotion and press 
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agentry. This covers the initial colonization and American 
Revolution. 

2. Communicating/initiating ( 1800-1 899) - a time primarily of 
publicist, press agents, promoters and propagandists. This 
period covers the Civil War, Western Expansion and the 
Industrial Revolution. 

3. Reacting/responding (1900-1939) - a period of writers 
hired to be spokespeople for special interests. Covers the 
Progressive Era and Muckrakers, World War I, the Roaring 
Twenties and the Depression. 

4. Planning/preventing (1940-1979) - a maturing of public 
relations as it began to be incorporated into the management 
function. The period includes World War II, the Cold War and 
the Consumer Movement. 

5. Professionalism (1980-present) - an effort by public 
relations practitioners to control public relation's development, 
use and practice on an international level. 

Another perspective on the development of the profession is found in James 
Grunig's four historical models of the practice of public relations as described 
below. While a few so called "practitioners" still operate under model 1, today 
most professionals practice public relations using models 3 and 4. 

1 . Press Agentry/Publicity - tries to publicize the organization, 
its products and its services in any way possible. The 
complete truth is not always told in these promotional and 
propaganda efforts. Notable example - P. T. Barnum promoting 
Tom Thumb. 

2. Public Information - tries to make an organization look good 
through dissemination of positive information which is truthful 
and accurate. Public relations practitioners try to represent 
both organizational and public interest. Notable examples 
today - Government agencies, non-profits and associations. 

3. Two-way Asymmetric - uses research to understand public 
motivations and then to develop messages which persuade 
strategic publics to behave as the organization wants or to 
agree with the organization's point-of-view. Today, highly 
competitive business firms commonly use this model. 

4. Two-way Symmetric - uses research and communications 
to achieve mutual understanding and acceptance between 
strategic publics. Managing conflict and improving 
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understanding are the principal objectives rather than 
persuasion. Today, highly regulated utilities and similar 
business firms frequently use this model. 

As these changing roles of public relations have evolved, a number of definitions of 
the function have been developed. Today, most professionals emphasize that 
public relations is an applied, social science focusing on behavior. A widely 
accepted definition is: 

11Public relations is the management function which evaluates 
public attitudes, identifies the policies and procedures of an 
individual or an organization with the public interest, and plans 
and executes a program of action to earn public understanding 
and acceptance." 

Public Relations News 

As public relations is practiced today, the following functions are typically included 
in the responsibilities of the professional. 

Counseling - Advise management on the impact of proposed 
policies and actions and recommend strategic programs which 
build positive public relationships and behaviors. 

Research - Determine attitudes and behaviors of specific 
publics in order to plan, implement and measure programs 
which influence or change those attitudes and behaviors. 

Media Relations - Work with print, broadcast and other mass 
media to present an organization's views, respond to reporter's 
inquires and requests and generate positive news coverage. 

Employee Communications - Inform and motivate employees or 
organizational members, retirees and their family members to 
enhance productivity and achieve goals. 

Community Relations - Maintain and enhance the community 
through planned, active and continuing participation which 
benefits an organization, local residents and related publics. 

Public Affairs - Help develop effective public policy and laws 
through positive relationships and improved understanding with 
legislators and regulatory agencies. 

Issues Management - Identify and address significant social, 
economic and political issues which are of public concern or 
which may impact the organization in the future. 
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Investor Relations - Help to produce a fair market value for an 
organization's stock by creating and maintaining confidence 
among shareholders and the financial community. 

Fund Raising - Demonstrate the need for and encourage 
members, friends, supporters and others to contribute their 
money, time and talent. 

Special Events - Plan and implement special activities, 
meetings or events which enable an organization to interact 
with its publics and which stimulate interest in a person, 
product or organization. 

Marketing Communications - Combine public relations 
activities with advertising, marketing and promotions, using 
each technique to its best advantage to sell a product, service 
or idea. 

To understand the knowledge and skills required for a public relations professional 
today and to aid in identifying the more advanced requirements for mid and upper 
level practitioners, a sample of typical public relations job descriptions in business, 
non-profits, associations, consulting agencies, etc., is included in Appendix N. 
These have been adapted from samples included in Bill Canter's Inside Public 
Relations, Experts in Action. 

Employment trends within the profession as shown on the table below. Today, 
public relations is practiced by about 200,000 practitioners, according to the U.S. 
Bureau of Labor Statistics. About 60 percent are women. The median entry level 
salary is approximately $23,000 while the median annual salary for public relations 
professionals stands at $49,000. 

Figure 1-1 
PUBLIC RELATIONS EMPLOYMENT TREND 

Y!!r.. 
1950 
1960 
1970 
1980 
1990 

Number of 
11PR Specialists" 

19,000 
31,000 
76,000 

2000 projected 

126,000 
162,000 
197,000 

Source •Effective Public Relations" 
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History of FSU's Public Relations Major 

The initial consideration of the offering of a public relations major at Ferris 
State can be traced back to about 1967 when the College of Business Advertising 
faculty made initial contacts with the Public Relations Society of America (PRSA), 
the largest national professional society; Scott Cutlip, co-author of the most popular 
college textbook in public relations principles, Effective Public Relations; and others 
to explore the potential of an academic program in the subject area. It was noted 
at the time that most colleges and universities offered public relations courses only 
within Journalism or Communications curricula and other related Colleges of Arts 
and Sciences programs. 

FSU's College of Business offered its first courses in public relation in 1974 when 
ADV 340, Public Relations Principles, and ADV 440, Public Relations Problems, 
were added to the Advertising curriculum. By the 1980-81 year, two additional 
courses, ADV 341, Methods and Techniques of Public Relations, and ADV 455, 
Public Relations Campaigns, had been added to the Advertising program. 

An internal FSU advisory committee was formed in late 1979 to study, evaluate 
and develop an expanded curriculum offering for students interested in studying 
public relations. This led to Professor Roland L. Hicks, as a product of a sabbatical, 
submitting a "Proposed Pubic Relations Curriculum" in March 1980 recommending 
that FSU's College of Business adopt the new program as an option under the 
existing Advertising curriculum in the Marketing Department. His research strongly 
supported the need expressed by public relations practitioners for graduates 
entering the profession to have business knowledge and training. He suggested 
that locating a major in the College of Business and supplementing this with 
coursework in Journalism and Communications would be a very effective approach. 

Hicks' proposal went forward in 1981 and Board approval was received to add an 
emphasis in public relations to the Advertising major. Two students enrolled. 
The enrollment totaled 14 students in 1 982 and the Advertising/Public Relations 
major included the following four credit hour public relations courses: 

ADV 340 
ADV 341 
ADV 440 
ADV 455 

Public Relations Principles 
Methods and Techniques of Public Relations 
Public Relations Problems 
Public Relations Campaigns 

These courses were taught by existing Advertising faculty. By the time the new 
option officially began in 1983, some 35 students were enrolled. Ferris State's 
two-year program leading to an AA in Journalism proved to be an excellent feeder 
into the final two years (junior and senior) of Advertising/Public Relations sequence. 

The first full time faculty member, Liz Tidwell, was hired to head up the Public 
Relations teaching effort in 1985 and to work to refine and develop the new 
academic program. This included the chartering of a Public Relations Student 
Society of America (PRSSA) chapter at Ferris State in April 1 986. Significant 
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promotional/recruiting efforts were launched for the academic program among high 
school counselors, conferences, career days, etc. 

In late 1986, Patrick Jackson, 1980 National President of the Public Relations 
Society of America (PRSA, the largest professional public relations organization in 
the United States), came to FSU's campus to speak to the public relations students. 
He agreed to review the fledgling Advertising/Public Relations curriculum. This was 
about the same time that the National Commission on Undergraduate Public 
Relations Education (established by the Public Relations Division of the Association 
for Education in Journalism and Mass Communications [AEJMCJ, the PRSA and its 
Educators Section) was completing the report on its three-year study (see Appendix 
K). 

Through Jackson's initiatives a senior executive/professional level task force was 
recruited to "develop at Ferris a model curriculum for public relations with a 
business emphasis." From this work and counsel, FSU's unique curriculum resulting 
in a BS in Business with a Public Relations Major was developed. While this major 
focused on education in public relations, it was unique in that it also placed strong 
emphasis on marketing, management, advertising and journalism. This is referred 
to as the "Five Point Emphasis." 

This new major was submitted for approval in early 1988 (see Appendix N) and 
received Academic Senate approval on January 10, 1989. The eight-year-old 
Advertising/Public Relations sequence was formally launched as a separate Public 
Relations major in the summer of 1989. The first Bachelor of Science in Business 
with a Public Relations Major was awarded in May 1990. The major courses offered 
were: 

PR 340 Principles of Public Relations 
PR 341 Methods & Techniques 1 
PR 342 Methods & Techniques 2 
PR 440 Public Relations Problems 
PR 455 Public Relations Campaigns 
PR 456 Public Relations Senior Seminar 

4 hours 
4 hours 
4 hours 
4 hours 
4 hours 
4 hours 

With the conversion to the semester system in 1993, the PR 456 Public Relations 
Senior Seminar was eliminated and replaced with PREL 491 Public Relations 
Cooperative Education (Internship) course. 

After a one-year leave of absence and a one-year sabbatical, Liz Tidwell, the Public 
Relations program coordinator and only public relations professional on FSU's 
faculty, resigned in mid-1995. Ron Greenfield, a public relations professional with 
more than 25 years of experience and most recently Vice President-Public Relations 
for a $2 billion international energy company, was hired as Assistant Professor-
Marketing and Coordinator- Public Relations Major. He began work in August 1995. 

As part of Ferris State's restructuring, the AA in Journalism program was eliminated 
and the last of the students completed the program in May 1996. In conjunction 
with this change, the two remaining Journalism courses were redesignated ENGL 
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121 and 122. Also in 1997, the requirement to complete the VISC 214, 
Computers in Graphic Design (now VISC 116), was added to the Public Relations 
curriculum. The current Public Relations major course requirements are discussed in 
detail in Section 9 of this report. 

Accreditation of Ferris State's Public Relations curriculum is not possible under the 
current provisions of AEJMC, the official accrediting body. Curricula not located 
within a Journalism or Communications Department or College are not eligible for 
AEJMC accreditation. However, the Public Relations Society of America believes 
that this prerequisite is not valid and has, as a result, developed and instituted a 
parallel Certified in Education for Public Relations (CEPR) program in 1989. Details 
on this program are included in Appendix M. Six college public relations 
curricula/programs have thus far been awarded the six-year CEPR credential. 

10 
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IMPACT 

As has been discussed, the Ferris State Public Relations Major was developed by a 
nationwide group of senior professionals to provide a prototype public relations 
curriculum in a College of Business in the United States. These senior practitioners 
believed that the failure of most college curricula to require or even to offer 
students business courses created a significant void in their professional education. 
Research shows that more than half of all U.S. public relations professionals are 
employed directly by business and another 30 percent are indirectly employed 
principally by the same companies through consulting and industrial trade 
association work. 

Many of the original group of senior practitioners, including two past National 
Presidents of the Public Relations Society of Amercia, still serve on the Advisory 
Committee for FSU's public relations program. 

In the eight years since the new Public Relations major was formally established in 
1989, seventy-six students have graduated. Approximately fifty students 
graduated from the Advertising/Public Relations sequence within the Advertising 
curriculum in the previous six years. 

Because of the youth of FSU's public relations major, few graduates have yet 
advanced to senior level positions in the profession. An annual Alumni Directory 
was launched in 1995 and this has provided some insight into current positions of 
graduates. Following are some of the job titles listed by FSU's public relations 
graduates in this directory. 

Director Public Relations-St. Louis Cardinals Baseball Team 
Interactive Media Specialist, Ameritech 
Vice President of Marketing, Warren Schools Credit Union 
District Director, Muscular Dystrophy Association 
President, RemTech Business Solutions Inc. 
Major Account Executive, Lansing State Journal 
Co-owner, Dowsett Spring Company 
Manager-Client Support, Ford Dealer Computer Services 
Marketing and Public Relations Coordinator, M. C. Smith Associates 
Branch Manager, Maristaff 
Communications Coordinator-Editor, Citizens Insurance Company of America 
Co-owner, Hassenhill Marketing 
Marketing Communications Manager-Stryker Medical 
General Manager, Michigan's Adventure 
Public Relations Representative, American Income & Life 
0 wner, Perceptions 
Marketing Manager-Sporting Goods, Avon Technical Products 
Marketing Communications Specialist, Unitil Service Corporation 
Account Executive and Publicist, John Bailey & Associates 
Western Michigan Regional Director, Central Michigan University 
Recruiter/Human Resource Developer, Pinkerton Security and Investigation 
Senior Events Specialist, St. Louis University 

11 
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Research with these graduates has shown that 52 percent now currently earn more 
than $40,000 per year, a strong performance based on the fact that most are still 
in the early stages of their careers. Fifty-six percent are currently employed directly 
in public relations and nearly half of the remaining graduate respondents are now 
working in a job which is "very related" to public relations. An additional one-third 
are in careers fairly related to their public relations training. Of those not now 
working in public relations one-third indicated that they "found a better paying job in 
another field." 

When asked to rate their level of satisfaction with their present job on a scale of 
5 = very satisfied and 1 = very unsatisfied, the median ranking was 4.33, which is 
high, particularly in today's job market. 

12 
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EXPECTATIONS 

With the hiring of a senior public relations executive with 25 years of professional 
business management experience and the basic soundness and uniqueness of the 
Public Relations curricula located in FSU's College of Business, the groundwork is in 
place to revitalize and rebuild the program and to regain the enrollment numbers 
achieved soon after the major was launched in 1989. 

Research has shown that about one-fourth of the public relations students entered 
the program after completion of an Associate in Journalism at FSU. Because of the 
elimination of that Associate degree program, however, special efforts are required 
to fill the void and bring in graduates and transfers from community colleges in 
Michigan and nearby states. Initially, a special recruiting program should be 
focused on the 10 community colleges in the northern and western portions of the 
state and in particular those which offer journalism courses. This effort should then 
be expanded statewide and into Midwest Compact areas of northern Indiana and 
northeastern Illinois with the goal of bringing 1 0-1 5 of these AA level students to 
FSU each year. 

Success will also require a commitment to an aggressive, specialized recruiting 
program among high school students to regain the momentum and recognition 
achieved a decade ago when the program was new. Most Michigan high schools 
offer journalism courses and high school newspaper and yearbook activities. These 
students and their teachers, advisors and counselors need to be made aware of 
Ferris States unique public relations major and of the potential of the program and 
career. The goal of this high school recruiting program will be to enroll 25 new 
college freshman in FSU's Public Relations major each year. 

By fulfilling very reasonable, annual goals of 25 new freshman and 10 transfer 
students, over a period of four-to-five years the number of students in the Public 
Relations major will gradually grow to 100, returning to the level achieved a decade 
earlier. This will produce 20-25 graduates a year, the level enjoyed back in 1992-
93, and require two full time public relations faculty members. FSU's annual tuition 
revenues from the Public Relations major will yield about $400,000. If all of these 
students resided in dorms, FSU's income from the major would approximately 
double that or about $800,000 annually. 

It is important, however, to not only seek enrollment numbers and tuition and room 
dollars. The overall abilities and quality of students brought into the major from 
high schools and community colleges should be enhanced to enable Ferris State to 
produce the best product for public relations employers, our end customers. FSU's 
strong, unique academic program in Public Relations provides the product 
differentiation and quality essential for success in marketing and recruiting efforts 
to bring in more capable students. Early, basic recruiting efforts already underway 
are showing that this type of student can be drawn to Ferris State to study public 
relations. This will raise the overall quality of public relations students, yield a more 
capable graduate, enhance FSU's reputation and gradually build support and respect 
for the public relations program among professionals. 

13 
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Only five new students entered the Public Relations major in the fall of 1995 joining 
only five sophomores majors enrolled after two years of absence by the one public 
relations faculty member. In 1996, 12 public relations majors graduated and by 
that fall 23 new students were recruited into the program. Additional commitments 
in other areas of work (including this Program Review effort) reduced the time and 
emphasis which was available for recruiting programs in 1996-97, but as of mid-
August 1997, 26 new students majoring in Public Relations have been admitted to 
Ferris State. In addition, indications are that the academic capabilities (based on 
ACT scores and high school grade point averages) of these admits is significantly 
higher than new students of past years. 

From these initial results, it is readily apparent that an aggressive marketing and 
recruiting program can and will rebuild enrollment in FSU's unique Public Relations 
major and raise the overall ability level of the students in the program and at Ferris 
State. 
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PLANS FOR IMPROVEMENT 

1. Ferris State's Public Relations major ideally fits with FSU's mission and is unique 
as one of only three offered in Colleges of Business in the United States. The 
awareness and support of these facts needs to be enhanced within the FSU 
community. 

2. The current Public Relations curriculum is basically sound and effective, 
however, some minor revisions need to be made to eliminate out-of-date courses, 
make the program more student friendly and enhance course content. These 
include: 

A. Converting PREL 340 to PREL 240. 
B. Adding PREL 101, Public Relations Freshman Seminar. 
C. Reallocating and updating content and renaming PREL 341 and 342. 
D. Adding PREL 401, Public Relations Senior Seminar, both senior 
semesters. 
E. Changing the title of PREL 491 to Public Relations Internship. 
F. Converting the format of giving students a choice of one of three specific 
General Education courses to a format of taking a course which satisfies ' 
specific General Education requirements. 

3. Bringing administration of the public relations internship course back into the 
program can enhance this program, improve the quality of the internship experience 
and increase job placement opportunities. This will be achieved, however, only if 
sufficient time is allocated to develop and implement these improvements. 

4. The hands-on knowledge of MAC and DOS computer systems and software 
needs to be intensified in the public relations curriculum. Resolving the operating 
problems in the COB MAC lab is the beginning. Making the ISYS 202 course 
effective or replacing it is a second step. Re-allocation of the MAC lab in PREL 341 
is a third step. Others should be phased in as quickly as possible. 

5. A highly targeted, aggressive recruiting program needs to be developed 
specifically for Public Relations students to achieve the goals of 25 freshman and 
15 transfers or undecideds each year. This should include: 

A. Expansion of the program now underway to recruit high school seniors. 
8. Begin a program of recruiting high school juniors. 
C. Establish a program of recruiting transfers from the 12 community 
colleges in central, northern and western Michigan and then expand this 
statewide and regionally, including the Chicago market. 
D. Intensifying contacts with FSU students who are undecided on a major. 
E. Publicity and promotion programs for the major such as hometown 
releases on new freshman, transfers, internship participation, award winning 
PR students, etc., should be implemented. 

This recruiting program must not only be designed to increase student numbers but 
also the quality and abilities of those who join the program. 

6. Working through students, emphasis will be placed on continuing to improve the 
quality and size of the Public Relations Student Society of America organization to 
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make it more effective in enhancing the learning experience and networking for 
internships and jobs. 

7. The Public Relations alumni (approximately 130) need be rekindled as supporters 
of the program at FSU and organized as a force in improving the curricula. The 
third edition of the Alumni Directory was distributed this spring, an Alumni tailgate 
luncheon at 1 997 Homecoming, Alumni speakers and other steps are already 
underway. This effort needs to be expanded and the end result will be more 
student internships, job opportunities, etc. 

8. The Public Relations major should set up a special contributions program to 
support the curriculum. This will focus on alumni, public relations professionals and 
public relations organizations and be directed toward scholarships, library 
references, student awards, etc. 

9. Expanded involvement with public relations professionals in Michigan and 
regionally should significantly increase awareness of FSU's unique Public Relations 
major. This should initially be done through PRSA and IABC and then broadened. 

10. Developing a career planning and job workshop for FSU Public Relations alumni 
would foster curriculum support and enhance alumni success. A few graduates 
have indicated that they would be interested in such a program. It could be held on 
a Saturday and Sunday at the Holiday Inn here in Big Rapids. 

11 . Other College of Business majors, particularly within the Marketing 
Department, should be encouraged to recognize the importance of written and 
verbal communications skills and relationship building for their graduates. The need 
should be fulfilled by utilizing the PREL 240 (now PREL 340) as a required and 
recommended course for students in their programs. 

12. The responsibility for administering the two remaining basic journalism courses 
should be transferred to the College of Business, Marketing Department. With 
elimination of the Associates in Journalism program, nearly all students in these 
courses are public relations majors and the course content needs to address that 
fact and prepare students for a seamless transition into PREL 341 and 342. 

13. A simple research program should be developed to periodically provide valuable 
information to public relations professionals, particularly in Michigan and regionally, 
and establish Ferris State's credibility within the profession. 
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Graduate Survey 

Survey Method 

One hundred thirteen graduates of FSU's Public Relations curriculum and its 
predecessor Advertising/Public Relations option since 1984 were surveyed to obtain 
their evaluation, opinions and suggestions on the program. The first student 
officially graduated in Public Relations in 1990. Forty-four percent of the survey 
respondents graduated while public relations was still an option under the College of 
Businesses Advertising program. The addresses of these graduates were obtained 
from the Alumni database. 

The mail survey instrument used (Appendix B) consisted of 35 questions including 
the demographic information. Of the graduate surveys mailed nine were returned 
for bad addresses and 26 responses were received. A collection of all comments 
received by question is also included in Appendix B. 

Key Findings 

1. The graduates clearly feel that the Public Relations curriculum was the most 
effective aspect of their education at Ferris State. 

2. The greatest strengths in the curriculum is the "hands-on" approach and the 
Public Relations Campaigns course in which student plan a public relations 
campaign for a real client. 

3. The weakest aspects of the program cited by alumni are assistance in finding 
their first job and the lack of computer training and desktop publishing. 

4. Graduates indicated that they are well satisfied with the education and training 
they received at FSU. 

5. Alumni said that FSU's public relations curriculum was considerably better that 
those found at other universities. 

6. All but one respondent said they would recommend FSU's public relations 
curriculum to students. 

Summary of Results and Analysis 

Graduates were asked to rate the effectiveness of several aspects of Ferris State, 
the College of Business and the Public Relations major. The rating scale ranged 
from 5 = excellent to 1 = poor. The N/O (no opinion) option was also provided. 

The median ratings for each category are shown below. 

Question: As a graduate of Ferris State, please rate the effectiveness of each of the 
following aspects of our university in preparing you for the job market. 

18 



l 

1 

FSU's Public Relations curriculum 
College of Business courses 
FSU's Public Relations faculty 
College of Business faculty 
FSU's academic courses overall 
FSU's faculty overall 
College of Business facilities, equipment 
PRSSA student chapter membership/activities 
FSU' s facilities, equipment overall 

4.14 
3.92 
3.83 
3.83 
3.79 
3.64 
3.33 
3.14 
3.13 

Public relations resources at FSU' s Library 
FSU computer equip/software used by PR 
FSU's Job Placement Office 

-~ 
~ 

It is apparent that graduates feel that the Public Relations curriculum was the most 
effective aspect of their education at Ferris State. 

The Alumni were also asked to identify the two greatest strengths of FSU's Public 
Relations curriculum in preparing graduates for jobs. The "hands-on" approach to 
learning and the PREL 455, Public Relations Campaigns, course (the senior capstone 
course in which teams of students plan and implement a public relations campaign 
for a real client) were most frequently cited. Writing and grammar, business 
curriculum, internships and the 5 point emphasis of the curriculum were also 
frequently mentioned. 

Sample comments included: 

"Hands-on projects. Internships." 

"Business core. Writing intensive sources." 

"Business curriculum along with journ, adv and PR" 

"Combines solid business degree. Emphasis on writing/journalism." 

"Real life situations in the classroom. Strong business background as well 
as j (journalism) school." 

"Working with real clients for first-hand experience." 

"Internship opportunities. Hands-on work. I think the business background 
was very strong too-even though I hated accounting." 

When asked to identify the weakest aspects of FSU' s public relations curriculum in 
preparing graduates, the alumni most often cited placement and networking with 
professionals. In fact one graduate responded, "What placement office?" This 
research consistently showed that students and graduates were very unsatisfied 
with the assistance they received in locating their first job. Due to the nature of the 
public relations profession, jobs are not obtained through recruiters sent to FSU's 
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campus. Nearly all jobs are found through aggressively networking with 
professionals working in the field. 

Graduates also frequently cited technology, computers and desktop publishing as 
weaknesses in program. Several graduates commented about poor computer 
training in the curriculum with one stating that "Ferris needs to have all of the 
modern equipment that is being used in the real world, i.e. Macintosh computers 
and software" and another stating " ... I never really got that 'killer job' because of 
the lack of CIS classes." This problem is beginning to be addressed by the addition 
of the VISC 116 course in computer desktop publishing in 1997. 

Sample comments included: 

"Computer skills." 

"The resources like computers, periodicals and other items are lacking to 
PR." 

"Tidwell was the only PR teacher ... which limited us as students." 

"Networking for jobs after graduation (but this seems to be being worked 
on)." 

"Did not spend any time talking with professionals in the field." 

When asked what changes they would make to make FSU's public relations major 
more effective in preparing graduates, the most frequently mentioned were 
requiring more internships, better placement programs and more computer 
knowledge. It is important to note that most of the respondents graduated from the 
Advertising/Public Relations option and Public Relations major before an internship 
was required. 

Sample comments included: 

"Place a great deal of emphasis on computer literacy." 

"More internship opportunities." 

"Get rid of the history, humanities and other liberal arts courses because 
these classes have no real world worth." 

"Computer hands-on work." 

"Prepare graduates for the job search." 

"Offer students more assistance with internships." 
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When asked what should be done to improve the job placement and employment 
search programs for PR majors, more than 50 percent of the graduates suggested 
networking. This indicates broad awareness of the unique process required to find 
the first job in public relations. The other frequently cited improvement was 
internships, again emphasizing the need for additional contact with practitioners 
actually working in the field. 

Sample comments included: 

"Help with resume, cover letters, job search from professor as part of 400 
level classes." 

"I think the directory (Public Relations Alumni directory) you are publishing is 
a great resource for pre-grads." 

"Use grads to build a bank of internships." 

"Ferris has a strong PR program. Show employers how strong it is. They 
will be more likely to employ your grads. 11 

Graduates indicated that they are well satisfied with the education and training they 
received at FSU rating this 4. 12 on a scale of 5 = very satisfied and 1 = very 
unsatisfied. When they compared the quality of FSU's Public Relations curriculum, 
compared to those of other universities, in preparing students for the job market, 
graduates rated FSU's program considerably better. On a scale of 5 = better 
prepared and 1 = much less prepared, FSU's public relations major was rated on 
average 4.33. 

As to why graduates decided to major in public relations, the most frequently 
mentioned reasons were "offered what I wanted, 11 "diverse degree" and " used my 
writing and social skills. 11 

When asked if they would recommend a public relations career to young students 
all but one of the graduate respondents said "yes. 11 

Sample comments included: 

"Yes, but only through a PR curriculum structured like FSU's. 11 

"If they had the skills and desire to learn them. It's not for everyone. 11 

When asked if they would recommend FSU's public relations curriculum to 
students, again, all but one of the FSU public relations graduates said "yes. 11 

Sample comments include: 

"Yes. In Michigan it's the only place that really offers a PR curriculum. 11 
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"Yes, but not until I saw an updated curriculum with more employable 
computer skills (one computer class in the curriculum is not nearly enough!)" 

About 50 percent of the graduate respondents indicated that it took them more 
than three months after graduation to find that first public relations job. This is not 
unexpected or atypical for the profession. This time requirement apparently leads 
to the strong unsatisfactory ratings for FSU placement activities and other programs 
to help students obtain a job. Thus the recommendation that we need to place 
attention to this very weak aspect of FSU and our assistance to public relations 
graduates. 
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Employer Survey 

Survey Method 

The current employers of Ferris State public relations graduates were surveyed by 
mailing a questionnaire, cover letter and stamped, reply envelope along with the 
survey forms mailed to graduates with the request that the graduate ask his/her 
employer to complete and return the questionnaire. A copy of the employer cover 
letter and survey questionnaire is included in Appendix C. 

Unfortunately, this indirect sampling technique did not produce a high percentage of 
responses. The number of questionnaires returned was 12, or about a 10 percent 
response rate. However, the responses were substantive and some included quite 
detailed answers, comments and suggestions. Thus, the results are helpful in 
evaluating Ferris State's Public Relations curriculum. 

Ferris State's PR graduates are widely dispersed throughout the state and nation 
and it appears that no two graduates work for the same organization. This lack of 
concentration reaffirms the challenges facing graduates who are seeking to locate 
and win that first professional job. And, the dispersion is a likely cause of 
graduate's expressed concerns about job placement assistance from the university, 
or the absence thereof. 

Key Findings 

1. Employers rank FSU's public relations graduates very high on "overall 
professionalism." 

2. Graduates were also rated high on ethics and integrity, and public relations 
knowledge and allied skills 

3. Employers rated the importance of business knowledge and skills at 4.91 of a 
scale of 5 equals very important. 

Summary of Results and Analysis 

On the survey questionnaire, the employers were asked to rate, based on their 
experience, the professional skills and knowledge of FSU's public relations 
graduates. A semantic differential scale of 1 to 5 was used with 5 = excellent and 
1 = poor. The median ratings for each factor in descending order are shown 
below. 
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Question: Based on your experience, please rate the following professional skills 
and knowledge of FSU's public relations graduates. 

Overall professionalism 4.55 
Ethics and integrity 4.1 8 
Producing public relations tools 4.10 
Overall public relations skills 4.09 
Overall public relations knowledge 4.00 
Writing/editing 4.00 
General business knowledge 4.00 
Computer applications 4.00 
Applying public relations tactics 3.91 
Speaking/oral communications 3.91 
Planning/organizational 3.82 
Applying communications theory 3.56 
Management/administrative 3 .20 

Ferris State's graduates were rated significantly above average in all skills and 
knowledge areas. The very high ratings for professionalism, ethics and integrity 
speak well for the quality of FSU's program. Our efforts to teach basic, hands-on, 
public relations tools, skills and knowledge are largely successful based on the 
excellent to good ratings by the employers. The relatively low ranking for 
management/administrative skills may be due to the small number of alumni who 
have yet achieved management ranks because of the youth of the public relations 
academic program. 

When employers were ask "How would you rate the preparedness of FSU's 
graduates to enter the public relations profession?" on a scale of 1-5 with 
5 = excellent the employers gave the program a median ranking of 3.45. 
Compared to PR graduates from other colleges, the employers gave FSU's 
graduates a median rating of 3.30. 

When asked "How important are an employee's knowledge and skills in marketing, 
management, finance, accounting and related general business functions?" the 
employers rated this 4. 91 on a scale of 5 = "very important." This response 
strongly supports the value of Ferris States unique curriculum which draws from the 
College of Business core as a unique foundation of knowledge. 

When employers were ask what makes FSU's public relations program unique, only 
a few were able to specifically cite the location in the Business school and/or 
business courses taken by all graduates. This limited awareness, even among 
current employers, seems to dramatically identify the need for FSU to promote its 
public relations program among executives in organizations throughout the state 
and region. Such an effort will require the University's and College of Businesses 
commitment of appropriate resources over the long- term. 

The trends identified by employers that will affect the way we prepare graduates 
over the next 5-10 years and the recommendations on what FSU needs to do to 
fulfill this need included the following. 
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"Technology, computer use and knowledge, Internet use." 

"Writing will always be important." 

"Just being skilled in PR may be fine in major markets and multinational 
corporations but not in the multi-disciplined marketplace of medium to small 
business .... Decide where your grads will find jobs and prepare them for 
entry level jobs." 

"Keep up the good work. This survey is an excellent idea." 
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Section 4 
Student Evaluation 
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Student Evaluation 

Survey Method 

The students currently enrolled in the Public Relations major were surveyed in April 
1997 and a copy of the questionnaire used is included in Appendix D. Those 
students who were presently enrolled in a public relations course were contacted in 
class and the others were mailed a questionnaire with a cover letter (samples in 
Appendix 0). One follow-up mailing was made to non-respondents in June. 

Sixty-five percent of the students responded. A complete text of all comments and 
responses to open-ended questions is included in Appendix D. 

Key Findings 

1. The Public Relations internship course ranked a perfect 5 (5 = excellent). 

2. The "quality of instruction in public relations" ranked 4.94 out of 5. 

3. The "helpfulness" and "availability" or the PR program advisor rated 4.90. 

4. The students' most frequently cited reason deciding to get a public relations 
degree from Ferris State was the quality and uniqueness of the PR program. 

5. All six Public Relations courses were ranked excellent to good by students. 

6. The capstone, Marketing Policy course, was ranked 4.86, the highest of any 
non-public relations course. 

7. The quality of College of Business MAC lab facilities ranked 2.35, the lowest of 
any factor rated. 

Summary of Results and Analysis 

Students were asked to rate on a scale of 1-5 the effectiveness of all general 
education courses required or recommended in the Public Relations curriculum. A 
5 = excellent and a 1 = poor. Respondents were also asked to circle N/A if they 
had not yet take a course listed. 

The median ratings for each course in descending order are carried below. Only 
four of the 26 courses ( 1 5 percent) were rated good to excellent by the students. 
Most of the balance were rated average to good with the exception of the science 
courses and two sociology courses which have not been offered recently and thus 
were not rated by the students. 

Question: In your opinion, how effective has each of the following general 
education courses been in preparing you for your career in public relations? If you 
have not yet taken the course, please circle N/A. 

28 



-1 

l 
l 

'-l 
l 

j 

Fundamentals of Public Speaking (COMM 121) 
--Advanced Composition (ENGL 321) 
- English 2 (ENGL 250) 

-Creative Writing (ENGL 322) 
- English 1 (ENGL 150) 

Introduction to Sociology (SOCY 121) 
Proposal Writing (ENGL 323) 
Public Administration (PLSC 251) 
English Literature (LITR 351) 
American State & Local Government (PLSC 311) 
Principles of Economics (ECON 121) 
Government Processes and Procedures (PLSC 225) 
Intermediate Algebra (Math 115) 
Shakespeare (LITR 323) 
Introduction to Psychology (PSYC 1 50) 
Geography of World Regions (GEOG 100) 
American Cultural History to 1865 (HIST 331) 
American Cultural History from 1865 (HIST 332) 
English Literature 2 (LITR 352) 
Minority Groups in America (SOCY 340) 
Science Elective 
Laboratory Science Elective 
World Urban Sociology (SOCY 344) 
Social Change (SOCY 460) 

4.63 
4.50 
4.22 
4.00 
3.95 
3.68 
3.67 
3.50 
3.50 
3.50 
3.44 
3.33 
3.31 
3.25 
3.24 
3.17 
3.00 
3.00 
3.00 
3.00 
2.92 
2.87 
N/A 
N/A 

Next, the students were asked to rate the effectiveness of the College of Business 
core courses in helping them prepare for their career. The ratings are on the same 
five point scale with a 5 = excellent. The medians for each course are shown 
below from the highest rated on down. 

Question: How effective have the following College of Business core courses been 
in helping you prepare for your career? If you have not yet taken the course, please 
circle N/A. 

Marketing Policy (MKTG 499) 
Legal Environment of Business (BLAW 301) 
Principles of Marketing (MKTG 321) 
Principles of Accounting 1 (ACCT 201 ) 
Financial Management 1 (FINC 322) 
Applied Management (MGMT 301) 
Advanced Business Communications (OSYS 300) 
Introduction to Statistics (STOM 321 ) 
Principles of Accounting 2 (ACCT 202) 
Principles of Information Systems (ISYS 202) 
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Additional comments offered by the respondents included: 

"ISYS was the most useless class I've ever taken." 

"I don't think ACCT II should be included, we will never use it in real life." 

Certain additional College of Business courses are specifically required of all Public 
Relations majors and the ratings of these in descending order are shown below. 
The newly required VISC 116 course was quite critically rated by the students and 
changes have been made or are underway which should resolve this and improve 
student evaluations in the future. 

Question: How effective are the following related College of Business courses in 
helping you prepare for your career. If you have not yet taken the course, please 
circle N/A. 

Business Ethics and Social Responsibility (MGMT 44 7) 
Marketing Research (MKTG 425) 
Principles of Advertising (ADVG 222) 
Fundamentals of Media (ADVG 334) 
Consumer Behavior (MKTG 322) 
Computers in Visual Media (VISC 116) 

4.14 
4.00 
3.88 
3.50 
3.33 
1.57 

All public relations majors are required to take six public relations courses and two 
basic journalism (now English) courses. The median scores for these courses are 
shown below. 

Question: Please rate the following public relations major courses on their 
effectiveness in developing your professional skills. If you have not yet taken the 
course, please circle N/A. 

Public Relations Coop. Ed. (PREL 491) 5.00 
Public Relations Campaigns (PREL 455) 4.89 
Public Relations Cases (PREL 440) 4.57 
Public Relations Principles (PREL 340) 4.39 
PR Methods: Print Production (PREL 341) 4.27 
PR Methods: Meeting Management (PREL 342) 4.25 
Advanced Reporting (ENGL or JRNL 122) 3.80 
Reporting (ENGL of JRNL 121) 3.79 

Next, students were asked to rate certain aspects of Ferris State, the College of 
Business and the Public Relations major. The median rankings are shown below 
and the factors are listed in descending order of rating. 
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Question: Please rate the following aspects of Ferris State, the College of Business 
and the public relations major. 

Quality of instruction in public relations 4.94 
Helpfulness of PR program advisor 4.90 
Availability of PR program advisor 4.90 
Overall quality of PR curriculum 4.50 
Availability of PR career related advising 4.50 
Quality of PR internship experience 4.33 
Quality of FSU instruction overall 3.81 
Helpfulness of College of Business main office staff 3.81 
Quality of College of Business instruction in general 3.81 
Quality of classroom facilities used for PR courses 3. 79 
Quality of Marketing Department faculty 3. 75 
Helpfulness of Marketing Department staff 3.65 
Quality of FSU faculty overall 3.57 
Quality of College of Business classrooms in general 3.48 
Quality of College of Business faculty 3.43 
Quality of PRSSA student organization 3.33 
Helpfulness of FSU administrative staff overall 3.24 
Quality of FSU facilities overall 3.1 

ua 1 yo ollege of Business computer facilities 2.95 
Quality of FSU Library's public relations references 2.67 
Helpfulness of FSU placement office 2.64 
Quality of College of Business MAC lab facilities 2.35 

The following comments and explanations were received from students on the 
ratings above. 

"The PR program is improving greatly over last few years. Positive with 
Greenfield." 

"Quality of College of Business instruction in general ... depends on 
instructors, who run from excellent to "should retire. 11 Quality of 
instruction in PR ... now excellent!" 

"The computer labs are always down. The staff here at the library and 
everywhere is unfriendly." 

"Some of the 'advisors' /'academic counselors' in the COB office seem 
bothered when you ask for help." 

"Placement office doesn't understand PR." 

"MAC lab must be able to be accessed by PR students more easily and 
comfortably. 11 

"I've had my share of experience with profs who have no business teaching 
because they don't teach." 
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To provide another perspective on these ratings, they are regrouped by type of 
activity/criteria and listed by order of highest to lowest ratings. 

Quality of instruction in public relations 4.94 
Quality of College of Business instruction in general 3.81 
Quality of FSU instruction overall 3.81 

Helpfulness of PR program advisor 
Availability of PR program advisor 
Overall quality of PR curriculum 
Availability of PR career related advising 
Quality of PR internship experience 
Quality of classroom facilities used for PR courses 
Quality of PRSSA student organization 

Quality of Marketing Department faculty 
Quality of FSU faculty overall 
Quality of College of Business f acuity 

Quality of College of Business classrooms in general 
Quality of FSU facilities overall 
Quality of College of Business computer facilities 
Quality of FSU Library's public relations references 
Quality of College of Business MAC lab facilities 

Helpfulness of College of Business main office staff 
Helpfulness of Marketing Department staff 
Helpfulness of FSU administrative staff overall 
Helpfulness of FSU placement office 

4.90 
4.90 
4.50 
4.50 
4.33 
3.79 
3.33 

3.75 
3.57 
3.43 

3.48 
3.19 
2.95 
2.67 
2.35 

3.81 
3.65 
3.24 
2.64 

When students were offered the opportunity to state "one significant change" 
which they think should be made to improve the public relations major, their 
suggestions were as follows. 

"Take out useless general education classes or arts and sciences classes and 
add more meaningful classes in business and computers." 

"I believe that a course that taught nothing more than editing and grammar 
would be helpful. I think it would give graduates more confidence in their 
writing abilities." 

"The visual communications class (should) not be on-line. It needs to be a 
regularclass. There needs to be just as many communications classes as 
English. For incoming freshman, a class designed for the PR major. This lets 
them decide if they wish to go on in the major." 

"More involvement (by students-especially underclassmen!)" 
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"The more hands-on experience the better. Actually doing projects and 
pieces that get used makes you feel competent and like you know what you 
are doing." 

"Bring in more young students and make it so older students and younger 
students interact." 

"Not having ACCT II required. We never use it." 

"Visual communications should not be an on-line course. There's no one 
really available to help you if you need it." 

"Eliminate the sequential classes. Allow students to take two in the same 
semester. Students will stay away from the program for just that reason. 
They don't want to stay any longer than they have to." 

"More writing and better grammar courses." 

"Cut out VISC class. This is on-line." 

"More importance placed on internship/job search early on. Students don't 
realize until it is too late." 

When the students were asked to describe where and how they first became aware 
of FSU's Public Relations major, they provided the following answers. 

"I took a PR course and Mr. Greenfield helped me understand PR. He was a 
great influence. He is very helpful. I've seen Mr. Greenfield and he works 
well with other students." 

"When I was looking for a school that had a PR major, I looked up 
information in a book of colleges and universities." 

"I first became aware of FSU's Public Relations major through the 
admissions office at FSU." 

"Through another FSU student and my general interest in the field." 

"I became aware of this at orientation." 

"In the Ferris catalog and then the School of Business Marketing 
Department." 

"Looking through catalog." 

"I found out that PR was offered at Ferris through a PR graduate from 
NMU." 
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"After my journalism degree, I looked through the catalog for a natural 
progression into a BS degree. " 

"I spoke with Dr. Greenfield after becoming interested in the school and the 
major." 

"In the guidebook sent when I was a senior." 

"Football recruiting visit." 

"My friend, Jenalee Blouw." 

"I became aware of FSU's PR major by doing a search on a computer at 
Springfield College in Illinois." 

"By reading the FSU catalog." 

"Liz Tidwell. 11 

"School handbook. 11 

"When I first got here." 

"After completing the journalism program, I looked into the advertising 
program and found PR instead. 11 

When students responded to the question, " Why did you decide to major in Public 
Relations?" one half said it was because of their interest in communications and 
public relations types of activities. The next most frequently cited reason was to 
utilize unique skills that that student possessed. 

Representative comments include the following: 

"I have always had a fascination with communications. I found that PR was 
mostly about communications, so I chose it as my major. I also liked the 
idea of using my skills to give a company voice in the community and to its 
employees. " 

"Mr. Greenfield; interest in the major." 

"Because I like the dual degree ... PR and Business. I also like dealing with all 
publics." 

"I enjoy creativity as well as public interaction. The PR program is a 
compilation of many aspects in one. There is so much that can be done 
with it." 

"I liked the hands-on aspect." 
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"I like working with people. I have a talent for influencing people and I 
believe that my career would be interesting and fulfilling. " 

"I knew I wanted to go into communications or marketing and PR seemed to 
combine both." 

"It's exciting and a "fun" job to do." 

The two most frequently cited reasons that the current Public Relations students 
decided to get their degree from Ferris State were the quality and uniqueness of the 
PR program and the fact that Ferris State was close to home. 

Representative comments included: 

"I heard their PR program was one of the best in the entire country." 

"Uniqueness of program." 

"Because I was told the PR program was excellent here and it's close to 
home." 

"Because Ferris has public relations as a major." 

"Because FSU PR is one-of-a-kind. CMU doesn't offer anything like it, unless 
you want to get a dual degree." 

"It was close to family." 

"I like the size of this school. The class room setup is very beneficial to my 
learning habits. In most of my classes the teachers know my name and I 
appreciate the personal help that I receive." 

"They have a strong program and I knew my degree would mean 
something." 

The final open-ended question requesting that the student add any additional 
comments he/she felt will be beneficial in helping to improve the public relations 
major produced the following comments and suggestions. 

"Please make it a well-known fact that our PR program is special and 
effective." 

"I believe that the more that students are involved with the program the 
more they will get out of it. The more that students are encouraged to join 
PRSSA, attend speeches, attend special meetings, etc., the more valuable 
this education will be to them. They will also be better able to apply what 
they learned at Ferris on the job. 
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Secondly, the more I learn about PR, the more I realize that strong writing 
skills are important. The better FSU PR graduates can represent themselves 
on the page, the more success they will have on the job. Especially their 
first internship! Lastly, I have found myself wishing at my internship that I 
had more knowledge about graphic design, especially Pagemaker." 

"I found the PR program to be a very exciting and challenging major that 
taught me many great hands-on experiences." 

"Please try to avoid offering needed lower level courses with only one 
section at the same time periods. It makes it difficult to have a schedule 
that meets all your needs." 

"The idea of a student organization is good. Also more involvement in 
PRSSA and with PRSA. A better network with alumni would be helpful in 
finding a job. This is a very difficult process!!" 
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Faculty Perceptions 
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Faculty Perceptions 

Survey Method 

The survey of faculty included all members of the Marketing Department and a 
sampling of other Colleges of Business and Arts and Sciences f acuity who could be 
expected to be familiar with the major as a result of teaching courses the students 
take, supervising internships, etc. Forty surveys and cover memo (samples on 
Appendix El were distributed through university mail and 1 8 responses were 
received. 

Less than half of the respondents had ever taken a course in public relations. 
Thirty-nine percent were Marketing Department faculty and 62 percent had worked 
at FSU for more than ten years. Seventy-five percent had taught at a college for 
more than fifteen years and 53 percent had worked in business for ten or more 
years. 

Key Findings 

1. The Faculty strongly agrees (4. 78 on scale of 5 = strongly agree) with the 
statement that "the Public Relations major fits FSU's mission." 

2. The Faculty strongly agrees (4.50) that "FSU's Public relations major is a 
valuable part of the College of Business." 

3. The Faculty said ((4.29) that the "Public Relations major needs a stronger 
recruiting effort because of its uniqueness." 

4. The f acuity agrees that "the COB' s commitment" to the Public Relations major 
is insufficient and that the "resources the COB provides to the Public Relations 
major" are insufficient and that the "facilities provided for public relations studies" 
are insufficient. 

5. It was recommended that the "most significant improvement" that could be 
made in the program was to bring the two journalism courses (ENGL 121 and 122) 
into the COB under the Public Relations program. 

Summary of Results and Analysis 

The f acuity respondents were ask to rate nineteen statements on a semantic 
differential scale of 1-5 with 5 = strongly agree and 1 = strongly disagree. An 
N/A response was also offered for those who did not desire to rate a specific 
statement. 
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statements are listed in the descending order of rating. 

The Public Relations major fits FSU's mission 4.78 

The ability to build positive relationships is an 
important skill for Business graduates. 4.78 

In today's workplace a manager's ability to build 
positive relationships with individuals and groups 
is important. 4.72 

1 Public Relations basically involves building positive 
relationships through proper actions and open 

I communications. 4.61 

Public relations skills and knowledge are valuable for 
Business college graduates. 4.56 

FSU Public Relations major is a valuable part of the 
College of Business. 4.50 

The Public Relations major needs a stronger recruiting 
effort because of its uniqueness. 4.29 

I think that basic public relations knowledge and skills 

.j are valuable to graduates from my academic area. 4.20 
j 

FSU's Public Relations major is unique. 4.13 

FSU's Public Relations curriculum is a quality program. 3.94 

The overall quality of public relations student is 
comparable to other COB students. 3.71 

The COB MAC computer facilities are sufficient. 3.21 

The overall quality of public relations students is 
above the COB average. 3.20 

I recommend that my advisees take PREL 340 
(Public Relations Principles). 3.15 

The COB computer facilities used for public relations 
are sufficient. 3.00 

The facilities provided for public relations study are 
sufficient. 2.79 
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The COB administration's commitment to the Public 
Relations major is sufficient. 

The resources the COB provides to its Public 
Relations major are sufficient. 

Most Public Relations curricula at universities are 
located within Colleges of Business. 

2.51 

2.43 

1.98 

There was very strong agreement among Faculty with the fact that the Public 
Relations major fits FSU's mission. Respondents also agree that the public relations 
program is a valuable part of the College of Business, that it is unique and that it is 
a quality program. Most Faculty recognize the fact that most public relations 
curricula are not located in Colleges of Business. 

There was also strong agreement that the COB administration's commitment to the 
public relations major is insufficient, that the resources the COB provides to its 
Public Relations major are insufficient and that the facilities provided for public 
relations study are insufficient. 

It is also interesting to note that only a limited number of faculty recommend that 
their advisees take PREL 340, Public Relations Principles, despite the facts: 

1) that the f acuity rates building positive relationships as important in 
today's workplace, 

2) that the faculty rates the ability to build positive relationships as an 
important skill for Business graduates and 

3) that the faculty agree with the statement that public relations basically 
involves building positive relationships. 

When the faculty cited "one change (they) would make to achieve the most 
significant improvement in the public relations academic program at FSU," the most 
frequently mentioned change involved better promotion of the program to build 
enrollment. 

Sample suggestions include: 

"Greater visibility" 

"Bring Journalism pre-requisites to COB." 

"Better advertising of the program both within and outside the university 
environment." 

"Build enrollment and expand faculty numbers." 
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"Recruit high school journalism/yearbook editors, etc. Sponsor PR day on 
the campus. Invite journalism teachers at H.S." 

The Faculty was also asked to identify what additional resources they felt were 
needed, if any, to make the Public Relations curriculum better and more successful. 
The following comments were made: 

"It is a good program with well-respected faculty." 

"Computer systems and software." 

"Resources to find more "students" not just bodies." 

"Advanced computer software. Need a presentations room." 

When asked the open-ended question, "How else might FSU's public relations major 
be improved?" the faculty provided the following suggestions. 

"Student recruitment." 

"Scholarships to attract students." 

"Training in finding jobs." 

"More advertising to enrolled students and prospects - particularly what one 
can do in a public relations career. It needs to be communicated at the 
freshman level of comprehension." 

"All students need improved communications skills, particularly writing 
skills." 

"I only assume the MAC labs are adequate because they look adequate." 
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Advisory Committee Perceptions 

Survey Methods 

The twelve members of the Advisory Committee for the Public Relations major at 
Ferris State were surveyed by mail questionnaire to obtain their formal evaluation, 
opinions and suggestions on the program. A copy of the questionnaire is included 
in Appendix F along with a complete tabulation of all written comments/answers 
received from the members. Seventy-five percent of the committee responded. 

The list of FSU's Public Relations Advisory Committee members is included at the 
beginning of this section. They include two past National Presidents of the Public 
Relations Society of America, current and past members of national committees on 
undergraduate and graduate public relations education, eight PRSA Fellows, twelve 
Accredited professionals, several winners of national and regional awards and 
senior public relations professionals who are working and have worked for a variety 
of organizations. 

Key Findings 

1. The FSU Public Relations curriculum is unique because it "is housed in the 
College of Business, a rare positioning in U.S. colleges and universities" and "this is 
a distinct advantage." 

2. The Advisory Committee rates FSU's Public Relations curriculum at 4.63 (5 = 
excellent) compared with a 3.50 rating for FSU's academic program overall and a 
4.00 for COB academic programs. 

3. Most Advisory Committee members sees public relations jobs in Michigan 
growing by more than seven percent annually in the coming decade. 

3. The Advisory Committee indicates that the most competition for FSU's Public 
Relations curriculum in Michigan comes from Wayne State. 

4. The public relations skills for graduates need to be strengthened in computers 
and lessened in advertising, based on Advisory Committee comments. 

5. Additional curriculum emphasis needs to be placed on public relations/opinion 
research. 

6. Graduates must be trained in application of both MAC and DOS systems. 

7. The most important software is Pagemaker followed by Windows, Word, 
Powerpoint, Web search, Excel and QuarkXpress. 

8. FSU should apply for PRSA Certification of its public relations curriculum. 

9. The statement of one Advisory Committee member provides a good summary of 
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comments, " Ferris' design for public relations has been and is excellent. The PR 
program should be as enthusiastically known, received and sought after as its PGM, 
Optometry and other "niche" programs - but so far we're not even close." 

Summary of Results and Analysis 

When asked what makes the Ferris State Public Relations curriculum unique when 
compared to those offered by other universities, the committee identified the fact 
that it is housed in the College of Business, carried a strong business orientation 
and emphasis, and was developed "by professionals in the field vs just academics." 

The words of one member captured the essence of the Committee's responses : 

"FSU's public relations program is housed in the College of Business, 
a very rare positioning in U.S. colleges and universities. From the 
viewpoint of many in the professional community, this is a distinct 
advantage since 1) most majors will make their careers in business 
(including non-profit) thus business orientation/knowledge will spare 
much on-the-job training and make their work more immediately 
useful: 2) student access to business courses is very important-and 
usually limited (very!) in programs housed in other academic units." 

The Committee was asked to rate, based on their knowledge and perceptions, the 
effectiveness of FSU's academic programs, faculty, facilities and equipment, etc., 
at three levels: 1) university-wide, 2) College of Business, and 3) Public Relations 
program. These ratings were on a semantic differential scale of 1-5 with 5 = 
excellent and 1 = poor. Respondents were also provided an N/O (No opinion) option 
if they did not want to rate a specific function. 

Below is their rating of the 10 functions/programs addressed by the question. The 
committees strong opinions about the effectiveness of FSU's unique Public 
Relations curriculum is apparent based on the 4.63 rating. It is also noteworthy 
that the members rated the Public Relations curriculum, faculty and graduates 
highest while rating the facilities and equipment used for teaching Public Relations 
the lowest. 

Question: Based on your knowledge and perceptions, please rate the effectiveness 
of each of the following functions/programs at Ferris State? 

FSU's Public Relations curriculum 4.63 
FSU's Public Relations faculty 4.20 
Overall abilities of FSU PR graduates 4.00 
College of Business academic programs 4.00 
College of Business faculty 3. 75 
(FSU) faculty overall 3. 75 
(FSU) academic program overall 3.50 
(FSU) facilities and equipment overall 3.50 
Facilities used for teaching PR students 3.33 
Equipment used for teaching PR students 3.33 
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Viewing these responses from another perspective, the committee rating for 
academic programs at all levels are shown below. The Public Relations curriculum 
is rated more than a point higher than FSU's academic program in general and a half 
point above the College of Business academic programs. This indicates that the 
Public Relations curriculum substantially strengthens and enhances the 
effectiveness of academic programs at all levels of Ferris State. 

FSU's Public Relations curriculum 4.63 
College of Business academic programs 4.00 
(FSU) academic program overall 3.50 

Next, the committee rated the quality of undergraduate public relations or 
comparable curricula at all Michigan universities in preparing young practitioners for 
careers. A rating of 5 indicates that Ferris State's program is "much better" than 
the other university's while a 1 means that it is "much worse." The ratings for 
each college are shown on the table below. 

Wayne State University 
Michigan State University 
Grand Valley State University 
Central Michigan University 
Oakland University 
University of Michigan 
Western Michigan University 
Eastern Michigan University 
Saginaw Valley State University 
Northern Michigan University 
Michigan Technological University 

3.00 
3.67 
3.67 
3.67 
4.00 
4.25 
4.33 
4.67 
5.00 
5.00 
5.00 

This rating indicates that the most competition for FSU's Public Relations program 
comes from Wayne State followed by Michigan State, Grand Valley and Central 
Michigan. The curricula offered by these universities are included in Appendix H. 

When asked how important specific professional public relations knowledge and 
skills were for a new practitioner, the Advisory Committee provided the following 
ratings. A rating of 5 = very important while a 1 = not important. 

The very high rating for computers is indicative of the critical need for FSU to 
strengthen and expand the computer applications content of its courses and 
curriculum. The high rating of writing and editing skills reinforces the content of 
our current program. Revisions to our public relations methods classes can be 
made to more effectively fulfill the need for strong backgrounds in news media 
relations, newsletters and special events. 

The very low ratings of advertising skills (layout/design, space/time buys and copy 
writing) indicate that we should review our current requirement that all PR majors 
take a course (ADVG 334) in advertising buying and scheduling. If may be 
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advisable to offer these as optional electives for students interested in working with 
an advertising or marketing communications agency. 

Question: How important is each of the following public relations skills to a new 
professional? 

Using computer systems/software 4. 75 
Editing 4.63 
News writing 4.62 
News media interviews 4.50 
Newsletter writing/editing 4.50 
News media research/distributions 4. 14 
Special events planning/mgt 4.00 
Feature writing 4.00 
Computer design/layout 3.88 
Audiovisual presentations 3.88 
Speech writing 3.88 
Technical/proposal writing 3.63 
Magazine writing/editing 3.62 
Graphic design/layout 3.62 
Printing production 3.50 
Video/film production 3.43 
Radio production 3.00 
Television production 3.00 
Still photography 3.00 
Direct mail/marketing 3.00 
Advertising space/time buys 2.63 
Advertising copy writing 2.63 
Advertising layout/design 2.62 

The committee was also asked to rate the importance of knowledge and skills in 
specific public relations functions for a new graduate. Those ratings are shown 
below. 

This education will also be valuable in revising the content of our current public 
relations methods (PREL 341 and 342) courses. This includes knowledge and skills 
in applying public relations tools to tactical programs in Employee Communications, 
News Media Relations, Community Relations, Marketing Communications, Special 
Events, Crisis Communications and Issues Management. 

The strong rating for research reinforces the need for this to be emphasized in all 
public relations course work, in addition to the continued requirement that all 
graduates complete MKTG 425 (Marketing Research). Consideration should also be 
given to enhancing the students research training through workshops, speakers 
and/or a new senior level course on Public Relations Research. 
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Question: How important is a working knowledge of each of the following public 
relations functions to a new college graduate entering the profession? 

Public relations/opinion research 
Employee communications 
News media relations 
Community relations 
Marketing communications 
Special events 
Crisis communications 
Issues management 
Program planning/budgeting 
Non-profit communications 
Senior management counseling 
Government relations 
Fund raising 
Organizational identification/logos 
Staff management 
Contributions management 
Institutional/public relations advertising 

4.88 
4.75 
4.63 
4.50 
4.38 
4.25 
4.25 
4.00 
4.00 
3.75 
3.63 
3.38 
3.25 
3.13 
3.13 
2.71 
2.63 

The public relations professionals on our committee strongly believe that graduates 
should be knowledgeable in both DOS and MAC based computer systems. MACs 
have traditionally been the most widely used by public relations practitioners, 
particularly for basic computer design and layout work. With the introduction of 
Windows for DOS and Pagemaker for Windows, the DOS systems have gained 
significant foothold in the profession, particularly in business. This blend results in 
the recommendation that our graduates be knowledgeable in both platforms. 

When asked to identify what computer software programs graduates should be 
skilled in using, the committee rated the following as important (based on the 
descending order of frequency of mentions). The results support the introduction 
and addition of the computer graphic design and layout course (VISC 116) to the 
curriculum in early 1997. 
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Question: Which of these computer A) operating systems, 8) software programs 
and C) functions should public relations students be skilled in when they graduate? 
(Check all which are appropriate.) 

Software 
Page maker 
Windows 95 
Word 
Powerpoint 
Web search prog. 
Excel 
QuarkXpress 
Netscape 
WordPerfect 

Mention Frequency 
75 percent 
75 percent 
63 percent 
63 percent 
50 percent 
50 percent 
38 percent 
25 percent 
25 percent 

The rather complete integration of computers into a wide range of public relations 
activities is apparent based on the committees answers to the survey. The 
percentage who indicated that computers were applied to typical functions were as 
follows. 

Function Mention Frequency 

Word processing 
E-mail 
lnternet/www 
Computer design/layouts 
Visual/slide production 
News release distribution 
Homepages 
Media research 
Market/situation research 
Financial spreadsheet 
Print production 
Scanning 
Other 

100 percent 
100 percent 
100 percent 
88 percent 
75 percent 
75 percent 
63 percent 
50 percent 
50 percent 
38 percent 
25 percent 
13 percent 
Research/evaluation 
Face-to-face communications 
Relationship building 

The committee also identified the major trend or trends which will affect and/or 
change the training and skills required for new public relations professionals in the 
next five years. A number of trends were cited including the following: 

"Increased emphasis on public relations research and program evaluation." 

"Need better trained employees who do not need OJT to become 
productive." 

"Raising expectations for public relations to understand and effect behavior 
not just communicate." 
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"Increasing global and international perspective." 

"Less mass and more small audience, personalized communications." 

"More relationship building verses dependence on mass media." 

"Increased public visibility of professionals." 

The Committee was then asked to list what new knowledge/skills graduates would 
need to fulfill the requirements raised by these trends. They listed the following: 

"Interpersonal communications-speaking, listening, persuasion, conflict 
resolution." 

"Course in research/evaluation techniques." 

"Need to understand and apply computer technology." 

"International business and marketing courses." 

To obtain the committee's opinions on job outlook for public relations in the next 
decade, they were asked to identify the average annual percent increase in PR jobs 
they expected from now to 2006. Sixty-three percent of the respondents expect 
public relations jobs to increase by seven percent or more annually. 

When asked to cite the average annual percent increase in public relations jobs in 
the State of Michigan, the committee was only slightly less optimistic. Fifty 
percent see PR jobs growing by 7 percent of more in Michigan in the coming 
decade and another 38 percent see growth of 3-7 percent. 

To open the door for more "out-of-the-box" suggestions from the Committee, they 
were asked "If you had sole authority, what changes would you make in FSU's 
Public Relations curriculum to make it more effective in preparing young people for 
the job market?" A summary of responses follows. 

"Provide more internships" 

"Provide an employment placement service." 

"Provide better tools, equipment and facilities." 

"More emphasis on interpersonal communications, mediation skills." 

"Find ways to promote and instill pride in FSU degree over others- 'PR for 
FSU'. II 

"Educate everyone (professors) at FSU on the uniqueness of the PR program 
and the need to provide excellence in the courses they provide." 
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In response to the open-ended "additional comments, opinions, suggestions 
question at the end of the Advisory Committee survey, the following remarks were 
received. 

"Ferris' design for public relations has been and is excellent. The PR 
program should be as enthusiastically known, received and sought after as 
its PGM, Optometry and other 'niche' programs - but so far we're not even 
close." 

"Apply for PRSA Certification of the FSU program." 

"Strengthen your PRSSA chapter. Take advantage of PRSSAs 
paraprofessional opportunities." 

"Take student field trips to Michigan agencies/businesses, possibly also 
Chicago." 

"Too much emphasis on mass, interpersonal communications." 

"Need to overcome the disadvantages of location/access of FSU campus to 
major PR professional centers, internships and employment." 

"Require students to read the Wall Street Journal, be versed on current 
events and issues and make it a lifetime habit." 
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Section 7 
Labor Market Analysis 
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Labor Market Analysis 

In 1996, the U.S. Department of Labor ranked public relations in the top ten of all 
careers with the "fastest projected job growth." It estimates a 46.5 percent 
increase in public relations employment from 1994 though 2005. That follows an 
increase of 37 percent from 1983-1994. 

U. S. News and World Report identified public relations in a 1993 article as one of 
its 20 "hot track" professions for the coming decade. It placed entry level salaries 
at $25,000-$30,000, mid~level at $40,000-$55,000 and senior at $80,000 and 
noted public relations for health care is a "hot track." 

The same year, Money Magazine noted that managing public relations (along with 
marketing and advertising) ranked as 10th out of 50 "Top Occupations" in the 
United States. 

According to the Handbook of U.S. Labor Statistics, there were 107 ,000 "Public 
Relations Specialists and Publicity Writers" employed in 1994. However, this does 
not include any professionals who work at the manager level. These mid-level and 
senior practitioners are included in the grouping called "Marketing, Advertising and 
Public Relations Managers" which includes an additional 400,000. 

In an historical perspective, Frazer Seitel reported in Practical Public Relations, 
published in 1995, that the number of people employed in public relations tripled in 
the 20 years from 1950-70 and doubled again in the two decades after 1 970. He 
projected the following employment trends for the profession. 

Figure 7-1 
Public Relations Employment Trend 

Number of 
•pR Specialists" 

19,000 
31,000 
76,000 

Yttt. 
1950 
1960 
1970 
1980 
1990 

126,000 
162,000 

2000 projected 197 ,000 

Source 11Effective Public Relations" 

Effective Public Relations by Cutlip, Center and Broom developed a table to 
illustrate the dominance of corporations, business and industry in employing public 
relations professionals. 
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Type of Public Relations Employers 

Percent 
Organizations of Practitioners 
Corporations: manufacturing, industrial, 
consumer goods, financial, insurance 
media and entertainment . . . .. . .. . . . . . .. . . . . ... .. . .. . .. . 52 

Public relations firms, advertising agencies 
and individual practitioners ... .. .. . . . .. .. .. ... .. . . . . . . . . 20 

Associations, foundations and educational 
institutions . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 10 

Health care: hospitals, clinics, home health 
agencies and mental health facilities . . . . . . . . . . . . . . . . . 8 

Government: local, state and federal.................. 5 

Charitable, religious and social welfare 
organizations . . . . . . . . . . . . . . ... . . . .. . . . . . . . . . . . . . . . . . . . . .. . . . . . . 5 

A recent study by Louisiana State and Texas Tech researchers showed that 
advertising and public relations degrees awarded in 1995 totaled 10,442 bachelors, 
727 masters and 21 doctorates. The University of Florida awarded the most public 
relations degrees with 129. Undergraduate and graduate students in advertising and 
public relations programs totaled 33,897. The University of California, Fullerton had 
the most public relations students with 562. 

The School of Journalism at Ohio State University conducts an annual study of 
journalism and mass communications graduates and their most recent study found 
that jobs were more plentiful and salaries increased by four percent for bachelors 
recipients. Median salaries for those entering public relations, in general, and 
newsletter editing, specifically, were $21,996 and $24,388, respectively. 

Professional Organizations 

There are two principal nationwide professional organizations for public relations 
practitioners. These are the Public Relations Society of America (PRSA), the oldest 
and based in New York City, and the International Association of Business 
Communicators (IABC), founded 27 years ago and headquartered in San Francisco. 
Other professional communications organizations in which public relations 
practitioners commonly hold memberships include the American Society of 
Association Executives, Association for Education of Journalism and Mass 
Communications, Canadian Public Relations Society, International Public Relations 
Association and Women in Communications. 
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The Public Relations Society of America (PRSA), with more than 17,000 members, 
is the largest professional public relations organization. It was organized in 194 7 
and has more than 100 chapters located throughout the United States. PRSA 
members represent businesses, public relations counseling firms, government, 
associations, hospitals, school professional services firms and not-for-profit 
organizations. 

PRSA has an Accreditation program through which professionals with five or more 
years of experience may pass a six-hour written and oral examination to 
demonstrate competence and earn an APR (Accredited in Public Relations) 
designation. The society's. members are pledged to abide by a Code of Professional 
Standards for the Practice of Public Relations, originally adopted in 1950. 

In Michigan, PRSA has chapters in Lansing, Detroit, Grand Rapids and Midland and 
a total membership of approximately 700 professionals. The West Michigan 
Chapter in Grand Rapids sponsors Ferris State's Public Relations Student Society of 
American (PRSSA) Chapter. 

PRSSA, PRSA's professional development arm for college students, was established 
in 1968 and has more than 5,000 members in about 200 chapters across the 
country. Ferris State's PRSSA chapter was chartered (see Appendix I) in 1986. 

The Public Relations Society of America conducted its periodic study in 1995 of 
public relations salaries in the United States. This work showed that the median 
salary of professionals was $49,000. The average practitioner has 12 years 
experience in the field and is 43 years of age. The median salaries based on years 
of experience are shown in figure 7-4. 

Figure 7-4 
Public Relations Salaries 

by Years of Professional Experience 
PRSA Study, 1995-96 

Median 
Median Cash 
Salary Bonus 

Under 5 Years $34,467 $1,408 
5 - 10 Years 44, 178 3,013 

10 - 15 Years 48,883 3,657 
15 - 20 Years 61,967 8,619 
20+ Years 66, 142 6,308 

Total 
$35,875 

47, 191 
52,540 
70,586 
72,450 

The study also analyzed salaries by type of job (entry level through senior 
management) and by type of employer. Figure 7-5 illustrates the fact that pay 
levels are much more favorable in the corporate environment. 
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Entry Level 

Figure 7-5 
Public Relations Salaries 
By Job and By Employer 
PRSA Study, 1995-96 

Public Relations Firm 
Corporation 
Government/Health Care/Non-Profit 

Account Executives 

Public Relations Firm 
Corporation 
Government/Health Care/Non-Profit 

Supervisors 

Public Relations Firm 
Corporation 
Government/Health Care/Non-Profit 

Senior Management 

Public Relations Firm 
Corporation 
Government/Health Care/Non-Profit 

Median Salary 

$21,110 
23,550 
23,210 

32, 128 
32, 124 
33,567 

48,917 
55,070 
47,251 

72,895 
93, 103 
60, 104 

The PRSA study also analyzed salaries by the type of organization employing the 
public relations professionals. · 
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Figure 7-6 
Public Relations Salaries 
By Type of Employer 

PRSA Survey, 1995-96 

Median Salary 
1. Management Consulting Firm $141,424 
2. Marketing Communications Firm 76,589 
3. Financial/Insurance 66,284 
4. Utility 65,609 
5. Public Relations Counseling Firm 64,364 
6. Transportation/Hotels/ 

Resorts/Entertainment 55,640 
7. lndustrial/Manuf acturing 53,029 
8. Other Organizations 51,883 
9. Solo Practitioner /Consultant 51,298 

10. Professional Services 
(Accounting, Legal, Etc.) 50,666 

1 1. Government 48,928 
12. Health Care 47,871 
13. Scientific/Technical 47,744 
14. Sales Promotion Firm 42,853 
15. Religious/Charitable Organization 42,705 
16. Advertising Agency, PR Dept. 42,511 
17. Association/Foundation 42,496 
18. Advertising Agency 40,426 
19. Other Type of Counseling Firm 40,368 
20. Education 39,042 
21. Media/Communications 37,097 

All Respondents 49,073 

The International Association of Business Communicators (IABC) is the second 
largest professional organization for public relations practitioners. It was founded in 
1970, has some 11,000 members in the United States and 40 countries, and 125 
chapters and affiliates throughout the world. While IABC membership today is fairly 
representative of the profession and public relations employers, it historically has 
primarily consisted of younger, internal communications professionals, marketing 
communications specialists and non-profit practitioners. 

IABC also has an rigorous accreditation program which requires passing 
comprehensive examination leading to the ABC (Accredited Business 
Communicator) designation. Its members pledge to abide by a Code of Ethics 
which establishes a standard of professional behavior and practice. 

In Michigan, IABC has some 300 members and chapters in Detroit and West 
Michigan (Holland area). The Mid-Michigan Chapter in the Grand Rapids area is no 
longer active. 
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An IABC study in 1995 shows that the five highest paying industries for public 
relations professionals were automotive, pharmaceutical, metals/mining, petroleum 
and chemical (see Figure 7-7). The lowest median salaries were paid by 
construction, agriculture and education. 

Figure 7-7 
Public Relations Salaries by Industry (U.S.) 

Advertising 
Aerospace 
Agriculture · 
Automotive 
Chemical 
Computer Technology 
Consulting Firm 
Construction 
Education 
Engineering 
Finance/Banking 
Food/Beverage 
Graphic Arts/Printing 
Independent/Self-employed 
Insurance 
Manufacturing 
Medical/Healthcare 
Metals/Mining 
Petroleum 
Pharmaceutical 
Prof. Services (non-comm.) 
Public Relations 
Publishing 
Retail Sales 
Transportation 
Telecommunications 
Utility 

All Respondents 

$48,971 
55,894 
40, 103 
62,071 
57,666 
52,617 
70,021 
39,356 
40,839 
42,006 
49,894 
52,357 
44,826 
43,694 
45,780 
52, 163 
43,614 
59,983 
59,386 
61,560 
47,970 
50,841 
47,972 
46,721 
47,095 
52,680 
50,512 
49,300 

PRSA also analyzed the responses to their salary survey based on the type of 
professional activity which the individual is working in. This further illustrates the 
influence on corporate operations on the public relations industry. 
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Figure 7-8 
Public Relations Salaries 

By Type of Professional Activity 
PRSA Study, 1995-96 

Investor Relations 
Issues Management 
Environmental Affairs 
Government. Relations 
International 
Crisis Management 
Public Affairs 
Generalist 
Strategic Planning 
Other 
Corporate Communications 
Technology 
Research 
Employee Relations 
Media Relations 
Special Events 
Community Relations 
Publicity 
Marketing 
Advertising 

All Respondents 

Median Salary 
$72,484 

66,300 
65,881 
65,367 
63,964 
59,523 
55,916 
54,600 
53,592 
53,514 
53,508 
52, 114 
51,519 
51,032 
50,797 
49,450 
49, 157 
48,886 
48,869 
45,577 
49,073 

The average salaries of IABC professionals by educational level shows a direct 
correlation between educational level and average salary. A master's degree 
provides a $8,500 earnings gain over a bachelor's and a doctorate yields a $10,355 
premium over a master's. 

Figure 7-9 
Public Relations Salaries 

By Educational Level (U.S.) 
IABC, 1995 

Bachelors Degree 
Master's Degree 
Doctoral Degree 

$45,775 
54, 186 
64,541 

A recent Globe Research Study showed that about 25 percent of U.S. companies 
and organizations spend more than $1 million annually on public relations activities 
while six percent spend more than $1 0 million a year. In Michigan, three out of four 
CEOs say the public relations plays a vital role in helping their organizations meet 
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their objectives and provides a good nreturn on investment," according to a study 
reported in Public Relations Journal. 
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Section 8 
Evaluation of 

Facilities and Equipment 
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Evaluation of Facilities and Equipment 

There are no separate or unique facilities dedicated only to the Public Relations 
program. Standard classrooms are utilized for all Public Relations courses. 

The VISC 116 course, now required for public relations majors, utilizes the MAC 
computer lab (COB 106) in conjunction with the more extensive use by Visual 
Communications students. As it now stands, use of COB 106 for teaching one 
section of VISC 116 to public relations, advertising and other non-VC students, per 
se, amounts to about 2.5 hours per week. In addition, PREL 341 students 
occasionally attempt to use this lab to complete class projects involving production 
of public relations tools. 

The Program Review surveys with current students and graduates show that the 
MAC computer lab has been a consistent source of disappointment and frequently 
outright disgust for the two years since it opened in 1995. One of its original 
purposes was to provide MAC computers and Pagemaker software training for 
public relations students, a technology and skill which has been standard for basic 
print material design and layout by professionals for more than a decade (Note 
graduate, employer and Advisory Committee survey results). This is taught in PREL 
341. 

The basic problem appears to be that the COB Computer Department has had no 
one with MAC knowledge to give technical support to set up or keep the MAC 
equipment or related software in COB 106 operational. As a result in 1995-96, 
public relations students found each day that fewer and fewer of the computers 
worked and that fewer and fewer carried functional Pagemaker software. By the 
end of the first year of operations, the students indicted that only 3-4 of the 22 
computers actually worked as promised. 

Because of the futility and waste of class time resulting from unfunctional COB 106 
equipment, use of the lab by the PREL 341 class, as originally intended, was 
discontinued after the 1995-96 year. Once these operational problems are resolved 
and dependability of the facility is assured, this class is expected to resume use of 
the MAC lab. 

This problem apparently continued into the fall of 1997. Public relations students 
still complain of the unavailability of the COB 106 lab, the fact that not enough 
equipment is operational for all members of the VISC class held in the room and 
that all the computers do not carry functional Pagemaker software. 

FSU's public relations graduates have consistently emphasized the value of up-to-
date computer skills and knowledge for entry into and success in their careers. 
During our research, the Public Relations Advisory Committee has made an even 
stronger statement on the necessity of extensive computer skills for public relations 
graduates and professionals. Yet, our surveys show that PR students are still 
unhappy with the COB 106 lab and that FSU faculty clearly believe that "The 
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facilities provided for public relations study are insufficient" and that "The resources 
the COB provides to its Public Relations major are insufficient." 

It would also be extremely helpful in recruiting and retention for the Public Relations 
curriculum to have one room which could serve as a focal point for the program and 
a secure space to feature, display and use professional materials. Such capability is 
now available for PGM, PTM and VC and this may be a significant contributing 
factor in the success of these other unique majors. Many young people and parents 
have no knowledge or little understanding of the public relations profession and 
"seeing" what the career involved is a very effective communications technique. 
The Advisory Committee and other professionals would be pleased to have their 
work and wares displayed to interested high school students and community 
college transferees. 
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Curriculum Evaluation 

History 

Ferris State's public relations curriculum was developed in late the 1980s in 
conjunction with a nationwide Advisory Committee of public relations professionals 
who patterned it after the standards established by the national Design for Public 
Relation Education (see Appendix K). This study was a joint effort of the Public 
Relations Society of Amercia and its Educators Section and the Public Relations 
Division of the Association for Education in Journalism and Mass Communications 
(AEJMC). It was reissued in 1993 by the Educational Affairs Committee of PRSA. 

PRSA, in its uMaster Professional Development Plan for PRSA Members" developed 
a checklist for pre-professional (academic) education and training. As reference, 
this checklist is shown in Figure 9-1 . 

The curriculum at Ferris State, however, is unique. It is reportedly only one of three 
public relations majors in the United States leading to a Bachelors in Business and 
located in a College of Business. Most other programs are part of Colleges of Arts 
and Sciences, Journalism or Communications and have strong liberal arts 
components with no (or very limited) business courses included or permitted. There 
are a very few other academic programs which purport to be teaching public 
relations and are located in Colleges of Business but these are actually Marketing 
degrees with none or maybe only one or two actual courses in public relations 
offered. 

When you realize that more than 50 percent of the public relations professionals in 
the United States are employed directly by business and industry (see Figure 7-2) 
and that another 30 percent work for consultants and associations that principally 
serve businesses, the value of Ferris State's unique curriculum approach is readily 
apparent. 

Figure 9-2 shows a summary of the competing programs (including journalism, 
communications, advertising programs which offer public relations majors or 
options) offered by universities in the State of Michigan. Detailed information on 
each of these programs and curricula are included in Appendix H. 

Ferris State's public relations major is designed to prepare students for entry-level 
positions in a variety of organizations. These include corporations and other 
businesses; public relations agencies and consultants; medical, educational, 
governmental and financial institutions; non-profit agencies and associations; and 
sports and entertainment organizations. 

Public relations practitioners handle a variety of tasks, including building positive 
relationships with constituencies, working with news media, community and 
consumer relations; political campaigning; fund-raising and employee recruitment. 
They prepare and disseminate information that increases public awareness and 
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Figure 9-1 

A. Management 

1. Principles and Practice 
-Organizational structure and 
behavior, business organization, 
science of management, etc. 
-Media law and ethics 
-Introduction to public relations 
-Public relations case problems 
-Understanding computers/computer 
sciences 
-Office technology: 'M>rd processing, 
technical communications, etc. 
-Mass media and society 
-Business and the press 
-Public relations campaign planning 
-History of public relations 

°' 2. Public Opinion 
-Theory and process of 
communication/opinion formation 
-Introduction to survey 
research/research methods 
-Communications media analysis 
-Propaganda and public opinion 
-Applied research in public relations and 
mass communications 

3. Measurement and Evaluation 
-Advanced communications theory 
-Public relations evaluation and analysis 
methods 

_I~ 

MASTER PROFESSIONAL DEVELOPMENT PLAN 
FOR PRSA MEMBERS 

PRE-PROFESSIONAL (ACADEMIC) 

B. Skills 

1. Person-to-Person 
-Public speaking 
-Speech wiling 
-Organizing speakers' programs 
-Oral persuasion (salesmanship) 
-Planning and conducting meetings 
and conferences 

2. Publicity 
-Writing for the mass media 
-Feature wiling 
-Copy editing 
-Publicity techniques 
-Publicity media and campaigns 
-Magazine editing 
-Press relations 

3. Printed Materials 
-Graphics of communication 
-Writing for organizational 
communications 

4. Audio-Visuals 
-Fundamentals of visual perception 
-Survey of graphic media 
-Photography/ photo-journalism 
-Lay-out and design 
-Production methods and processes 
-Exhibits and displays 
-Motion picture production 

5. Advertising 
-Principles of advertising 
-Promotional techniques 
-Advertising wiling 
-Broadcast techniques (advertising) 

6. Special Events 

--1 

C. Knowledge of Publics 

1. Social Sciences 
-Psychology 
-Sociology 
-Economics 
-History 
-Political science 

2. The Humanities 
-Literature 
-Drama 
-Fine Arts 
-Music 

3. The Natural Sciences 
-Biology 
-Physics 
-Geology 
-Engineering 

4. Foreign Languages and Areas 
-International relations 

5. Major Subjects 
-Management science 
-Advanced economics 
-Marketing 
-Personnel management 
-Political science/government 
-Financial public relations 
-International public relations 

__J 

-Health and welfare public relations 
-Corporate public relations 
-Political public relations 
-Medical/scientific public relations 
-Religious public relations 
-Industrial relations 
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Figure 9-2 

l PUBLIC RELATIONS OFFERINGS AT MICHIGAN UNIVERSITIES 

University College Degree PB Courses 

Central Michigan Arts and Sciences BS in Journalism 5 courses 

I 
PR concentration 

Eastern Michigan Arts and Sciences BS in Arts & Sci. 3 courses 

1 
PR Major 

Ferris State College of Bus. BS in Business 7 courses 
PR Major 

Grand Valley St. School of Comm. BS in Mass Comm. 9 courses 
Adv & PR Major 

Lake Superior St. Arts and Sciences BS in Several Mjrs. None 
PR Minor 

Michigan St. Comm. Arts & None None 
Sciences 

Michigan Tech None None 

Northern Michigan Comm. and BA in Comm. 4 courses 
,4 Performing Arts PR major 

Oakland BA in Journalism 7 courses 

l PR minor 

Saginaw Valley St. None None 

U of Michigan None None 

l Wayne St. School of Bus. BS in Bus. Admin. 1 course 
Adv/PR Specialization 

J 

College of Fine, BA 3 courses 
Perform. & Comm. PR major 
Arts 

' j Western Michigan Dept. of Comm. BS in Comm. 3 courses 
PR major 

l 
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understanding of their organization's policies, activities and accomplishments and 
develop communication techniques to keep management aware of public attitudes. 

Ferris State's one-of-a-kind program includes a five-point emphases in public 
relations, advertising, marketing, journalism and management and an internship 
experience, during which the student receives on-the-job training while earning 
academic credit. 

Four-Vear Program 

To enter the four-year curriculum leading to a Bachelor of Science in Business with 
a major in Public Relations, high school graduates must have a 2.0 grade point 
average. The degree requires a 2.0 GPA in the major courses, business core 
courses and, in addition, public relations students must attain a 2.5 GPA overall, 
and a 3.0 in English 150 and 250 before entry into any public relations courses 
other than PREL 340. It is strongly recommended that the University's Department 
of Language and Literature alternative assessment vehicle be taken before entry in 
public relations courses other than PREL 340. 

Each Public Relations student at Ferris State is required to take the two journalism 
and six public relations courses listed in Figure 9-3. Additional details on the public 
relations courses are included in Figure 9-4. 

Figure 9-3 
Public Relations Major 
ENGL 121 Writing for Mass Media 
ENGL 122 Advanced Reporting 
PREL 340 Public Relations Principles 
PREL 341 PR Methods: Print Production 
PREL 342 PR Methods: Meeting Management 
PREL 440 Public Relations Cases 
PREL 455 Public Relations Campaigns 
PREL 491 Public Relations Cooperative Education 

3 
3 
3 
3 
3 
3 
3 
~ 

24 hrs. 

In addition, each student takes the 30-hour Business Core required of all College of 
Business graduates. This includes the courses shown in Figure 9-5. 
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Figure 9-4 
PUBLIC RELATIONS COURSES 

Ferris State University 

Public Relations Principles {PREL 340) 3 Credit Hours 

Nature and function of public relations with emphasis on its role in business. Provides an overview of the four-
step public relations process and techniques used to build long-term relationships with an organization's key 
constituencies. Explores the use of communications tools, including brochures, speeches, company 
publications, news releases and new communications technology. Prerequisite: English 1 {ENGL 150). 

Public Relations Methods: Print Production {PREL 341) 3 Credit Hours 

Public relations techniques used by organizations in interacting with their publics. Survey and analysis of 
tools, resources and skill of public relations practice with emphasis on printed media. Hands-on development 
of rationale and format, write and edit copy, plan graphics and layout publications. Prerequisites: PREL 340, 
a grade of "B" or better in both English 1 (ENGL 150) and English 2 (ENGL 250). 

Public Relations Methods: Meeting Management {PREL 342) 3 Credit Hours 

Public relations techniques used in meeting management and audio-visual production, rationale and agenda. 
Plan and produce rough drafts of related printed materials and script and determine visuals for a staff 
conference and an annual meeting. Prerequisites: PREL 340, a grade of "B" or better in both ENGL 150 and 
250. 

Public Relations Cases {PREL 440) 3 Credit Hours 

Analyzing public relations problems, policies and practices of various institutions and organizations in modern 
society through case studies. Specific additional emphasis in ethics and international public relations. 
Prerequisites: PREL 340, a grade of "B" or better in both ENGL 150 and 250. 

Public Relations Campaigns {PREL 455) 3 Credit Hours 

For students whose planned specialized career is public relations. Students research, plan, prepare and 
evaluate a public relations campaign for a public company, organization or institution. Prerequisites: PREL 
341, 342 and 440. 

Public Relations-Cooperative Education {PREL 491) 1-9 Credit Hours 

A cooperative education program which integrates the student's academic study with work experience in 
cooperating employer organizations in business, industry, government, education or non-profits. The work 
experience is designed to be relevant to the student's academic pursuits, personal development and 
professional preparation. Prerequisites: PREL 341 and 342. 

Public Relations-Special Studies {PREL 497) 1-3 Credit Hours 

Independent, in-depth study of a particular public relations topic or issue as defined by the student and 
approved by the instructor. Prerequisite: By permit only. 
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Figure 9-5 
Business College Core 
ACCT 201 Principles of Accounting 1 3 
ACCT 202 Principles of Accounting 2 3 
BLAW 301 Legal Environment of Business 3 
FINC 322 Financial Management 3 
ISYS 202 Principles of Information Systems 3 
MGMT 301 Applied Management 3 
MKTG 321 Principles of Marketing 3 
MKTG 499 Mark~ting Policy 3 
ENGL 325 Advanced Business Communications 3 
STOM 321 Introduction to Statistics ,a 

30 hrs. 

These major and Business courses are supplemented with an additional 17 hours of 
study in specific related courses as shown in Figure 9-6. 

Figure 9-6 
Related Business Courses 
ADVG 222 Principles of Advertising 3 
ADVG 334 Fundamentals of Media 2 
MGMT 44 7 Business Ethics and Social Responsibility 3 
MKTG 322 Consumer Behavior 3 
MKTG 425 Marketing Research 3 
VISC 116 Computers in Graphic Design ,a 

17 hrs. 

To fulfill the General Education requirements, each graduate must complete liberal 
arts coursework listed in Figure 9-7. 
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Figure 9-7 
General Education 
COMM 121 Fund. of Public Speaking 3 Communications Competence 
ECON 221 Principles of Economics 3 Social Awareness 
ENGL 150 English 1 3 Communications Competence 
ENGL 250 English 2 3 Communications Competence 
GEOG 100 Geography of World Regions 3 Social Awareness 
MATH 115 Inter. Algebra (or 24 ACT) 3 Qualitative Skills 
PSYC 150 Introduction to Psychology 3 Social Awareness 
SOCY 121 Introduction to Sociology 3 Social Awareness 
Choose one: 
HIST 331 Am. Cultural History to 1865 3 Cultural Enrichment 
HIST 332 Am. Cultural Hist. from 1869 3 Cultural Enrichment 
Choose one: 
LITR 311 American Literature 1 3 Cultural Enrichment 
LITR 312 American Literature 2 3 Cultural Enrichment 
Choose one: 
LITR 323 Shakespeare 3 Cultural Enrichment 
LITR 351 English Literature 1 3 Cultural Enrichment 
LITR 352 English Literature 2 3 Cultural Enrichment 
Choose one: 
PLSC 225 Govt. Proc. and Procedures 3 Social Awareness 
PLSC 251 Public Administration 3 Social Awareness 
PLSC 311 Am. State and Local Gov. 3 Social Awareness 
Choose one: 
SOCY 340 Minority Groups in America 3 Social Awareness 
SOCY 344 World Urban Sociology 3 Social Awareness 
SOCY 460 Social Change 3 Social Awareness 
Natural Science Electives: 

A Laboratory Science w/ lab 4 Scientific Understanding 

A Laboratory Science ~ Scientific Understanding 
46-47 hrs. 

Note: Natural Science electives must come from Astronomy, Biology, Chemistry, 
Geography 111 or 121 , Geology, Physical Science or Physics. 

An additional 10 -12 hours of electives are required and may include additional 
PREL 491, public relations internship coursework. Several specific courses are 
recommended to the student who may select those that most closely fulfill career 
needs and interests. These electives are shown in Figure 9-8. 

71 



l 

1 

' j 

I 

Figure 9-8 
Recommended Electives 
Business 
ADVG 360 
INTB 310 
OSYS 209 
MGMT 302 
MKTG 231 

Non-Business 
JRNL 228 
JRNL123 
TVPR 301 
PHOT 201 
HUMN 240 
PSYC 325 
COMM 252 
COMM 321 
COMM 325 
COMM 332 
COMM 380 
ECON 222 

? 
International Business System 3 
Business Presentations 3 
Organizational Behavior 3 
Professional Selling 3 

Feature and Opinion Writing 
? . 

3 

Television Studio Techniques 3 
Photojournalism 2 
Popular Culture 3 
Social Psychology 3 
Speech Activities 3 
? 
Speech writing 
Persuasive Speaking 
Organizational Comm. 
Principles of Economics 2 
Foreign Languages 

3 
3 
3 
3 
~ 

10-12 hrs. 

Cultural Enrichment 
Social Awareness 
Communications Competence 
Communications Competence 
Communications Competence 
Communications Competence 
Communications Competence 
Social Awareness 
Cultural Enrichment 

As is shown in Figure 9-8, several of these courses are no longer offered or have 
changed and thus this list is in need of revision. 

To graduate, a student must complete 124-127 hours and maintain at lease a 2.0 
grade point or better in 1 ) all course work taken, 2) all courses take in the Public 
Relations major and 3) all course work taken in the Business Core. 

TRANSFER PROGRAM 

Ferris State's Public Relations Transfer Program is designed for students who have 
been granted an Associate degree from a regionally accredited college or from other 
divisions of the University. In addition to the credit accepted for the Associate 
degree, course work of approximately two years is required for completion of the 
public relations program. The exact length of time varies depending on the specific 
courses taken in the Associate degree program. 

The courses shown in Figure 9-9, or their equivalent, should have been completed 
at the associate's level and if not they must be taken in addition to the required 
courses. 

ACCT 201 
ACCT 202 
ECON 221 
PSYC 150 
SOCY 121 

Figure 9-9 
Principles of Accounting 1 3 
Principles of Accounting 2 3 
Principles of Economics 1 (Macro) 3 
Introduction to Psychology 3 
Introduction to Sociology 3 
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Graduates must complete the same Public Relations Major (24 hours) and Business 
Core (30 hours) courses outlined above under the four-year public relations 
program. In addition, the need to complete the following Related Business and 
General Education courses included in Figure 9-10. 

Figure 9-10 
Related Business Courses 
ADVG 222 Principles of Advertising 
ADVG 334 Fundamentals of Media 
MGMT 44 7 Business Ethics 
MKTG 322 Consumer Behavior 
MKTG 425 Marketing Research 

General Education 

3 
2 
3 
3 
~ 

14 hrs. 

Choose one 300/400 level Social Awareness elective * 
~ 
3 hrs. 

* If the General Education Course Global Consciousness requirement 
has not been met, this course must fulfill that requirement. 

To graduate, a student must complete 64 hours, as outlined above, and have a 
cumulative honor point average of 2.0 in 1) all course work taken, 2) all course 
work taken in the major, and 3) all course work taken better in the Business Core. 

Public Relations Certificate 

Non-Public Relations majors are offered an opportunity to complete a Public 
Relations Certificate program (Figure 9-16) which consists of 12 credit hours and 
four courses shown in Figure 9-11. 

PREL 340 
PREL 341 

PREL 342 

PREL 455 

Evaluation 

Figure 9-11 
Public Relations Principles, 3 er. (Prereq: ENGL 150) 
PR Methods: Print Production, 3 er. (Prereq: PREL 340, 

Grade of B or better in ENGL 150 & 250) 
PR Methods: Meeting Management, 3 er. (Prereq: PREL 340, 
Grade of B or better in ENGL 150 & 250) 
Public Relations Campaigns, 3 er. (Prereq: PREL 341 & 440 *) 

(* Prerequisite of PREL 440 may be waived by 
instructor) 

While the basic content and format of these programs is still valid and effective 
based on our Program Review surveys with graduates, employers and the Advisory 
Committee, the curriculum does need to be fine-tuned to incorporate recent course 
changes at Ferris State, to correct errors and to fulfill new and developing needs of 
the profession. These changes are outlined below. 
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1. It is essential that each new freshman public relations major become involved in 
activities of the curriculum very early after arriving at Ferris State so that she/he 
feels a part of the group, begins to learn about the requirements and potential of the 
profession, is encouraged to stay in school at FSU and has opportunities to learn 
from upperclassman in the curriculum. No public relations course is now taken until 
the second semester of the sophomore year. To fill this void, a one-hour "Public 
Relations Freshman Seminar" should be added to the curriculum and be required the 
students first semester at FSU. This course would provide an overview of the 
public relations area of study, history of the profession, career opportunities, etc. 

PREL 101 Public Relations Freshman Seminar 1 Credit Hour 
Introduction to the public relations profession including history, curricula requirements and 
standards, professional qualifications, career and employment opportunities and related 
topics. Semester offered: F 

2. One of the greatest difficulties identified by FSU Public Relations graduates is 
finding the first job in the profession after graduation. Not one of the alumni in the 
Graduate Survey indicated that they received any assistance from FSU's Placement 
Office. 

Managers who have worked in the public relations profession, know that new public 
relations hires are expected, as a matter of practice, to have "at least three years of 
experience." This makes it difficult for new graduates to find that first job. Most 
public relations jobs are filled through personal networking, not recruiting agents or 
representatives sent to colleges campuses, classified advertisements, etc. 

To fulfill this need and to find that first job, it is essential that these soon-to-
graduate professionals learn how to develop and implement a personal campaign to 
find a public relations job, to network, to prepare a professional portfolio, etc. This 
task can best be accomplished as part of a new senior level, one-hour course called 
"Public Relations Senior Seminar" and taken both semesters of the senior year 
Additional current topics such as Public Relations Research and Computer 
Applications to Public Relations will be covered in the seminar to fill minor or 
developing needs existing in the overall curriculum. 

PREL 401 Public Relations Senior Seminar 1 Credit Hour 
Intensive senior seminar, laboratory and workshop to provide additional depth and breadth 
to professional knowledge and skills such as research and computer applications and to 
prepare the student to enter the profession. Semesters Offered: FW. Prerequisite: Senior 
standing. 

3. Redesignate the current PREL 340 Public Relations Principles course to the 200 
level (PREL 240) to align it with the fact that it is now taken by sophomore Public 
Relations majors and to also enable career or major "undecided" students and 
others to explore the profession at an earlier stage in their college studies. Course 
content will remain the same. 

74 



I 
, I 

~ l 

I 
' _J 

4. Based on our research with graduates, employers and the Advisory Committee, 
the content of the current PREL 341 and 342 courses taken during the junior year 
should be revised to eliminate redundancies, enhance skill coverage and content, 
improve effectiveness and bring content up to today's professional requirements. 
Shown below are revised course descriptions which fulfill those indicated needs. 

PREL 341 Public Relations Tools 3 Credit Hours 
Survey of the planning and production of public relations tools used by professionals top 
build and enhance relationships with an organization's key publics. Analysis of resources, 
rationale and techniques leading to the hands-on development of written, verbal and visual 
communications tools and skills. Prerequisites: PREL 240, Bin ENGL 150 and 250, 
Semester offered: F 

PREL 342 Public Relations Tactics 3 Credit Hours 
Application of public relations tools and techniques to tactical professional programs 
designed to strengthen and develop positive relationships with an organization's publics and 
constituencies. A broad variety of strategic planning and programming processes will be 
applied to achieve clearly defined public relations objectives for a real client. Prerequisites: 
PREL 240 and 341 , Semester Offered W 

5. With the elimination of Ferris State's Associates in Journalism, the two 
remaining journalism courses (121 and 122) have been redesignated ENGL 121 and 
122 as part of Arts and Sciences', Literature and Language Department. The only 
curriculum requiring the two courses is Public Relations and indeed nearly all the 
students now taking the courses are public relations majors. It is essential, that the 
content of these two courses be geared to successfully prepare public relations 
majors for the demanding requirements of their 300 level major courses. In 
addition, the redesignation of the course as ENGL rather than JRNL has apparently 
created substantial confusion among "undecided" students interested in "exploring" 
journalism and with the potential that these young people will select public relations 
as their major. 

To resolve both of these issues, the two courses should be transferred to the 
College of Business, administered by the Coordinator of the Public Relations Major 
and redesignated as JRNL courses. The course content is already being revised to 
more closely align with public relations, however, it must still maintain its 
Journalism perspective to provide the essential base of general newswriting skills 
and objective reporting knowledge. In addition, the instructor must have strong 
English teaching skills because of the pronounced deficiencies FSU students have in 
basic grammar, word-use, spelling, etc. 

6. The recent addition of VISC 214, Introduction to Macintosh Computers, to the 
Public Relations curriculum was just completed when it was somewhat overtaken 
by course changes in the Visual Communications curriculum. The 214 course was 
changed to VISC 116 and the content was revised to better fulfill the needs of the 
Visual Communications students. 

To meet the unique needs of the Public Relations profession, this course needs to 
teach basic graphic design principles and hands-on application of the Macintosh 
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computer and Pagemaker and OuarkXpress software to design and layout of printed 
and visual materials. A special section of VISC 116 had been designated for non-
VC majors (i.e. Public Relations, Advertising, etc.) however, the necessary content 
of this section must make it dramatically different from the other sections of 116 
where VC students have, for example, already had two courses in design. As a 
result, it is strongly recommended that the original VISC 214 be reestablished as a 
"service" course for Public Relations, Advertising and others, designated as 
"Graphic Design and MAC Computer Layout", cover the content described above 
and be open only to non-VC majors. 

7. With the revisions outlined above and based on the surveys conducted, the 
additional Business courses required should be revised to add the VISC course and 
move ADVG 334 and MKTG 322 into the Recommended Electives group. 

8. The title of the PREL 491 should be changed to "Public Relations Internship" to 
reflect the true nature of the course as it is refocused to a full time, summer 
program of professional experience and to utilize the terminology common in the 
public relations industry. 

9. The current Public Relations curriculum requires some specific Arts and Sciences 
courses which are no longer offered, are only offered at a time which conflicts with 
public relations courses, etc. This is resulting in confusion and frustration for 
students and a significant number of waivers. To help resolve this on the short 
term, each Public Relations student is now required to meet with the Program 
Coordinator each semester prior to registering for classes. To solve this problem 
over the long-term, bring the courses more into line with professional needs and to 
make the curriculum more user friendly, the following changes should be made in 
the General Education courses in the curriculum. 
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The General Education course requirements will be as follows: 

General Education 
COMM 121 Fundamentals of Public Speaking 
ECON 221 Principles of Economics 
ENGL 1 50 English 1 
ENGL 250 English 2 
GEOG 112 Cultural Geography 
MA TH 115 Intermediate Algebra (or 24 ACT) 
PSYC 1 50 Introduction to Psychology 
SOCY 1 21 Introduction to Sociology 
Electives 
Scientific Understanding 

3 
3 
3 
3 
3 
3 
3 
3 

Natural Science course 3 
---------~ Natural Science course with lab 4 

Social Awareness 
One 300 level course----------- 3 

Cultural Enrichment 
Two courses ______________ 3 

and 3 
One 200 level or higher course .3. 

43 hrs. 

This incorporates the following changes: 

Communications Competence 
Social Awareness 
Communications Competence 
Communications Competence 
Global Consciousness 
Qualitative Skills 
Social Awareness, R/E/G 
Social Awareness, R/E/G 

Scientific Understanding 
Scientific Understanding 

Social Awareness 

Cultural Enrichment 
Cultural Enrichment 
Cultural Enrichment 

A. The requirement to take one 3-hour course from HIST 331 or HIST 332, 
one 3-hour course from LITR 311 or LITR 312, one 3-hour course from 
LITR 323, LITR 351 or LITR 352, one 3-hour course from PLSC 225, PLSC 
251 or PLSC 311, and one 3-hour course from SOCY 340, SOCY 344 or 
SOCY 460 should be changed to: 

Social Awareness 
One 300 level course ........................................ 3 hours 

Cultural Enrichment 
Three courses including one 200 level or higher ... 9 hours 

B. The GEOG 100 Geography of World Regions course should be replaced 
by the GEOG 112 Cultural Geography course. The Public relations 
graduate's application of social science principles will be enhanced by this 
change. Both courses are three hours. 

C. With the change of CSYS 300 to ENGL 325 this new course requirement 
will fulfill the 3-hours of Communications Competence requirements. 
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With these changes, the student will still be fulfilling at least 43 hours of General 
Education and the basic requirements shown below. 

Communications Competence 
Scientific Understanding 
Quantitative Skills 

Cultural Enrichment 

Social Awareness 

Global Consciousness 

12 hours (ENGL, COMM-Speech, or WIC courses) 
7-8 hours (Natural Sciences including one lab.) 
MATH 115 or higher, pass proficiency, or 24 + on 
ACT math subtest 
9 hours (3 courses in at least two different areas, not 
more than 5 hours in music or theatre, 1 course at 
least 200 level or higher) 
9 hours (3 courses in at least 2 different areas, 1 
Social Awareness, one with race/ethnicity and/or 
gender, and one at 300 + level) 
1 course (May also fulfill Cultural Enrichment or 
Social Awareness.) 

To make the four-year and two-year program requirements consistent, the number 
electives in the four year program should be changed to 1 2 hours and the courses 
recommended for consideration should be as follows: 

Additional Electives (Recommended electives are shown below, 12 total hours required, 
additional PREL 491 hours may be taken as electives.) 

Business 
ADVG 324 
ADVG 334 
INTB 310 
MGMT 302 
MKTG 322 
OSYS 209 

Advertising Copy 
Fundamentals of Media 
International Business System 
Organizational Behavior 
Consumer Behavior 
Business Presentations 

Non-Business 
COMM 325 Speechwriting 
COMM 332 Persuasive Speaking 
COMM 333 Theories of Persuasion 
COMM 380 Organizational Communications 
COMM 410 Communications Theory 
ECON 222 Principles of Economics 2 
HIST 310 U.S. History Since 1945 
HUMN 240 Popular Culture 
LITR 311 American Literature 1 
LITR 31 2 American Literature 2 
LITR 351 English Literature 1 
LITR 352 English Literature 2 
PHOT 201 Photojournalism 
PLSC 225 Govt. Processes and Procedures 
PLSC 311 Am. State and Local Government 
PSYC 325 Social Psychology 
SOCY 340 Minority Groups in America 
TVPR 225 Production Planning 
Foreign Languages: 
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3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
2 
3 
3 
3 
3 
3 
~ 

14 hrs. 

Communications Competence 
Communications Competence 
Communications Competence 
Communications Competence 
Communications Competence 
Social Awareness 
Cultural Enrichment 
Cultural Enrichment 
Cultural Enrichment 
Cultural Enrichment 
Cultural Enrichment 
Cultural Enrichment 

Social Awareness 
Social Awareness 
Social Awareness 
Social Awareness 

Cultural Enrichment 



~l 

1 

I 
·~ 

l 

With these revisions, the four-year and two-year Public Relations curriculum 
checksheets used by students, counselors and advisors will need to be revised. At 
this same time several errors, such as recommending courses when they are not 
offered, should be corrected. The current requirements for the four-year and two-
year programs and those required under the two revised curricula are shown in 
Figures 9-11 through 9-14. The revised checksheets are included in Appendix G of 
this paper. 
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Figure 9-12 

PUBLIC RELATIONS MAJOR FOUR-YEAR CURRICULUM REQWREMENTS 

General Education 
COMM 121 
ECON 221 
ENGL150 
ENGL 250 
GEOG 100 
MATH 115 
PSYC 150 
SOCY 121 
Choose one: 

Fundamentals of Public Speaking 
Principles of Economics 
English 1 
English 2 
Geography of World Regions 
Intermediate Algebra (or 24 ACT) 
Introduction to Psychology 
Introduction to Sociology 

3 
3 
3 
3 
3 
3 
3 
3 

HIST 331 
HIST 332 
Choose one: 

American Cultural History to 1865 3 
American Cultural History from 1869 3 

LITA 311 
LITA 312 
Choose one: 
LITA 323 
LITA 351 
LITA 352 
Choose one: 
PLSC 225 
PLSC 251 
PLSC 311 
Choose one: 

American Literature 1 
American Literature 2 

Shakespeare 
English Literature 1 
English Literature 2 

Govt. Processes and Procedures 
Public Administration 
Am. State and Local Government 

SOCY 340 Minority Groups in America 
SOCY 344 World Urban Sociology 
SOCY 460 Social Change 
Natural Science Electives: 

3 
3 

3 
3 
3 

3 
3 
3 

3 
3 
3 

Lab Sci. 4 
3-4 

46-47 hrs. 
BusineH College Core 
ACCT 201 Principles of Accounting 1 3 
ACCT 202 Principles of Accounting 2 3 
BLAW 301 Legal Environment of Business 3 
FINC 322 Financial Management 3 
ISYS 202 Principles of Information Systems 3 
MGMT 301 Applied Management 3 
MKTG 321 Principles of Marketing 3 
MKTG 499 Marketing Policy 3 
ENGL 325 Advanced Business Communications 3 
STQM 321 Introduction to Statistics ~ 

Public Relations Major 
ENGL 121 Reporting 
ENGL 122 Advanced Reporting 
PREL 340 Public Relations Principles 
PREL 341 PR Methods: Print Production 
PREL 342 PR Methods: Meeting Management 
PREL 440 Public Relations Cases 
PREL 455 Public Relations Campaigns 
PREL 491 Public Relations Coop. Education 

Related Business Courses 
ADVG 222 Principles of Advertising 
ADVG 334 Fundamentals of Media 
MGMT 447 Business Ethics and Social Resp. 
MKTG 322 Consumer Behavior 
MKTG 425 Marketing Research 
VISC 116 Computers in Graphic Design 

30 hrs. 

3 
3 
3 
3 
3 
3 
3 
~ 

24 hrs. 

3 
2 
3 
3 
3 
~ 

17 hrs. 

.Q.!m General Education Courses 

Communications Competence 
Social Awareness 
Communications Competence 
Communications Competence 
Social Awareness 
Qualitative Skills 
Social Awareness 
Social Awareness 

Cultural Enrichment 
Cultural Enrichment 

Cultural Enrichment 
Cultural Enrichment 

Cultural Enrichment 
Cultural Enrichment 
Cultural Enrichment 

Social Awareness 
Social Awareness 
Social Awareness 

Social Awareness 
Social Awareness 
Social Awareness 

Scientific Understanding 
Scientific Understanding 

Electives (Recommended electives on beck of sheet, 10-12 total hours required. 9 hours minimum must be in 
General Education Course requirements, additional PREL 491 hours may be taken as electives) 

10-12 hrs. 

124-127 Min. hrs. required for B.S. in Public Relations 
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Recommended Electives 
Business 
ADVG 360 ? 
INTB 310 International Business System 3 
OSYS 209 Business Presentations 3 
MGMT 302 Organizational Behavior 3 
MKTG 231 Professional Selling 3 

Non-Business 
JRNL 228 Feature and Opinion Writing 
JRNL 123 ? 
TVPR 301 Television Studio Techniques 
PHOT 201 Photojournalism 
HUMN 240 Popular Culture 
PSYC 325 Social Psychology 
COMM 252 Speech Activities 
COMM 321 ? 
COMM 325 Speechwriting 
COMM 332 Persuasive Speaking . 
COMM 380 Organizational Communications 
ECON 222 Principles of Economics 2 
Foreign Languages: 

3 

3 
2 
3 
3 
3 

3 
3 
3 
3 

10-12 hrs. 

Cultural Enrichment 
Social Awareness 
Communications Competence 
Communications Competence 
Communications Competence 
Communications Competence 
Communications Competence 
Social Awareness 

Cultural Enrichment 
Cultural Enrichment 
Cultural Enrichment 

Note: Natural Science electives must come from Astronomy, Biology, Chemistry, Geography 111 or 121, Geology, Physical 
Science or Physics. 

Ferris State's General Education Course requirements must be met. For a B.S. degree this includes 
ISee Current FSU Catalog for detailsl : 

Communications Competence 
Scientific Understanding 
Quantitative Skills 
Cultural Enrichment 

Social Awareness 

Global Consciousness 

12 hours (ENGL, COMM-Speech, or WIC courses) 
7-8 hours (Natural Sciences including one lab.) 
MATH 115 or higher, pass proficiency, or 24 + on ACT math subtest 
9 hours (3 courses in at least two different areas, not more than 5 hours 
in music or theatre, 1 course at least 200 level or higher) 
9 hours (3 courses in at least 2 different areas, 1 Social Awareness, one 
dealing with race/ethnicity and/or gender, and one at 300 + levell 
1 course (May also fulfill Cultural Enrichment or Social Awareness.I 

Required for Graduation: A cumulative honor point average of 2.0 or better in 11 All course work taken, 21 All course work 
taken in the major, and 31 All course work taken in the Business core. 
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Figure 9-14 
PUBLIC RELATIONS MAJOR TWO-YEAR CURRICULUM REQUIREMENTS 

Public Relations Major 
ENGL 121 Reporting 3 
ENGL 122 Advanced Reporting 3 
PREL 340 Public Relations Principles 3 
PREL 341 PR Methods: Print Production 3 
PREL 342 PR Methods: Meeting Management 3 
PREL 440 Public Relations Cases 3 
PREL 455 Public Relations Campaigns 3 
PREL 491 Public Relations Coop. Education Z 

23 hrs. 
Businesa College Core 
BLAW 301 Legal Environment of Business 3 
FINC 322 Financial Management 3 
ISYS 202 Principles of Information Systems 3 
MGMT 301 Applied Management 3 
MKTG 321 Principles of Marketing 3 
MKTG 499 Marketing Policy 3 
ENGL 325 Advanced Business Communication 3 
STQM 321 Introduction to Statistics ~ 

Related Business Courses 
ADVG 222 Principles of Advertising 
ADVG 334 Fundamentals of Media 
MGMT 447 Business Ethics 
MKTG 322 Consumer Behavior 
MKTG 425 Marketing Research 

General Education 
Choose one 300/400 level Social Awareness elective * 

24 hrs. 

3 
2 
3 
3 
~ 

14 hrs. 

3 hrs. 

General Education Courses 

Social Awareness 

64 hours required for B.S. in Public Reletions 

• If the General Education Course Global Consciousness requirement has not been met, this course must fulfill that 
requirement. 

Entrance Requirements 
1. Applicant must have an Associate Degree from an accredited institution. 
2. If the following courses (or their equivalent) have not be completed at the associate's level, they must be taken 
in addition to the required courses. 

ACCT 201 
ACCT 202 
ECON 221 
PSYC 150 
SOCY 121 

Principles of Accounting 1 
Principles of Accounting 2 
Principles of Economics 1 (Macro) 
Introduction to Psychology 
Introduction to Sociology 

3 
3 
3 
3 
3 

Social Awareness 
Social Awareness 
Social Awareness 

Ferris State's General Education Course requirements must be met either through the Associate Degree or through 
courses et FSU. Fore B.S. degree this includes CSee Current FSU Catalog for details): 

Communications Competence 
Scientific Understanding 
Quantitative Skills 
Cultural Enrichment 

Social Awareness 

Global Consciousness 

12 hours (ENGL, COMM-Speech, or WIC courses) 
7-8 hours (Natural Sciences including one lab.I 
MATH 115 or higher, pass proficiency, or 24+ on ACT math subtest 
9 hours (3 courses in at least two different areas, not more than 5 hours 

in music or theatre, 1 course at least 200 level or higher) 
9 hours (3 courses in at least 2 different areas, 1 Social Awareness, one 

with race/ethnicity and/or gender, and one at 300+ level) 
1 course (May also fulfill Cultural Enrichment or Social Awareness.) 

Students must replace required courses taken in the Associate Degree with courses approved by en Academic 
Adviser. 
1/23/96 
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Figure 9-15 

(Revised/ PUBLIC RELATIONS MAJOR TWO-YEAR CURRICULUM REQUIREMENTS 

G1nerel Education Courses 
Public Relations Major 
JRNL 121 Writing for Mass Media 3 
JRNL 122 Advanced Reporting 3 
PREL 240 Public Relations Principles 3 
PREL 341 Public Relations Tools 3 
PREL 342 Public Relations Tactics 3 
PREL 401 Public Relations Senior Seminar 2 
PREL 440 Public Relations Cases 3 
PREL 455 Public Relations Campaigns 3 
PREL 491 Public Relations Internship ~ 

26 hrs. 
Business College Core 
BLAW 301 Legal Environment of Business 3 
FINC 322 Financial Management 3 
ISYS 202 Principles of Information Systems 3 
MGMT 301 Applied Management 3 
MKTG 321 Principles of Marketing 3 
MKTG 499 Marketing Policy 3 
ENGL 325 Advanced Business Communication 3 
STQM 260 Introduction to Statistics ~ 

24 hrs. 
Related Business Courses 
ADVG 222 Principles of Advertising 3 
MKTG 425 Marketing Research 3 
VISC 214 Graphic Design & Computer Layout ~ 

9 hrs. 
General Education 
Choose one 300/400 level Social Awareness elective • 

~ Social Awareness 
6 hrs. 

62 hours required for B.S. in Public Relations 

• If the General Education Course Global Consciousness requirement has not been met, this course must fulfill that requirement. 

Entrance Requirements 
1. Applicant must have an Associate Degree from an accredited institution. 
2. If the following courses (or their equivalent) have not be completed at the associate's level, they must be taken in addition to the required courses. 

ACCT 201 
ACCT 202 
ECON 221 
PSYC 150 
SOCY 121 

Principles of Accounting 1 
Principles of Accounting 2 
Principles of Economics 1 (Macro) 
Introduction to Psychology 
Introduction to Sociology 

3 
3 
3 
3 
3 

Social Awareness 
Social Awareness 
Social Awareness 

Ferrie State's General Education Course requirements must be met either through the Anociete Degree or through courses et FSU. For• B.S. degree 
this includes (See Current FSU Cetalog for details) : 

Communications Competence 
Scientific Understanding 
Quantitative Skills 
Cultural Enrichment 

Social Awareness 

Global Consciousness 

12 hours (ENGL, COMM-Speech, or WIC courses) 
7-8 hours (Natural Sciences including one lab.) 
MATH 115 or higher, pass proficiency, or 24 + on ACT math subtest 
9 hours (3 courses in at least two different areas, not more than 5 hours 
in music or theatre, 1 course at least 200 level or higher) 
9 hours (3 courses in at least 2 different areas, 1 Social Awareness, one 
with race/ethnicity and/or gender, and one at 300+ level) 

1 course (May also fulfill Cultural Enrichment or Social Awareness.) 

Required tor Greduetion: A cumulative honor point average of 2.0 or better in 11 All courH work taken, 21 All course work taken in the major, and 31 All 
course work taken in the Businen core. 

Students must replace required courHs taken in the Anociete Degree with courses approved by en Academic AdviHr. 
8/20/97 
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Figure 9-16 

FERRIS STATE UNIVERSITY 
COLLEGE OF BUSINESS 

MARKETING DEPARTMENT 

PUBLIC RELATIONS CERTIFICATE 

Effective Fall 1996 

The following courses are required for the Certificate: 

1. PREL 340 

2. PREL 341 

3. PREL 342 

4. PREL 455 

Public Relations Principles, 3 er. (Prereq: ENGL 150) 

PR Methods: Print Production, 3 er. (Prereq: PREL 340, 
Grade of B or better in ENGL 150 & 250) 

PR Methods: Meeting Management, 3 er. (Prereq: PREL 340, 
Grade of B or better in ENGL 150 & 250) 

Public Relations Campaigns, 3 er. (Prereq: PREL 341 & 440*) 
(*Prerequisite of PREL 440 may be waived by instructor) 

12 CREDITS REQUIRED FOR THE CERTIFICATE 

For more information, please contact Professor Ronald Greenfield at (616) 592-2448 or the Marketing 
Department at (616) 592-2426. 

NOTICE REGARDING WITHDRAWAL, RE·ADMISSION, AND INTERRUPTION OF STUDIES: 
Students who return to the University after an interrupted enrollment must normally meet the 
requirements of the curriculum which are in effect at the time of their return, not the requirements 
which were in effect when they were originally admitted. 

SIGNATURES 

Date _____ _ 

Advisor ________________ _ Date _____ _ 

MktgDeptHead-------------~ Date ------
C. 0. B. Associate Dean------------ Date ------

86 



l 

! 
1 

Figure 9-17 

(Revised) FERRIS STATE UNIVERSITY 
COLLEGE OF BUSINESS 

MARKETING DEPARTMENT 

PUBLIC RELATIONS CERTIFICATE 

Effective Fall 1996 

The following courses are required for the Certificate: 

1. PREL240 

2. PREL 341 

3. PREL 342 

4. PREL455 

Public Relations Principles, 3 er. (Prereq: ENGL 150) 

PR Methods: Print Production, 3 er. (Prereq: PREL 240, 
Grade of B or better in ENGL 150 & 250) 

PR Methods: Meeting Management, 3 er. (Prereq: PREL 240, 
Grade of B or better in ENGL 150 & 250) 

Public Relations Campaigns, 3 er. (Prereq: PREL 341 & 440*) 
(*Prerequisite of PREL 440 may be waived by instructor) 

12 CREDITS REQUIRED FOR THE CERTIFICATE 

For more information, please contact Professor Ronald Greenfield at (616) 592-2448 or the Marketing 
Department at (616) 592-2426. 

NOTICE REGARDING WITHDRAWAL, RE-ADMISSION, AND INTERRUPTION OF STUDIES: 
Students who return to the University after an interrupted enrollment must normally meet the 
requirements of the curriculum which are in effect at the time of their return, not the requirements 
which were in effect when they were originally admitted. 

SIGNATURES 

Date _____ _ 

Advisor ________________ _ Date _____ _ 

MktgDeptHead _____________ ~ Date _____ _ 

C. 0. B. Associate Dean 
----------~ 

Date _____ _ 
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Section 10 
Enrollment Trends 
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Enrollment Trends 

When the Advertising/Public Relations sequence was launched in 1983 a total of 35 
advertising majors enrolled. The numbers grew rapidly to around 60 and then 
plateaued for four years until the Public Relations major was adopted by the Board 
of Control and implemented in 1990. Enrollment in the Public Relations curriculum 
peaked in 1991 at 100 students, coinciding with the similar highs in Marketing 
Department, College of Business and Ferris State enrollment (See Figure 10-1 ). 

In 1992, Public Relations enrollment dropped thirty percent to 70 students. Then 
declined to 61 in 1993 and 46 in 1994. During much of this period the one public 
relations faculty member was on leave or sabbatical finishing her Doctorate. Since 
the fall of 1 995 this decline has stabilized. 

While enrollment has been at the same for 1995-96 and 1996-97, the student mix 
has changed substantially. Only five new freshman came into the major in the fall 
of 1995 joining only five sophomores who were then enrolled in the program. With 
increased emphasis on recruiting in 1995-96, 15 freshman and 8 transfers entered 
the program by fall of 1996; a 60 percent turnover in the 38 students enrolled in 
the Public Relations major in one year. The attrition was due to graduation and a 
variety of factors including students who decided to switch majors due to serious 
writing deficiencies, the nature and demands of a public relations career, etc. With 
only six graduates in the Winter and Summer Semesters of 1997 and 26 new 
admits into the program for the fall of 1997, the enrollment in the major should be 
turning back up. 

With continued development and expansion of the recruiting effort and increased 
awareness among professionals of the unique public relations major at Ferris State, 
annual enrollment targets of 25 new freshman and 15 transfer students have been 
set. The transfers will consist of about five as sophomores from non-declared FSU 
students and students with a few courses from other colleges and about 10 as 
juniors, mostly community college transfers with AA degrees. With this pipeline, 
total enrollment in the Public Relations major will gradually increase and return to 
the 100 student level. The matrix below illustrates the impact of achieving these 
recruiting targets over a period of four successive years. 

New students 
Transfer students 
Continuing students 

Totals 

Figure 10-2 
Public Relations Major 

Recruiting Targets 

Fresh. 
25 

25 

Soph. 

5 
2.Q 
25 

Jrs. 

10 
2.Q 
30 

Srs. 

~ 
25 Program Total= 105 

By achieving this 100 student enrollment level, it will be possible to offer each 
Public Relations course and two journalism courses each semester, rather that the 
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1981 1982 1983 1984 1985 
Public Relations 2 14 35 45 49 
Public Relations (TJ Jl __Jl __Jl __Jl ~ 

Total 2 14 35 45 52 

Marketing Dept. 1322 1329 1269 1249 1277 

\OCollege of Business 4450 4514 4489 4340 4102 
0 

Ferris State 11261 11008 10767 10540 10909 

_L_ 

Figure 10-1 
Enrollment Trends 

Fall Semester 

1986 1987 1988 1989 
60 64 60 57 
~ J _ll J 
63 73 73 65 

1377 1509 1492 1555 

4189 4223 4229 4255 

1990 
71 

J 
80 

1635 

4337 

11310 11643 11792 11878 12076 

_J _J 

1991 1992 1993 1994 1995 1996 
86 56 54 41 33 35 

--14 --14 _J_ J J ~ 
100 70 61 46 38 38 

1668 1547 1314 1084 920 879 

4385 3859 3151 2579 2343 2136 

12461 12134 11188 10257 9766 9495 
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once-a-year sequencing (except for PREL 340) now in place. This will substantially 
enhance the flexibility of student class scheduling and enable Ferris State to bring 
new public relations majors into the program at any time of the year rather than just 
the fall semester. 

Figure 10-3 
Current Course Offerings 

Fall Winter Summer 

ENGL 121 x 
ENGL 122 x 
PREL340 x x x 
PREL341 x 
PREL342 x 
PREL440 x 
PREL455 x 
PREL491 x x x 
PREL497 x x x 

Ideal Course Offerings 

Fall Winter Summer 

JRNL 121 x x x 
JRNL122 x x 
PREL 101 x 
PREL240 x x x 
PREL 341 x x x 
PREL342 x x 
PREL401 x x 
PREL440 x x 
PREL455 x x 
PREL491 x x x 
PREL497 x x x 
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Program Productivity/Cost 

When enrollment in the Public Relations major was at normal levels (100 students) 
in the early 1990s the productivity and costs of the program were 1,309 SCH/FTEF 
(see Figure 11-1 and Appendix 0), about the same as Professional Golf 
Management, nearly double the University average and substantially above the COB 
average productivity/cost. 

Figure 11-1 
Student Credit Hours/Full time Equated Faculty 

1991-92, Quarters 

Public Relations 1309 
PGM 1469 
Ferris State 822 
College of Business 1035 

However, due to the overall University realignment, the two year absence of the 
one full-time public relations faculty member, meager student recruiting efforts and 
other related factors, enrollment in the Public Relations program and productivity 
declined significantly. A fairly logical and easily projected result. 

The most recent Office of Institutional Studies Productivity Report only covers the 
years 1993-94 through 1996-97 due to the switch from quarters to semesters. 
During this time period the number of student in the public relations major declined 
from 61 to 38 and, as a result, Student Credit Hours declined from 636 to 203. 
Full Time Equated Faculty (which included a .20 equivalent for the College of 
Business Cooperative Education coordinator) actually increased (from 1 . 12 to 1 . 14) 
due to the presence again of one full-time public relations faculty member. 

The end result of all of these atypical student and atypical f acuity inputs into the 
SCH/FTEF ratio, it declined from 566.18 to 177 .84 as shown in Figure 11-4. 

Ferris State 
College of Business 
Marketing Dept. 
Public Relations 

Figure 11-2 
Student Credit Hours 

~ 
274,458.50 

57,481.50 
16,020.00 

636.00 

93 

~ 
245,436.50 

48,728.00 
13,331.00 

412.00 

95-96 
234,015.50 

43,559.00 
11,805.00 

360.00 

96-97 
228,428.50 

39,909.00 
10,670.00 

203.00 
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Ferris State 
College of Business 
Marketing Dept. 
Public Relations 

Figure 11-3 
Full Time Equated Faculty 

~ 
565.42 
102.05 

28.98 
1.12 

94-95 
526.21 

98.76 
26.74 

1.06 

Figure 11-4 

~ 
504.21 

91.76 
27.59 

1.32 

Student Credit Hours/Full Time Equated Faculty 

~ ~ ~ 
Ferris State 485.40 466.42 464.12 
College of Business 563.24 493.40 475.36 
Marketing Dept. 552.73 498.49 427.80 
Public Relations 566.18 389.64 271.91 

96-97 
511.04 

94.87 
28.95 

1.14 

96-97 
446.99 
420.65 
368.58 
177.84 

Enrollment in the Public Relations major has bottomed out after some years of 
neglect. With the adoption of an aggressive marketing and recruiting program and 
appropriate support from the College of Business and the FSU Administration as 
outlined in Section 10, it is anticipated that student enrollment in the Public 
Relations major will nearly triple over a four-to-five year time frame. This will bring 
the program back to the favorable SCH/FTEF ratios to those enjoyed in the early 
1 990s and illustrated in Figure 11-1 . 

In addition, at the present time only the new Music Industry Management major 
requires that all program enrollees take the PREL 340, Public Relations Principles, 
course. This is interesting in light of the claims make in FSU 's Catalog for several 
majors. For example, the narrative for Marketing states that career tracks from this 
program: 

" ... include advertising, marketing research, product management, public 
relations, retailing, as well as a variety of miscellaneous positions. 11 

The narrative promoting and explaining the Professional Golf Management major 
says: 

"The PGM program includes preparation in the following areas: operations 
of a golf shop (including marketing, merchandising, accounting and small 
business management); golf course maintenance; public relations; teaching 
skills; golf rules; custom club repair and fitting; and the organization and 
conduct of golf events. 11 

Yet students in these and other Marketing Department majors (except MIM) are not 
required to take a public relations course. Majors which deal principally with the 
external publics, such as Marketing, Advertising, Professional Golf Management, 
Professional Tennis Management, Visual Communications, etc., should require that 
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each of their graduates learn basic public relations principles and skills by taking 
PREL 340. 

It also seems completely out of sync for Public Relations Principles to not be 
required of all COB graduates. Business today, particularly those FSU graduates 
working in management positions, rely heavily on written and verbal 
communications skills, relationship building, teamwork, etc. How can we graduate 
student in Management, Human Resource Management, International Business, and 
other such curricula without requiring a basic understanding of the principles of 
building relationships through proactive, two-way communications? 

A study some years ago found that corporate chief executive officers spend more 
than fifty percent of their time on public relations activities inside and outside of 
their organization. The success or failure of junior and senior business executives 
today is largely dependent on their ability build positive relationships with key 
constituencies which directly impact achievement of the organization's strategic 
goals and objectives and its success. 

This question needs to be addressed with each of the College of Business 
departments involved. The change of PREL 340 to a 200 level course will 
encourage increased enrollment. And a positive response, based on businesses 
demands for improved communications skills for marketing and management staff, 
will increase enrollment in PREL 240 and further improve the productivity ratios of 
the Public Relations curriculum. 
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Conclusions 

Centrality to FSU Mission 

The mission of FSU is to "be a national leader in providing opportunities for 
innovative teaching and learning in career-oriented, technological and professional 
education." The Public Relations program clearly provides a hands-on, applied 
curricula which produces a career-oriented, professional education. The Faculty 
surveyed nearly unanimously agree that the Public Relations major fits FSU's 
mission. 

Uniqueness and Visibility 

FSU's Public Relations program is relatively young. It was approved in 1988 with 
the first students graduating with a Bachelors in Business and a Public Relations 
major in May 1990. This curriculum was developed in conjunction with a 
committee of senior public relations professionals, including two past National 
Presidents of the Public Relations Society of America (the largest organization of 
professionals), to serve as a prototype Public Relations major in a U.S. College of 
Business. Today, FSU's program is only one of three Public Relations programs in 
Colleges of Business in the United States, making it truly unique among the 200 
universities offering public relations studies. 

Because of the youth of the major, its graduates are only beginning to move into 
management and senior positions in the profession. Most students have come from 
Michigan and surrounding Midwestern states with a few recent graduates from 
foreign countries such as Japan and Nigeria. The uniqueness of Ferris State's 
program has been featured in national professional publications such as ~ 
Relations Journal. 

Additional effort needs to be undertaken to increase awareness of FSU's unique 
program and knowledge of the potential of a public relations career. This will aid in 
recruiting, internship development and graduate placement and enhance Ferris 
State's reputation in Michigan, regionally and nationwide. 

Service to State and Nation 

The function of Public Relations in organizations is to build positive relationships 
which facilitate the achievement of the organization's goals and objectives. This is 
also a key philosophy underpinning democratic societies and free market 
economies. Providing public relations education and training to young people who 
will fill positions of responsibility and leadership makes a significant contribution to 
the harmonious and productive development of Michigan and the Nation. 

Demand by Students 

Enrollment in the Public Relations major has declined in recent years from the high 
of 100 students due to the absence of effort and the resources to promote the 
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program. During the years when no public relations faculty member was actively 
recruiting, freshman enrollment dropped each subsequent year. That is a logical 
result of such neglect. 

In the Fall of 1995, only five new freshman enrolled in the program, joining only five 
sophomores. The elimination of the Associates in Journalism program also removes 
a feeder program which, our research shows, generated about one-fourth of the 
students graduating from the public relations major. 

Since recruiting efforts have been expanding the past two years, the number of 
new students coming into the program has increased. By the fall of 1996, 62 
percent of the students in the program were new since the prior fall, including 1 5 
new freshman. Progress continues with twenty-six new students admitted into the 
public relations major for the fall of 1997. 

Recruiting efforts have been launched for high school juniors and seniors interested 
in public relations, journalism and communications and additional efforts are needed 
with community colleges and other high school special interest groups. The results 
of these early recruiting efforts look promising, however, emphasis must be placed 
on the quality and not just quantity of students brought into the program. The 
uniqueness of FSU's major offers excellent potential for product differentiation and 
"marketing" the program. 

Because of the relative youth of the profession, knowledge of public relations and 
its career opportunities are still very limited. As a result, special effort must be 
made to make young people and their parents aware of the nature and potential of 
the career field. FSU's unique major within the College of Business offers excellent 
opportunities to recruit students and, with the proper resources, that effort can be 
very successful. 

Quality of Instruction 

Current students in the Public Relations major rate the quality of FSU's instruction 
in public relations at 4. 94 on a scale of 5 equals excellent. They rated both the 
availability and helpfulness of the program advisor at 4.90 and the overall quality of 
the Public Relations curriculum at 4.50. For comparison purposes, these same 
students rated both the quality of College of Business instruction and the quality of 
FSU instruction overall at 3.81. 

FSU's Advertising/Public Relations option (1984-1989) and Public Relations major 
(1990-1996) graduates rated the effectiveness of the Public Relations curriculum at 
4.14 (5 equals excellent) compared to a 3.92 rating for College of Business courses 
and a 3. 79 for FSU's academic courses overall. Over this time frame, the program 
content changed several times. 

The Public Relations Advisory Committee rated the effectiveness of Ferris State's 
Public Relations curriculum (4.63 on a scale of 5 equals excellent) and public 
relations faculty (4.20) high compared to the College of Business (4.00 and 3. 75 
respectively) and FSU overall (3.50 and 3. 75 respectively). 
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Employers rated the skills and knowledge of FSU graduates as good to excellent in 
professionalism, ethics and integrity, public relations knowledge and skills. They 
also rated knowledge of marketing, management, finance, accounting and related 
business skills and functions at 4.91 of a scale of 5 equals very important. 

Demand for Graduates 

According to Department of Labor research, public relations jobs will grow by 4 7 
percent during the decade, making the career one of the 10 fastest growing 
employment categories in the United States. Members of FSU's Public Relations 
Advisory Committee see public relations jobs in Michigan growing by more than 
seven percent annually in the next decade. FSU's Career Services office studies 
show that employment rates for the public relations graduates continue to run at 
1 00 percent. 

Starting salaries of Public Relations graduates nationwide are traditionally relatively 
low. The profession requires that these young people "prove" themselves and then 
wage potentials increase markedly. These low starting salaries sometimes 
encourage new public relations graduates to accept employment in a different but 
frequently closely-related field. This fact reinforces the need to encourage 
internships and networking with professionals to enable FSU's graduates to gain 
visibility and public relations job opportunities. 

The fact that FSU's public relations major with a Business degree is unique also 
provides graduates with a variety of career paths and this will be a great advantage 
over the long-term in today's business environment. However, significant effort 
needs to be made to increase awareness of FSU's curriculum among public 
relations professionals and business and non-profit organization managers. 

Placement Rate and Average Salary of Graduates 

FSU's Public Relations graduate placement rates continue to run at 100 percent, 
according to FSU's Career Services research. Starting wages run $20,000-25,000 
per year. The median salaries of U.S. public relations professionals are now 
$49,000 annually (12 years of experience and 43 years of age), according to recent 
PRSA and IABC studies. 

Despite the relative youth of FSU's public relations program, our Program Review 
research with graduates shows that more half make more than $40,000 per year 
and eight percent earn more than $60,000 annually. Only two of our graduates 
have yet reached the 12 years median experience level found in the PRSA study of 
all public relations professionals mentioned above. 
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Service to Non-Majors 

The PREL 340 course, Public Relations Principles, is utilized by students in several 
College of Business programs, principally as an elective. On average, more than 
eighty percent of the students completing this course are not public relations 
majors. The areas of study represented primarily include Music Industry 
Management, Marketing, Advertising and Hospitality Management. 

Research with COB alumni and Business professionals indicates that improved 
verbal and written skills are needed by college graduates. The Faculty also 
indicates that the ability to build positive relationships (a principal role of public 
relations) in a very important skill for Business graduates. In light of this, it seems 
likely that additional COB students should be enrolled in the PREL 340 course. The 
change of PREL 340 to the 200 level should further encourage this. 

Facilities and Equipment 

No special facilities are now being used by the Public Relations program. The COB 
MAC computer lab, however, was partially intended for and should be used for 
PREL 341, Public Relations Methods. That use was suspended after the 1995-96 
year because unreliability of the computers and software caused extreme 
inefficiency and downtime in the 341 course. Resolution of these problems in COB 
106 should be made a priority and application of the lab should be aggressively 
incorporated into all public relations courses. 

Additional computer knowledge and skills will be needed by Public Relations majors 
in the future and this will require use of both MAC and DOS based systems with 
Pagemaker, Windows, Word, Powerpoint, Excel and OuarkXpress software, 
according to our graduates and Advisory Committee. This expansion will place 
additional demands on the MAC lab and require that public relations students also 
increase utilization of current CIS courses in DOS/Windows systems. 

In addition, the availability of a specific room or physical space for a public relations 
program focus and for secure display of samples of the profession would be an 
important asset in recruiting. This would be strongly supported by the Advisory 
Committee, graduates and other professionals and provide a physical focus for the 
program, much as is now enjoyed by PGM, PTM and VC, COB's successful 
curricula. 

Library Information Resources 

A comparison of Timme Library resources with standard professional public 
relations references included in the uBibliography for Public Relations Professionals" 
(Appendix K) developed by the Public Relations Society of Amercia shows that only 
about one-fourth are available at FSU. In addition, many of those which are 
available are older editions; sometimes 2-3 editions out-of-date. 

The Public Relations program needs to work closely with the Library to improve this 
availability of references materials and resources. Funds should be designated 
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annually to being the collection up to minimum standards and the public relations 
coordinator should develop a priority list of references to be acquired on a defined 
schedule. In addition, the Public Relations program should develop and launch a 
special contributions effort among graduates and professionals to aid in improving 
the materials to support teaching programs. 

Cost 

Because no special facilities are used for the Public Relations major the costs of the 
program, are principally faculty wages and benefits based. With the decline in 
enrollment in the program in recent years and the instability of faculty, both full-
time and adjunct, the Student Credit Hours/Full Time Equated Faculty ratio has 
declined by about two-thirds from the 566.18 in 1993-94. When enrollment in the 
Public Relations major was at normal levels (100 students) in the early 1990s the 
productivity and costs of the program were 1,309 SCH/FTEF (see Figure 11-1 and 
Appendix 0), about the same as Professional Golf Management, nearly double the 
University average and substantially above the COB average productivity/cost. 

None of the increase in new freshman public relations students is yet impacting the 
SCH/FTEF ratios since students do not begin to take courses in the major until the 
second semester of their sophomore year. With the projection that aggressive 
recruiting will gradually increase the enrollment and return it to the 100 student 
level of the early 1990s, the costs per student hour is expected to again 
significantly surpass the University and College of Business average levels. 

Faculty: Professional and Scholarly Activities 

The one faculty member in the public relations program is an Accredited Public 
Relations Professional and holds a Masters in Communications from the University 
of Illinois (see Vita in Appendix I). He joined FSU in the fall of 1995 after some 25 
years of professional public relations experience, most recently as Vice President-
Public Relations for an international energy company with annual sales of $2 billion. 
During this time, he managed a staff of up to 27 people and annual budgets of $4.5 
million. 

He has been an active member of the Public Relations Society of America for a 
quarter century and was recently nominated to serve a three-term on the Board of 
Directors of the Western Michigan Chapter, based in Grand Rapids. He has also 
recently renewed membership in the International Association of Business 
Communicators to rebuild relationships with the professionals involved in that public 
relations organization. 

Administration Effectiveness 

The one Public Relations faculty member, by necessity, wears many hats. He not 
only now teaches five Public Relations courses but also serves as advisor to the 35-
40 students in the major, as f acuity advisor for the Public Relations Student Society 
of America Chapter, as chief recruiter of students, and as coordinator for all 
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administrative aspects of the academic program. That's in addition to general 
administrative and committee work expected of all faculty. 

With the elimination of the Cooperative Education coordinator position in the 
College of Business in May 1998, the public relations faculty member will also 
assume responsibility for managing the Public Relations Internships (PREL 491 ) 
course. At least one internship is required of all students in the major while 2-3 are 
recommended. 

This load produces some significant limits on the available hours and emphasis on 
recruiting students into the major; a huge and important requirement at this stage of 
rebuilding enrollment in the program. These awareness and promotion programs 
must be increased to return public relations enrollment to normal levels but those 
needs will likely suffer from the limitations built into the current FSU and COB 
faculty and staffing structure. 

In addition, with the growth in enrollment expected in public relations over the next 
few years, the PREL course offerings and frequency will need to be increased. If 
the 100 student level is achieved, this will necessitate the eventual additional of 
one full-time faculty member in public relations. 
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Recommendations 

1. A faculty member should be officially designated as Coordinator for the Public 
Relations program with correlating authority and accountability to manage the 
program for long-term success. Those COB programs (PGM, VC and PTM) with a 
Coordinator now are those which have been most successful in sustaining strong, 
growing curricula in the face of recent COB enrollment declines. Appropriate 
release time should be allocated for this Public Relations program Coordinator and 
administrative function. 

2. For the Public Relations program to return to its early 1990s enrollment levels 
and to achieve the potential inherent in its unique curriculum and the DOL's 
projected 47 percent growth in the career field, the College of Business and FSU 
administrations must make the commitment and provide the resources required to 
recruit quality high school graduates and community college transfers specifically 
for the major. To develop and implement this aggressive approach, it is essential to 
allocate and dedicate manhours to the task for the particularly critical rebuilding 
years. Allocating one-quarter time equivalent for the Public Relation Coordinator to 
focus on this recruiting effort over the next three years is essential. The recruiting 
should be focused on two aspects: 

A. Increase knowledge of Public Relations as a growing career field. 
B. Increase awareness of FSU' s unique Public Relations major. 

This effort should initially target the following publics: 

A. High school juniors and seniors with good communications skills and 
good academic records. 

B. Community college freshman and sophomores with good 
communications skills and interests. 

C. High school journalism and English teachers and student newspaper and 
yearbook advisors. 

D. Community college journalism and English faculty, student newspaper 
advisors, and public relations administrative staff. 

3. The responsibility for administering the internship (PREL 491, Public Relations 
Cooperative Education) course will return to the public relations f acuity on May 
1998. This will require that the one current Public Relations faculty member assume 
responsibility for this course this summer and a normal one-course load should be 
allocated to this responsibility. 

4. Several minor revisions and updates of the public relations curriculum are 
discussed and defined in Section 9. These changes, summarized below, effect both 
the four-year and two-year programs and should be implemented at the earliest 
possible date. 

A. Add PREL 101, Public Relations Freshman Seminar. 
B. Change PREL 340 designation to PREL 240, sophomore level. 
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C. Revise PREL 341 content to become Public Relations Tools. 
D. Revise PREL 342 content to become Public Relations Tactics. 
E. Add PREL 401, Public Relations Senior Seminar for both fall and winter 
semesters of the senior year. 
F. Change the title of PREL 491 to Public Relations Internship. 
G. Change GEOG 100 requirement to GEOG 112, Cultural Geography. 
H. Change format of upper level Gen Ed courses from specific courses to 
a student's selection from a specified type and level of course. 
I. Shift two "related business courses" from required to elective to reduce 
graduation hours to 124. 
J. Delete other required and recommended courses which no longer exist. 

5. A strong effort and program should be put into place to rebuild and enhance the 
support of FSU's public relations graduates. Over the long-term this will improve 
educational efforts, aid recruiting, increase internship placements, improve job 
opportunities, foster special financial support for the public relations program, etc. 
Communications has already been established with many of the alums and this 
expanded program may include: 

A. Hosting an annual FSU Homecoming tailgate luncheon. 
B. Publishing an annual directory of FSU PR alumni. 
C. Organizing a formal FSU PR Alumni group or club. 
D. Getting alumni to organize an annual contributions program to support 

the PR major. 
E. Developing an annual alumni-student shadow day for real-world exposure. 
F. Offering a career planning/job search workshop for alumni. 

6. A plan should be developed in conjunction with FSU's Timme Library staff to 
bring the library's public relations references and resources up to a reasonable 
standard. This program would be enhanced by a special contributions program 
among alumni, Advisory Committee members, public relations professionals, etc. 

7. Awareness of the quality and uniqueness of FSU's public relations major appea~rs 
to be surprisingly low among professionals in Michigan. Special programs and 1 

effort needs to be made to overcome this handicap and then to expand this 
communications program into surrounding states and nationwide. Over the long 
term, such an effort will enhance recruitment, internship placements and job 
opportunities for new and old graduates. 

8. Responsibility for administering the two "journalism" courses (ENGL 121 and 
122) required of all public relations majors should be transferred to the College of 
Business from the Language and Literature Department where it has resided along 
with the now discontinued Associates in Journalism program. Nearly all of the 
students now taking the two courses are Public Relations majors and this is 
expected to continue. This change is logical to insure that course content in 121 
and 122 mesh seamlessly with the 300 level public relations courses. The JRNL 
prefix should be returned so that other interested (non-PR) students would be able 
to again "find" the courses in the class schedule. 
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9. Appropriate staffing and administration must be put into place to solve the 
operating problems in the MAC lab, COB 106. If these computers and related 
software become reliable, the PREL 341 course should resume using the facility and 
its utilization should also be aggressively applied to all other PREL courses. In 
addition, at least one Pagemaker software package for DOS Windows should be 
installed on the COB Server for use in the computer labs (other than COB 106) and 
to solve compatibility problems experienced between MAC and DOS based 
Pagemaker programs. 

1 O. The Public Relations students sharply identified concerns about the quality and 
value of ISYS 202, Principles of Information Systems, which is part of the COB 
Core, rating the course the lowest of any in the curriculum (a 2.06 on a scale of 5 
equals excellent). At the same time graduates, employers and Advisory Committee 
members strongly identified the need for additional MAC and DOS computer training 
for public relations students. It appears that change is needed in 202 and that for 
Public Relations majors, at least, this three hours of core requirement should be 
replaced with a hands-on, applied course in Windows, Word, Powerpoint and Excel. 
The COB needs to take steps to resolve this issue. 

11. As enrollment in the Public Relations program increases, it will become feasible 
and necessary to offer the PREL 341, 342, 440 and 455 courses, along with the 
two journalism courses, in both fall and winter semesters. This will dramatically 
enhance the ability of new students to enter the program throughout the year and 
provide needed flexibility of scheduling for the students. As discussed in Section 
10, as enrollment approaches 100 students, additional public relations faculty will 
be required leading to at least one more full-time position, supplemented, as 
necessary, by adjuncts. 

1 2. A physical focal point for the Public Relations program, as is now enjoyed by 
majors such as PGM, PTM and VC, will be a strong asset in recruiting. This could 
be as simple as one secure room where the wares and work of public relations 
professionals can be displayed for recruits and parents and utilized by students. 
Substantial effort should be made to fulfill this need. 
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Appendix I 

PROGRAM REVIEW PANEL EVALUATION 

Instructions: Circle the number which most closely describes t he program you are evaluating. 

1. Student Pen:eption of Instruction Average Score 1.1 

Student Satisfaction with Program Average Score 9. "7 

ent iy enro stu ents are ent Y.. enro stu ents are 
very sat1med with the prosram not satisfied with program faculty, 
fac~ty, equipment, facilities, and equipment, facilities, or 
cumculum. cum cul um. 

3. Advisoi:y Committee Pen:eptions of Program Average Score L/.. 0 

visory committee mem rs 
perceive the program curriculum, 
facilities, and e~uipment to be of 
the highest quality. 

'· Demand for Graduates 

s. Use of Infonnation on Labor Market 

e cu ty an a m1n1strators 
use current data on labor market 
needs and emerging trends in job 
~ings to S)'stematically develop 
and evaluate the program. 
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visory comnuttee mem rs 
perceive the proSJ:8M curriculum, 
facilities, and equipment needs 
improvement. 

Average Score 3, S ~ 

ra uates are sometimes reed 
to find positions out of their field. 

Average Score S: 0 . 

e cu ty an a uustrators 
do not use labor market data in 
planning or evaluating the 

program. 
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6. Use of Professioiy'Indushy Standards 

ess10 m ustry stan 
(such as licensing, certification, 
accreditation) are consistentl)' 
used in planning and evaluating 
this program ana content of its 
courses. 

7. Use of Student Follow-up Information 

ent o ow-~ ta on 
completers and leavers are 
cons1stentl)' and systematically 
used in evaluating this program. 

8. Relevance of Supportive Cout'Ses 

p ica e su~rttve courses 
are closely coordinated with this 
program and are kept relevant to 
program goals and current to the 
neoCls of students. 

9. Qualifications of Administrators and Supeivison 

Average Score 5: 0 

l e or no recogmtton is given to 
specific professiOn/industry 
standard$ in planning and 
evaluating tliis program. 

Average Score t/. 7 

Average Score 4. .:5' 

upport1ve course content re ects 
no planned approach to meeting 
needs of students in this program. 

Average Score S. 0 

~rsons ~ns1 e or ersons respons1 e or rrecting 
directing and coordinatins this and coordinating this program 
program demonstrate a high level have little administrative training 
of aaministrative ability. and experience. 

10. Instructional Staffing 

11. Facilities . 

sent Cl it1es are su ic1ent 
to support a high quality program. 

Approved by Academic Senate June 20, 1996 
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Average Score -=3._. 3.,· __ 

Average Score __ 2_ .... o __ 

resent ac1 1t1es are a major 
problem for program quality. 
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12. Scheduling of Instructional Facilities 

13. Equipment 

Average Score l/. 0 

ac~ ities an equipment or this 
are significantly under-or-over 
scheduled. 

Average Score /, 7 

esent equipment is icient resent eqwpment is not 
to support a high quality program. adequate and represents a threat 

to program quality. 

14. Adaption of Instruction Average Score '/. 7 

nstruction m a courses requ1r 
for this program recognizes and 
respondS to individual student 

nstructiona approac es m is 
program do no consider individual 
student differences. 

interests, learning styles, skills, and 
abilities through a variety of instructional 
methods (sucll as, small group or individualized 
instruction, laboratory or hands on experiences, 
credit by examination). 

15. Adequate and Availability of Instructional Materials 
and Supplies Average Score J. 3 

acu ty rate at e mstruct1ona acu o/ rate at e instructional 
materials and supplies as bein~ matenals are limited in amount, 
readily available and in sufficient generally outdated, and lack 
quantity to support quality relevance to program and student 
instruction. needs. 

109 
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ADMINISTRATIVE PROGRAM REVIEW 

Date Submitted: ...,21_2_4_/9_7 _________ Dean: Joseph Rallo 

Please provide the followina information: 

Enrollment/Personnel 
Fall 1992 Fall 1993 Fall 1994 Fall 1995 

Tenure Track FrE 1.4 1.12 1.06 1.40 
Overload/Supplemental FfEF 
Adjunct/Clinical FrEF (unpaid) 
Enrollment on-campus total * 70 61 49 38 

Freshman 
Sophomore 
Junior 
Senior 
Masters 
Doctorial 

Enrollment off-campus * 0 0 0 0 
• Use official count (7-day count for semesters, 5-day count for quarters). 

Financial (SEE MARKETING DEPARTMENT) 
Expenditures * FY92 FY93 FY94 FY95 

Supply & Expense 

Equipment 
Gifts & Grants 

•use end of fiscal year expenditures. 

Other 
AY 91-92 AY 92-93 AY 93-94 AY 94-95 

Number of Graduates *· Total 9 22 13 11 
-On Campus 9 22 13 11 
- OffCampus 0 0 0 0 

Placement of Graduates 25% 40% 61% 85% 
Average Salary NIA N/A $22,000 NIA 
Productivity-Academic Year Average 873 653 566.18 389.64 

-Summer 375 423 ? 267 
Summer Enrollment 13 35 36 17 
*Use total for academic year (F, W, S) llO 

Fall 1996 
.75 

38 

NIA 

FY96 
SeeMKTG 

Dept 

AY 95-96 
NIA 
NIA 
NIA 
N/A 
NIA 

271.91 
229.03 
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ADMINISTRATIVE PROGRAM REVIEW 

Program/Department: Marketing Department 

Date Submitted: _,2_/2_4_1 ..... 97..__ ________ _.....Dean: Joseph Rallo 

Elease provide the followin& infoonation: 

1 Enrollment/Personnel 
Fall 1992 · Fall 1993 Fall 1994 Fall 1995 Fall 1996 

l 
Tenure Track FI'E 27 27 25 24 27.74 
Overload/Supplemental FI'EF (1) 
Adjunct/Clinical FI'EF (unpaid) 
Enrollment on-campus total* 

Freshman 
Sophomore 
Junior 
Senior 
Masters 
Doctorial 

Enro]me1 t off-campus* (1) 
* Use official count (7-day count for semesters, 5-day count for quarters). 

Financial (SEE MARKETING DEPARTMENT) 
Expenditures * FY92 FY93 FY94 FY9S FY96 

Supply & Expense $121,772 $128,006 $80,388 $137,692 $51,525 
Equipment 
Gifts & Grants 0 752 75 1048 NIA 

•use end of fiscal year expenditures. 

Other (1) 
AY 91-92 AY92-93 AY93-94 AY94-9S AY 95-96 

Number of Graduates *-Total 
-On Campus 
- OffCampus 

Placement of Graduates 
Average Salary 
Productivity - Academic Year Average 

-Summer 
Summer Enrollment 
*Use total for academic year (F, W, S) 

(1) -See Program Sheet. 111 
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Public Relations 

Areas of strengths: 

• Public relations/marketing/business blend of courses in major 
• Unique Public Relations major program 

Areas of concern: 

• Enrollment in major down from high of 100 students to 38 cWTently 
• Very uneven level of knowledge among cWTent majors due to variety of teachers, lack of control 

over course content, etc., over past two years 
\) • Average quality of students in major needs to be raised 

• Job placement percentages are lower than they should be, even for difficult first job career area 
like PR 

• Alumni support and involvement is very weak and will take months/years and significant 
commitment to resolve 

3. Future goals (please give time frame): 

1 4. 
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• Apply results of Academic Program Review to strengthen program - 1998 
• Increase enrollment to 100 students in PR major by the 2000/200 I academic year 
• Continue to hold two PR Advisory Council meetings annually 

Recommendations 

• Commit faculty time and budget to aggressive PR major recruiting program 
• Review and strengthen content of PR courses 
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Mission Public Relations Program 

Mission 

The mission of the Public Relations Program is to enable 
students to learn and apply the principles and techniques of 
public relations and related fields so that they can compete, 
succeed and advance in their chosen career paths and contribute 
to the economic vitality of their employing organizations, the 
State of Michigan and the global business community. 

The mission is accomplished by maintaining a well-rounded 
curriculwn in public relations, journalism, marketing, advertis-
ing and management, plus a full business sequence. This five-
point program and sequence makes· the .program unique in North 
America. Emphasis is placed on gaining practical hands-on 
experience, applying decision-making skills, and utilizing 
appropriate computer and media technoloqy. 

Purposes 

1. To provide students with a foundation of public relations 
theory and practice, including a working knowledge of the 
integrated communications concept. 

2. To equip students to apply public relations principles and 
practices to a diverse array of organization types, from corpora-
tions to entrepreneurial enterprises to.nonprofit organizations. 

3. To provide students with a competitive edge in employment and 
career advancement. 

4. To empower students to make decisions using the most appropri-
ate information technology while considering the societal impact 
of their decisions and the need to maintain the highest standards 
of professional and business ethics. 

s. To encourage students' personal gro~h and lifelong learning. 

6. To provide businesses, agencies and other organizations with 
graduates who have a solid foundation of public relations theory 
combined with practical application. 

7. To continue efforts among public relations practitioners and 
employers to emphasize and enhance their recognition of the _ 
five-point Ferris public relations program as a unique and model 
program for public relations ~ducation with a business emphasis. 

8. To be responsive in ?Ur curriculum to the ever-changing needs 
of students, public relatic:>ns"practitioners, and the businesses, 
agencies and other organizations th~t employ.them. 
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Goals 

1. To increase students• competence in appropriate computer and 
media technology, with an emphasis on developing creative, 
problem-solving and decision-making skills. 

2. To increase students• appreciation of the global nature of 
public relations practice, especially as it applies to the poli-
cies and actions of employing organizations and clients. 

3. To enhance the speaking, writing, and presentation skills of 
students, including utilization of appropriate technology. 

4. To encourage students to supplement their academic work with 
participation in appropriate curriculum-related activities such 
as the Public Relations Student Society of America and ~ Torch. 

s. To increase recruitment and retention of academically 
motivated students. 

6. To solicit additional public relations internship opportunities, 
especially in nonwestern areas of the state. 

7. To increase public relations alumni participation in classes, 
programs, special events, contributions, and location of intern-
ships and job placements. 

a. To increase the integration of the public relations curric-
ulum with other programs of the university by developing joint 
courses and special seminars, utilizing faculty exchange, and 
pooling library and technology resources. · 

9. To continue to coordinate public relations courses and other 
curriculum efforts with other educational institutions, both in 
Michigan and through the educator venues of the Ptiblic Relations 
Society of America and the International Association of Business 
communicators. 

10. To increase support for faculty development, innovative 
teaching, student advising, ·and applied research. 

11. To involve public relations professionals in curriculum-
related activities and student development by, soliciting their 
participation in our advisory committee, class projects, 
internships, seminars, workshops, and professional meetings. -

12. To solicit increased support by the Public Relations Advisory 
Committee and other interested. professionals, especially in the 
areas of student recruitment·and monetaJ:Y support for library and 
technology resources. · 

13. To acquire and maintai~ faculty, library,, and technology 
support at a level to qualify for certificat-ion of the public 
relations program by the Public Relations society'of America. 
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Academic Affairs/Colleee of Business/Marketin1 Department /Public Relations Program Fiscal Year 1998 

GOAL 1. 

•. 

. . 
MAJOR Ac;TIVITIES AND PROCESSES 

• See CoJJege of Business Goal# I, 2, 8, 7 
• See MKTG Department Goal # 2 
• Develop equipment update & additional =sor-7Wi'l:d" 
• Develop and plan to accomm¢ate additional workstations 

EXPECTED OUTCOMES 

Update uistin1 Mac labs to Power PCs 
and increase number or work stations 
from 18 to 36 to accommodate all 

. adverdsin& and public relations 
· students required to take Mac-based 
counes beginning Fall 1997 • 

• Advertising, Public Relation and ViSual Communication students will participate in the computer based 
training necessary for job placement. 

• ..AEI·• ei dfing students will have the necessary equipment to execute assignments. 
f'J ~~ 11:. (lln;.A'TION · . 

INDICATORS/SOURCE 

• Faculty & employer evaluations ·· 
• Alumni Feedback 
• Student Demand 
• Placement Rates 

REPORTING PROCESS 

• Depanment Head 
• Associated Faculty 

RESOURCE REQUIREMENTS 

• • $80,000.00 

FTE Salary Adult P·T Stud Wage S&E Equip Total 
Int Re-Alloc 
One-Time 80000 80000 
Base Fund 
Total 80000 80000 
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Academic Affairs/College of Busiaess/Marketi~I Department /Public Relations Pro1ram Fiscal Year 1998 
. .. ' . . . .... -·.· .... 

. ·. 

GOAL2. 

....... 

MAJOR ACTMTIES AND PROCESSES 
I . . 

"· ~o equip ltlldents to apply principles 
and pra~ces to a divene array or 

· • Of'l&Dizatioa types 

. I 
• Continue current class emphases on hinds-on application of skills and analysis ofaear-rea.1-life and real-life 

situations · 
• Provide training in· field-relevant technology 
• Encourage students to participate in PRSSA 

EXPECTED OUTCOMES 

• PR.EL 341, 342 ·build knowledge and skills for beginning-level PRjob tasks 
• PR.EL 440 • to increase knowledge and application of 4-step process in analysis of recent and current PR 

situations · 
• PR.EL 455 • Plan and prepare a PR campaign 
• PR.EL 491 ·Do PR projects in an actual work situation 
• Acquire skiJls in desktop publishing. Introduce information access and transfer concepts 
• Additional knowledge and skiJJs beyond classroom 
.. Contact with actual professionals 
• Develop and practice planning and leadership skills 

INDICATORS/SOURCE 

• · Portfolio of pr0jects on a specific student-selected organization presented to potential employers 
• Graded and written presentations · 
• Recruit and service an actual client, evaluated by client 
• Serve a required, supervised internship evaluated by a co-op director 
• Completion of three workshops with computer training firm, incl.uding evaluation of in-class and interim 

exercises 
• Membership of20% of PR majors in PRSSA. Track participation in campus activities and projects and 

attendance at West Michigan PRSA meetings 

REPORTING PROCESS 

\ . ~. Ded~en8t Cardbair 
• A VISOI')' 0 
• PRSSA National headq~rs 

l • Professional advisors . 
• &.Board PRSSA • 

I RESOURCE REQUIREMENTS 

• Retention of Co-op Director or released time for faculty 

l . •• Access to Mac Jabs for workshops and practice 
Software, S~,000 estimate 
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Academic AfTain/College of B~iness/Markethi& Department ~ablic Relations Pro1rain FucaJ Year 1998 
.. · 

• : • • • •••I . • • . ' " ~· 

GOAL3. 

MAJOR ACTIVITIES AND PROCESSES . ·, 

·. Increase recraitment and retention or 
academically motivated students 

• Follow-up by phones and/or letters on students admitted, but dot committed to FSU and PR and on other 
inquiries · · 

~ Develop specific fact sheet for use by admissions 
• Identify and prepare pitch to high school and commllnity college colinselors 
• Develop English evaluation test that assesses students' ability in the foremost skill of writing and thus their 

readiness for curriculum · 

EXPECTED OUTCOMES 
-

• Encourage enrollment at FSU 
• Encourage interest and enrollment of academically skilled and highly motivated students as opposed to those 

with casual interest 
• Reduce frustration of students who lack minimum skills for success in challenging curriculum 

INDICATORS/SOURCE 

• One faculty Jetter, one student Jetter and one faculty phone call to each admitted, but not committed student 
· • Preparation of sheet, track use by Admissions 
' Prepare list and letter to counselors, track number of requests for infonnation and visits 
· • Develop instrument in cooperation with testing and assessment office 

REPORTING PROCESS 

• Recruitment and Retention Coordinator 
• Department faculty 

1 ·· . · • Admissions office 
• Testing and assessment office 

• 
\ . RESOURCE REQUIREMENTS 

• Continued access to Jong distance telephone service 

l . • · Continued access to copying 
e SJ,000 built into budget 

FTE Salary Adult P·T 
lnt.Re-Altoc 

1 
One-Time 
Base Fund 
Total 

l 
I 

Stud Wage S&E Equip Total 

1000 1000 
1000 1000 
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FTE Salary Adult P·T· Stud Wage S&E Equip Total 
Int Re-Alloc 
One-Time .. .. 5000 ·5000 •. 
Base Fund •, 

Total .. 6000 .eooo 
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Academic Affairs/College of Business/Marketing Department /Public Relations Program Fiscal Year 1998 

GOAL4. 
. .··. ··.· .. : · ..... . 

.. '. .· .. 

MAJOR Acnvrin:s AND 'PRO.~ss:Es · · 

Involve public relations professionals 
In carriculum~related activities and 
student development 

• Encourage more advisory board participatfon in class ~d PRSSA activities 
• Increase student participation in West Michigan PRSA meetings and special programs 
• Schedule student workshops by area PR professionals 
• Schedule field trips to professionals' place of business 

EXPECTED OUTCOMES 

• Students meet professionals, learn more about their work and their expectations of graduates 
•· Students exposed to diverse views of PR field 
• Professionals provide evaluation of student readiness to enter field 

INDICATORS/SOURCE 

• Track advisory board visits to campµs and get brief evaluation of experience fi'om them 
• Track student participation in events, fiJJ out evaluation forms at PRSSA meeting at end of each semester 
• Track workshops and get evaluation from professionals and students 
• Track attendance and get student rialuation in class or PRSSA as appropriate 

REPORTING PROCESS 

• Department faculty 
• Advisory board 
• PRSSA E-board 

RESOURCE REQUIREMENTS 

· • Financial support for advisory board - 2 meetings per year, $2,000 estimated 

FTE Salary Adult P·T Stud Wage S&E Equip Total 
Int Re-Afloc 
One-Time 
Base Fund 2000 2000 
Total 2000 2000 
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Academic Affairs/Colle&e. of Business/Marketinl Department /Public Re~tiou Proarani Fiscal Year 1998 
·. . 

.·: .·. · .... · ...... . 

GOALS. To inake progress toward qualifying •. for· eertification by tbe PRSA · 

MAJOR ACTIVITIES AND PROCESSES · 

• Discuss with Department Head, Dean and VP the need for seoond professor 
• Continue effort to acquire and maintain library resources 
• Gain access to appropriate computer technology 

EXPECTED OUTCOMES 

• Explore the basis for acquiring support for second position 
• Acquire more books, develop system to maintain donated journal collections 
• Provide Jab and appropriate software to learn and practice desktop publishing skills 

INDICATORS/SOURCE 

• Written summary of findings and agreement. 
• Track number of acquisitions. Written policy regarding journal collection 
• Written policies ~d procedures regarding access to Jabs. Actual schedules of use 

"REPORTING PROCESS 

• Department Chair 
• Dean 
• Vice President 
• Advisory Board 
• Library Dean 
• Lab Supervisors (College of Business & Mac) 

r . RESOURCE REQUIREMENTS 

• Access to lap tops and appropriate s~ftware, $15,000 
• 

FTE Salary Adult P-T Stud Wage S&E Equip Total 
Int Re-Alloc 

1 . 
one-Time 
Base Fund 2000 13000 15000 
Total 2000 13000 15000 
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College of Business-Pro.gram Plans/Goals/Futur.e 

1996/97 

· PROGRAM: Public Relations 

Current Status: 
• Unique PR curriculum positioned in Business but this merit needs to be sold. 
• From high of 109 students in 1991, FSU's PR enrollment dropped to 37 in Fall 1995 with only 5 freshman 

and 5 sophomores. 
• Offering the four junior/senior level PR courses once-per year creates confusion, inflexibility and student 

hardships. 
• Low recognition of and respect for FSU's ten-year-old PR major exists among Michigan and regional PR 

professionals. 
• Overall quality of FSU's PR students must be raised to provide maximum quality of graduate product. 

Three-year Plan: 
• Build recruiting programs to secure 30 freshman and 15 transfer PR students annually. 
• Complete curriculum revisions to update and make requirements student friendly. 
• Revise PREL 341 & 342 courses to avoid redundancy and strengthen content. 
• Enhance awareness of and respect for FSU PR major within Michigan and regional PR profession. 
• Commit resources to develop effective PR advising, internship and placement programs. 
• Revitalize PRSSA and build it into productive, extracurricular activity. 
• Establish active PR Alumni organization to support FSU PR program. 

Anticipated Needs: 
• Complete curriculum revisions by 1997-98 year. 
• Establish freshman level course section expressly for PR majors and taught by PR faculty. 
• Commit equivalent to 1/4 time PR faculty position to PR student recruiting. · 
• Commit equivalent to 1/4 time PR faculty position to PR student advising, internship management, PRSSA 

faculty sponsor and PR graduate placement functions. 
• As PR enrollment builds, offer PREL 341,342,440 and 455 both the fall and winter semesters and add one 

full-time PR faculty member~ 
• Commit $1,500 annually to bring PR reference materials up to minimal standards. 

Measures of Assessment: 
• Recruit 30 freshman and 15 transfer PR students annually by 1998-99 year. 

j. '- PRSSA membership.increased to 30 students by 1998-99. · 
• Functioning PR alumni organization established including annual get together at Homecoming .• 
• Special contributions arm to support PR curriculum; scholarships, etc., in place. 

. j • · Structured PR internship and placement programs operating. 

' j 
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FERRIS STATE UNIVERSITY 

July 8, 1997 

Dear Bulldog PR Alum: 

As I mentioned in my recent letter, under a new program here at Ferris State each 
academic major will conduct a formalized Program Review every six years to measure the 
effectiveness of its curriculu~ and to solicit ideas on improvements. It's Public Relations' 
turn and, as part of this effort, we are required to collect input and suggestions from all of 
our public relations graduates and their employers. 

Enclosed is a brief graduate questionnaire to solicit your evaluations and comments. It's 
essential that we have feedback from all graduates so please complete the questionnaire 
right away. It should take about 15 minutes. Your responses will be kept anonymous. 
Return the survey to me in the enclosed, stamped envelope by July 21. 

As I mentioned, we are also doing a survey with employers of our public relations 
graduates to gather their opinions on our curriculum, experience with public relations 
majors, etc. A copy of that survey questionnaire and a cover letter (On the front and back 
of one sheet) are also enclosed. Please give this to your supervisor along with one of the 
stamped envelopes and ask that he or she complete it and mail it to us. The Program 
Review requires this input from employers so we need your cooperation. We've kept the 
survey very short. 

I'm not teaching this summer so if you have any questions on this, please call me at home 
(616) 796-5036. We'll be happy to share the results with you when you come back for 
Homecoming on October 18. 

Thanks for your help! 

Sincerely, 

Ronald H. Greenfield, APR 
Assistant Professor and 
Coordinator-Public Relations Major 

Enclosures: Graduate Questionnaire 
Employer Letter/Questionnaire 
Stamped Envelopes (2) 

COLLEGE OF BUSINESS 
MARKETING DEPARTMENT 

119 South Street, Big Rapids, Ml 49307-2284 
Phone 616 592·2426 Fax 616 592·3521 E-Mail MKTG@BUS02.FERRIS.Edu 
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PUBLIC RELATIONS PROGRAM REVIEW 
GRADUATE SURVEY 

Please respond to the following questions. Your answers will be kept confidential 
and will be tabulated, analyzed and applied to strengthen the Public Relations 
major at Ferris State. Comments may be continued on the back of the sheets, if 
necessary. Return the completed survey in the enclosed, stamped envelope by 
July 21 so that we can meet our deadlines. Thanks for your help. 

As a graduate of Ferris State; please rate the effectiveness of each of the following 
aspects of our university in preparing you for the job market. 

Excellent Average Poor No Opinion 
1. FSU's academic courses overall? 5 4 3 2 1 N/O 
2. FSU's faculty overall? 5 4 3 2 1 N/O 
3. FSU's facilities, equipment overall? 5 4 3 2 1 N/0 
4. FSU's Job Placement Office? 5 4 3 2 1 N/O 

5. College of Business courses? 5 4 3 2 1 N/O 
6. College of Business faculty? 5 4 3 2 1 N/O 
7. College of Business facilities, equipment? 5 4 3 2 1 N/O 

8. FSU' s Public Relations curriculum? 5 4 3 2 1 N/O 
9. FSU's Public Relations faculty? 5 4 3 2 1 N/O 

1 O. PRSSA student chapter membership/activities? 5 4 3 2 1 N/O 
11 . FSU computer equip/software used by PR? 5 4 3 2 1 N/O 
12. Public relations resources at FSU's Library? 5 4 3 2 1 N/O 

Comments: 

13. What are the two greatest strengths of FSU's Public Relations curriculum in preparing 
graduates for jobs? 

A. 

B. 

Comments: 

125 
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14. Please list the two weakest aspects of FSU's Public Relations curriculum in preparing 
graduates for employment? 

A. 

B. 

Comments: 

15. What changes do you feel need to be made to make the FSU Public Relations major 
more effective in preparing graduates for the job market? 

16. What should be done to improve the job placement and employment search programs 
available to FSU's public relations majors who are about to graduate? 

Very Very 
17. Are you generally satisfied with the education Satisfied Unsatisfied 

and training you received at FSU? 5 4 3 2 1 

18. Compared to graduates of public relations About Much 

curricula at other universities, ·how well Better same less 

prepared were you for the job market? 5 4 3 2 1 

19. Why did you decide to major in public relations? 

20. Would you recommend a public relations career to a young student about to enter 
college?_ yes_ no If no, please briefly explain why not? 
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21. Would you recommend FSU's Public Relations curriculum to a student?_ yes_ no 
If no, please briefly explain why not? 

Please provide the following demographic information. 

22. In what year did you receive your public relations degree from FSU? 19_ 

23. Your age now is? __ yrs. 

24. Did you ladder into PR from FSU's Associates degree in Journalism?_ yes_ no 
If no, please describe when and how you entered the PR major? 

25. Were you a member of PRSSA while at FSU? _yes_ no 

26. How many years have you worked in PR?_ years 

27. How long did it take you to find your first PR job?_ months_ N/A 

28. Are you currently employed in public relations? _yes_ no 

29. If you are not working in public relations, how closely is your present job related to 
your public relations/business courses and training? 

_Very related (Constantly draws on public relations skills and knowledge.) 
_Fairly related (Frequently draws on public relations and business course knowledge.) 
_Somewhat related (Occasionally draws on public relations and business knowledge.) 
_Not related (Never draws upon public relations or business course knowledge.) 

30. If you are not working in public relations, what do you consider to be the major barrier 
to finding or taking a job in the PR career field? 

_ Decided I did not like public relations work 
Decided I liked another career better 
Little or no help from FSU's Job Placement office in finding job 

- Limited employment help from FSU faculty 
- Found a better paying job in another field 
- Business training offered better job opportunity outside PR = Cannot relocate and can't find a PR job in my geographic area Other ___________________ __ 

31. What is your current job title?---------------------
Briefly describe your job responsibilities? 

127 
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32. In which of the following organizational categories would you place your current 
employer? 

_ Industrial corporation Association 
_ Self-employed Government 

Consulting firm Education 
_ Public relations agency Foundation 
_ Advertising agency _ Other non-profit organization 
_ Consulting firm, other _ Other (Please identify type) 

Health care 

33. Approximately what is your current annual salary (including bonuses)? 
Less than $20,000 $60,000-79,999 
$20,000-39,999 More than $80,000 
$40,000-59,999 

34. How satisfied are you with your present job? 

35. Additional comments and suggestions: 

very 
satisfied 

5 4 3 

very 
unsatisfied 

2 1 

Please return the completed questionnaire in the enclosed, stamped envelope. Thanks! 
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Graduate Survey Comments 

Question: As a graduate of Ferris State, please rate the effectiveness of each of 
the following aspects of our university in preparing you for the job market. 

When I was there in 88-92, the computer lab was very poor. There was no 
desktop publishing programs (Quark, Pagemaker, Photoshop and Illustrator) that I 
use now on a daily basis. It would have been nice to get a head start. 

At the time I graduated, there were little to no resources available to PR students to 
research agencies such as directories. Also, Aldus Pagemaker was lb§ program 
used out in the field for all design purposes. 1991 PR graduates had zero training in 
this area. 

What placement office? 

I feel the PR program students were at a constant struggle with graphic arts 
students for time on the computers with Pagemaker. This made it difficult to 
complete projects many times. A computer lab for PR students would be a great 
improvement. 

Ferris prepared me for a wide array of challenges in the business world. During my 
education, I often questioned the value of personal finance, statistics, etc., but to 
be honest, I'm grateful that I received that type of training along with all the 
courses I loved, like marketing, public relations, advertising, etc. I had great 
experiences with almost all of my professors. I look back on Ferris with pride about 
my school and the PR program. 

Liz Tidwell was well-versed in PR. Unfortunately she lacked in leading us by 
example in professionalism. 

It has been quite sometime since I graduated, perhaps equipment is upgraded. 

Think the hands-on classes in sales, marketing and PR are invaluable. When I was 
a senior, several of my core PR classes allowed for us to do actual campaigns. The 
upper level marketing and advertising classes were great as well. "Policy" seemed 
tough at the time, but it was a great experience. 

Only one PR professor there when I attended-Tidwell. 

At the time I went to Ferris (89-93) the computer situation was pretty bad. I know 
they have better equipment now. That's great. Ferris needs to have all the modern 
equipment that is being used in the real world, i.e. Macintosh computers and 
software. 

129 



l 

I 

1 

When I went through the PR program, there were "zero" computer classes. I 
graduated in 1988 with a 3. 70 GPA and an internship that was completed at 
General Motors Corp., and I never really got that "killer job" because of the lack of 
CIS classes. 

Needed more training on graphic software i.e. OuarkXpress. 

With the daily use of a computer, mail merge and other marketing, sales 
processors, it would have benefited me more to have more exposure to program 
use. Maybe not a class, but possibly a seminar or something. 
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Question: What are the two greatest strengths of FSU's Public Relations curriculum 
in preparing graduates for jobs? 

Senior years campaign class. Smaller graduating class than most majors offered 
grater personal attention. 

Being located in the College of Business. I feel like I have a small advantage over 
my colleagues who graduated with communications degrees because of the 
business background. 

Business curriculum along with journ, adv, pr. 

Working with real clients for first-hand experience. Having a portfolio of our work 
to share with potential employees. My first had experience and portfolio gave me a 
huge advantage in my job pursuit. Employers were able to get a feel for my abilities 
through these examples. 

The intense level of marketing, business communications and public relations 
training focused in the curriculum itself. The link with the journalism dept., at the 
time I attended Ferris, also was a great strength in understanding media relations, 
which is a core aspect of public relations. 

Hands-on projects. Internships. 

Internships. Public relations campaigns-picking a company and creating an entire 
PR campaign. 

Real life situations in the classroom. Strong business background as well as j-
school. 

Case studies-applying PR techniques. The multi-dimensions of the program were 
attractive to me. Actually, having marketing, advertising, public relations and 
journalism is what enabled me to land my first job. 

Courses in writing in general. Courses in writing press releases. 

Hands-on experience and encouragement to do internship. Liz Tidwell was a great 
asset. She treated us like adults and let us know there was nothing we couldn't 
do. She made sure we "got it" and knew how/why we'd use it. Also, during core 
campaign classes, she let us do it "our way" and guided us when we needed it, but 
didn't belittle us! Good mixture of all business classes-acct, econ, finance, etc. All 
good to have exposure to. 

Teaching in groups as teams to solve problems as the "real world" is. The 
internship was very important. 

Hands-on experience gained from class PR projects. 

Business core. Writing-intense courses. 
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Combines solid business degree. Emphasis on writing/journalism. 

Combining a liberal arts education with an emphasis on business. Writing, writing, 
writing and more writing. Liz Tidwell and the rest of the PR faculty did a great job 
having students learn to write well. This was the biggest advantage Ferris students 
had in the job market--knowing how to write well! 

Writing skills. Business background vs. liberal arts. Liz Tidwell was an excellent 
instructor! I really respected her love for PR. 

Real-world projects. Networking 

Well-rounded business curriculum. Most PR jobs require knowledge in many areas. 
The curriculum helps. Project-oriented teaching. I've never had a job where a test 
is given but projects are a constant. 

The emphasis of correct grammar and writing skills. My last course. Preparing a 
campaign for a live client. I use these skills every day! 

Prepare a resume. 

Portfolio. 

Internship opportunities. Hands-on work. I think the business background was very 
strong too-even though I hated accounting. 

Portfolios-campaign training. Special event planning. 

It is hard to get an "F" on a paper for a typo but in the real world you may lose a 
customer over a typo. 
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Question: Please list the two weakest aspects of FSU's Public Relations curriculum 
in preparing graduates for employment? 

Out of date equipment. The curriculum was too focused on writing. Although I 
write a great deal I didn't learn enough about the other aspects of PR, events 
planning, media relations, etc. 

Effective resume writing/interviewing techniques were not taught. Getting PR 
related internships for students before graduating. 

Technology. 

Computer skills. Program was undergoing staffing issues during my time in the 
program. 

The resources like computers, periodicals and other items are lacking to PR 
students, no question. The networking, although sufficient, could be more 
enhanced so that pre-grads have more opportunities to work with grads in 
establishing job leads. Ferris needs to be aware of the fact that PR students are 
great innovators and can manage on little resources. However, when competing 
with other grads from finer schools, it's clear that we do not have the polished 
presentation like they do. If we had better computers, etc., we would be able to go 
farther. 

Not very many classes for which you have to do projects for PR- mainly bookwork. 
Help in job placement. 

Interview skills. Resume writing-required course. 

PR industry is not large enough in Big Rapids to allow for adequate networking. I'd 
be more than willing to be a guest lecturer to help improve network opportunities 
for students. 

Lack of real world experiences. I loved Liz Tidwell, however, I had her for every PR 
course I took. 

Did not spend any time talking with professionals in the field. 

Tidwell was the only PR teacher ... which limited us as students. Not enough 
working with desktop publishing, different software. We were introduced to it but 
not enough hands-on training. 

Not communicating the difficulty of breaking into the PR industry. Not utilizing 
alumni in field in order to place graduates. 

Too much academia. Not enough practical experience/exposure. Less than strong 
commitment by faculty to the program. 
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Again, the lack of proper computer equip. Stay modern ... students need this 
knowledge. Too many classes required but not relative to getting a real job. I, like 
every other PR student I know, had to take classes that didn't matter to prospective 
employers i.e. Intro. to Computers. What a joke that class was. 

Shame on FSU for not giving its grads computer graphics classes. The 
employment/placement office did not help me (hopefully this office is improving). 
Liberal arts = sitting at home with an "education." Computers and PR = sitting in 
the office with a "career" and some job skills. 

Newness of the curriculum. Narrowness of scope. 

Media relations training. Over-emphasizing unessential material (This may have 
changed with a new faculty). 

No employers came to speak to us! Internships were not emphasized (with good 
companies). I was not prepared for the "job search" when I graduated. 

Desktop publishing (Pagemaker, OuarkXpress). Printing. I've had three jobs since 
graduation. Two jobs business-to-business and marketing director of a mall. I've 
had to use both of the above mentioned with each job. 

Liz Tidwell-didn't help too many students unless you were in PRSSA and no other 
activities. Job placement-interns available. Hopefully, Ronald can turn curriculum 
around. 

Networking for jobs after graduation (but this seems to be being worked on). It 
was hard for us because we started with Liz, then Lisa and finally ended up being 
pretty stable when you (Mr. Greenfield) came in. All the changes and uncertainties 
were hard. 

Computer access. 
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Question: What changes do you feel need to be made to make the FSU Public 
Relations major more effective in preparing graduates for the job market? 

Career guidance - year 3 each major student should have mandatory hour to discuss 
with the professors where they want to be and if that is feasible. 

Place a great deal of emphasis in computer literacy. Desktop publishing programs 
(Pagemaker, Corel Draw, Photoshop, Etc.) need to be taught and now of course 
Internet access. 

I think a more professional approach is necessary. More focus on real life situations 
in the work world. 

I'm no longer familiar with required courses, etc. 

Organization skills, computer skills. 

I think that more attention needs to be given toward preparing PR grads with 
knowledge on corporate structure, from limited partnerships to incorporated 
entities. In order to facilitate communications to company investors, PR grads need 
to be aware of the dynamics surrounding boards of directors, presidents, etc. I 
think a class focused on handing corporate communications could be helpful, and 
remember, not all corporations are large businesses. They can be small with 50 
employees as well. 

Internships should be mandatory. Nothing prepares you for the real world like on-
the-job-training. 

More internship opportunities. 

Students working with organizations in the business community solving "real" PR 
problems. 

I am not currently in the PR field, so I really shouldn't comment. 

Computer work-hands on. 

Make internships and coops part of the curriculum. 

Make available and/or stress the need to obtain practical experience (i.e. 
internships, etc.) 

Internships-I think every student who graduates should have at least 2 different 
internships. I interned at Alumni Services and an advertising agency. These helped 
me more than anything else to get a job. 

Get rid of the history, humanities and other liberal arts courses because these 
classes have no real world worth. Replace them with Pagemaker, Microsoft, IBM 
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and Macintosh classes. Make sure students are proficient on the MAC and on a 
Gateway 2000 computer. 

A broader understanding of business and PR's role might give graduates a better 
chance of placement in small companies or later advancement in large companies. 

Prepare graduates for the job search. Make each student take extensive computer 
courses and do internships at Fortune companies (many internships before 
graduation). Make (writing for) the Torch mandatory. 

Mandatory internship to develop portfolio and classes that help develop a portfolio. 

Offer students more assistance with internships. Encourage other employment 
opportunities perhaps in marketing with an emphasis on PR. 

I feel the curriculum is good! But more help could be given to students graduating 
or just after graduation to help find a job in PR. 

Interviewing. Job placement training for reality. 
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Question: What should be done to improve the job placement and employment 
search programs available to FSU's public relations majors who are about to 
graduate? 

More job counseling prior to senior year, as mentioned above. 

I don't think these services were talked about enough. I knew nothing about them 
until my final semester. 

If only we had the Internet to help us research a potential employer's home page. 
I'm sure that alone has helped job placement plenty. 

Definitely think internships should be required. Use grads to build bank of 
internships. Look outside Michigan too. 

Help with resume, cover letters, job search from professor as part of 400 level 
classes. 

I think that the directory you're publishing is a great resource for pre-grads. Having 
those names on file is helpful. But I also believe that having grads come in and 
speak to pre-grads would be a great service. Continue to work on ways in which to 
facilitate grad-to-pre-grad meetings, seminars or networking roundtable discussions. 

Classes on resumes and researching companies. Solicit more than just the big-local 
companies. 

Instructor involvement.. .active with previous graduates and the contacts they've 
made. 

Resume workshops, career fairs, networking with FSU PR alums. 

Ron, the work you have done in the alumni area has been great and is a step in the 
right direction. Informational interviews with alumni. 

The FSU job placement was of no use to me! A job placement office should assist 
with resume and target ones search, not just send out photocopied "wish list" ... 
mostly of jobs that wanted experience. We were just graduating!!! 

Not sure ... did not receive any leads on jobs at graduation time. 

I'm not sure. There were very few marketing/PR/ADVG jobs listed in the bulletin. 
But I don't know how to correct it. 

Utilize alumni in field and PRSA affiliation. 

If possible, develop sponsorship programs with companies and organizations that 
require PR people. Organizations tied to Ferris would then help mold the future 
curriculum and be active in the program ... Hire grads too! 
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Invite real employers to Ferris and show off your students and curriculum. Ferris 
has a strong PR program. Show employers how strong it is. They will be more 
likely to employ your grads. 

This office needs to sit down with students at least six months before anticipated 
graduation. Every student should be required to do an internship. The placement 
office should develop local sites for PR students to intern (perhaps in the summer). 

Require internships. 

The existence of one. At no time did anyone give me info or help in finding a job. 

Ask more companies to speak and interview for internships at the sophomore level. 
Get students involved with Detroit PRSA members. Spend a day with a member of 
Detroit PRSA during the summer. 

Direct mail! Determine which businesses in a chosen Zip Code mailing area have a 
marketing, advertising, PR Dept., and sell the students to the potential employers. 

Send letters to companies encouraging internships for FSU students. Help each 
individual student identify their stronger qualities in PR and concentrate on placing 
them. 

Job placement office is really good for technical majors but business majors are 
pretty much on their own. More assistance and greater networking should be given 
to business students. 

Interview class. (Politics, health care, agency) 
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Question: Why did you decide to major in public relations? 

Couldn't decide on marketing or advertising or journalism- PR put it all together for 
me! I then had a choice. 

I felt that I needed a field that I could be creative and professional without being 
tied behind a desk 40 hours a week. 

I actually read the description in the Ferris catalog of courses and thought it 
sounded interesting. 

The opportunity to work with clients in helping them promote themselves/business. 
It has many aspects that keep it interesting. 

Because public relations is a unique pursuit. It combines so many aspects of 
business, yet is driven by one single component ... communications. Majoring in 
public relations gave me an opportunity to be versed in finance, organization, 
research, advertising, all the while concentrating on the potent link that 
communications has to business. 

I had to make a decision on a major. I had enjoyed the intro to PR class. 

Dual degree-PR/marketing with journalism. 

The ability to conduct research, write and relay it in common terms. 

I decided on Ferris because of the breadth of the program-Adv., PR, JRN and MKT. 

I actually co-majored in Advertising/PR. I chose this because I enjoyed writing. 

Good mixture of adv., design, writing, working with people. The program/career 
encompassed a little of everything that I loved and there were many avenues one 
could travel. 

Ferris counselor introduced me to it. 

I liked to write. 

Good transition from my AA journalism program (mid-late 80s). 

I was interested in the program ~ the program included a solid business program 
to ufall back on." 

I started with a journalism degree and found out how much money journalists make 
and ran to get a PR degree. 

I decided to major in PR because I enjoy writing and special events planning. I am 
creative and I love working in a job that is fun and challenging each day. 
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PR gave me an opportunity to write. 

It was a natural extension of the journalism program. Now that journalism is gone 
that hurts the program. 

My writing ability and social skills. 

My weaknesses are math and science. PR offered more of what I was after. 

I should've stuck to teaching or marketing. The profs in those areas seemed much 
more helpful. I received more help from marketing and sales professors. 

Liz actually convinced me. It seemed like a potpourri major ... could be very diverse 
and it is a marketing degree which is also diverse. 

Mainly the job description and duties. 
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Question: Would you recommend a public relations career to a young student about 
to enter college? If no, please briefly explain why not? 

If they had the skills and desire to learn them. It's not for everyone. 

It depends. Some folks are not cut out for the intensity of a PR career. It takes a 
large amount of organization, devotion to communication, sometimes not getting a 
lot of credit, and spending one's life at a computer, whether writing or desktop 
publishing. I happen to love it though! 

Yes, but only through a PR curriculum structured like FSU's. 

Yes, depending on their personality. 

Not public relations alone. Students need to know: problem solving, How PR can 
improve organizational effectiveness. 

Varied opportunity for career. 

Only if the program has improved in the way of more professors, computer training, 
etc. 

Yes, if individual had the personal aptitude for the field. 

Yes ... however, I would make sure this young student realistically knew how tough 
it would be to break into that first job. I would also make sure that this student 
could relocate to a major city (for the best employment options.) 

Only if it is complemented with a strong grounding in business and especially 
marketing. Students must graduate with the training to be flexible. They must be 
prepared for continuous change in the job market. 

It's not a career path I was happy with. I'm out of PR now. 

Little job opportunities. Low pay. 

Yes, because 1) its a specialized marketing degree, 2) internship opportunities, and 
3) personalized attention given from professor and head of the programs. 
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Question: Would you recommend FSU's Public Relations curriculum to a student? 
If no, please briefly explain why not? 

5 point system (public relations, journalism, advertising, marketing and 
management) opens a lot of options for job placement! 

If one is cut out for this life, though, then by all means, I encourage them to attend 
Ferris. Take advantage of all it has to offer! 

Yes. In Michigan, its the only place that really offers a PR curriculum. 

Yes, but not until I saw an updated curriculum with more employable computer 
skills (one computer class in the curriculum is not nearly enough)! 

Compared to same-year graduates from Western's Communications program (PR 
was not then offered.) I believe I was better trained for business. 

If they were intent on a PR career. 

Overall my education was good. However, I'm not familiar with the new program at 
FSU. 
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Additional Comments and Suggestions: 

I love my field and I love my job but I wish I would have been given more insight 
into the "real world." When I left FSU I expected a job right away making a great 
salary. PR is a "prove yourself" field and it takes a lot of work for very little pay. I 
think there should have been more classes taught by practicing professionals, it 
would have given us a better insight to our career choices. 

Good luck to the Ferris program. Also let me say that the journalism program was 
very helpful to me in my PR education. Please keep the PR program focused on 
journalism to a certain extent. 

I would really encourage each student to participate in at least one internship. I did 
two and wish I could have done more. Encouragement is key in this curriculum. 
One can have a difficult time finding employment in this field. I was very lucky. 
would love to talk to students about the opportunities in front of them. 

Sometimes miss the adv., PR, mkt., aspect of my past position! "If you don't use 
it, you lose it." Have recently begun some freelance work and love it. I feel 
"useful" again. 

I did take some time out to raise my son (now 5). I feel like I am just now really 
beginning my PR career. I was accepted into Leadership Medina County this fall 
and am still learning everyday. I love my current position and I hope to move right 
up the corporate ladder! 

I appreciate the opportunity to respond to your questionnaire. Having graduated in 
'88 some of my answers are, obviously, dated. Mr. Greenfield, it appears you are a 
very proactive person. The program certainly needs someone like yourself to keep 
the curriculum and its students attractive to future employers. Good luck to you as 
you continue to move the PR program forward. 

I currently work at the Radisson Inn in Park City as a bar manager. I make nearly 
$50,000 doing this, as it is a skiing vacation resort. I love my job ... although it's 
not working in PR. You would be surprised how much my Ferris education has 
helped me manage a bar well. Also, I used to work for Dow Corning in their Adv 
Dept. and made $22,000 a year to start. Was there about 2 1 /2 years. It sucked! 
PR isn't as lucrative as I thought it would be. But Ferris' program is excellent. It's 
placement is terrible because they didn't help much and the statistics they say 
about placement and pay is an absolute lie. 

This is the first survey I have responded to since graduating in 1988. To be quite 
honest I was very disappointed and angry when I left FSU. I had a wonderful 
experience in Liz Tidwell's classes. I was president of PRSSA. I graduated with all 
A's in my major. I found my own internship and I could not find a job! No one from 
FSU helped me! I lived in a small town and wanted to relocate to a larger city, but 
entry-level jobs only paid around $14-1 5 K per year. I found much more 
opportunity in marketing and sales, and everyone wanted to hire me because they 
liked my personality and knew I could sell. I always wanted a job in corporate 
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public relations. I now feel that because I have nine years of experience in 
marketing/ sales and earn $50 K per year, I cannot go backward and start over with 
an entry-level PR job. I really believe more computer skills and a portfolio would 
have helped me land that first job after graduating. It's nice to know that someone 
cares enough to send this survey. Thank you. 

Many companies-especially small companies-are merging the roles of public 
relations, advertising and marketing support. My education in marketing, in addition 
to that of PR/Adv, was an excellent combination for my current position. This 
broad foundation, I believe, will also increase my chances for advancement. 

When I attended FSU there wasn't much encouragement from PR instructor. She 
intimidated many. I remember she told one student to change majors because the 
student didn't have what it took to be a PR major. I look back at that instructor 
feeling sorry for her. The instructor lacked confidence and she made up for it by 
talking down to the students. I think this helped her own self-esteem. 

Ronald seems to be putting forth a sincere and hardworking effort to turn the 
curriculum around! Good luck! 

Ron, I am currently job hunting again to get back to a PR/MKTG job. I wouldn't 
mind relocating to Grand Rapids. I know you have a lot of contacts but if you hear 
of anything open or if you could give me any advice for looking for a job in Grand 
Rapids, it would be appreciated. Thank you! 

PR program should put (on) an alumni get together over homecoming or something 
so the undergrads could meet prospective employers! It seems the "PR" jobs are 
very hard to come by ... turnover is very small. Much easier to find sales or 
marketing jobs. 
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FERRIS STATE UNIVERSITY 

July 8, 1997 

Dear Employer: 

Each academic major at Ferris State University conducts a detailed Program Review 
every six years to measure the effectiveness of the particular curriculum and to solicit 
information and ideas on how the coursework and related activities should be revised to 
better prepare our graduates for their professional careers. The Public Relations major in 
the College of Business is now conducting its Program Review and, as part of this effort, 
we are surveying our students, faculty and staff, alumna, curriculum advisory committee 
and employers. 

As an employer of one of FSU's public relations alumni, we would like to have your 
responses to the survey questions carried on the back of this letter. We've kept the 
questionnaire short (It should take less than 10 minutes.) but please feel free to expand on 
your answers and to offer additional information and suggestions on an extra sheet of 
paper. We'll be happy to receive the detailed comments and feedback. Please return the 
completed questionnaire to us in the enclosed, stamped envelope by July 25. 

The final report on our study will be rather lengthy but we would be happy to 
forward a summary of the results and analysis when it is available. If you would like to 
receive this summary, just insert your business card into the envelope with the 
questionnaire. 

It is critical that Ferris State constantly adjust and improve its academic curricula to 
meet the changing needs of employers. Your responses and advice will help us achieve 
that with the public relations major. 

Thank you for your time, cooperation and ideas. 

Sincerely, 

Ronald H. Greenfield, APR 
Assistant Professor and 
Coordinator - Public Relations Major 

COLLEGE OF BUSINESS 
MARKETING DEPARTMENT 

119 South Street, Big Rapids, Ml 49307-2284 
Phone 616 592-2426 Fax 616 592-3521 E-Mail MKTG@BUS02.FERRIS.Edu 
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FERRIS STATE UNIVERSITY 
EMPLOYER QUESTIONNAIRE 

Based on your experience, please rate the following professional skills and knowledge of FSU's 
public relations graduates. 

No 
Excellent Average Poor Opinion 

1. Writing/editing 5 4 3 2 1 N/O 
2. Speaking/oral communications 5 4 3 2 1 N/O 
3. Producing public relations tools 5 4 3 2 1 N/O 
4. Applying public relations tactics 5 4 3 2 1 N/O 
5. Applying communications theory 5 4 3 2 1 N/O 

6. Computer applications 5 4 3 2 1 N/O 
7. Planning/organizational 5 4 3 2 1 N/O 
8. Management/administrative 5 4 3 2 1 N/O 
9. Ethics and integrity 5 4 3 2 1 N/O 

10. General business knowledge 5 4 3 2 1 N/O 

11. Overall public relations knowledge 5 4 3 2 1 N/O 
12. Overall public relations skills 5 4 3 2 1 N/O 
13. Overall professionalism 5 4 3 2 1 N/O 

14. How would you rate the preparedness of FSU's Excellent Average Poor 
graduates to enter the public relations profession? 5 4 3 2 1 

15. How does the preparedness of FSU' s graduates Much Better Same Much Worse 
compare to the PR graduates from other colleges? 5 4 3 2 1 

16. How important are an employee's knowledge 
and skills in marketing, management, finance, Very Not at all 
accounting and related general business functions? 5 4 3 2 1 

17. What makes Ferris State's public relations major unique compared to public relations curricula 
offered by other universities? 

18. What trend will most significantly affect the practice of public relations in the next 5-10 years 
and what should Ferris State do to prepare its graduates to meet the professional needs/ 
demands which will emerge from that trend? 

If you would like to provide additional suggestions or comments, please do so on an extra sheet of 
paper. Return the completed survey and comments to us in the enclosed, stamped envelope. 
Remember to enclose your business card if you would like to receive a summary of the Program 
Review results. Thanks for your time and cooperation. 
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Employer Survey Comments 

Question: What makes Ferris State's public relations major unique compared to 
public relations curricula offer by other universities? 

It is the only major located in a business school - the only logical place for it based 
on the needs of employers. 

A smaller university offers more individualized training for students. 

Diverse-well rounded. 

I don't really know enough to rate all categories. I'd say FSU rates ahead of most. 
Best competition is from CMU and EMU with MSU 4th. 

I don't know how your program is structured nor that of most other universities. 
My employee is a very enthusiastic individual who speaks highly of Ferris State. 
She is from a rural town and fairly naive about the adult world and business due to 
a sheltered first 25 years. But she is learning quickly and acquired good learning 
and study skills at school. I'd rather have intelligent people who are prepared to 
learn for life than ready-to-work dullards. 

I am not sure of the curricula offered by others. 
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Question: What trend will most significantly affect the practice of public relations 
in the next 5-10 years and what should Ferris State do to prepare its graduates to 
meet the professional needs/demands which will emerge from that trend? 

Technology 

Internet-how to communicate electronically. (Writing and Design) Direct Mail -
Geotargeting, sociology and demographics courses. How to access and use 
information. 

Computer use and knowledge of various programs. Proactive situations and 
reactive situations as a class. 

Writing will always be important. Obviously Internet and computer skills will be 
critical. Global knowledge, i.e., knowledge about other countries and societies will 
also be important. 

Obviously, the digital information age is speeding us toward an unknown future. 
Our experience is that solid PR skills are a staple needed more than electronic tools 
skills. PR is one of the marketing communications disciplines that must be 
integrated with the others for maximum effectiveness. Just being skilled in PR may 
be fine in major markets and multinational corporations/governments, but not in the 
multi-disciplined marketplace of medium to small business. So, you must decide 
where your grads will find jobs and prepare them for entry level positions. I think 
internships are fine and probably fun for our extended adolescent college kids, but 
should not be given priority over rigorous study of college materials in the 
classroom. Knowing how to learn and study and personally wanting to do so are 
very different attitudes taken by institutions of learning but the development of the 
latter is most important. I believe your program must be based on learning for a 
lifetime, the true gift of education. Keep up the good work. This survey is an 
excellent idea. 
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TO: 

FROM: Ron Greenfield 

SUBJECT: Program Review Survey 

DATE: April 20, 1997 

Every six years, each academic major at Ferris State undergoes a Program Review 
designed to provide information on the effectiveness of the major and to gather input on 
how it might be improved. Public Relations is one of the academic programs conducting 
this review in 1996-97. 

You can help by taking a few minutes to respond constructively to the following questions 
by circling the appropriate number on the Excellent to Poor scale and by replying to the 
discussion questions. Note that if you have not yet taken a course or have not yet had 
any experience/exposure with a particular phase of the program, you should circle NIA for 
not applicable. 

It is vitally important that we have your opinions. We will share the results with you when 
you return next fall. 

Please return the completed questionnaire to me in Room 320, College of Business, or put 
it in the mail slot next to my office door. Responses will be kept anonymous. Just remove 
this cover sheet before returning the questionnaire. 

Thank you for your cooperation and contributions to the Public Relations program. 
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Public Relations Student Survey 

Ferris State University, College of Business 
April 1997 

c l 
-i In your opinion, how effective has each of the following general education courses been in 

preparing you for your career in public relations. If you have not yet taken the course, 
please circle N/A. 

Not 
' ] Excellent Average Poor Applicable 

Fundamentals of Public Speaking (COMM 121) 5 4 3 2 1 NIA 
Principles of Economics (ECON 221) 5 4 3 2 1 NIA 

1 
English 1 (ENGL 1 50) 5 4 3 2 1 NIA 

English 2 (ENGL 250) 5 4 3 2 1 NIA 
Geography of World Regions (GEOG 100) 5 4 3 2 1 NIA 
Intermediate Algebra (MATH 115) 5 4 3 2 1 NIA 

Introduction to Psychology (PSYC 1 50) 5 4 3 2 1 NIA 
Introduction to Sociology (SOCY 121) 5 4 3 2 1 NIA 
Advanced Composition (ENGL 321) 5 4 3 2 1 NIA 

Creative Writing (ENGL 322) 5 4 3 2 1 NIA 
Proposal Writing (ENGL 323) 5 4 3 2 1 NIA 
American Cultural History to 1865 (HIST 331) 5 4 3 2 1 NIA 

American Cultural History from 1865 (HIST 332) 5 4 3 2 1 NIA 
American Literature 1 (LITR 311 ) 5 4 3 2 1 NIA 
American Literature 2 (LITR 312) 5 4 3 2 1 NIA 

Shakespeare (LITR 323) 5 4 3 2 1 NIA 
English Literature 1 (LITR 351) 5 4 3 2 1 NIA 
English Literature 2 (LITR 352) 5 4 3 2 1 NIA 

Government Processes and Procedures (PLSC 225) 5 4 3 2 1 NIA 
Public Administration (PLSC 251) 5 4 3 2 1 NIA 

l American State & Local Government (PLSC 311 ) 5 4 3 2 1 NIA 

Minority Groups in America (SOCY 340) 5 3 2 4 1 NIA 

_ ] 
World Urban Sociology (SOCY 344) 5 4 3 2 1 NIA 
Social Change (SOCY 460) 5 4 3 2 1 NIA 

Laboratory Science Elective 5 4 3 2 1 NIA 
Science Elective 5 4 3 2 1 NIA 

Comments: 
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How effective have the following College of Business core courses been in helping you 
prepare for your career. If you have not yet taken the course, please circle N/A. 

Not 
Excellent Average Poor Applicable 

Principles of Accounting 1 (ACCT 201) 5 4 3 2 1 N/A 
Principles of Accounting 2 (ACCT 202) 5 4 3 2 1 N/A 
Legal Environment of Business (SLAW 301) 5 4 3 2 1 N/A 

Financial Management 1 (FINC 322) 5 4 3 2 1 N/A 
Principles of Information Systems (ISYS 202) 5 4 3 2 1 N/A 
Applied Management (MGMT 301) 5 4 3 2 1 N/A 

Principles of Marketing (M KTG 321) 5 4 3 2 1 N/A 
Marketing Policy (MKTG 499) 5 4 3 2 1 N/A 
Advanced Business Communications (QSYS 300) 5 4 3 2 1 N/A 
Introduction to Statistics (STQM 321) 5 4 3 2 1 N/A 

Comments: 

How effective are the following related College of Business courses on helping you prepare 
for your career. If you have not yet taken the course, please circle N/A. 

Principles of Advertising (ADVG 222) 5 4 3 2 1 N/A 
Fundamentals of Media (ADVG 334) 5 4 3 2 1 N/A 
Bus. Ethics and Social Resp. (MGMT 447) 5 4 3 2 1 N/A 

Consumer Behavior (MKTG 322) 5 4 3 2 1 N/A 
Marketing Research (MKTG 425) 5 4 3 2 1 N/A 
Computers in Visual Media (VISC 116 or 214) 5 4 3 2 1 N/A 

Comments: 

Please rate the following public relations major courses on their effectiveness in developing 
your professional skills. If you have not yet taken the course, please circle N/A. 

Reporting (JRNL 121 or ENGL 121) 5 4 3 2 1 N/A 
Advanced Reporting (JRNL 122 or ENGL 122) 5 4 3 2 1 N/A 
Public Relations Principles (PREL 340) 5 4 3 2 1 N/A 

PR Methods: Print Production (PREL 341) 5 4 3 2 1 N/A 
PR Methods: Meeting Management (PREL 342) 5 4 3 2 1 N/A 
Public Relations Cases (PREL 440) 5 4 3 2 1 N/A 

Public Relations Campaigns (PREL 455) 5 4 3 2 1 N/A 
Public Relations Coop Ed, Internship (PREL 491) 5 4 3 2 1 N/A 

Comments: 
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Please rate the following aspects of Ferris State, the College of Business and the public 
relations major. 

Not 
Excellent Average Poor Applicable 

Availability of PR program advisor 5 4 3 2 1 N/A 
Helpfulness of PR program advisor 5 4 3 2 1 N/A 
Quality of instruction in public relations 5 4 3 2 1 N/A 

Overall quality of PR curriculum 5 4 3 2 1 N/A 
Availability of PR career related advising 5 4 3 2 1 N/A 
Quality of PRSSA student organization 5 4 3 2 1 N/A 

Quality of PR internship experience 5 4 3 2 1 N/A 
Quality of classroom facilities used for PR courses 5 4 3 2 1 N/A 
Quality of Marketing Department faculty 5 4 3 2 1 N/A 

Helpfulness of Marketing Department staff 5 4 3 2 1 N/A 
Quality of College of Business computer facilities 5 4 3 2 1 N/A 
Quality of College of Business MAC lab facilities 5 4 3 2 1 N/A 

Quality of College of Business faculty 5 4 3 2 1 N/A 
Helpfulness of College of Business main office staff 5 4 3 2 1 N/A 
Quality of College of Business instruction in general 5 4 3 2 1 N/A 

Quality of College of Business classrooms in general 5 4 3 2 1 N/A 
Quality of FSU Library's public relations references 5 4 3 2 1 N/A 
Helpfulness of FSU administrative staff overall 5 4 3 2 1 N/A 

Quality of FSU faculty overall 5 4 3 2 1 N/A 
Quality of FSU facilities overall 5 4 3 2 1 N/A 
Quality of FSU academic programs overall 5 4 3 2 1 N/A 

Quality of FSU instruction overall 5 4 3 2 1 N/A 
Helpfulness of FSU placement office 5 4 3 2 1 N/A 

Comments: 

If there is one significant change which you think should be made to improve the public 
relations major, what would it be and why is it important? 

Please describe where and how you first became aware of FSU's Public Relations major? 
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Why did you decide to major in Public Relations? 

. J Why did you decide to get your degree from Ferris State? 

1 

Please add any additional comments you feel will be beneficial in helping to improve the 
public relations major. Use the back of the sheet, if necessary. 

Please provide the following demographic information to help us analyze the survey results. 

Your age: _17-22 _ 23-30 _ 30 + 
Your current class: fr._ so._ jr. _ sr. 
You entered the PR major as a: _freshman _sophomore_ junior_ senior 
Are you a member of PRSSA? _ yes _ no 
Do you hold an Associate's degree? _ yes_ no If yes, in what major? ---------
Your grade point average at FSU is: _below 2.0 _ 2.0-2.5 _ 2.5-3.0 _ 3.0-4.0 
Your overall high school ACT test score was: _ below 17 _ 17-20 _ 20-25 _ 25-30 _ 30 + 
What percentage of your college cost is paid by you personally?_ less than 25 _ 25-75 _ 75 + 
How many hours a week do you work during school? _ 0-5 _ 5-10 _ 10-20 _ 20-30 _ 30 + 

Thank you for your time, efforts and opinions! 
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TO: 

FROM: Ron Greenfield 

SUBJECT: Survey of Public Relations Students 

DATE: June 20, 1997 

Hope all is well and that you are having a great summer! 

In late April, I sent or gave to you a questionnaire for a research survey we are 
conducting with Public Relations majors at FSU. It is part of an extensive Program 
Review study we are now working on and will complete this summer. Each 
academic major must conduct such a review every six years. Basically, we are 
gathering ideas, opinions and input which will be used to prove and improve the 
effectiveness of our course of study. 

We need your help! Apparently you were so busy at the end of the semester that 
you did not have time to complete the questionnaire and return it to me. But we 
need your ideas! Enclosed is another copy of the survey. Please take a few 
minutes right now, answer the questions and mail it back to me in the enclosed, 
stamped envelope. If a question does not apply to you, just circle N/A. 

Thanks for you help. 

We are planning to have all PA majors meet every Thursday at 11 a.m. this fall and 
to have another informal get together at my house in early September. We'll keep 
you posted. Call me when you get back in August and give me your address and 
phone number. 

See you soon! 

Attach: Questionaire 
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Student Survey Comments 

Question: In your opinion, how effective has each of the following general 
education courses been in preparing you for your career in Public Relations? If you 
have not yet taken the course, please circle N/A. 

I haven't had many classes yet-obviously! 

Many electives were tedious and did not relate to the major at all. .. in other words a 
waste of time. 
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Question: How effective have the following College of Business core courses been 
in helping you prepare for your career? If you have not yet taken the course, please 
circle N/A. 

I found the writing, accounting, marketing and financial courses the most helpful. 

I took the bulk of my classes prior to program changes. 

ISYS was the most useless class I've ever taken. Nobody ... including the 
teacher ... had a clue what was going on. 

I don't think ACCT II should be included, we will never use it in real life. 
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Question: How effective are the following related College of Business courses on 
helping you prepare for your career? If you have not yet taken the course, please 
circle N/A. 

Computers in Visual Media could be very helpful if taught using a different method 
than is currently being used. 

The visual media (course) that I am taking with Chris Sommerdyke is not a very 
effective course. I am not learning anything in this class. It is a waste of time, 
money and effort! 

Consumer Behavior ... Horrible! 
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Question: Please rate the following public relations major courses on their 
effectiveness in developing your professional skills. If you have not yet taken the 
course, please circle N/A. 

Lisa Waite-Trago taught my PREL 341 & 342. She was completely ineffective. 

The JRNL 121 with Kuzma is not a very good course. She has no idea what is 
going on. Kuzma is also very unprofessional. 

I had a bad teacher for 340 (in 1995), assume the problem is corrected now. 

Need new JRNL prof. 
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Question: Please rate the following aspects of Ferris State, the College of Business 
and the Public Relations major. 

The PR program is improving greatly over last few years. Positive with Greenfield-
poor with Lisa Waite-Trago. 

Quality of College of Business instruction in general... depends on instructors, who 
run from excellent to "should retire." Quality of instruction in PR ... now excellent! 

The computer labs are always down. The staff here at the library and everywhere 
is unfriendly. 

Some of the "advisors"/"academic counselors" in the COB office seem bothered 
when you ask for help. 

Placement office doesn't understand PR. 

Mac lab must be able to be accessed by PR students more easily and comfortably. 

I've had my share of experience with profs that have no business teaching because 
they don't teach. 
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Question: If there is one significant change which you think should be made to 
improve the public relations major, what would it be and why is it important? 

Take out useless general education classes or arts and science classes and add 
more meaningful classes in business and computer. 

I believe that a course that taught nothing more than editing and grammar would be 
helpful. I think it would give graduates more confidence in their writing abilities. 

The visual communications class not be on-line. It needs to be a regular class. 
There needs to be just as many communications classes as English. For incoming 
freshman, a class designed for the PR major. This lets them decide if they wish to 
go on in the major. 

I have not been here long enough to make a change. 

More involvement (by students-especially underclassmen!) 

The more hands-on experience the better. Actually doing projects and pieces that 
get used makes you feel competent and like you know what you are doing. 

Bring in more young students and make it so older students and younger students 
interact. 

Not having ACCT II required. We never use it. 

Visual communications should not be an on-line course. There's no one really 
available to help you if you need it. 

Eliminate the sequential classes. Allow students to take two in the same semester. 
Students will stay away from the program for just that reason. They don't want to 
stay any longer than they have to. 

More writing and better grammar courses. 

New JRNL teacher because you do not learn anything. 

Cut out VISC. class. This is on-line. 

More importance placed on internship/job search early on. Students don't realize 
until it is too late. 
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Question: Please describe where and how you first became aware of FSU's Public 
Relations major? 

I took a PR course and Mr. Greenfield helped me understand PR. He was a great 
influence. He is very helpful. I've seen Mr. Greenfield and he works well with 
other students. 

When I was looking for a school that had a PR major, I looked up information in a 
book of colleges and universities. 

I first became aware of FSU's Public Relations major through the admissions office 
at FSU. 

Through another FSU student and my general interest in the field. 

I became aware of this at orientation. 

In the Ferris catalog and then the School of Business Marketing Department. 

Looking through catalog. 

I found out that PR was offered at Ferris through a PR graduate from NMU. 

After my journalism degree, I looked through the catalog for a natural progression 
into a BS degree. 

I spoke with Dr. Greenfield after becoming interested in the school and the major. 

In the guidebook sent when I was a senior. 

Football recruiting visit. 

My friend, Jenalee Blouw. 

I became aware of FSU's PR major by doing a search on a computer at Springfield 
College in Illinois. 

By reading the FSU catalog. 

Liz Tidwell. 

School handbook. 

When I first got here. 

After completing the journalism program, I looked into the advertising program and 
found PR instead. 
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Question: Why did you decide to major in Public Relations? 

I have always had a fascination with communications. I found that PR was mostly 
about communications, so I chose it as my major. I also liked the idea of using my 
skills to give a company voice in the community and to its employees. 

Because I found it very interesting. 

Mr. Greenfield; interest in the major. 

Because I like the dual degree ... PR and Business. I also like dealing with all publics. 

I enjoy creativity as well as public interaction. The PR program is a compilation of 
many aspects in one. There is so much that can be done with it. 

It fits my personality. 

I liked the hands-on aspect. 

I am a people person. I like to be a communicator and a mediator and PR is the 
best way to develop better skills. 

I like working with people. I have a talent for influencing people and I believe that 
my career would be interesting and fulfilling. 

I had heard about it through pro sports and I instantly became interested. So I 
decided to look into it further. It seems to be what I want. 

I feel that I am personable, intelligent, and a good public speaker. The job 
responsibilities are very appealing to me. 

I knew I wanted to go into communications or marketing and PR seemed to 
combine both. 

Sounded like a fine program. Helped hone skills I thought I already possessed. 

It's exciting and a "fun" job to do. 

Journalism wasn't for me. I decided I couldn't be as impartial as you need to be so 
PR was the next best thing. 

It seemed to be interesting. 

Because I like writing. 

I like people. 

Interesting. 
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Question: Why did you decide to get your degree from Ferris State? 

I heard their PR program was one of the best in the entire country. 

Uniqueness of program. 

Because I was told the PR program was excellent here and it's close to home. 

I originally planned to get a journalism degree from Ferris because it offered a two-
year program. I then decided to get a bachelors degree. 

Because Ferris has public relations as a major. 

Because FSU PR is one-of-a-kind. CMU doesn't offer anything like it, unless you 
want to get a dual degree. 

Because I had an associate degree from FSU. 

I was attending Ferris and was undecided. Came to Ferris because of my brother. 

Hockey scholarship. 

It was close to family. 

I like the size of this school. The class room setup is very beneficial to my learning 
habits. In most of my classes the teachers know my name and I appreciate the 
personal help that I receive. 

I lived in the area. 

Some personal reasons, the location of the school and some information on the 
quality of the College of Business. 

Good education, close to home, and they offered me a decent academic 
scholarship ... not what sports players get, of course, but enough to get by. 

I wanted to play football here. 

They had a very good Business program ... my high school guidance counselor told 
me. 

They have a strong program and I knew my degree would mean something. 

Most inexpensive option ... but I have no regrets. 

The location, size, cost and programs. 
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Question: Please add any additional comments you feel will be beneficial in helping 
to improve the public relations major. Use the back of the sheet, if necessary. 

Please make it a well-known fact that our PR program is special and effective. 

I believe that the more that students are involved with the program the more they 
will get out of it. The more that students are encouraged to join PRSSA, attend 
speeches, attend special meetings, etc., the more valuable this education will be to 
them. They will also be better able to apply what they learned at Ferris on the job. 
Secondly, the more I learn about PR, the more I realize that strong writing skills are 
important. The better FSU PR graduates can represent themselves on the page, the 
more success they will have on the job. Especially their first internship! Lastly, I 
have found myself wishing at my internship that I had more knowledge about 
graphic design, especially Page maker. 

I found the PR program to be a very exciting and challenging major that taught me 
many great hands-on experiences. 

Please try to avoid offering needed lower level courses with only one section at the 
same time periods. It makes it difficult to have a schedule that meets all your 
needs. 

The idea of a student organization is good. Also more involvement in PRSSA and 
with PRSA. A better network with alumni would be helpful in finding a job. This is 
a very difficult process!! 
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TO: 

FROM: Ron Greenfield 

SUBJECT: Program Review 

DATE: April 20, 1997 

As you know, every six years each academic major at Ferris State conducts a detailed Program 
Review to evaluate the major's effectiveness and to identify improvements which will make it 
more successful. The Public Relations major in the College of Business is one of the programs 
under review in 1996-97. 

Your opinions and suggestions will be very helpful to us in our efforts to continue to make the 
Public Relations major better. Please respond to the following questions and return this survey 
form to me at COB Rm 320 by May 2. Responses will be kept anonymous. Simply remove this 
cover sheet before returning the questionnaire. 

Thank you for your opinions and cooperation. 
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Faculty Survey 
Public Relations Major, Academic Program Review 

April 1997 

Strongly Strongly Not 
Agree Disagree Applicable 

The Public Relations major fits FSU's mission. 5 4 3 2 1 N/A 

FSU's Public Relations major is unique. 5 4 3 2 1 N/A 

Most Public Relations curricula at universities are 
located within Colleges of Business. 5 4 3 2 1 N/A 

FSU's Public Relations curriculum is a quality program. 5 4 3 2 1 N/A 

FSU's Public Relations major is a valuable part of the College 
of Business. 5 4 3 2 1 N/A 

The resources the COB provides to its Public Relations major 
are sufficient. 5 4 3 2 1 N/A 

The facilities provided for public relations study are sufficient. 5 4 3 2 1 N/A 

The COB computer facilities used for public relations are 
sufficient. 5 4 3 2 1 N/A 

The COB MAC lab computer facilities are sufficient. 5 4 3 2 1 N/A 

The overall quality of public relations students is comparable 
to other COB students. 5 4 3 2 1 N/A 

The overall quality of public relations students is above 
the COB average. 5 4 3 2 1 N/A 

The COB administration's commitment to the public 
relations major is sufficient. 5 4 3 2 1 N/A 

The Public Relations major needs a stronger recruiting effort 
because of its uniqueness. 5 4 3 2 1 N/A 

I recommend that my advisees take PREL 340 (Public 
Relations Principles). 5 4 3 2 1 N/A 

I think that basic public relations knowledge and skills 
are valuable to graduates from my academic area. 5 4 3 2 1 N/A 

In today's workplace a manager's ability to build positive 
relationships with individuals and groups is important. 5 4 3 2 1 N/A 

(over please) 
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Public relations skills and knowledge are valuable for 
Business college graduates. 5 4 3 2 1 N/A 

The ability to build positive relationships is an important 
skill for Business graduates. 5 4 3 2 1 N/A 

Public relations basically involves building positive 
relationships through proper actions and open 
communications. 5 4 3 2 1 N/A 

What one change would you make to achieve the most significant improvement in the public 
relations academic program at FSU? 

What additional faculty, technology or physical resources are needed, if any, to make the Public 
Relations curriculum better and more successful? 

How else might FSU's public relations major be improved? 

Have you ever taken a course in public relations? yes no If yes, how many? - - -
How many years have you taught at a college? _ 0 _ 1-1 0 _ 10-15 _ 1 5 + 
How many years have you worked in business? _ O _ 1-10 _ 10-20 _ 20+ 
How many years have you been employed by FSU? _ 1-5 _ 5-10 _ 10+ 
You are a member of:_ Mktg. Dept._ Mgt. Dept._ Acct/CIS Dept._ Econ. Dept. _ 

_ COB Staff _ Arts & Sciences Faculty _ FSU staff _ Other 
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Faculty Survey Comments 

QUESTION: What one change would you make to achieve the most significant 
improvement in the public relations academic program at FSU? 

Greater visibility. 

Build enrollment and expand f acuity numbers. 

Better advertising of the program both within and outside the university 
environment. 

Bring Journalism pre-requisites to COB. 

Additional f acuity. 

Improve graduates quantitative skills and data interpretive skills. 

Additional human resources. 

Recruit high school journalism/yearbook editors, etc. Sponsor PR day on the 
Campus. Invite journalism teachers at H. S. 

PR internships required. 

Without a feeder program, it will be difficult for PR to survive. 
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Question: What additional faculty, technology or physical resources are needed, if 
any, to make the Public Relations curriculum better and more successful? 

It is a good program with well-respected faculty. 

Common space in the Business lab ... but that needs to come from A&S. 

Computer systems and software. 

Resources to find more "students" not just bodies. 

Certainly at least one or more additions to f acuity. Not sure on other needed 
resources. 

Advanced computer software. Need a presentations room. 

Computer (both) 
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Question: How else might FSU's public relations major be improved? 

More advertising to enrolled students and prospects-particularly what one can do in 
a public relations career. It needs to be communicated at the freshman level of 
comprehension. 

Student recruitment. 

Scholarships to attract students. 

Training in job finding. 

Mandatory internships. 

All students need improved communications skills, particularly writing skills. 

Other Comments. 

I only assume the MAC labs are adequate because they look adequate. 
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FERRIS STATE UNIVERSITY 

July 30, 1997 

Mr. Patrick Jackson, APR, PRSA Fellow 
Jackson, Jackson & Wagner 
14 Front Street 
Exeter, New Hampshire 03833 

Dear Pat: 

We need a few minutes of time from you and the other members of the Advisory 
Committee for the Public Relations major at Ferris State University. Under a new 
process here, each academic major conducts a comprehensive evaluation, called a 
Program Review, every six years. This year it's Public Relations' turn. 

Work on this review is underway and the requirements include the collection of 
data, opinions and suggestions from students, faculty, graduates, employers and 
Advisory Committee members. To complete the research with the Advisory 
Committee, we need your answers to the questions on the enclosed survey. 

We've worked hard to keep this survey short. It should take about 30 minutes to 
complete. If the spaces we've provided for comments and explanations are 
insufficient, please feel free to continue those on the back or add sheets of paper. 
All of your thoughts and suggestions will be appreciated. 

To meet our deadline, it will be helpful if you can respond by August 11. If you 
have any questions, call me at home (616-796-5036). Please mail the completed 
questionnaire to us in the enclosed, stamped envelope. 

This Program Review will be completed early this fall and we will be happy to share 
a summary of the results with you. Our Advisory Committee will be meeting this 
October or November and, at that time, we will discuss the report in some detail. 
Pat Jackson and I will let you know as soon as we set a meeting date. 

Thank you for your time and opinions and your continued support of the Public 
Relations major at Ferris State. 

Sincerely, 

Ronald H. Greenfield, APR 
Assistant Professor and 
Coordinator - Public Relations Major 

Enclosures- Questionnaire 
Envelope 

COLLEGE OF BUSINESS 
MARKETING DEPARTMENT 

119 South Street, Big Rapids, Ml 49307-2284 
Phone 616 592-2426 Fax 616 592·3521 E-Mail MKTG@BUS02.FERRIS.Edu 
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2. 

PUBLIC RELATIONS PROGRAM REVIEW 
ADVISORY COMMITTEE SURVEY 

Based on your knowledge and perceptions, please rate the effectiveness of each of the 
following functions/programs at Ferris State. 

No 
Excellent Average Poor Opinion 

Academic programs overall 5 4 3 2 1 N/O 
Faculty overall 5 4 3 2 1 N/O 
Facilities and equipment overall 5 4 3 2 1 N/0 
College of Business academic programs 5 4 3 2 1 N/O 
College of Business faculty 5 4 3 2 1 N/O 

FSU's Public Relations curriculum 5 4 3 2 1 N/O 
FSU's Public Relations faculty 5 4 3 2 1 N/O 
Facilities used for teaching PR students 5 4 3 2 1 N/O 
Equipment used for teaching PR courses 5 4 3 2 1 N/O 
Overall abilities of FSU PR graduates 5 4 3 2 1 N/O 

Comments: 

Please rate the quality of FSU's undergraduate public relations curriculum for preparing young 
practitioners compared to the comparable curriculum offered by each of the following Michigan 
universities? In your opinion, Ferris State's public relations major is than ... 

Much About Much No 
Better Same Worse Opinion 

Central Michigan's 5 4 3 2 1 N/O 
Eastern Michigan's 5 4 3 2 1 N/O 
Grand Valley State's 5 4 3 2 1 N/O 
Lake Superior State's 5 4 3 2 1 N/O 
Michigan State's 5 4 3 2 1 N/O 

Michigan Tech's 5 4 3 2 1 N/O 
Northern Michigan's 5 4 3 2 1 N/O 
Oakland University's 5 4 3 2 1 N/O 
Saginaw Valley's 5 4 3 2 1 N/O 
University of Michigan's 5 4 3 2 1 N/O 

Wayne State's 5 4 3 2 1 N/O 
Western Michigan's 5 4 3 2 1 N/O 

Comments: 

176 



l 

1 

3. What makes Ferris State's public relations curriculum unique compared to those offered by 
other universities and why is that unique feature important? 

4. How important is each of the following public relations skills to a new professional? 

Very Not No 
Important Important Opinion 

Newswriting 5 4 3 2 1 N/O 
Feature writing 5 4 3 2 1 N/O 
Editing 5 4 3 2 1 N/O 
Newsletter writing/editing 5 4 3 2 1 N/O 
Magazine writing/editing 5 4 3 2 1 N/O 

Technical/proposal writing 5 4 3 2 1 N/O 
Audiovisual presentations 5 4 3 2 1 N/O 
Speech writing 5 4 3 2 1 N/O 
News media interviews 5 4 3 2 1 N/O 
News media research/distributions 5 4 3 2 1 N/O 

Still photography 5 4 3 2 1 N/O 
Video/film production 5 4 3 2 1 N/O 
Printing production 5 4 3 2 1 N/0 
Radio production 5 4 3 2 1 N/O 
Television production 5 4 3 2 1 N/O 

Graphic design/layout 5 4 3 2 1 N/O 
Computer design/layout 5 4 3 2 1 N/O 
Using computer systems/software 5 4 3 2 1 N/O 
Advertising layout/design 5 4 3 2 1 N/O 
Advertising space/time buys 5 4 3 2 1 N/O 

Advertising copy writing 5 4 3 2 1 N/O 
Special events planning/mgt 5 4 3 2 1 N/O 
Direct mail/marketing 5 4 3 2 1 N/O 

Comments: 
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5. How important is a working knowledge of each of the following public relations functions to a 
new college graduate entering the profession? 

Very Not No 
lmpo"ant lmpo"ant Opinion 

News media relations 5 4 3 2 1 N/O 
Employee communications 5 4 3 2 1 N/0 
Government relations 5 4 3 2 1 N/O 
Community relations 5 4 3 2 1 N/O 
Contributions management 5 4 3 2 1 N/0 

Issues management 5 4 3 2 1 N/O 
Marketing communications 5 4 3 2 1 N/O 
Special events 5 4 3 2 1 N/O 
Public relations/opinion research 5 4 3 2 1 N/O 
Non-profit communications 5 4 3 2 1 N/O 

Fundraising 5 4 3 2 1 N/O 
Organizational identification/logos 5 4 3 2 1 N/O 
Crisis communications 5 4 3 2 1 N/O 
Senior management counseling 5 4 3 2 1 N/O 
Program planning/budgeting 5 4 3 2 1 N/O 

Staff management 5 4 3 2 1 N/O 
Institutional/public relations advertising 5 4 3 2 1 N/O 

Comments: 

6. Which of these computer A) operating systems, 8) software programs and C) functions should 
public relations students be skilled in when they graduate? (Check all which are appropriate.) 

A) Systems ... 
DOS/Windows based 
MAC based 

_ Both DOS and MAC systems 
8) Software ... 

Windows 3.X 
Windows 95 
Word 
WordPerfect 

_ Pagemaker 
_ QuarkXpress 

Excel 
C) Functions ... 

_ Word processing 
_ Financial spreadsheet 
_ Computer design/layout 
_ Visual/slide production 
_Scanning 

e-mail 
lnternet/www 

_ Homepages 
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_ Powerpoint 
_ Photoshop 

Corel 
_Netscape 
_ Web search programs 

Other (Please list) 

_ Print production 
Media research 
Market/situation research 
News release distribution 
Other (Please list) 
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7. In the next five years, what major trend or trends will affect and/or change the training and 
skills needed by new public relations professionals? 

8. What new knowledge/skills should FSU include in its Public Relations curriculum to better 
prepare graduates for the trends you identified above? 

9. In your opinion, what average percent annual increase do you expect for employment levels in 
the public relations profession over the next decade (1997-2006)? 

_ 0-3 percent _ 7-10 percent 
_ 3-5 percent _ 10 + percent 
_ 5-7 percent _No, it will decrease_ percent 

10. What average percent increase do you expect for public relations employment levels within 
the State of Michigan in the next decade? 

_ 0-3 percent _ 7-10 percent 
_ 3-5 percent _ 10 + percent 
_ 5-7 percent _ No, it will decrease _ percent 
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11. If you had sole authority, what changes would you make in FSU's Public Relations curriculum 
to make it more effective in preparing young people for the job market? 

12. Please provide any additional comments, opinions and suggestions on the merit of FSU's 
approach to teaching public relations and how it may be improved. 

Continue your comments on additional sheets of paper, if desired. Please return this questionnaire 
in the enclosed, stamped envelope. Thank you for your help. See you this fall. RBG 
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Advisory Committee Survey Comments 

Question: Based on your knowledge and perceptions, please rate the effectiveness 
of each of the following functions/programs at Ferris State. 

Comments: 

I have always been impressed by FSU students. 

In specialized areas, Ferris is academically superior to most. FSU has not made 
facilities and equipment investments for many years and must do "catch up." 

Question: Please rate the quality of FSU's undergraduate public relations curriculum 
for preparing young practitioners compared to the comparable curriculum offered by 
each of the following Michigan universities? In your opinion, Ferris State's public 
relations major is than ... 

Comments: 

Response based on fact that these schools do not have PRSSA chapters, thus 1) 
their students have no access to unique opportunities which this para-professional 
organization offers for essential connections to the profession, and 2) probably do 
not meet academic requirements for PRSSA chapter by PRSA, i.e. five courses. 
(Schools not rated are chartered, but have not first-hand knowledge of their 
programs in relation to Ferris State. 
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Question: What makes Ferris State's public relations curriculum unique compared 
to those offered by other universities and why is that unique feature important? 

FSU's public relations program is housed in the College of Business, a very rare 
positioning in U.S. colleges and universities. From the viewpoint of many in the 
professional community, this is a distinct advantage since 1) most majors will make 
their careers in business (including non-profit) thus business orientation/ knowledge 
will spare much on-the- job training and make their work more immediately useful: 
2) student access to business courses is very important--and usually limited (very!) 
in programs housed in other academic units. 

Putting it in the Business school is unique and important because most PR people 
have little business background or knowledge. 

Business school orientation/emphasis. 

Was developed by professionals in the field vs. just academics. 

I believe it could be unique if an effective linkage with the Business school 
curriculum is accomplished. I'm afraid I don't know enough about the current 
situation to comment further. 

There are more practical courses provided. 

Varied number of courses offered. 
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Question: How important is each of the following public relations skills to a new 
professional? 

The above ratings based on relative priority of skills most likely to be required of 
new professionals. Special note: my high rating for speechwriting reflects a 
paramount need for today's new professional to be as proficient in writing for the 
voice as for print. In that connection, students should have some experience in 
making presentations/speeches themselves. 

Relationship building 5 
Face-to-Face communications 5 
Grass roots coalition building 5 
Interpersonal communications 5 
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Question: How important is a working knowledge of each of the following public 
relations functions to a new college graduate entering the profession? 

Comments: 

New professionals should aspire to (senior management counseling), yes, but it 
takes experience, perspective, and extensive knowledge about the enterprise, its 
culture, top management and relevant issues before attempting (and presuming) to 
counsel. And students need to be advised about that! 
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Question: In the next five years, what major trend or trends will affect and/or 
change the training and skills needed by new public relations professionals? 

1. Increased management emphasis on evaluation of public relations performance 
and results -- which translates, for example, to need for students to 
understand/manage research and to discipline public relations efforts to corporate 
objectives. 
2. International directions -- not only of major corporations, but domestic and small 
companies increasingly affected by world trade. 
3. Rising expectations by management for public relations to understand and affect 
behavior of key constituencies, not simply to "communicate," and 2) to 
relate/anticipate outside events/trends/issues to corporate decisions/plans/actions. 
4. Increased visibility of public relations professionals as spokespersons and 
participants in dialogues with constituencies. (The days of the invisible, always 
behind-the-scenes public relations person are fading, which means that he/she must 
be highly knowledgeable, persuasive, able to express him/herself on the feet -- and 
to have the confidence of top management in doing so!) 

Multi-nationalism of companies. electronics and computers, instant news. 

Smaller audiences with special interests. Less need for mass communications. 
More need for highly personalized communications to narrow, target audiences. 

Flatter organizations will need better trained new employees who won't need 
significant OJT training to become productive. 

Continued demand for globalization. 

Home page design. More skill in evaluation of PR effectiveness. Greater emphasis 
on research skills. 

Relationship building. Working across functional lines. Understanding of business 
strategy. Under the radar techniques for reaching opinion leaders vs. Dependence 
on the media. 

1) Continued increase in demand for public accountability. 2) World/Global market 
perspective. 3) Technology enhanced communications, which will revolutionize 
audience segmentation and audience response capabilities. 
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Question: What new knowledge/skills should FSU include in its Public Relations 
curriculum to better prepare graduates for the trends you identified above? 

Internet, all computer software that assists them. 

Interpersonal communications: speaking, listening and conflict resolution skills. 

Course in research/ evaluation techniques. Speechwriting skill training. 

1) International business and marketing courses are needed to provide an 
understanding of foreign markets. 2) Understanding of Web technology and other 
information technology and the ability to construct and deliver communications 
using these vehicles. 

With apologies for lack of knowledge about course content -- there appear to be 
needs for 1) a course in public relations writing -- which differs from newswriting 
and composition/ creative writing; emphasis in research and methods -- other than 
marketing research, which is limited view for a public relations student and 
professional; 3) attention to persuasion and organizational behavior; and 4) courses 
required to meet growing international trends of the profession, e.g. second 
language, studies of other cultures. (I assume that some public relations course 
currently addresses ethics, but does that also include problems of ethics in 
international markets?) 

Language emphasis-cultural differences in communications. 
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Question: If you had sole authority, what changes would you make in FSU's Public 
Relations curriculum to make it more effective in preparing young people for the job 
market? 

Provide more internship opportunities. Provide better tools: equipment and 
facilities. Find way(s) to promote/instill pride in FSU degree over others - "PR for 
FSU". Internally, among professors instructing related coursework - educate them 
as to uniqueness of program, need to provide excellence. 

See response to prior question. Public relations writing, public relations research, 
organizational behavior, required second language, world literature and history and 
economics. 

Stress senior counseling and the strategic aspects of the job. 

More emphasis on interpersonal communications, conflict management and 
mediation skills. 

Provide an employment placement service. Workshops on resume, cover letter 
preparation, mock job interview sessions. 
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Question: Please provide any additional comments, opinions and suggestions on 
the merit of FSU's approach to teaching public relations and how it may be 
improved? 

Far too much emphasis on mass, impersonal communications. Ferris could become 
a leader nationally by changing the emphasis and teach students items above 
(interpersonal communications, conflict resolution and mediation) that get much 
better results. 

Keep stressing the real world aspects of PR. Keep the student's time balanced 
between academics and real world. 

Need to strengthen your PRSSA chapter. Provide more internships, independent 
study experiences for students. 

I strongly recommend that the FSU program take more advantage of the 
paraprofessional opportunities offered through PRSSA, e.g. participation in the 
annual Bateman Case Study; 2) representation at districts and national 
PRSSA/PRSA conferences with on-campus feedback; 3) use of video interviews of 
major leaders in the professions and initiatives to videotape interviews with public 
relations leaders in Michigan --
-- that the rare business positioning of the public relations curriculum be marketed 
to increase the receptivity of internships for FSU students among 
companies/agencies not only in Michigan but in other major markets, particularly in 
the Midwestern states.--
-- that student field trips be arranged periodically to companies/agencies in 
Michigan, possibly Chicago. (Note: a Minnesota college annually arranges two-day 
trips in Chicago for its public relations students.) 
All the foregoing to overcome disadvantages of location/access of FSU campus and 
give students opportunities for improved perspective, observation and exposure. 
In keeping with business orientation of your program, I hope that students are 
required to read the Wall Street Journal (and other business publications as well) 
and that classroom attention regularly given to critical events and issues as they 
relate to public relations. That lifetime habit is well worth nurturing and prospective 
employers would be very impressed! 
Most important, I commend applying for PRSA Certification of the FSU program. 
That would give distinct recognition of the program among the profession-at-large. 
(The cost is minimal -- particularly in 1998 -- and the advantages are multiple and 
significant. If you want to know more about it, let me know. 

Ferris' design for public relations has been and is excellent. Unfortunately, (for a 
number of reasons) we still don't quite deliver what's promised. The PR program 
should be as enthusiastically known, received and sought after as its PGM, 
Optometry and other "niche" programs - but so far, we're not even close. 
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(Revised) FERRIS STATE UNIVERSITY 
B.S. BUSINESS, PUBLIC RELATIONS MAJOR 

FIRST YEAR 

First Semester 

PREL 101 - Public Relations Freshman Seminar 
JRNL 121 - News Reporting 
ENGL 150 - English 1 
COMM 121 - Public Speaking 
SOCY 121 - Introductory Sociology 
Natural Science Elective 

Second Semester 

JRNL 122 -Advanced Reporting [JRNL 121) 
Natural Science Elective with lab 
MATH 115 or Elective (SEE NOTES 2 & 3) 
GEOG 112 - Cultural Geography 
PSYC 150- Introduction to Psychology 

THIRD YEAR 

First Semester 

PREL 341 - Public Relations Tools [PREL 340, ENGL 150 & 250) 
MKTG 321 - Principles of Marketing [ECON 221) 
ENGL 325 - Advanced Business Communications 
Elective (See note) 
Elective (See note) 

Second Semester 

PREL 342 - Public Relations Tactics [PREL 341) 
Cultural Enrichment Elective (200-300 level, See note) 
Elective (see note) 
BLAW 301 - Legal Environment of Business 
MGMT 301 - Applied Management 

Cr.Hr. 

1 
3 
3 
3 
3 

~-16 

3 
4 

4-3 
3 
~-17-16 

Cr.Hr. 

3 
3 
3 
3 

~-15 

3 
3 
3 
3 

~-15 

SECOND YEAR 

First Semester 

PREL 240 - Principles of Public Relations [ENGL 150) 
ACCT 201 - Accounting 1 
ENGL 250 - English 2 [ENGL 150) 
ISYS 202 - Principles of Information Systems 
ECON 221 - Principles of Economics 1 

Second Semester 

ADVG 222 - Principles of Advertising 
Cultural Enrichment Elective (See note) 
ACCT 202 - Accounting 2 [ACCT 201] 
STQM 260 - Introduction to Statistics [MATH 115) 
VISC 214 - Introduction to Macintosh 

FOURTH YEAR 

Summer 
PREL 491 - Public Relations Internship 

First Semester 
PREL 401 - Public Relations Senior Seminar 
PREL 440 - Public Relations Cases [PREL 340) 
FINC 322 - Financial Management (MATH 115, ACCT 201) 
MKTG 425- Marketing Research [STQM 260, MKTG 321) 
MGMT 447 - Business Ethics and Social Responsibility 
Cultural Enrichment Elective (See note) 

Second Semester 

PREL 401 - Public Relations Senior Seminar 
PREL 455 - Public Relations Campaigns [PREL 340 & 342) 
MKTG 499- Marketing Policy (Senior Status] 
Social Awareness Elective (See note) 
Elective (See note) 

Cr.Hr. 

3 
3 
3 
3 
~-
15 

3 
3 
3 
3 

~-15 

Cr.Hr. 
3 

1 
3 
3 
3 
3 
3 __ 
16 

1 
3 
3 
3 
3 13-

9/12/97 123 MIN. CR. HRS. REQUIRED FOR GRADUATION (See back of sheet) 
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NOTES: 
1. Prerequisites shOY.fl in brackets ( ). 
2. MATH 115 or MATH 115 proficiency is needed for graduation. If MATH 115 is needed, it may be taken as a free elective. 
3. Twenty-three hours of electives are required beyond those prescribed on this semester schedule and these must include at least 1 three-hour Social 

Awareness and 3 three-hour Cultural Enrichment courses. The foll<M1ng are suggested electives: 
Business: ADVG 324, ADVG 360, INTB 310, MGMT 302, MGMT 447, MKTG 322, OSYS 209. 
Non-Business: COMM 325, COMM 332, COMM 333, COMM 380, COMM 410, ECON 222, HIST 310, HUMN 240, JRNL 228, LITR 311, LITR 312, 
LITR 351, LITR 352, PHOT 201, PLSC 225, PLSC 225, PSYC 325, SOCY 340, TVPR 225, Foreign Languages. 

REQUIRED FOR GRADUATION: A cumulative honor point average of 2.00 or better in: (1) All course IM>rk taken; (2) All course 11\Crk taken in the major; AND 
(3) All course IM>rk taken in the business core. 

PLEASE NOTE - Students Ydlo interrupt their studies and are absent from the University for one or more semesters, OR those Ydlo change curriculum Ydlile 
pursuing a degree at Ferris, are subject to the follov.1ng University policy: STUDENTS WHO RETURN TO THE UNIVERSITY AFTER AN INTERRUPTED 
ENROLLMENT (NOT INCLUDING SUMMER SEMESTER) MUST NORMALLY MEET THE REQUIREMENTS OF THE CURRICULUM WHICH ARE IN FORCE 
AT THE TIME OF THEIR RETURN, NOT THE REQUIREMENTS WHICH WERE IN EFFECT WHEN THEY WERE ORIGINALLY ADMITTED. 
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(Revised) FERRIS STATE UNIVERSITY 
TRANSFER PROGRAM 

B.S. BUSINESS, PUBLIC RELATIONS MAJOR 

THIRD YEAR 
First Semester 

PREL 240 - Principles of Public Relations 
PREL 341 - Public Relations Tools 
JRNL 121 - News Reporting 
ADVG 222 - Principles of Advertising 
VISC 214 - Introduction to Macintosh 

Second Semester 

PREL 342 - Public Relations Tactics [PREL 341 *] 
ENGL 325 - Advanced Business Communication [ENGL 250) 
MKTG 321 - Principles of Marketing (ECON 221) 
STQM 260 - Introduction to Statistics [MATH 115) 
JRNL 122 -Advanced Reporting [ENGL 121) 

NOTES: 
• Prerequisle (PREL 24>, a grade of "B" or better In ENGL 150 & 250) 

Cr.Hr. 

3 
3 
3 
3 

~-15 

3 
3 
3 
3 
~-15 

FOURTH YEAR 
Summer 

PREL 491 - Public Relations Internship [PREL 342) 

First Semester 

PREL 401 - Public Relations Senior Seminar 
PREL 440 - Public Relations Cases [PREL 240 *] 
MGMT 301 - Applied Management 
MKTG 425 - Marketing Research [MKTG 321, STQM 260) 
BLAW 301 - Legal Environment of Business 
ISYS 202 - Principles of Information Systems 

Second Semester 

PREL 401 - Public Relations Senior Seminar 
PREL 455 - Public Relations Campaigns (PREL 341, 342, 440) 
MGMT 447 - Business Ethics and Social Responsibility 
FINC 322 - Financial Management [MATH 115, ACCT 202) 
MKTG 499 - Marketing Policy (Last Semester Senior) 
300/400 Level Social Awareness Elective ** 

65 Minimum credit hours required for graduation 

** If the general education global consciousness requirement has not been met, this efectlva must meet this requiremert. 

1. Entrance Reaulrementt 
A. The applicart must have an associate degree from any accredited Institution. 
B. If the following courses have net been completed In the Associate's degree, then they must be taken In addition to the required courses: 

ECON 221 Principles of Economics I (Macro) PSYC 150 Introduction to Ps)'Chology 
SOCY 121 lrtroduction to Sociology ACCT 201 Principles of Accounting I 

ACCT 2J2 Principles of Accourting II 
2. Graduation Reaulnmenta 

Cr.Hr. 

3 

1 
3 
3 
3 
3 
~-
16 

1 
3 
3 
3 
3 
3 16-

A. The FSU General Education requirements must be completed. If this requirement has net been met in the Associate degree, then necessary courses must be completed in addition to the required 
courses specified In the transfer program. See FSU General Education check sheet for the baccalaureate degree. 
B. Studerts must replace required courses taken In the Associate degree with courses approved by an academic adllisor. 
C. A cumulatlva honor point average of 2.CDor better is required for graduation In: 1) All course work taken; 2) All course work taken in the major; and 3) An course work taken In the Business core. 
D. Students who Interrupt their stud"l8S and are absent from the Unlvarslty for one or more semesters, OR those who change curriculum while pursuing a degree at Ferris, are subject to the following 
Unlvarslty policy: STUDENTS WHO RETURN TO THE UNIVERSITY AFTER AN INTERRUPTED ENROLLMENT (NOT INCLUDING SUMMER SEMESTER) MUST NORMALLY MEET THE 
REQUIREMENTS OF THE CURRICULUM WHICH ARE IN FORCE AT THE TIME OF THEIR RETURN, NOT THE REQUIREMENTS WHICH WERE IN EFFECT WHEN THEY WERE 
ORIGINALLY ADMITTED. 
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INSTRUCTOR 

PUBLIC RELATIONS PRINCIPLES 
PREL 340 

Winter Semester 1997 
9-9:50 A.M. MWF 

Ronald H. Greenfield, Assistant Professor-Marketing and Coordinator-Public Relations Major 
Office: College of Business, Room 320, Telephone 592-2448 
Office Hours: MWF 10-11 a.m. and TR 1 :30-2 p.m. (Additional hours by appointment.) 

COURSE OVERVIEW 

Nature and function of public relations with emphasis on its role in business. Provides an 
overview of the public relations process and techniques used to build positive long-term 
relationships with an organization's key constituencies. Explores the use of communications 
tools, including brochures, speeches, company publications, news releases and new 
communications technology. 

OBJECTIVES 

1. To provide an overview of the public relations practice. 
2. To introduce the theoretical framework for the public relations function. 
3. To learn and perfect basic skills in applying public relations tools and tactics. 
4. To examine and utilize the processes of developing and administering programs. 
5. To create awareness of public relations careers. 

TEXTBOOK 

Seitel, Frazer P., The Practice of Public Relations, Sixth Edition, Engelwood Cliffs, N.J., 
Prentice Hall, 1995. 

The course sessions on the Four-Step Process of planning public relations programs covers 
material found in four chapters in Center, Cutlip and Broom's Effective Public Relations. 
Several copies of this text are on reserve at the library for your use in this course. 

Additional articles and materials will be handed out, as appropriate, during class sessions 
and additional reference materials are available in the library. 

GENERAL REQUIREMENTS 

1. Regular class attendance is required and unexcused absences will lower your grade. 

2. Papers and projects are due at the end of the class session indicated on the schedule. 
Each day of tardiness will lower your grade by one letter. 

3. Accuracy is essential in public relations. Proofreading is the student's responsibility and 
spelling, grammar and similar errors will negatively effect grades on an assignment. 

4. All papers will be typed, double-spaced and stapled in the upper left corner. 
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GRADING SYSTEM 

The following evaluation methods will be used (500 points maximum). 

Tests (two hourlies end one final)- 100 points each 
Public Relations "Clippings"- 30 points 
News Release - 20 points 
Four-Step Process Paper- 100 points 
Attendance end Class Discussion - 50 points 

These points will convert to final grades es follows: 

A 460-500 points 
A- 450-459 
B+ 440-449 
B 410-439 
B- 400-409 
C+ 390-399 

CURRENT PUBLIC RELATIONS ACTIVITIES 

c 360-389 
C- 350-359 
D+ 340-349 
D 310-339 
D- 300-309 
F 299 end below 

At the beginning of Monday sessions, the class will discuss significant public relations 
programs observed or occurring during the pest week. As pert of this weekly process, you 
will be expected to research end submit examples of public relations programs being 
implemented today to deal with issues, problems end opportunities. This may include 
newspaper or magazine clippings, brief written summaries of broadcast stories, brief 
synopsis of public relations programs you have observed or in which you have participated, 
etc. Clippings will be mounted on standard 81/2x11 paper end include the publication name 
end date of issue. These examples will be collected after the class discussion. A total of 
30 points is possible for these (two points for each valid example) with a maximum of two 
articles submitted each week per student. 

NEWS RELEASE 

As pert of our work on public relations writing each student will prepare a news release on e 
significant community relations issue involving Reine, Inc. (Case Study on pp. 189-190 of 
the text). More then one draft of this release may be necessary to learn end properly apply 
the basic writing concepts end techniques. 

Additional "extra credit" writing projects may be assigned, es appropriate. 

FOUR-STEP PROCESS PAPER 

1. During the letter portion of this course you will prepare a project/paper in which you will 
apply the knowledge gained in class end use the Four-Step Public Relations Process to 
develop a practical public relations program for a real organization. The problem, issue or 
opportunity dealt with in this paper will be selected by the student (subject to approval by 
the instructor) end should involve an organization with which you ere familiar such es one 
you are a member of, have worked for, have had en internships; plan to work for after 
graduation, etc. 
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2. Class time. as designated on the schedule. will be used for a workshop on the Four-Step 
projects and the instructor will be available to answer questions and offer guidance. 
Attendance at this workshop is mandatory. 

3. The completed paper is limited to a maximum of seven pages plus samples. The format 
used will include the following headings: 

I. Definition of the Issue 
A) Problem/Opportunity Statement 
B) Situation Analysis 

II. Plan for Proposed Program 
C) Goal(s) 
D) Target Publics 
E) Objectives 

Ill. Implementation and Communication 
F) Action Strategies 
G) Communications Strategies 
H) Program Tools and Tactics 
I) Timetable 

J) Budget 
IV. Evaluation of the Program 

J) Mid-course Adjustments 
K) Post-program Research 

4. Grading is based upon the thoroughness of your application of the Four-Step Process 
and the quality of the program developed. Additional points will be awarded for sample 
news releases. meeting agendas. radio or TV PSA copy and visuals, letters to opinion 
leaders and other tools and techniques. as called for in your plan and included with your 
paper. 

CLASS SCHEDULE AND COURSE OUTLINE 

Note: This schedule and outline is subject to revisions. as appropriate, during the semester 
and all such changes will be announced in class. 

Jan 13 Orientation and Discussion of Course Objectives 
Assignment: Read Chapter 1 

Jan 15 What is Public Relations? 
Assignment: Read Chapter 2 

Jan 17 The Evolution of Public Relations 
Assignment: Read Chapter 3 

Jan 20 Martin Luther King Day (No Class) 
Jan 22 Influencing Public Opinion 
Jan 24 Influencing Public Opinion 

Assignment: Read Chapter 4 
Jan 27 Research Methods 

Assignment: Read Chapter 5 
Jan 29 Communications Theory 
Jan 31 Communications Theory 

Assignment: Read Chapter 6 
Feb 3 Ethics and Social Responsibility 

Assignment: Read Chapter 7 
Feb 5 Public Relations Management 

Assignment: Study for test over Chapters 1-7 and allied materials. 
Feb 7 Test over all information covered since Jan 13. 

Assignment: Read Chapter 8 
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Feb 10 Public Relations Writing 
Feb 12 Public Relations Writing 

Assignment: Write news release 
Feb 14 Public Relations Writing 

News release due 
Assignment: Read Chapter 9 

Feb 17 Public Relations Tools 
Feb 19 Public Relations Tools 
Feb 21 Public Relations Tools 

Assignment: Read Chapter 10 
Feb 24 Television and Video 
Feb 26 Television and Video 

Assignment: Read Chapter 11 
Feb 28 Integrated Marketing Communications 
Mar 3-7 Spring Break (No Classes) 
Mar 10 Integrated Marketing Communications 

Assignment: Read Chapter 12 
Mar 12 Media Relations 
Mar 14 Media Relations 
Mar 17 Media Relations 

Assignment: Read Chapter 13 
Mar 19 Employee Communications 
Mar 21 Employee Communications 
Mar 24 Employee Communications 

Assignment: Read Chapter 14 
Mar 26 Community Relations 
Mar 28 Easter Break (No class) 
Mar 31 Community Relations 

Assignment: Read Chapter 15 
Apr 2 Consumer Affairs 

Assignment: Study for test over Chapters 8-15 and allied materials. 
Apr 4 Test over all information covered since February 7. 

Note: A number of handouts will be provided in the next four 
classes covering each step of the Four-Step Public Relations Planning 
Process. For additional information, students should read the 
following four chapters in Effective Public Relations on reserve at the 
library: "Fact Finding and Feedback-The First Step", "Planning and 
Programming-The Second Step", "Action and Communication-The 
Third Step", and "Evaluation-The Fourth Step." 

Apr 7 The Four-Step Public Relations Process-Step 1 
Apr 9 The Four-Step Public Relations Process-Step 2 
Apr 11 The Four-Step Public Relations Process-Step 3 

Assignment: Select topic for Four-Step Process project 
Apr 14 The Four-Step Public Relations Process-Step 4 

Due: Individual topics for Four-Step projects 
Assignment: Write a public relations program utilizing the Four Step Process 
(See Item titled "Four-Step Process Paper" for details). 

Apr 16 Four-Step Process Workshop 
Assignment: Read Chapter 16 

Apr 18 Government/Public Affairs 
Assignment: Read Chapter 17 

Apr 21 Financial/Investor Relations 
Paper Due on Four- Step Process 
Assignment: Read Chapter 18 
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Apr 23 Public Relations and the Law 

Assignment: Read Chapter 19 
Apr 25 Managing Issues and Crisis 
Apr 28 Managing Issues and Crisis 

Assignment: Read Chapter 20 
Apr 30 The Future of Public Relations 
May 2 Course Summary and Wrap Up 

Assignment: Study for final exam 
May 5 Final Exam, 8-9:40 a.m. 

1/6/97 

Covers all course content since April 4 which includes Chapters 16-20 
in The Practice of Public Relations and The Four-Step Process lectures, 
handouts and chapters from Effectiye Public Relations. 
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PUBLIC RELATIONS METHODS - PRINT PRODUCTION 
PREL 341 

INSTRUCTOR 

Fall Semester 1996 
9-9:50 a.m. MWF, BUS Rm 202 

Ronald H. Greenfield, Assistant Professor - Marketing and 
Coordinator - Public Relations Major 

Office: College of Business. Room 320, Telephone 592-2448 
Office Hours: MWF 1-2 p.m. (Additional office hours available by appointment.) 

COURSE OVERVIEW 

Survey of the planning and production of public relations tools used by organizations to 
build and enhance relationships with their publics. Analysis of resources, rationale and 
tactics leading to the hands-on development of written, verbal and visual communications 
tools and technical skills of public relations practitioners. 

OBJECTIVES 

1. To develop understanding of the tools used in public relations practice. 
2. To learn and perfect basic professional skills in producing written, verbal and visual 
communications. 
3. To familiarize student with the application of these tools to a variety of public relations 
programs. 

TEXTBOOKS 

Bivins, Thomas, Handbook for Public Relations Writing, Third Edition, Lincolnwood, Ill., NTC 
Business Books, 1995. 

Kessler, Lauren and McDonald Duncan, When Words Collide. A Media Writer's Guide to 
Grammar and Style, Belmont, Calif., Wadsworth Publishing Co., 1992. 

Pagemaker for Dummies (6.0), San Mateo, Calif., IDG Books Worldwide. 

Additional articles and materials will be handed out, as appropriate, during class sessions 
and additional reference materials are available in the library. 

GENERAL REQUIREMENTS 

1. Regular class attendance is required and unexcused absences will lower your grade. 
You are an equal partner in this learning process and that requires self-discipline and self 
motivation on your part. 

2. All work submitted must be the original work of the student. Plagiarism will be grounds 
for automatic failure. 

3. Papers and projects are due at the end of the class session indicated on the schedule. 
Each day of tardiness will lower your grade by one letter. 

4. Accuracy is essential in public relations. All work submitted is expected to be error free. 
Proofreading is the student's responsibility and spelling. grammar and similar errors will 
negatively effect grades on an assignment. 
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5. All written papers will be typed, double-spaced and stapled in the upper left corner. 
Each work product submitted must be accompanied by a completed "Tool Preparation 
Outline" as a cover sheet (copy attached). 

GRADING SYSTEM 

The following evaluation methods will be used in this course ( 1300 points maximum) 

Tests - (300 total) 
Mid-term 100 points 
Final 200 points 

Projects - (850 total) 
News release - 75 points 
News feature - 75 
Editorial - 50 

Newsletter - 150 
Institutional Ad - 50 
Exhibit - 50 

Fact sheet - 75 
Biog - 50 

Speech presentation - 100 
Broadcast production - 100 

Flyer - 75 

Class discussion, participation, attendance - 150 points 

Extra Credit 
Attendance at PRSSA events - 5 points 
Other (as they develop) - variable 

The following grading scale will be used: 

A 92-100 percent c 
A- 90-91 C-
B 82-87 D+ 
B- 80-81 D 
c+ 78-79 D-

F 

CLASS SCHEDULE AND COURSE OUTLINE 

72-77 
70-71 
68-69 
62-67 
60-61 
59 percent or below 

Note: This schedule and outline is subject to revisions, as appropriate, during the semester 
and all such changes will be announced in class. 

Aug. 26 Orientation and Discussion of Course Objectives 
Assignment: Read and study Chapter 13 

Aug. 28 Grammar and Style 
Assignment: Read and study Chapter 14 

Aug. 30 Grammar and Style 
Evaluation test 
Assignment: Read and study Chapter 1 

Sept. 2 Labor Day, No Class 

Sept. 4 News Releases/Features 
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Assignment: Read and study Chapters 2 and 3 

Sept. 6 News Releases/Features 
Assignment: Read and study Chapter 6 

Sept. 9 News Releases/Features 

Sept. 11 News Releases/Features 

Sept. 13 News Releases/Features 

Sept. 16 Editorial Writing 

Sept. 18 Editorial Writing 

Sept. 20 Editorial Writing 

Sept. 23 Backgrounders 

Sept. 25 Backgrounders 

Sept. 27 Backgrounders 

Sept. 30 Backgrounders 

Oct. 1 Distinguished Business Lecture, 11 a.m., Williams Auditorium 
Speaker· Gordon MacKenzie 

Oct. 2 Backgrounders 
Assignment: Read and study Chapter 4 

Oct. 4 Flyers and Brochures 
Assignment: Read and study Chapter 11 

Oct. 7 Flyers and Brochures 

Oct. 9 Flyers and Brochures 

Oct. 11 Flyers and Brochures 
Assignment: Study for test over all chapters, lectures and supplementary 

materials covered since August 26 

Oct. 14 Test over all material since August 26 
Assignment: Read and study Chapter 5 

Oct. 14 Newsletters 

Oct. 16 Newsletters 

Oct. 18 Newsletters 

Oct. 21 Newsletters 

Oct. 23 Newsletters 
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Oct. 25 Newsletters 

Oct. 28 Newsletters 
Assignment: Read and study Chapter 7 

Oct. 30 Annual Reports 
Assignment Read and study Chapter 9 

Nov. 1 Advertising and Graphics 

Nov. 4 Advertising and Graphics 

Nov. 6 Advertising and Graphics 

Nov. 8 Advertising and Graphics 
Assignment: Read and Study Chapter 10 

Nov. 11 Speeches/Presentations 

Nov. 13 Speeches/Presentations 

Nov. 15 Speeches/Presentations 

Nov. 18 Speeches/Presentations 

Nov. 20 Speeches/Presentations 

Nov. 22 Video/Film Production 
Assignment: Read and study Chapter 8 

Nov. 25 Broadcast Production 

Nov. 27 Broadcast Production 

Nov. 29 Thanksgiving Holiday, No Class 

Dec. 2 Broadcast Production 

Dec. 4 Broadcast Production 

Dec. 6 Broadcast Production 

Dec. 9 Final Exam, 8-9:40 a.m. 
Covers all chapters, lectures, and supplementary materials covered since 
October 14 plus public relations writing. 

8/27/96 
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INSTRUCTOR 

Public Relations Methods 
PREL 342 

Winter Semester 1997 
9:30-10-45 a.m., TR 

Ronald H. Greenfield, Assistant Professor-Marketing and Coordinator- Public Relations Major 
Office: College of Business, Room 320, Telephone 592-2448 (Home 796-5036) 

Hours MWF 10-11 a.m., TR 1 :30-2 p.m. (Additional hours by appointment.) 

COURSE OBJECTIVES 

1. To acquaint students with professional public relations methods. 
2. To learn to integrate a variety of public relations tools into tactical programs. 
3. To provide hands-on, practical experience in tactical public relations. 
4. To produce quality work samples for student portfolios. 

PREREQUISITES 

PREL 340, "B" or better in both ENGL 150 and 250 

TEXTBOOK 

Cantor, Bill (Editor-Chester Burger), Experts in Action- Inside Public Relations. Second 
Edition, New York, Longman, 1989. 

Students should also utilize standard references including: Handbook for Public Relations 
Writing, The Practice of Public Relations, When Words Collide, Associated Press Stylebook, 
thesarus, dictionary, etc. 

Additional articles and materials will be handed out in class, as appropriate. Resource and 
reference materials are also available in Timme Library. 

GENERAL REQUIREMENTS 

1. You are expected, as a minimum, to attend each scheduled class. Attendance will be 
taken at the start of each period and anyone arriving late will be counted as absent. Each 
absence, after two, will lower your final grade in this course by one letter. 

2. All assignments are due at the beginning of class on the dates shown on the syllabus or 
as otherwise designated at the time of the assignment. Any changes in these due dates will 
be announced in class. The grade on any assignment turned in late will be lowered one 
letter grade and then one additional letter grade per 24 hours. Any assignment turned in 
one week or more late will automatically be awarded 0 points. 

3. If a student misses any class period, it is his/her personal responsibility to obtain any 
assignments, lecture notes, handouts, etc. from a classmate and meet any projects 
deadlines assigned. 

4. Each student will select a real company or organization for which he/she will prepare a 
portfolio of tactical public relations programs during this semester. It is recommended that 
the organization be one with which you are familiar to minimize the time required for 
background research. Large conglomerates or chains are not recommended because of the 
complexity they exhibit and create. Your organization may be a local business or campus 
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department where you work or have worked; your parents', relatives' or friend's business; a 
non-profit community organization where you volunteer; a club to which you belong, etc. 

5. Accuracy is essential in public relations. Proofreading is the student's responsibility and 
spelling, grammer and similar errors will negatively effect grades on an assignment. 

6. All papers will be typed, double-spaced and stapled in the upper left corner. 

7. It is the student's responsibility to prepare a final, corrected version of each project for 
inclusion in his/her portfolio. These versions should be prepared routinely as the semester 
progresses and all must be submitted for review by April 29. 

GRADING SYSTEM 

The following evaluations methods and projects will be used in this course with the total of 
700 points possible. 

Issues Mgt- 50 points 
Logo/ID System- 50 points 
News Conference- 100 points 
Special Event· 100 points 
Fundraising- 50 points 

Public Affairs- 50 points 
Crisis Plan· 50 points 
Quizzes, discussion- 50 points 
Exams- 2 @ 100 points each 

These points will convert into final grades as follows: 

A 92% and above 
A· 90-91 % 
B+ 88-89% 
B 82-87% 
B· 80-81% 
c+ 78-79% 

CLASS SCHEDULE AND COURSE OUTLINE 

c 72-77% 
C· 70-71% 
D+ 68-69% 
D 62-67% 
D· 60-61% 
F 59% and below 

Note: This schedule and outline is subject to revisions, as appropriate, during the semester 
and all such changes will be announced in class. 

Jan 14 Orientation and discussion of course content 
Assignment: Review Four-Step Process, select client 

Jan 16 Four-Step Public Relations Planning Process 
Due: Client selection 
Assignment: Read issues mgt handout 

Jan 21 Issues Management 
Jan 23 Issues Management 

Assignment: Prepare issues mgt project, read chapter 9 
Jan 28 Logo/identification Systems 
Jan 30 Logo/identification Systems 

Due: Issues mgt project 
Assignment: Prepare logo/ID project, read chapters 24, 15 

Feb 4 Media Relations 
Feb 6 Media Relations 

Due: Logo/ID project 
Assignment: Prepare press conference project 

Feb 11 Media Relations 
Feb 13 Media Relations 

Due: Press conference project 
Assignment: Read chapters 19,23 
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Feb 18 Special Events 
Feb 20 Special Events 

Assignment: Study all chapters and materials assigned and 
discussed since Jan. 13 

Feb 25 Exam- Covers all material since the class began 
Assignment: Read chapter 8 

Feb 27 Employee Communications 
Mar 4-6 No Class, Spring Break 

Assignment: Enjoy! 
Mar 11 Employee Communications 

Assignment: Prepare special event project, read chapters 12, 13 
Mar 13 Community Relations/Contributions 
Mar 18 Community Relations/Contributions 

Due: Special event project 
Mar 20 Community Relations/Contributions 

Assignment: Read chapters 14, 25 
Mar 25 Public Affairs/Lobbying 
Mar 27 Easter Break (No Class) 
Apr 1 Public Affairs/Lobbying 

Assignment: Prepare public affairs project, read chapters 6, 7 
Apr 3 Investor Relations 
Apr 8 Investor Relations 

Due: Public affairs project 
Assignment: Read chapter 16 

Apr 10 Crisis Communications 
Apr 15 Crisis Communications 

Assignment: Prepare crisis plan project, read chapter 11 
Apr 17 Non-profit/Membership/Fundraising 
Apr 22 Non-profit/Membership/Fundraising 

Due: Crisis plan 
Assignment: Prepare fundraising project, read chapters 5, 10, 17 

Apr 24 Integrated Marketing Communications 
Apr 29 Integrated Marketing Communications 

Due: Fundraising project 
Assignment: Complete final, portfolio versions of all projects 

May 1 Course Summary and Wrap Up 
Due: Portfolio versions of all projects 
Assignment: Study for exam covering all chapters, materials, etc., 
covered since Feb. 22 

May 5, 10-11 :40 a.m. Final Exam- Covers all material since last exam 

2/4/97 

204 
3 



l 

1 

INSTRUCTOR 

PUBLIC RELATIONS CASES 
PREL 440 

Fall Semester 1996 
3:00-4: 15 p.m. TR, BUS Rm 202 

Ronald H. Greenfield, Assistant Professor - Marketing and 
Coordinator - Public Relations Major 

Office: College of Business, Room 320, Telephone 592-2448 
Office Hours: M,W,F- 1-2 p.m. (Additional office hours available by appointment.) 

COURSE OVERVIEW 

Utilizing actual case studies to analyze public relations problems, policies and practices of 
various institutions end organizations in modern society. Specific additional emphasis is 
pieced on ethics and international public relations. 

OBJECTIVES 

1. To better understand the professional processes utilized to effectively menage public 
relations issues and opportunities. 
2. To apply modern public relations theory, strategies, tools and tactics to the solution of 
actual issues, opportunities and problems. 
3. To develop the practical, applied knowledge essential to launch e successful public 
relations career. 

TEXTBOOK 

Center, Allen H.; Jackson, Patrick, Public Relations Practices: Managerial Cpse Studies pnd 
Problems. Fifth Edition, Engelwood Cliffs, N.J., Prentice Hall, 1995. 

Additional articles and materials will be handed out, as appropriate, during class sessions 
and additional reference materials are available in the library. 

GENERAL REQUIREMENTS 

1. Regular class attendance is required. Tardiness or absences will significantly lower your 
grade. Student preparation end participation in class discussions are critical to success in 
this course. 

2. Each Monday the class will discuss significant public relations problems, opportunities, 
programs, etc., which have occurred or been observed in the past week. At the beginning 
of class, each student will turn in clippings or brief (50 words of less) summaries on these 
issues which the instructor will then use as the basis for these discussions. The student's 
name end the calender date must be written at the top left of each article submitted. These 
submissions will be maintained by the instructor end will play a significant role in 
determining the points awarded for Class Discussion. 

3. All course work submitted must be the original and sole work of the student. 

4. All papers will be typed, double-spaced and stapled in the upper left corner. 
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5. Accuracy is essential in public relations. Proofreading is the student's responsibility and 
spelling, grammar and similar errors will significantly lower grades. Disregard for accuracy 
and professionalism may result in automatic rejection of the entire project. 

CASE STUDY ANALYSIS 

1 . Specific cases will be assigned for analysis for each chapter. A student will be ask, on a 
random basis, to give a brief (5-minute) oral summary of an assigned case and then lead 
class discussion of the case. Thus, it is imperative that each student complete the assigned 
reading and preparation prior to each class meetings. 

2. For each case assigned, the student will prepare a written analysis covering the 
following: 

I. Case number and title 

II. Problem, issue, opportunity statement 
One sentence only. 

Ill. Discussion 
In 50 words or less describe the key public relations maxim/concept/ 
technique/tactic you learned from the case and explain how you can apply 
that in your own career after graduation. 

IV. Questions 
List at least two questions raised by the case which you would like to have 
the class discuss. These are in addition to the specific questions raised in 
the text at the end of each case. 

3. These brief case study papers are due at 3 p.m. (the beginning of class) the day of the 
class session designated for discussion of the case. Late submission is not acceptable and 
late papers will automatically receive a uo". 
CHAPTER PROBLEM ANALYSIS 

1. Eight written papers analyzing Chapter Problems will be assigned and prepared during 
this course. Only the seven highest grades on these papers will be used to compute a 
student's final grade. 

2. These papers are due at the start of the class session as shown in the Course Schedule. 
Late submission is not acceptable and late papers will automatically receive a ·o". 
3. The outline format to be used to prepare these analysis is shown below. 

Elements of Case Problem Analysis 

A. Respond briefly to the questions asked at the end of the Problem narrative in the text. 
Ust the question and then your answer. 

B. Identify, analyze and/or make recommendations on each element in the Problem as 
outlined below. Particularly note the unique or especially effective strategies, techniques or 
tactics Ulustrated. II the text problem narrative does not provide the basic information 
necessary to respond to a question/statement, please indicate. 
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I. Research 
A. State the problem/opportunity/issue. 
B. Briefly summarize the situation and its potential ramifications. 
C. What research techniquef sJ should be used and who should conducted it? 
0. What especially significant factfsJ/information should the research determine? 

II. Planning 
A. What should be the campaign goalf sJ? 
B. Ust the 'l/Jrget publics in order of importance. 
C. What should be the objectives of the campaign? 

Ill. Implementation 
A. Identify the strategies you would select to achieve the objectives. 
B. What should be the key campaign messagef sJ? 
C. What tactics and media should be utilized to convey the messages? 
0. What general time'llJble should be used for the activities planned? 
E. Approximately how much money would need to be budgeted for this campaign? 

IV. Evaluation 
A. How should the program be evaluated while it was underway? 
B. How should the overall program be evaluated to determine Hit achieved the 

campaign goals? 
C. How would the resuhs be reported to management and/or applied to future 

programs? 

GRADING SYSTEM 

The following evaluation methods will be used (1200 points maximum). 

Cese Study Analysis· 210 points 
(24 @ 10 points each, the lowest three 
will be dropped) 

Chapter Problem Analysis • 700 points 
(7 @ 100 points each. Note: analysis will be completed on eight 
problems, the lowest one of these grades will be dropped) 

Class Discussion • 190 points 
Final Exam • 100 points (covers chapters, cases end problems) 
Extra Credit - Cese Study Analysis may also be prepared on any 

unassigned cases @ 10 points each, maximum credit. 

These points will convert to final letter grades es follows: 

A 
A· 
B+ 
B 
B· 
c+ 

1104-1200 points 
1080-1103 
1056-1079 

984-1055 
960- 983 
936- 959 
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D+ 
D 
D· 
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864-935 
840-863 
816-839 
744-815 
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719 or fewer 
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CLASS SCHEDULE AND COURSE OUTLINE 

Note: This schedule and outline is subject to revision, as appropriate, during the semester 
and all such changes will be announced in class. 

Aug 26 Orientation and Discussion of Course Objectives 
Assignment: Read Chapter 1 

Aug 28 Discuss Basic Public Relations Concepts and Chapter 1 Problem 
Assignment: Read Chapter 2 

Sept 2 Labor Day (No Class) 

Sept 4 Discuss Public Relations Planning and Programming 
Assignment: Read and analyze Chapter 2 Problem 

Sept 9 Discuss Chapter 2 Problem 
Assignment: Read Chapter 3 and study assigned cases. 

Sept 11 Discuss Employee Relations Cases 
Due: Chapter 3 Case Analysis 

Sept 16 Discuss Employee Relations Cases 
Assignment: Do Chapter 3 Problem 

Sept 18 Discuss Chapter 3 Problem 
Due: Chapter 3 Problem 
Assignment: Read Chapter 4 and study assigned cases. 

Sept 23 Discuss Community Relations Cases 
Due: Chapter 4 Case Analysis 

Sept 25 Discuss Community Relations Cases 
Assignment: Do Chapter 4 Problem 

Sept 30 Discuss Chapter 4 Problem 
Due: Chapter 4 Problem 
Assignment: Read Chapter 5 and study assigned cases. 

Oct 1 Attend Distinguished Business Lecture, Williams Auditorium, 11 a.m. 
Speaker - Gordon MacKenzie 

Oct 2 Discuss Investor Relations Cases 
Due: Chapter 5 Case Analysis 

Oct 7 Discuss Investor Relations Cases 
Assignment: Do Chapter 5 Problem 

Oct 9 Discuss Chapter 6 Problem 
Due: Chapter 6 Problem 
Assignment: Read Chapter 6 and study assigned cases. 

Oct 14 Discuss Consumer Relations Cases 
Due: Chapter 6 Case Analysis 
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Oct 16 Discuss Consumer Relations Cases 
Assignment: Do Chapter 6 Problem 

Oct 21 Discuss Chapter 6 Problem 
Due: Chapter 6 Problem 
Assignment: Read Chapter 7 and study assigned cases. 

Oct 23 Discuss Media Relations Cases 
Due: Chapter 7 Case Analysis 

Oct 28 Discuss Media Relations Cases 
Assignment: Do Chapter 7 Problem 

Oct 30 Discuss Chapter 7 Problem 
Due: Chapter 7 Problem 
Assignment: Read Chapter 8 and study assigned cases. 

Nov 4 Discuss Public Issues Cases 
Due: Chapter 8 Case Analysis 

Nov 6 Discuss Public Issues Cases 
Assignment: Do Chapter 8 Problem 

Nov 11 Discuss Chapter 8 Problem 
Due: Chapter 8 Problem 
Assignment: Read Chapter 9 and study assigned cases. 

Nov 14 Discuss Crisis Management Cases 
Due: Chapter 9 Case Analysis 

Nov 18 Discuss Crisis Management Cases 
Assignment: Do Chapter 9 Problem 

Nov 20 Discuss Chapter 9 Problem 
Due: Chapter 9 Problem 
Assignment: Read Chapter 10 and study assigned cases 

Nov 25 Discuss Ethics, Standards and Values Cases 
Due: Chapter 10 Case Analysis 

Nov 27 Discuss Ethics, Standards and Values Cases 
Assignment: Do Chapter 10 Problem 

Dec 2 Discuss Chapter 10 Problem 
Due: Chapter 10 Problem 
Assignment: Read Chapter 11 

Dec 4 Discuss Chapter 11 end Course Wrap-up 
Study for Final Exam 

Dec 10 Final Exam, 2-3:40 p.m. (Covers all text chapters, cases and problems) 

8/20/96 
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INSTRUCTOR 

PUBLIC RELATIONS CAMPAIGNS 
PREL 455 

Winter Semester 1997 
Noon-1:15 p.m., TR 

Ronald H. Greenfield, Assistant Professor-Marketing and 
Coordinator, Public Relations Major 

Office: College Of Business, Room 320, Phone 592-2448 (Home 796-5036) 
Office Hours: MWF 10-11 a.m., TR 1:30-2 p.m. (Additional hours by appointment.) 

COURSE OVERVIEW 

The capstone course for students who plan to pursue a career In public relations. In 
account teams, much as are utilized In public relations agencies, the students research, 
plan, prepare, execute and evaluate a public relations campaign for an existing company, 
organization or Institution. Prerequisites PREL 341, 342 and 440. 

OBJECTIVES 

1. To plan and execute a comprehensive public relations campaign for a company, 
organization or institution. 

2. To apply the principles, skills, tools and tactics developed in prior public relations 
course work to manage a significant issue, capitalize on a key opportunity or solve a 
major problem. 

3. To provide a "hands-on" professional experience which facilitates students' transition 
Into their public relations career. 

TEXTBOOK 

Kendall, Robert, Public Relations Campaign Strategies, Second Edition, New York, 
HarperColllns College Publishers, 1996. 

Additional materials utilized will Include handouts, library reference books, texts from 
your prior public relations courses, etc., as appropriate. 

INSTRUCTION FORMAT 

Group projects and peer/collaborative learning supplemented by Individual reading, class 
discussion, client contact, skill applications and student presentations. The instructor 
wlll function primarily as your supervisor and resource person. 

GENERAL REQUIREMENTS 

1. This capstone course will be the culmination of your public relations education at 
Ferris State. As such, PREL 455 ls expected to be your"# 1" priority regardless of the 
requirements of your other courses, employment, campus activities, etc. Individual 
discipline and responslblllty, much as Is expected In the work place, will be required 
because the project work will be done with mlnlmal direct supervision. 

2. Most public relations programs are created and Implemented by teams, not 
Individuals. This same approach Is applied to your PREL 455 projects. Effective 

210 



I 
1 

teamwork Is an essential skill In today's work place. Each member of a team brings 
unique potential and skills to the group. Some are more Industrious than others. Some 
are more talented than others. And, not all team members may be as committed as you 
are. However, your team's performance and grade will be determined by the sum total of 
your group's professionalism and the quality of work your group produces on time and 
on budget. 

3. To complete this course within the time provided, Individual team members will need 
to be assigned responsibility for various components of your public relations campaign. 
Each team member Is accountable for the group's project. If one of your members fails to 
produce and fulfill commitments, you, as a member of his/her team, will also be held 
accountable (This Includes bad proofreading, spelling, grammar, etc.). So plan ahead. 
Manage effectively. Work together. 

4. All presentations to your client must be of the finest quality ... correct, thorough, neat 
and professional; just as will be expected by your boss In your job after graduation. 
Thus, all presentations must be In writing, typed and submitted to and approved by the 
agency owner (the course Instructor) at least two days In advance of formal presentation 
to your client. Note: Oral presentations must also be In written form. 

THE CAMPAIGN 

1. The PREL 455 course will be organized and managed much as a public relations 
consulting agency serving several clients. The Instructor will act as agency owner with 
groups of students each functioning as an account team serving a real client. Each 
account team will have a staff meeting with the agency owner each Tuesday during 
normal class hours to discuss their campaign's status. 

2. Each account team will select Its own account executive (AE) who will be responsible 
for coordinating the group's process/campaign and making staff assignments and 
serving as principal contact for the client and agency owner. Other team members will be 
designated as project managers responsible for specific components or aspects of the 
campaign development and execution. This organlzatlonal structure and accountability 
will be clearly defined In the campaign plan. 

Each Individual's strength and experience should be considered In making these 
assignments. For the team to be successful, the group must have the full cooperation 
and complete effort of each member and each member must willingly assist with the 
preparation of all components. 

3. Each member of the account team will prepare a weekly tlmesheet, have It approved by 
his/her AE and turn It In to the agency owner at the beginning of class each Tuesday. 
There Is no acceptable excuse for missing this deadline, so plan accordingly. 

4. An account team may fire any member for just cause, such as failure to complete 
assigned tasks on time, failure to attend account team meetings, disclosure of 
confidential client Information, violation of the PRSA Code for Professional Standards, 
etc. Remaining team members will then reallocate the campaign responslbllltles among 
themselves. A member fired for betraying a client confidence or for vlolatlng the PRSA 
Code will automatically receive an .. F" In this course. A member fired for other just cause 
will be required to select another cllent and develop and Implement a similar, 
comprehensive public relations campaign on his/her own within the same class schedule. 
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5. The account team will select and secure Its own client, subject to the approval of the 
agency owner. This client will be an existing company, organization or institution. Be 
sure your client understands the nature of this course, the type of work product involved, 
the structure of this process and deadline schedule and the essential nature of their 
cooperation and availability to fulfilling course deadlines. Most clients are extremely 
busy and are notoriously hard to reach. So plan accordingly, establish regular schedules 
and give early warning of essential meetings and deadlines. 

6. The campaign developed by each account team will basically cover all phases of the 
Four-Step Process and the general planning checklist outlined by Kendall on page 13 of 
the text. 

7. This course Is Public Relations Campaigns so the program a team develops must 
focus on public relations not advertising or other approaches, techniques or tools. This 
requires that you frankly assess your client's needs and convince him/her that public 
relations is the basic approach which will most effectively fulfill those requirements. 

8. All materials and programs developed for a client as part of this course must be 
substantially the original work of the account team. Proper credit must always by given 
for the work of others. 

GRADING SYSTEM 

A student's final grade will be allocated to each component of the course as outlined 
below. The total points possible are 2,200. 

Resume (Individual) 60 
Initial Client Presentation 100 
Research- Survey 200 
Research- Situation Analysis 100 
Planning-Goals/Publics/Objectives 100 
Planning- Strategies/Message/ Tactics 150 
Planning-Timetable/Budget 100 
Communication-Production/Execution 600 
Evaluation and Adjustment 100 
Final Presentation to Client 200 
Evaluation by Client (Client) 200 
Peer Evaluation (Individual) 300 
Quizzes, discussion, spec. projects, etc. 100 

These points will convert to final grades according to the schedule below: 

A 92% and above 
A· 90-91% 
B+ 88-89% 
B 82-87% 
B· 80-81% 
C+ 78-79% 

c 72-77% 
C- 70-71% 
D+ 68-69% 
D 62-67% 
D- 60-61% 
F 59% and below 

These components/assignments are due as Indicated In the following class schedule. An 
assignment will be docked one grade for each day late and no assignment will be 
accepted after the third day, unless specifically approved In advance, by the agency 
owner. 
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Proofreading and accuracy are essential habits/requirements In the public relations 
profession. Each account team member Is responsible for the quality of any product 
submitted by his/her team and will share In any grade earned. Sloppy work will not be 
tolerated, will be rejected and will be subject to penalty while being corrected. 

CLASS SCHEDULE AND COURSE OUTUNE 

Jan. 14 Course introduction, discuss resumes 
Assignment- Develop personal resume, read teamwork handout 

Jan. 16 Discuss teambullding and client selection, select account teams 
Due: Resume draft 
Assignment- Prepare account team assignments, select client, 

Read chapter 1 
Jan. 21 Discuss account teams and clients, weekly time sheets, chapter 1 

Due- Personal resume, account team assignments, client selection 
Jan. 23 Discuss client presentations 

Assignment- Draft written/oral client presentation 
Jan. 28 Review client presentation drafts 

Due: Begin routinely filing weekly tlmesheets, draft client presentation 
Assignment- Finalize client presentation and schedule client meeting 

Jan. 30 Practice client presentation 
Assignment- Make client presentation, Read chapters 2 and 3 

Feb. 4 Discuss research 
Assignment- Read chapter 4 and 5 

Feb. 6 Discuss survey research 
Assignment-Prepare research plan and Instrument 

Feb. 11 Review research plans 
Due- Research plan and Instrument 
Assignment- Finalize plan and conduct research 

Feb.13 Conductresearch 
Feb. 1 S Conduct research 

Assignment- Draft research report 
Feb. 18 Conduct research 

Due- Draft research report 
Assignment- Finalize research report, read chapters 6-8 

Feb. 20 Discuss research findings and Implications, situation analysis 
Due- Research report 
Assignment- Prepare situation analysis 

Feb. 25 Discuss situation analysis Implications, goals/publics/objectives 
Due- Situation analysis 
Assignment- Prepare goals/publics/objectives section 

Feb. 27 Discuss goals/publics/objectives 
Due- Goals/publics/objectives 
Assignment- Read chapter 9-11 

Mar. 4,6 Spring Break (No Class) 
Assignment: Enjoy! 

Mar. 11 Discuss planning/Implementation 
Assignment- Prepare strategies/messages/tactics section 

Mar.13 Discuss planning/Implementation 
Due- Strategies/messages/tactics 
Assignment- Prepare timetable/budget section 

Mar. 18 Discuss planning 
Due-Timetable/budget 
Assignment- Read chapters 12-13 
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Mar. 20 Discuss evaluation 
Assignment- Prepare evaluation/adjustment section 

Mar. 25 Work on evaluation plan 
Due- Draft evaluation plan section 
Assignment- Finalize evaluation plan 

Mar. 27 Easter Break (No Class) 
Apr. 1 Discuss communications production/execution 

Due- Final evaluation plan section 
Assignment: Work on producing and executing plan tools and 
components, schedule final presentation meeting with client 

Apr. 3 Work on production/execution 
Apr. 8 Work on production/execution 
Apr.10 Work on production/execution 

Assignment- Read Chapter 14-15 
Apr. 15 Discuss final client presentations 

Assignment- Continue work on production/execution, draft final client 
presentation 

Apr.17 Review draft of final client presentation 
Due- Final production/execution section 
Assignment: Finalize client presentation 

Apr. 22 Rehearse final client presentation 
Due- Final client presentation 
Assignment- Revise client presentation, as appropriate 

Apr. 24 Rehearse final client presentation 
Assignment- Revise and finalize client presentation, as appropriate 

Apr. 29 Client presentation 
May 1 Client presentation 

Due- Client evaluations 
Assignment- Complete peer evaluation 

May 6, Noon-1 :40 p.m. Final exam class meeting- course wrap-up 
Due- Peer evaluations 

1/31/97 
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Central Michigan University 

Journalism (JRN) 
For Information, please contact John K. Hartman, Chairperson, n4-3196, 34 Anspach Hall 

Why Study Journalism? 
Journalism Is the gateway to the exciting and expanding career opportunities awaiting you In mass communications. Rewarding I 

positions In advertising, public relations, newspapers, magazines, and photojournalism begin with journalism studies. Journalism also i 
provides valuable support to educational programs that require precision writing and visual communication skills. 

Journalism at CMU 
Skill and theory courses combine with opportunities for "hands-on• experience, offering students the tools needed In their professions. 

Contact with communication professionals Is maintained through student chapters affiliated with professional organizations. Wol'Xshops 
and seminars also provide such contact. News, advertising, and public relations firms provide valuable Internship opportunities to students . 

Major 
B.A., S.S. degrees 

A journalism major requires at least 33 hours of journalism 
course work. The last 18 hours of journalism course work leading 
to a journalism major should be taken within the journalism 
department of CMU. A grade of C or better is required In each 
course counted toward the major and an overall grade point 
average of 2.5 for all journalism courses counted toward the major. 
A maximum of 33joumallsm credits can be applied to graduation. 
No more than four credits of journalism internship can be applied 
toward the major. 

In order to graduate as a major in the Department of Journalism, 
a student must complete at least 90 semester hours of course work 
In departments other than journalism and broadcast and cinematic 
arts. Of those 90 sernesterhours, es must be in the liberal arts and 
1Ciences, which are listed under the University Program and area 
requirements for the B.A. and B.S. degrees. Each journalism 
major should consult with a journalism faculty adviser prior to 
registering for courses each semester to ensure orderly progress 
toward meeting these requirements. 

Requlrementa: 
Core Courses (18 hours): 
JAN 101 (3) Mass Communications in Contemporary Society 
JAN 202 (3) Writing for the Mass Media 
JAN 301 (3) History of the American Mass Media 
JAN 302 (3) Introduction to Graphics and 

Visual Communication 
JAN 404 (3) Law of Mass Communication 
JAN 500 (3) Current Issues in Mass Communication 

A planned program (15· 16 hours) in a specified conce.ntration of 
joumalism, approved by the major adviser. 

Total: 33-34 aemeater hours 
216 

CONCENTRATIONS 

Advertising (15·16 hours): 
Required (9 hours): 

JAN 360 (3) Advertising Principles 
JAN 365 (3) Advertising Media 
JAN 465 (3) Advertising Copy and Design 

Additional Journalism courses (6·7). as approved by the 
adviser. 

General Journalism (15·16 houri): 
Required (6 hours): 

JAN 312 (3) Reporting 
JAN 315 (3) Editing 

Addltlonal Journalism Cour1ea (9-10 hours): 
Any three of the following, as approved by the adviser 
JAN 220 (3) Basic Newa Photography 
JAN 330 (3) Magazine Journalism 
JRN 350 (3) Public Relations Prlnclplea and Practices 
JRN 360 (3) Advertising Principles 
JRN 372 (3) International and Cross-cultural Mass Communication 
JRN 519 (1-4) News Editorial Internship 
JRN 580 (3) Newspaper Management 

News Edltorlal (15·16 hours): 
R1qulred (9 hours) 

JRN 220 (3) Basic News Photography 
JRN 312 (3) Reporting 
JAN 315 (3) Editing 

Additional Journalism Coura11 (8·7 hours) 
Any two of the following, as approved by the adviser 
JAN 415 (3) The Editorial Pages 
JRN 41 s (3) Practicum 
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JAN 430 (3) Magazine and Feature Writing 
JAN 516 (3) Public Affalra Reporting 
JAN 518 (1-4) News Editorial lntemshlp 

Photojoumallam (15-11 houra): 
Required (I houri): 

JAN 220 (3) Buie News Photography 
JAN 320 (3) Photo Editing 
JAN 422 (3) The Photographic Process 

Addltlonal Joumallam Coura .. (S-7 houra) 
Any two of the followtng, as approved by the adviser 
JAN 420 (3) Photography Studio Techniques 
JAN 421 (3) Color News Photography 
JAN 520 (3) Independent Study In Photography 
JAN 521 (3) Seminar In News Photography 
JAN 528 (1-4) lntemshlp In Photojoumallsm 

Public Relatlona (15·11 houri) 
Required (12 Houra) 

JAN 350 (3) Public Relations Principles and Practices 
JAN 450 (3) Public Relations Writing and Editing 
JAN 551 (3) Cue Studies in Public Relations 
JRN 556 (3) Public Relations Seminar 

Addltlonal Joumallam Coura11 (3-4 houra) 
M approved by the adviser 

Total: 33-34 umeater houra 

Minors 
Journalism Minor 
B.A., B.A.A., B.F.A., S.S., S.S. In B.A. degrees 

A journalism minor requires at least 21 hours of Joumalism 
course work. A grade of C or better is required In each course 
counted toward the minor. 

Requlrementa: 
Core Coura11 (15 houra): 

JRN 101 (3) Mau Communication in Contemporary 
Society· 

JAN 202 (3) Writing for the Mass Media 
.JAN 302 (3) Introduction to Graphics and 

· Visual Communication 
JRN 312 (3) Reporting 
JAN 315 (3) Editing 

Addlttonal Joumallam Couraea (I hours): An advanced jour· 
nallsm writing course (numbered 300 or above) u approved by 
the minor adviser OR JRN 220, Saale News Photography. A 
Journalism course in theory or principles as approved by the minor 
adviser. 

Total: 21 11m11ter houri 

Advertising Minor 
This is an Interdepartmental minor. Please check the index for 

the correct page listing. 

General Guldelln11 
Courses are numbered by related areas within the field of 

joumalism. The second and third digits indicate the area relation· 
ship. These are: General Courses-(00); News Edltorial·-(10); 
Photojournallsm-(20); Magazlnes-(30); Teaching- (40); Pub· 
lie Relatlons-(50); Advertlslng-(60); Open-(70); Advanced 
Graduate Courses-(80); and Special Studies-(80). 

The faculty: James Bow, Jerome T. Fitzhenry, John K. Hartman, 
Dennis W. Jeffers, Guy T. Meiss, John Palen, Elliott S. Parker, 
Michael J. Petrick, Allee A. Tait, James G. Wleghart 
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PUBUC AELA TIONS 
JAN 350 Public A•l•tlon1 Prlnclpl11 encl Practlcu 3(3-0) F, Sp 

Conceptl and theorlu of public rel11Jon111 a management funclfon as 
praC1ICld by corporallon1, non·proflll and other organlzatJona. Rola of the 
praclllloner 1tr111Hd. 
JAN 410 Publlc Aellllon1 Writing 3(3-0) F, Sp 

Creating and editing written materials tor a variety of public relations 
purposes and a variety ct media. Prerequi1ltu:JRN 202,JRN 350 or permission 
of lnatructor. 
JAN 111 C.H Stucll11 In Publlc Aelatlon1 3(3.Q) F 

Examlnallon of historic and contemporary public rel11Jon1 problems and 
programs wllh emphula on renarcn. planning and problem·aoMng 1klll1 In 
publlc relaaona praCllcu. Prerequl11te1: JAN 350 or p1rm1111on ol lnatructor. 
JAN &U Public Retatlona Seminar 3(3-0) Sp 

Empnu11 on lnteracaon of public relations with society, will! lndMdual case 
atudlu. PrereqUlailu: JAN 350 or p1rml11ion of Iha inatructor. 
JAN Ill· Publlc R1l1tlon1 lntem1hlp 1-4(Spec) F, Sp, Su 

Experience In public relations under professJonal and faculty supervision. 
Maybe applied toward Journalism major and minor only with p1rmi11ion of faculty 
adviser. Prerequisites: Junior standing and permission of instructor. 

ADVANCED GRADUATE COURSES 

For 600 vid 700 Jevfl/ course descriptions consult the current Graduate 
Bulletin. · 

JAN 107 Seminar In Joumallam Law 3(3-0) D 

JAN 170 Publlc Ael11lon1 Management 3(3-0) D 

JAN 171 Publlc Aelallona Problem• 3(3-0) D 

JAN 180 Graduate Seminar 3(3.0) D 

JAN 111 Methocll ancl M1t1rlal1 In Teaching Joum1H1m 3(3.o) D 

JAN 770 ThlOry and Ae11erch Methods 3(3-0) D 

JAN 780 Introduction to Joumall1m A11e1rch 3(3-0) D 

JAN 781 Ae1cllng1 In Joum1ll1m 2(2-0) D 

JAN 7H Selected Problema In Joum11l1m 1-l(Spec) D 

JAN 787 Publlc Aelatlon1 lntemahlp 3-S(Spec) D 

JAN 718 Thllla 1-l(Spec) F, Sp, Su 
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Eastern Michigan University 

INTERDISCJP.UNARY MAJOR IN PcmLIC 
RELATIONS 

Admission to the program will require a 2.8 GP A. which must 
be mahuained in the major as well as in the minor selected. Admis-
skm is granted by the Depanmeru.of English Language and Litera-
ture. Courses from both the Departments of English and 
Communicalion and Theaue Arts are offered as requirements and 
restricred e~es. 

Sembours 
lnterdlscfpllnary major fn public relations ..... _. ...... ·-···· 41-42 
L Requlnd fundamental courses ............ _. ..... - ...... 17-18 

JRN 21.S News Writing and Reporting ....... - .. _. ............. 3 
JRN 312 Principles of Public Relations .... - .................... 3 
JRN 314 Writing for Public Relations ··-······---······ ..... 3 
Cl'A 121orCI'A124 Fundamentals of Speech ........... 2-3 
Cl'A 141 lnlroduction to Radio-TV-Film Production ...... 3 
Cl' A 224 Public Speaking or er A 350 Persuasion .......... 3 

2. Required advanced counes ....... - .............................. 12 
JRN 306 Fea111re Writing ...... ·-··-·--·--· ....................... 3 
JRN 408 Clse Studies in Public Relations .... ----········· 1 
Cl'A 334 Rldio-Television News or er A 344 

Continuity Writing for Rldio-Television-Film .•••.••• 3 
Cl'A 354 ~~anal Co~~caiion or erA 357 

IntAln'iewmg u Connnurucanon .............................. 3 
3. Restrfc:t.ecl electives ............ --.................................... 12 

JRN 307 Copy F.cliting. JRN 311 F.cliting Procedures, JRN 
423 Magazine Anicle Writing, JRN 455 Journalism 
IDd the Law, •JRN 387/487 Cooperative Educarion, 
*JRN 488/489/490 Inte:mship, ENG 424 Teclmical 
Writing. er A 224 Public Speaking or er A 350 Per-
suuion (whichever is not chosen above), erA 227 
lmerpersanal Communic:azionor er A 359 Small Group 
Communic:alion. er A 334 Radio-Television News or 
erA 344 Continuity Writing for Radio-Television-
F'ilm(whic:heve:risnotcbosenabove), •erA387/388/ 
389 Cooperative Education. *CI'A 487/488/489 In-
ternship .. 

A nm:inwrn of si% hours may be chosen from: 
FA 165 Onphic Design for Non-Majors, IDT 121 Graphic 

Conununicllion. JDT 204 Photographic Communica-
lion. CSC 136 Compulers for the Non-Specialist 

*Where applicabl. to public Nlation.r 

Recommended minors: 
Marketing or Mmagemcnt (College of Business), with MlCI' 

360 Principles of Markeling llld MKT 369 Advertising highly 
secommmded. along wilh other courses such as statistics, market· 
ing march. buyer behavior• jllomolional str11egy). 

English writing, sociology, psychology, or a minor chosen by 
llUdenl in specific: field of inreresL 
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JotlRNAIJSM AND. Pmluc RELA110NS CotJRSFS 

JRN 312 Prlndples of Pllbllc Relations. 3 hrs 
Definition. hisr.oric aspecu, evolution, mi ethics of public rela-
tions; the practical use of public relalions by corporations. not-for-
profit organiz.abons. businesses, institutions. and government; 
cmre1ation of written. oral. and visual skills. 
Prerq: JRN 21.5, CTA 1211124. 

JRN 314 Writing for Pllbilc Relations. 3 hrs 
Praclical aperience in writing press releues. bo8'1cast mmowice-
ments. speeches, and scripts to present a project or product; prepar-
ing brochures. newsletters. annual reports. memos. and proposals; 
implemeniing public relations campaigns. 
Prerq: JRN 312. 

JRN 377/3781379 Special Topics. 112J3 hrs 
An exploration and s1Udy of topics not covered in other departmen-
tal offerings. Saudenrs may elect more than once provided different 
topics are studied. 
Prereq: Dept1111Mnl pmnis.rion. 

JRN 387 Cooperadve Educadon. 3 hrs 
Employmem for pay in lhe prim media, public relations, or publish-
ing fields to provide JDC'ical experience for skills learned in the 
classroom. Work experiences ge:naally are a1ternaied with full-time 
lllCndance 11 the University. 
Prereq: Jllllior or senior #anding; alimUtance by application to the . 
Cooperative EdMcation office and recommmdaliDn approved l7y a 
jownalism professor. 
JRN 408 Cue Studies In Public Reladons. 3 hrs 
Solving problems and managing comroversy in the day-to-day pur-
suit of public zdations; legal considerations; crisis communication; 
pofasionalism and public responsibility in public relations. 
Prerq: JRN 312 andJRN 314. 

JRN 487 Cooperative Educadon. 3 hrs 
Employmem for pay in the prim media, public relations. or publish-
ing fields to provide practical experience for skills learned in the 
classroom.. Wort experiences generally are alternated with full. 
lime attendance in the classroom. 
Prereq: Jlllliororsoior #anding; admiltance byapplicaliontoth.e 
Cooperative EdMcation office and reconvnendalion apprOlled l7y a 
jownalism profusor. 

JRN 4811489/490 Internship. 112J3 hrs 
Optional. practical on-the-job work experience for recommended 
studenrs electing 1111 opportunity provided by the department or 
finding 111 appropriate ourside opportunity subsequemly approved 
by lhe inran supervisor; paid or non-paid. One hour credit for 10 
hours work per week; two hours for 11-17 hours; three hours for 18 
and above. 
Prereq: Jllllior or senior SlllN/ing and recommmdation of joumal- . 
ilm profusor. · 

JRN 497/498/499 Independent Study. 112J3 hrs 
Study of topics not offered in the regular curriculum. the particular 
ropic to be defined (and credit hours set) by the insttuctor and 
student. subject to approval by the Curriculum Committee. Re-
llricred to students lalcing majors or minors in the Department of 
English Language and LileraIIJre. 
Prereq: Nine hours in tM appropriate major or minor. 
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Grand Valley State University 

Communications 

The School of Communications 
Director: Nesterenko. Professors: Morse, Salazar; Associate Professors: Ellis, Hel-
gen, Mayberry, Nesterenko, Proctor, Rathbun, Roos; Assistant Professors: Chap-
man, Perrine; Instructor: Miller, C. 
Communications is a multidisciplinary liberal arts and professional field. At Grand 
Valley a student may choose a general major in communications or one of seven 
specialized majors. 
Communication Arts includes majors In Film and Video Production, Photography, 
and Theatre. In these fields communication is seen primarily as the creation of 

. meaning in both original work and performance. Besides language, these fields 
·emphasize communication by means of images, movement, and dramatic action. 
Mass Communications includes majors in Advenising ·and Public Relations, 
Broadcasting, and Journalism. These fields deal with the communication of in-
formation to mass audiences. Studies emphasize verbal and nonverbal messages 
and the constantly developing technology used in these specialties. 
1be Health Communication major was developed in direct response to a growing 
need for professional communicators in the health care fields. Health communi-
cation majors are educated across a wide range of content in advenising, public 
relations, writing, marketing, and the health sciences. 

· 1be General Major in Communications draws on the resources of both commu-
nication arts and mass communications. To these it adds the rhetorical tradition 
which emphasizes discourse - both person to person and to audiences, by 
public address, argumentation, persuasion, and discussion. · · 
In all major fields students will be expected to acquire the theoretic insights and 
the practical skills appropriate to their professions. 
In order to create a common experience for students in the School of Communi-
cations, a common core of course work is required of all majors. By integrating 
diverse disciplines and traditions, these courses help students understand the 
nature of human communication. 

Internships 
The School of Communications faculty believe that an internship can be a signif-
icant pan of the individual's undergraduate program. Students are strongly urged 
to work closely with their faculty advisor in identifying an internship that best 
suits their interests and career ambitions. The internship is usually taken in the 
senior year. 

The School of Communications Core Requirement 
All srudents majoring in the School oi Communications must complete the fol-
lowing core courses, for a total of nine credits: 
COM 1~1 Concepts of Communication 
and two of the following: 
COM 201 Speech 
COM 210 Nonverbal Communication 
COM 215 Story Making 
Students also complete the requirements for one of the eight majors listed below. 
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c:apsrone rc:qulrc:menr: COM 495 111corics of Communication. All srudenis ma-
j<>ring in 1hc School of Communic.a1ions muSI lake COM 495 (lhree credits) during 
1hcir senior year. 111is capslonc course offers a synthesis or ideas and 1heories 
before s1uden1s embark on a profossional career. 

D.S. Cognate 
All undergradua1e programs in lhe School of Communications offer bolh 1he 
B.A. degree and 1he D.S. degree. For Advertising and Public Relalions, General 
Communicalions, and Journalism 1he D.S. cognate is: 
STA 215 Statistics I 
SS 300 Research Mc:chods In the Social Sciences 
COM 375 Communication Research 
For the Film and Video Production, Phorography, and Theatre programs, the D.S. 
cognate is: · 
CS 150 Introduction to Computing, or PHI 203 I.ogle 
STA 215 Statistics I 
SS 300 Research Methods In the Social Sciences 

For the Broadcasting and Health Communication programs, the D.S. cognate is: 
STA 215 Statistics I 
MKT 352 Marketing Research 
COM 375 Communication Research 

Advertising and Publjc Relations 
The advertising and public relations program is designed to provide understand-

~ Ing of key aspects or the advertising aild public relations proressions and the basic 
N knowledge required for success in these fields. Practical experience is gained 

through classroom projects, independent siudy, and internships. ... 
The objective of this professional program ls practical orientatlori within· an 
academic environment. AJI students are required to take courses applicable 10 
advertising and public relations as well as 10 business in general. Major-field 
electives help sludents to concentrale in lhe areas of advertising Qr public re-
lalions, according 10 lheir particular interesr or talent. Among careers siud~nts 
can prepare for are advertising and public relations management, copywriting, 
advertising sales, puhlic relations writing and program development, and media 
strategy and planning. 

Advertising Sequence 

I. School of Communications Co~ (9 credits). 
2. Advertisins Core (31 credi1s). 

CAP 210 Fundamentals o( Advenislng 
CAP 220 Fundamentals of Public Rel;itlons 
CAP 310 Advenising Management and Cases 
CAI' 315 Advenising Cop)'Writing 
CAP 400 Advenising/Puhlic Relations Campaigns 
CAP 410 Senior Seminar 
CFV 125 Media Production I 
c;JR 256 News Reponing I 
ART 107 Reprodu<.1ion Proce55es 
PHI 202 Ethics in the Prokssions 

156 

I I _______, _J 

Communications 

3. Electives (minimum 9 credits). 
With advisor approval, select a minimum of three courses at 1he 200 level or 
above rrom the following areas: advertising, business, communication, film 
and video production, journalism, photography, psychology, public relalions. 

4. Capstone: COM 495 Theories or Communication (3 credits). 
Public Relations Sequence 
I. School of Communications Core (9 credits). 
2. Public Relations Core (31 credits). 

CAP 210 Fundamentals of Advenising 
CAP 220 Fundamentals of Public Relations 
CAP 320 Public Relations Management and Cases 
CAP 321 Public Relations Writing I 
CAP 400 AdvenisinglPubllc Relations Campaigns 
CAP 410 Senior Seminar 
CFV J 25 Media Production I 
CJR 256 News Reponing I 
ART 107 Reproduction Processes 
PHI 202 Ethics In the Professions 

3. Electives (minimum 9 credits). 
With advisor approval, select a minimum of three courses at the 200 level or 
above from the rollowing areas: advertising, business, communicalion, film 
and video production, journalism, photography, psychology, public relations. 

4. Capstone: COM 495 Theories of Communicalion (3 credits). 
Minor in Advertising and Public RelatJons 
Requirements ror a minor in advertising and public relations are courses selected 
with the permission or an advisor for a total or 21 credits. However, the rollowing 
courses are required: 
CAP 210 Fundamentals of Advenislng 
CAP 220 Fundamentals of Public Relations 
ART 107 Reproduction Processes 
CAP 310 Advenising Management and Cases, or CJR 256 News Reponlng I 
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Courses of Instruction 
Advertising/Public Relations (CAP) 

CAP 220 Fwidamcnuls of Public Relations. Basic principles covering the role of public 
relations in society, public relations principles and their application, procedures for planning 
and implementing public relations campaigns, the identification of publics and the su:m:gies 
for influencing them. Prerequisite: Completion of composition requirement with grade of 
C (not C-) or bc=ner. Offered fall and winter semesters. Three credits. 

CAP 320 Public Relations Management and Cases. The public relations function viewed 
from the management, consultant, and employee positions through use of text material 
and case studies. Prerequisite: 220. Offered fall and winter semesters. Three credits. 
CAP 321 Public Relations Writing I. Teaches skills beyond basic techniques. Includes 
practice in writing brochures, leners, internal announcements, annual repons, corpora~e 
statements, speeches, and other forms of written communication expected of the pubhc 
relations writer. Prerequisite: CJR 256 or permission of instructor. Offered fall semester. 
Three credits. 
CAP 323 Public Relations Writing n. An advanced writing course which teaches prepa-
ration of wrinen pieces involving complex audience/context/production factors. Includes 
newsleners, brochures, backgrounders, position papers, PSA's, speeches, advenising copy, 
ant!.annu;il repons. Prerequisite: 321. Offered on sufficient demand. Three credits. 
CAP 380 Special Tupics. A srudy of special topics not regularly covered in the curriculum. 
Expectations of the :.rudent in this course approximate those in other 300-le\·el courses. 
Prerequisite: Sophomore standing. Three credits. May be repeated for credit when content 
varies. Offered on sufficient demand. 
CAP 399 Independent Study in AdvenlsJng/Public Relations. Individually designed learning 
projects. Prerequisites: Advenising/public relations major, junior status, and permission of 
advisor. Offered fall and winter semesters. Vari;ible credit. 
CAP 400 Advenising/Public Relations Campaign. Planning and presentation of a response 
10 an advenising/public relations problem or obje1.1ive of an actual organization. Includes 
liaison with the client organization throughout the semester and presentation to the dient 
at the condusion of the semester's work. Prerequisites: 310 or 320 and senior advenL~ing. 
Offered fall and winter semesters. Three credits. 
CAP 410 Senior Seminar. Course intended to serve as a bridge berween the student's 
a<."ademic :ind professional c;ireers. The course seeks to help students symhesi;o:e their 
communic:ition cdu<.-ation into a view of the dominant themc:s, issues, and trend~ of the 
field. Prerequisites: 310 or 320 :ind senior standing. Three credits. Offered fall and inter 
semesters. 
CAP 490 Internship in Advenlsing/PubUc Relations. Practi<.-al work-srudy involving super-
vised on-the-joh experience in :idvc::nising and public relations. Pren:quisites: Advenis-
ing/public relations major, junior starus, and permission of advisor. Offered fall and winter 
semesters. Variable credit. · 
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Lake Superior State University 

PROGRAMS 
DET Al~ concerning these offerings are 
In tbe "Programs" section in the center 
of this Catalog/Calendar. listed under the 
departments by which they are taught. 

Masters Degree 
Business Administration (Executive MBA) • Baccalaureate' Degrees 

(4 years) 
Accounting. BS 
Biology. BA. BS 
Business Administration. BS 

Specialty in: Accounting. Manaagement,. 
aild Markenng. 

Computer and Mathematical Sciences. BS 
Criminal Justice. BS 

Emphasis in: Corrections. Crimina1is-
tics, Generalist. Law Enforcement, Loss 
Control. Public Safety 

Engineering Technology. BS . 
Degrees in: Automated Manufactanng 
Engineering Technology, Electncalf· 
Electronics Engineering Technology, 
Environmental Engineenllj! Technology, 
Mechanical Engineering Technology 

English Langua1:1e and Literature. BA 
Environmental Chemistry BS 
Environmental Science, BS 
Exercise Science. BS 
Finance and Economics. BS 
Fire Science. BS 

Emphasis in: Engineering Technology. 
Generalist. Hazardous Materials 

Fisheries and Wildlife Management, BS 
Geology. BS . . 

Concentranon in: Environmental 
History, BA. BS 
Human Services. BS 
Individualized Studies. BA. BS 
Legal Assistant Studies. BS 

Specialties in: Criminal Law. Labor 
Law. Personal Injury. Legal Administra-
tion. Legislative/Constitutional Law 

Mathematics. BS 
Medical Technology, BS 
Nursing, BS 
Political Science, BA. BS 

Concentrations in: General, Pre-Law, 
Public Administration 

Psychology. BA. BS 
Recreation Management. BA, BS 

Concentration in: Parks and Recreation 
Management 

Social Science. BA. BS 
Sociology, BA. BS 
Teacher Education in cooperation with 

Michigan State University 
Therapeuoc Recreation, BS 

'I' 

• Associate Degrees 
(2 years) 

Business Administration 
Chemist!')' 
Criminal Justice/Corrections 
Criminal Justice/Law Enforcement 
Early Childhood Education 
Elecuonic·ComputerEngineeringTechnology 
Fire Science 
General Engineering 
General Engineering Technology 
Legal Assistant Studies 
Liberal Ans 
Mechanical Engineering Technology 
Natural Resources Technology 
Office Administration 
Personal Computer Specialist 
Substance Abuse Prevention and Treatment 
Technical Accounting 

• Certificate Program 
(/year) 

Computer Drafting 
Information Processing 
Personal Computer Specialist • Minors 
Accounting-Finance, An. Biology. Business 
French. Chemistry, Child Development. 
Communication. Computer Science, Corre~
tions. Counseling, Economics, Econom1cs/F1· 
nance. English Language and Literature, Fire 
Science, French Language and Literature, 
General Business, Geography. Geology, 
Geology Eanh Science, Gerontology. History, 
Human Resource Management, Human. Ser-
vices Administration, Humanities. lnsntuoonal 
Loss Control. Japanese Study, Journalism, 
Journalism/Writing, Law Enforcement, Legal 
Assistant Studies, Loss Control. Markenng, 
Mathematics, Native American Studies. 
Office Administration, Personal Computer 
Specialist, Political Science, Pjichology. 
Public Administration, -P.w!zli~ c;lujgffi._ 
Recreation Studies, Recreanon tudies Skf. 
Sociology, Sociology/Social Welf~re, 
Spee.ch/Drama, Substance Abuse Counseling, 
Wnong, . 

Pre-Professional Transfer 
Pro21"ams 

· (1-4Years) 
Dentistry, elementary and secondary educa-
tion. engineering, forestry, journalism. law. 
medicine. optometry, pharmacy, veterinary 
medicine, special education 

224 

PUBLIC 
RELATIONS 

MINOR 
Total Credits Required 20 

Required courses: 
SD202 Inform Speaking 

or 3 
SD302 Pers & Argum 
SD307 Classic Cont Rhet 

or 3 
SD308 Comm Theory 
SD320 Public Relations 3 
SD325 Org Commun 3 
PS325 Politics & Media 3 
JR210 Writ Mass Media 3 
SD161 Prob Speech/Drama3 
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The College of Communication Arts and Sciences is estab- nication, and th~ School of Journalism. Through them, pro-
lished on the principle that communication is basic to a demo- grams are .offered leading to the Bachelor of Arts, Master of 
cratic society. 1b be .-n effective citizen, one must be able to Arts, and Doctor of Philosophy degrees. 
receive and evaluate information competently, and in tum Undergraduate students may take a dual major with the 
transmit one's thoughts, attitudes, and feelings to others. College of Agriculture and Natural Resources, the College of 

The purposes of the College of Communication Arts and Engineering, and James Madison College. Other such options 
Sciences are: · may be available. The courses taken by the students in dual 
1. To insure a broad liberal education for all its students. major programs are expected to be those which will best 
2. To give its students a clear understanding of the role of provide training to prepare the students to meet their desired 

communications media in society. career goals. The program of courses taken for a major in the 
3. To educate its students in greater depth in one or more of College ofCommunicationArts and Sciences or in any Depart-

the specialized areas within the College. ment of the College will be established through an individual 
4. To conduct communications research, and to use the re- contract developed by the student and the adviser in the 

aults of such research for the benefit of society. College or appropriate departmental office. This program will 
5. To oft'er all students in the University the opportunity to be on tile with the college offices involved, with the persons 

learn about the processes and techniques of communica· assigned to advise the student, and with the student. . 
tion. Students majoring in other colleges may elect courses or 

6. To extend its services to the people of Michigan. cognates in any area of communication arts and sciences. · 
To meet these goals, communication arts and sciences pro- " 

grams provide two kinds of education: (1) education in com· 
munications--courses offered by the College of UNDERGRADUATE PROGRAMS 
Communication Arts and Sciences , and (2) education for 
communication-the broad background courses available Students meeting the general requirements for admission as 
throughout the University outside the College. Primary em· freshmen and sophomores to the University are enrolled in the 
phasis is upon the liberal education offered by the background Undergraduate University Division. Such students may de-
courses, for no person can be either an effective professional clare a major preference in the College of Communication Arts 
communicator or an intelligent consumer of communications and Sciences and be assigned a faculty adviser from the 
Without the knowledge upon which to base a critical evaluation College. During the fU'St two years a student should enroll in 
of the message being communicated. The largest part of the courses related to the University requirements as described in 
·programs of all communication arts and sciences students will the Undergraduate Education section of this catalog. 
~concerned with general education. When students reach junior standing (56 credits), their 

The College includes the departments of Advertising, Audi· academic records are evaluated to determine if they meet the 
ology and Speech Sciences, Communication, and Telecommu- requirements for admission into the College as juniors. 
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COMMUNICATION ARTS AND SCl~CES 
Underrraduate Education 

Students within the College are strongly encouraged to see 
their academic advisers at least once each semester before 
they enroll in courses for the next semester. Students are 
encouraged to elect courses in the College consistent with the 
requirements of their majors and consistent with their aca-
demic and career goals. 

Admission as a Junior to the College of 
Communication Arts and Sciences 

The number of stud en ts admitted as juniors to advertising and 
journalism is limited. For additional information, refer to the 
statements on the Department of Advertising and the School 
of Journalism. 

The minimal College criteria for admission as a junior to any 
of the majors in the College are: 
1. Completion of at least 56 credits acceptable to the College. 
2. An academic record in all work accepted by the College 

which at least meets the requirements of Academic Stand-
ing of Undergraduate Students. Included in this must be 
a grade-point average ofnot less than 2.00 in all courses 
taken in the College of Communication Arts and Sciences. 

3. Acceptance as a major in a department or school of the 
College. 

Graduation Requirements 
1. The University requirements for the bachelor's degree as 

described in the Undergraduate Education section of this 
catalog. 

2. A minimum of 60 credits in courses given outside the 
College of Communication Arts and Sciences. 

3. The specific requirements of a major program, with no 
more than the maximum number of credits that is pennit-
ted in the major. (Refer to the statements for the academ-
ic units in the College that follow.) 

4• A minimum grade-point average of2.00 in courses taken 
in the student's major. 

5. At least 40 credits in courses numbered at the 300 and 400 
levels. 

Honors Study 
The College of Communication Arts and Sciences encourages 
honors students . to develop distinctive undergraduate pro-
grams in the fields offered by the several academic units. A 
member of the faculty is especially selected to serve as adviser 
to Honors College students in each major field, and it is the 
adviser's responsibility to help the student plan a rigorous and 
balanced program which will also reflect the student's special 
interests and competencies. Independent study experience is 
strongly encouraged when relevant to the student's total pro-

_ gram. 

TEACHER CERTIFICATION OPTIONS 
The audiology and speech sciences disciplinary major and the 
journalism disciplinary major leadipg to the Bachelor of Arts 
degree in the College of Communication Arts and Sciences are 
available for teacher certification. 

Communication and journalism disciplinary minors in the 
College of Communication Arts and Sciences are also available 
for teacher certification. 

Students who elect the audiology and speech sciences disci-
plinary major must contact the Department of Audiology and 

Students who elect the communication discipli;nary minor 
must contact the Department of Communication. 

Students who elect the journalism disciplinary major or the 
journalism disciplinary minor must contact the School of J our-
nalism. 

For additional information, refer to the statements on the 
audiology and speech sciences disciplinary major and the 
journalism disciplinary major, and· to the statement on T.EA-
CHER CERTIFICATION in the Department of Teach2r Edu-
cation section of this catalog. 

GRADUATE STUDY 
The College of Communication Arts and Sciences offers pro-
grams leading to the Master of Arts degree in each of its 
academic units. The College also offers programs leading to 
the Doctor of Philosophy degree in Audiology and Speech 
Sciences, Audiology and Speech Sciences-Urban Studies, Com-
munication, and the Mass Media. Specific requirements de-
pend upon the major area, the interests of the student, and the 
recommendations of the major adviser or the guidance com-
mittee. 

The programs are designed to prepare students to commu-
nicate effectively the knowledge and research findings in their 
major fields and to acquire a deeper understanding of commu-
nication theory and process as it relates to society. 

Students are encouraged to elect courses in the College 
consistent with the requirements of their majors and consis-
tent with their academic and career goals. · 

Students majoring in other colleges of the University may 
elect courses or cognates in communication arts and sciences. 

Practical experience in communication research may be 
obtained through participation in projects of the various aca-
demic units. 

Academic standards for admission and retention; degree 
requirements; and residence, transfer credit and time limit 
requirements are in accordance with University regulations 
as shown in the Graduate Education section of this catalog. 

Students who are enrolled in Master of Arts and Doctor of 
Philosophy degree programs in the Department of Audiology 
and Speech Sciences may elect specializations in infant stud-
ies. For additional information, refer to the statement on 
Interdepartmental Graduate Specializations in Infant Studies 
in the College of Social Science section of this catalog. 

Master of Arts 
In addition tO meeting the iequirements of the University, 
students must meet the requirements specified below. 

Admission 
For admission to regular status, at least a 3.00 average in all 
work completed in the third and fourth years of undergraduate 
study is required. Some students with an average ofless than 
3.00 but not less than 2.50 for those two undergraduate years 
may be admitted for up to 15 credits of graduate work on 
provisional status. 

Requirements for the Degree 
All degree programs require a minimum total of 30 credits 
with the following exceptions: 
1. 34 credits are required for the master's degree in audiol-

ogy and speech sciences; · 
Speech Sciences. 2. 33 credits are required for the master's degree in joumal-

226 ism under Plan B (without thesis); 
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3. 33 credits are required for the master's degree in commu-
nication-urban studies; 

4. 40 credits are required for the master's degree in telecom • 
munication-urban studies with information technolo-
gi es and services management as the area of 
specialization. · · 

5. 31 credits are required for the master's degree in telecom • 
munication-urban studies with media arts as the area of 
specialization. 

6. 37 credits are required for the master's degree in telecom· 
munication-urban studies with multichannel/broadcast 
management as the area of specialization. 

7. 34 credits are required for the master's degree in telecom • 
munication-urban studies with social effects of media as 
the area of specialization. 

Academic Standards 
When a student receives a grade below 3.0 in more than two 
400-level or higher courses taken for graduate credit at Michi· 
gan State University, the student is automatically withdrawn 
from the program. A graduate student who has been with· 
drawn under this regulation is required to wait a minimum of 
one calendar year from the·date of the withdrawal before being 
eligible to apply for readmission to a graduate program in the 
College of Communication Arts and Sciences. The student may 
be readmitted, contingent upon repeating one of the three 
courses in which a grade below a 3.0 was earned, and earning 
a 3.0 or better grade in the course. The course to be repeated 
may be specified by the department. Following readmission, 
any additional grade below 3.0 in any course numbered 400 or 
higher will result in permanent dismissal. Courses below the 
400 level may also be included under this regulation at the 
discretion of the individual academic unit. While pennission 
may be granted by the student's academic unit chairperson 
and the assistant dean of the College to repeat a course in 
which a grade ofless than 3.0 has been earned, subsequently 
earning a grade of 3.0 or higher does not eliminate the first 
earned grade in the course as one of the two allowed under this 
resulation. . 

The student must also have at least 'a 3.00 average in an 
courses taken for graduate credit. · 

Doctor of Philosophy 
For students taking the Doctor of Philosophy program in the 
College of Communication Arts and Sciences, there are .four 
options-Audiology and Speech Sciences, Audiology and 
Speech Sciences-Urban Studies, Communication, and Mass 
Media. The Mass Media Ph.D. Program, offered jointly by the 
Department of Advertising, the School of Journalism, and the 
Department of 'l\tlecommunication, ia administered by the 
College of Communication Arts and Sciences. Further infor· 
mation regarding doctoral study in the College of Communi· 
eaiion Arts and Sciences may be obtained from the College 
office or from the five academic unit offices. 

In addition to meeting the requirements of the University, 
students must meet the requirements specified below. 

Admission 

COMMUNICATION ARTS AND SCIENCES 
Graduate Study 

Requirements for th• Degree . 
The total number of course credits in the program and the 
areas to be covered in the comprehensive examination will be 
determined by each individual student's guidance committee. 

Academic Standards 
When a student receives a grade below 3.0 in more than two 
400-level or higher courses taken for graduate credit at Michi-gan State University, or does not have a 3.00 average when 15 
credits have been earned, the student is automatically with· 
drawn from the program. A graduate student who has been 
withdrawn under this regulation is required to wait a mini-
mum of one calendar year from the date of the withdrawal 
before being eligible to apply for readmission to a graduate 
program in the College of Communication Arts and Sciences. 
The student may be readmitted, contingent upon repeating 
one of the three courses in which a grade below 3.0 was earned, 
and earning a 3.0 or better grade in the course. The course to 
be repeated may be specified by the department. Following 
readmission, any additional grade below 3.0 in any course 
numbered 400 or higher will result in permanent dismissal. 
Courses below the 400 level may also be included under this 
regulation at the discretion of the individual academic uni~. 
While permission may be granted by the student's academic 
unit chairperson and the assistant dean of the College to 
repeat a course in which a grade of less than 3.0 has been 
earned, subsequentlY. earning a grade of3.0 or higher does not 
eliminate the rirst earne~ grade in the course as one of the two 
allowed under this regulation. 

The student must have·at least a 3.00 average in all courses 
taken for graduate credit in order to qualify for comprehensive 
examinations an,!! to unde.rtake the dissertation. 

Doctoral Program in the Mass Media 
The interdepartmental doctoral program in the mass media is 
administered by the College of Communication Arts and Sci· 
ences through the program Executive Committee and the 
appointed chairperson of the Executive Committee. The fac· 
ulty of the program includes the faculties of the three partici· 
pating departments. 

Academic standards for admission and retention; degree 
requirements; and residence, transfer credit, and time limit 
requirements are in accordance with the regulations of the 
University and of the College. 

The doctoral program in the Mass Media is designed to 
prepare teachers and scholars who will help new generations 
make more enlightened use and greater demands of the mass 
media system. The program examines the emerging body of 
public policy, the rapidlychangingtechnology for both domes· 
tic and international distribution, the complex media content, 
audience consumption patterns, and economic structure as it 
relates to media performance. . . -· . 

Development of original, independent scholarship, master· 
ingofresearch methods, and development of skill as a teacher 
are central expectations of students in the program. An inte-
gral part of the academic program is experience in teaching 
and research. Students are normally expected to serve as 
graduate teaching assistants while enrolled in the program. 

For admission to regular status, at least a 3.00 undergraduate The level of responsibility in teaching and research activities 
and graduate grade-point average normally is required. The increases as students move through the program. 
student's undergraduate and graduate records must have During the first year of the program, students enroll in six 
been established at institutions of high caliber. In some cases required interdepartmental core courses that are designed to 
a student with an average less than 3.00, but .n~t less than provide a common background on media and research meth-
2.50 may be admitted for one semester on provts1onal status. ds 
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CUML\1 UNl(;ATION ARTS AND SCIENCES 
Graduate Study 

In addition to meeting the requirements of the· Pniversity 
and of the College of Communication Arts and Sciences, stu-
dents must meet the requirements specified below. 

Admission 
Students are admitted only for the fall semester. Applicants 
should have both an undergraduate degree and a master's 
degree, or equivalent. At least one of the degrees should be in 
an academic field related to the program. Exceptional candi-
dates may be admitted without a master's degree; supplemen-
tary coursework may be required for those students. Students 
without background in research methods may be advised to 
take preparatory coursework prior to entering the program. 
Applicants with professional media experience may be given 
special consideration. Scores on the Graduate Record Exami-
nation General 'lest are required. All application materials 
are due in the program office by February 1. Late applications 
may be considered. 

Complete details concerning application may be obtained 
from the program office in the college. 

Guidance Committee 
At least two of the three participating departments must be 
represented on the student's guidance committee. 

Requirements for the Doctor of Philosophy Degree in 
Communication Arts and Sciences-Mass Media 
The student must meet the requirements specified below: 
1. All of th• followin1 courua: .••••••••.•••.••.••••.•.•••..•.•.• 

1. Con Couru• 08 credits): 
ADV 92i Medi1 ThlOry . . • . . • . . . . . . • . . . . • • • . • . • • . • . . 3 
ADV 915 Qu1nat1tive Rea11n:h De1i10 ....•.•........ 3 
JRN 9i6 Qu11it.atlv1 Reu1rch Methods.... • • . . • • . • . . . 3 
JRN 930 Llw 1od Public Policy of the Medi1 ...•....... 3 
'It: 960 Media aod Technololl)' ..•••.•••••••.••.•..••• 3 
'It: 965 Media Economic• . . . . • . . . . . • • • . . . • . . • • • . . • . 3 

b. Othtr r:ourn1 (6 credital: 
CAS 992 Doctoral S.min1r. . . • . . . • • • . • • • . • • • . • • . • . • • 3 
CAS 993 ReN1n:h lntarnahip1 ••••••••••••••••••••••• 3 

2. Specialty Anar Five cout111a app""'ed by the atudent'a sutdance 
commiUe1 ..•••.•.••••..•••••••••..••••...••••....•...•..• 

3. Methndl Specialty: Three courua approved by the student'• 

4. fbi!n:.;_:~:~:~:di·~ ·~f·~;;;;. -~~k 0i~ ·~ ~~~ia0lty ~~~: i~ t~. · 
methods apecialty, or in Communic1tion 993 •• 1pproved by the 

CREDITS 
24 

15 to20 

9to 12 

atudent'a 1uidanca committee. . . • • • • . • . • • • . • • • . • . • . • • • . . • • • . • 3 
1 Two of th1 3 required credita of Communication Ana and Sciencaa 993 muat ba 

t.akeo dunn1 the HCODd yearofthe prosr1m. At lean two up1rate reuarch project 
111pariencaa muat be included Within the three credita required in thia courM. 

DEPARTMENT of 
ADVERTISING 
Bruce G. Vanden Bergh, Chairperson 

UNDERGRADUATE PROGRAM 

also to prepare qualified students for graduate studies in 
advertising, public relations and related fields. ·. . 

The Department stresses flexibility and broad perspectives. 
The intellectual disciplines underlying advertising cut across 
the arts and sciences. Central to the field is the study of 
communication and other behavioral sciences, marketing and 
other business subjects, the creation and production of adver-
tising messages, the selection and ~~ of the mass _media ~d 
the allocation of resources to advertising and public relations 
programs. Course work is d~~gned to pro~de kn~wledg~ ~f 
prin«:iples ~asic to all a~vertismg an~ public _relations actlVl-
ties, mcludmg the creative, managenal, media, and research 
specializations, and to assure the richest possible background 
to prepare the student for meeting individual and social re-
sponsibilities. 

At least three-fourths of each student's course work provides 
a broad general education for advertising and public relations 
in areas such as English and the humanities, natural sciences, 
economics, behavioral sciences, and marketing and business 
administration. About one-fourth of each program consists of 
courses in advertising, including advertising management, 
consumer research, copy writing, media planning, and social 
responsibility. 

The State News, other local media, retailers, and advertisers 
in the Lansing area offer opportunities to obtain experience in 
planning and preparing advertising. Summer work in adver-
tising and related fields often is available with media, manu-
facturers and advertising agencies in other cities. The 
Michigan State University Advertising Association has special 
activities for students, as do the Public Relations Student 
Society of America and the student chapter of the Busi-
nesstProfessional Advertising Association. Student teams 
regularly enter the American Advertising Federation national 
advertising campaign competition. 

Admission•• a Junior 
Enrollments in the Department of Advertising are limited. In 
addition to the University and College requirements, minimal 
criteria for application as a major in advertising are: 
1. Completion of Advertising 205 with a minimum grade of 

2.0. 
2. Completion ofEconomics 201and202 and Psychology 101 

with a combined minimum grade-point average of 2.00. 
Admission is based on the cumulative grade-point average of 
all courses taken; the grade in Advertising205; and the com-
bined grade-point average in Economics 201 and 202 and 
Psychology 101. In addition, factol'B such as work experience, 
diversity, and residency may be considered. 

To be considered for admission, upper division students 
transferring from another institution must have completed at 
least 2 of the 4 required courses for admission as a junior 
referenced above with a combined minimum grade-point av-
erage of 2.00. If one of the required courses is equivalent to 
Advertising 205, then the individual course grade must be 2.0 
or better. Transfer students who are admitted to the advertis-
ing major will have one semester to complete any of the 
remaining requirements for admission as a junior referenced 
above. · 

For additional information about procedures for admission 
as a junior, students should contact the Coordinator of Under· 
graduate Student Affairs, College of Communication Arts and 
Sciences. 

The undergraduate program in advertising is designed to 
assist students in acquiring the knowledge and skills which 
will help them to qualify for careers in advertising and public 
relations. Such careers are possible with manufacturers, ad-
vertising agencies, the mass media, government, various non-
profit organizations and many other sectors of the economy. 
Since a graduate degree often is important to long-term suc-
cess in such careers, the undergraduate program is designed 
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Admission to a Second Bachelor's Degree Program 
oran Additional Major · 
The ability of the Department of Advertising to accommodate 
students seeking admission to a second bachelor's degree 
program or an additional major is limited. At a minimum, 
these students must meet the same requirements as for ad-
mission to the advertising major as a junior. 

Requirements for the Bachelor of Arts 
Degree in Advertising 1 

1. '!be Uaiversity requiremeata for bachelor's dellt'le• 11 de1cribed ia the Un.dlr-
.,.aduat. Etlumliot& MCtioa of the cetelor. 120 cl"lciita, iacludiar paeral elective 
ere di ta. are required for the Bachelor of Ana dlllt'le ia Advertiaiar. 

'lb• Uaiversity'1 Tier ll writiar requiremeat for tbe Advertiliar m1jori1 met by 
e11mpletiar Advertlsiar 317, 465, aad 486. Th- e11une1 are refereacad ia ii.m 
3. b. below. 

1be completioa of Mathematica 110 refereacad la 1141m 3.c. below 1atistlea the 
Uaiversity metbematica requiremeat. 

. 2. '11ie reqlliremeats of the Collep of Co111111uaicat1oa ·Ana aad Scieacea for tbe 
Bachelor of Arts derree. 

3. '!be foUowiq requiremeata for the mljor: 
CREDITS 

L A srade·poiat averare of 2.00 or hirher la Accouatiar 230, 
Advertiaiar 205, aad Ecoaomica 202. 

b. '!be followiar Advertlliar counes:. . • • . • • . • • • • • • • • • • . • . . • 23 to 40 
All oftM followifl6 AduertUi"I Cort c-• (23 cndiUJ: 
ADV 205 PrlaciplesofAdvertiliar .................... 3 
ADV 317 Creative Stnteo aad EllClltioa... .. .. .. .. .. 4 
ADV 348 Advertiaiar Media Plaaaiar aad Strateo . • • • • 4 
ADV 485 Adveni1iar aad Soci1I Reipoalibility . . . • • • • • • 4 
ADV 473 Coanmer Re-rcb aad Advertiliar 

Plaaaiar ............................... 4 
ADV 488 Adv•rti1iar Maa1pmeat . . . • . • • . • • . • • . . . . . . 4 
'nie completioa of Advertiliar 465 aad 486 11tl1ll11 tbe cap-
etoael 1yntheai1 requlremeat for the Adv1rt11iar m1jor. 

AdwrfW'W tkctiw•. A malimlllll of 17 1dditioa1I credits 
mo be Hraed la Advertlaiar courM1 to me" th• requiremeat 
of at IHat 23, but aot more thaa 40 credits ia courM1 ia the 
m1jor. Elective• 1111y be cho11a from ADV 227 Priaciple1 of 
Pllbllc Rel1tioa1, ADV 321 Advenl1lar Orephica 1ad Produc. 
tloa, ADV 417 Advaaced Creuive St.r1teo 1ad Eucutioa for 
8n11dca1t Media, ADV 449 Direct Reipoa11 Adv1ni1iar 1ad 
Pnmotloa Maaarem1nt.ADV 470 lataraatioa1l Advertiliar, 
ADV 490 ladepead1at Study, aad ADV 493 Adv1rttala5'1'ublic 
Relelioaa lateralhip. Adventaiar 227 aad 417pW.1iruillC1nt 
emphaaiaoa wntiar. · 

c. 'fti• followiac nqlllnd counu la other dep1rtn11ata:. • • • • • • 33 or 34 
Accouatinr 230 (3 credlta). 
Computer Sci1ao1 130or131 (3 credita). 
Bconomica 201 aad 202 (8 crwdlts). 
JountalillD 205 plu1 oae additloaal writUic cour.. 1pproved 

by the D9partm1at of Mvenllliar (6 credita). 
Methemetica 110 (5 credits). 
Merbtiac aad Tnaaponatloa Adaliilialrltloa 300 (3 credits). 
P1ycholoo 101 (4 credits). 
Lli.rature: 3 or 4 cnditl ia Earll ah or fOreip l•DIUr• 

Hl4!111tun COlll'llll. 
So- of th• eourMe Uaced ebove are prereq11lllii.1 for canaia 
Adv1ntalar Core Coul'MI aad lhould be completed before ea-
IVU!acia theCoreCou,..a. Studeatelhauld aote th1t/i=luat. 
1111 230 la • pnrequilii. for M1rut1ar 1ad 'l'naaponatioa 
Admlaiatratioa 300. 

d. ()Qly cndita ia eo..,_ ended oa \ha a-•ricel or Pau-No 
Grade 1yatem 1111)' be couai.d toward the requirem1ata for the 
Advertiliac major. Advenlaiac 1&11deat1 111111 aot earoll ia 
•-required for the m1jor, lacluclior C10unu ia other de-
panmeata. aa • Credit.No Credit balia. 

'nil tote! raar• aC credits for th• Advertilinr m1jor, esclud-
tac Ualvemty aad Colleprequiremeatl, aad escludiarelective 
cnditl outlid1 th• major, i• S6 to 74 creditl. Stud1ata 1hould 
meet With thlir academicedvi•Ncoacaralarth• miaimum aad 
a11llinlllm amabera aC alectiw credita aveilable to them 1t 
Ylrioua ., ... ta thlllr procrama. 
.__nddEldws: 
'lb• folloWiar courM1 an 1apportive of aad rel1ted to tbe 
Adv1rt1liac 1111Jor: 
AOC 202 PriacipluafMaaaremaatAceuatiar ........ 4 
COM 100 Hwnaa Commuaicetioa .•••.••••.•.•••• , • • • 3 
MOT 302 Maaq1meat aad Orraaiutioall Beh1vior . . • . 4 
MOT 310 Humaa Reeoum Maa1rem1at •••.•••.•••••• 3 
ML 302 Caanmer nd Orpaiutioa Bu11r BehlVior. • • 3 
ML 317 Quaatitetive 8111111- Reeearch Methodl .. . • . 3 
ML 413 Pl1"10a1l S.lliar aad S.111 Maa1rem1at . . • • . . 3 
PHL 130 Lorie aad Re1eoniar .. .. . .. .. . .. .. • .. .. .. .. 3 

COMMVNICAl'ION ARTS AND SCIENCES 
Department of Adver&isiag 

PKO 210 PriDCiplea ofP1cbriar . .. .. .. .. .. .. .. • .. .. • 3 
SOC 100 latroductioa to Socioloo ................. :.. • 4 
S1T 200 StetillttcaJ Methodl .. . .. .. .. .. .. .. . .. .. .. .. 3 ro 100 '!be lafonn1tioa Society . . • .. .. .. • .. • .. .. .. • 3 ro 275 Ea'ecta of M .. ColDDIUaiClltiOa . .. .. .. • .. . .. • 3 ----' Studeatl sb~uld aote that tbe pouibility of rutrieted eDnlllmeata ia certa1a 

required colll'MI otrered by tbe CaUere ofB111iaU1 er:iata. 

GRADUATE STUDY 
The Department of Advertising offers professional graduate 
programs leading to the Master of Arts degree and participates 
in the doctoral program in the Mass Media. · 

Academic standards for admission and retention; degree 
requirements; and residence, transfer credit, and time limit 
requirements are in accordance with the regulations of the 
University and the College. 

Master of Arts 
The Department offers two programs leading to the Master of 
Arts degree: one in advertising and one in public relations. 
Both programs provide an intensive professional preparation 
for careers in these fields. Course work focuses on the general 
principles and practices underlying all advertising and public 
relations activities, as well as specialized areas of advertising 
such as management, media planning, consumer behavior, or 
research. ~ 

The master's degree. programs are available under either 
PlanA(with thesis) or Plan B (without thesis). By registration 
week of the semester preceding the semester of graduation, 
each student must have chosen to complete the Plan A or Plan 
B requirements. 

Requirements for the "degree include course work in other 
academic units within the University. Concepts and analytical 
techniques derived primarily from the behavioral sciences and 
business admfnistratioh are eapecially important. The stu-
dent's master's degree program must be approved by the 
atudent's academic adviser. 

Only course work which does not apply to degree require-
ments may be taken on a credit-no credit basis. 

In addition to meeting the requirements of the University 
and of the College of Communication Arts and Sciences, stu-
dents must meet the requirements specified below. 

AdmlHion 
Admission to departmental programs is determined by an 
evaluation of information regarding the applicant's academic 
record, goals and motivation, ezperience, personal references, 
and other items submitted as indicators of intellectual, crea· 
tive, and administrative capabilities. The Graduate Record 
Examination General 'l8st is also required. The Graduate 
Management Admission '18st (GMA.T) is not required, but 
acores on this test may be submitted. 

Although evidence other than grades influences the ad.mis· 
sion decision, the Department uses the following guidelines: 
atudents whose grade-point averages for the third and fourth 
years of undergraduate study are 3.25 or better are admitted 
to regular status; students whose grade-point averages are 
3.00 to 3.24 may be admitted to provisional status; and stu-
dents whose grade-point averages are below 3.00 are rarely 
admitted. 

A background in advertising and/or public relations, either 
from experience or from undergraduate study, is needed before 
students can begin graduate study. Students without ade-
quate background will be required to remedy significant defi· 
ciencies through collateral course work or individual study. 
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COMMUNICATION ARTS AND SCIENCES 
Department of Advertisinr 

Because of the sequencing of graduate-level cou~es, it is 
best if students who have had significant undergraduate 
coursework in advertising or public relations enter the pro-
gram in the fall semester. Students who need to do preparatory 
work for the program should enroll the preceding spring or 
summer semester. 

Requirements for the Master of Arts Degree 
In Advertising 
At ]east 30 credits are required for the degree under either 
Plan Aor Plan B. 

CREDITS 
a.quiremanu for Both Plan A and Plan B: ............................. 18 
I. All of the followin1 counes: 

ML 805 Mari.atia1 Maa11emeat .•........•..•..•.•....• 3 
ADV 123 Consumer Behavior. .. .. .. .. .. .. .. . . • . .. .. .. . .. 4 
ADV 126 Advertisia1 and Promotion Maa11emeat. . • . . . . . . . 4 
ADV 865 Advertisia1 and Society. . .. • .. • .. . . .. .. • . .. . .. . . 3 
ADV 875 Advertisia1 and Public Relations Research . . . . . . . • 4 

Additional R.quiremanu for Plan A~ .................................. 12 
I. 1ba followin1 course (4 to 8 credits): 

ADV 899 Master's Thesi1 Research .. .. . . . .. . .. .. . . . .. . . .. 4 to 8 
2. Additional credits from the coura11i11ed below, or ia other courses, 

aa approved by the student'• academic adviur (4 to 8 credit1): 
ADV 846 Maaa1emeat of Media Prorrram1................. 3 
ADV 870 lntaraatioaal Advertilia1 ....................... 3 
ADV 890 Independent Study. . . . .. .. . . .. .. .. .. .. .. . . .. . . . I to 6 

Additional JI.quire-nu for Plan B: ..•.••.....•...•.................. 12 
1. Twelve addiLioaal credita from tha cour..a ltatad below, or ia other 

courses, as 1pproved by the student's 1cademic 1dviser: 
ADV 846 Maa11am1at of Medi1 Prorrr1m1 . . . . • . . . . . • . . . • • . 3 
ADV 870 hitarnalional Adverti1in1.......... . • • • . . . . . • . . . 3 
ADV 890 laclopendent Study. . .. .. .. .. .. .. .. .. . . .. .. .. .. • I to 6 

The ftnal certifying examination ii a written examination. 

Requirements for the Mester of Arts Degree 
In Pubfic Relations 
At least 30 credits are required for the master's degree in 
public relations under either Plan A or Plan B. 

CREDITS 
a.qufremanu for Botb Plan A and Plaa B: ............................. 18 

I. All of the follow1111 coune1: 
ML 805 Mar&atiDI Maaaremeat • .. .. • • • • • • • • .. • • .. . 3 
ADV 823 Consumer Behavior.. .. • .. .. .. .. . .. .. .. • .. • 4 
ADV 826 Advartisia1 and Promotion Maaqemeat. . • . . • 4 
ADV 850 Public Relat1oa1 Plaaaia1 ..•••..•••.••.•.• , • 3 
ADV 875 Advarti1ia11ad Public RelaLioas Reuarch . . . . 4 

Additional R.quinmanu for Plan A~ ........................ . 
I. 111• followia1 course (4 to 6): 

ADV 899 Maaier'1 Thesi• Resaarch . . .. . . .. .. . . .. . . . . • 4 to 6 
2. A minimum of 6 cnditl of developmental study ia a co1111ta 

outmde the Collep of Cornmuaica&loa Artl and Sciences (8 to 
8). 

3. · Additional cndit• from th• couren llltld below, or ia other 
coune1, 11 approved by the student'• academic adviHr (0 to 2 
cnditl): 
ADV 846 Man11emeatofMedi1 Pl"llrrrama .•••••.•.•••• 3 
ADV 870 1Dtaro1tioaal Adv1rtilia1 ................... 3 
ADV 890 IDdepeadeat Study......................... l to 6 

Adtlitio•I Requin-11ta for Plaa B: ........................ . 
I. A minimum of 8 credits of davelopmeatal study ia a co1111ta 

outmda the Coll• of Commuaicuioa Arts and Sc:ieacH (6 to 
12). 

2. Additional cndits from the courses ltatad below, or ia other 
counes, 11 approved by the nudeat'• academic 1dvi11r (0 to 6 
credit.): 
ADV 846 Mana1emeat of Media Prorrrams............ . 3 
ADV 870 lataroaaoaal Advertilia1.... . • . . • . . . • . . . . . . 3 
ADV 890 ladepeodeat Study ......................... l to 6 

The ftaal carlifyia1 eumialtioa i11 wnttaa eumioatioa. 
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For additional information contact the Department of Ad-
vertising. 

Doctorof PhHosophy 
The Department of Advertising participates in the doctoral 
program in the Mass Media. This program is described under 
the College of Communication Arts and Sciences listing. 
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ADVERTISING 
DepartnlentofAdvertising 
Colleie of Communication Arts 

and Sciences 

127. Principle• of Public IWlation• 
Foll, Sprint. S11m111C1". 4(4·0) 

ADV 

P: Completion offrelhma 111tilU., co11nt. R: Not opaa 
to(reshtMn. 
Public relations practice in buine11, education, and 
gavemment. Emphasis 1111 principles and writing for 
public relations. 

160. Publlo ,,_,.,,,_ Ploanlnl 
FolL 3(3·0) . . 

Planning necatian, and e..Uaation of pubhcnlationa 
~· Tbaariea, teclmi~.and applicati~. Top-
im include media ..Wi-. pwenuaent relatioaa, and 
tandrailiag. . 

I'll. AdNrff.d111 ud Pu6Uc B.lation• .....,,,,. 
Foll. 4'3·IJ · . . . 

P.· One introducfol7 N#tJIC/I dnip or atoliatica eolll'lt. R: 0pm only to~ ltfltUnU in Colkge of Com· 
m11nicotion An• ond St:UMa. . 
Data mlltct:ion and analymia. Uae and interpretation of 
11111\wan pukap DUtfllR: 
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Northern Michigan University 

COMMUNI-
CATION AND 
PERFORMANCE 
STUDIES 
Department Office: 
Edgar L Harden Leaming 
Resourct!s Center, ~m 7-Q, 
Phone 227-2045 
Theatre Office: Forest Roberts 
Theatre, Phone 227-2553 
FACULTY 
Department Hud, Doultl J. R)'frdi 
DINctor, Formt Roberts Theatre, farna PIUUIUISld 
Department Secretary, .Ronnie Varney 
Profeuon: Robert Allbritten, Louise Bourgault, 
Wiiiiam Bualo, Tarn11 A. bnornld. Knntth Paulin, 
,_,, Rlrpport, Doul4 RyfMdd. l<Aryn Rybadd 
Allociata Profmlon: RoMf ~. Vidor Hol· 
18y. Patrick Tmnne. Shellq IWatll·Parb 
Allillant Profmon: r.- Olntrill. Debni Kmiisky 

DEPARTMENT AL OBJECTIVES 
Verbal Ind nonverbal communication is a pri· 

mary bail of our humanity, of who we llft a in-
dividuals, groups, or IOCieti& Communication is 
a tool of thlnlcing Ind lnlllracting. 1Jaing this u a 
lnme of reference, programs of 1tudy In the De-
partment of Communication and Performance 
Sludiea.,. baaed on two concepta: flnt, the com· 
munlcatlon p10C91 II complex, continuous, and 
changlnr; MCOllCI, Individuals can lam to under-
•nd and lmpl!OW lhl effactiwnw of their com· 
municating through a CG111binatlon of theoretical 
and applied lllrning akllll. The Department of· 
ten program• In five.,... of study: Broadcast· 
Ing, Mau Communication, Public Relations, 
Speech Communication, Speech Education, and 
n-tar. 

FACIUTIES AND A.CTivmEs 
· The FoNst Roberts Thutn is one of the finest 
ualvenity thealnl In lhl natlon,.bollting a com· 
puteriad lighting control panel and an upgraded 

IOUlld ayatern; Students may participate (lftltage 
or b-=btage In the five major productloni yearly 
that play to aold out aubscription audiences. The 
annual playwriting award winner ii a part of the 
NgUlar Muon. Additional experimental theatre 
apace In the McClintock building Is the home of 
numerous 1tudertt-directed productions u well 
a1 performance classes. A 1pacial audition class 
hu helped inauN 90% placement of theatre stu· 
dents over the put decade. 

Broadcutlng duaes UM a prof-ionally 
equipped radio studio and a newly opened . tie-
vision studio. The array of equipment lnck.des 
thne prolauional color television camaru, video 
field production equipment, video tape editor, 
video sWitcher with chroma key and effects, char· 
acter generator, a new computer controlled stu· 
dlo lighting ayatem, multi-channel audio corwole 
and multi-track audio recorden. In ~studio 
facilities students become familiar with concepts 
to the solution of a wide range of problems en-
counllred In the world of media m_.ge produc· 
lion. 

Broadc:uting/mua communication students 
have numsous opportunities to acquire practical 
experience at WNMU·TV and WNMU·FM, 
NMU's PE 1tatlons; WUPX, the student operated 
campus radio 1tatlon; commercial broadcasting 
1tatlons; and The North Wind, a weekly campus 
NWSpaper. 

ACADEMIC PllOCRAMS 

UBERAL STUDIES CAii Prognl1J11} ·---·40 
I. Compositim --1 
U. Hunmitio. -1 m. Na1uni1 Sdenta __, IV. S«:itll Sdmm _______ _.. 

v. Fonnal Communiaationl -"' 
VI. ViaW tnr4 Paftmning Arfl---"4 
,,.,.,,,, -- - COlll'IG ,.u,,., "' Uw .,,.,,. 

lnfllt of tlleir fin' nrjars or flnt minors IO llMft U,-
.i Strulia "'fllimntnts in dhlilionl ll, W. lV, V, or 
VI. For mrnplN injmutian on Libml Strulin and a 
1ld of .-Wll anam, plus utlitiorual daluling "'" 
...,_,,,,, grUlllllion, lllt,.ft 42. 

Department majon must maintain a 2.50 
GP A, and am at 1-t a ·c.• in all major courMS 
lhat.,. requlNd for graduation, un1- otherwise 
noted. Department minors must meet the Univer-
sity ~ent of 2.00CPA. 
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. IROADCASTINC MAJOR 
UBERALS'l1JDIES(-above) 40 
PH¥SICALEDUCATION-8ee page 45--2 
MAJO f4 

BC 165 Introduction to Mass 
Communication 4 

BC 170 Survey of Broadcasting. 4 
BC 201 Fundamentals of Productlon-4 
BC 2'0 Script Writing 4 
BC 410 Mam Communication Law-' 
BC 471 Mam Communication and Society-' 
BC "'3 Advanced Media Production-4 
SP 110 Intwpenonal Communlcatlon.--.4 
BC electiv--of the foUowing.-.4 

BC 271 Audio Production 
BC 272 Studio Television Production 
BC 273 Electronic Field Production 

BC electives300 level or above .B 
MINOR 20 ELECTIVES·---------._;a TOrAL REQUIRED FOR DECREE 128 

MASS COMMUNICATION MAJOR 
UBERALS'l1JDIES(-above) 40 

(PY lOOL, H, or S ii required u a natural sci· 
ence; SO 208 or MA 11111 nquired In formal 
cmnmunicatlons 1tudies.) 

PHYSICAL EDUCATION-see page 45---2 
MAJOR '4 

BC 165 Intnlduction to Mass 
Communication 4 

BC 170 Survey of Brmdcastlng 4 
BC 410 Mam Communication uw -4 
BC 471 Mam Communication and Society·-' 
EN 206 Jouma1ism Survey 4 
PS 3CD Public Opinion and Voting 

lleha~or 4 
SP 110 Jnmrpenonal Communlcatlon-4 
BCelediY•·~-·------~~ 
BC eledlYl9 300 level or above s 

MINOR 20 
ELECTIVES~~-~----~ TOrAL REQUIRED FOR DECREE 128 



l 

1 

:_] 

PtJBUC RELATIONS MAJOR 
LIBERAL S'lt1DIES ( .. above) 40 
PHYSICALEDUCATION--S- page45--2 
MAJOR 41M4 

eo..~~--~--~--~--~---m 
IC 165 lnlluduction to Ma. 

Q:iaununlcation ' 
IC 00 Maa Communication Law 4 
SP 110 Jnterpmonal Communication-4 
PR230 Principle al Public Relations-4 
PR330 PubUc R81ations M ... ge O.ign--4 
PRGO Public Relations Cue Studies-4 
PRGl Public R8lations Campaigns·-' 

COURSES USED TO SATISFY SURVEY, TOOL. 
AND THEORETICAL ELECTIVE REQUIRE-
MENTS CANNOT BE DOUBLE COUNTED IN 

. LIBERAL S'lt1DIES , Sun., Elective (Mlect one) 3-4 
AN 310 Peopl• of the World 4 
IC 1'0 Survey of Broadcasting. 4 
BE 216 Contlllnporary Consumer lsau•-4 
IN 205 Survey ol Joumaliim 4 
HN 214 Food Marketing • Processing.---3 
LE 302 Community R8latians and 

Crim• Pnvention 4 
MM 230 Introduction to Mubting .-4 
MM330 MuketingConcepts----3 
PS 105 American Government. 4 
PS 206 Intmrlltional Relations _, 
RE 160 Intro to RKnation and Laisure-4 

Tool Electiva (aelect two) 6-8 
AD 117 Pholognphy: Black and Whlte-4 
AD 118 Graphic 0..lgn: An Intro to 

Visual Communication 4 
AD 175 Psychological Aspects of 

Visual Arts ' 
AP 201 Pnctlcal Accounting Procedures-4 
AP 202 Accounting Concepts for 

Management 4 
IC 201 fundamentals of Production-4 
IC 270 Saipt Writing 4 
BE 344 Manaprial Communication '3 
CDGlAmericanSignLanguagel 2 
CD '5'3 American Sign Language D 2 

Note: Both CD 452 • '53 must 
Ill &Ileen and count 11 one tool. 

IN "lt11 News Writing and Reporting.-4 
IN 302 Nonftction Writing --4 
IN 3CD Technical and Profesional 

Writing '. 4 
CA 12D C..phic Arts Proc••• . 4 
CA220 C..phic Arts Photography 4 
CA233 Compua.r Typesetting. 2 
l.SGO IWennce 4 
MA 171 Plobability and Statistics 4 
MM335 Conlwn• Behavior Analysis--3 
OS250DeaktopPubllshing--------~ 
OS 265 Word Procmling Software '3 
PS 2D1 Mathodl In Public Policy Analysis-4 
PS3CD PubUc Opinion and Voting 

lehlviar ' SOD M.thodl in Social Rmarch-4 
SO 332 Study of Populati°" 4 
SP 200 Argumentation 4 
SP G Advlfad Public Addma 4 
TH 456 n.tre Management 4 
Fonlgn Languages u Tools, If foreign lan-

guage ii chosen u a tool elective, both 
coune1 must be taken. • ·. 

JIR 101 and 102 Elementary French 8 
Cll 101and102 ElementaryCennan---8 
JP 101 and JP 202 Elementary Japanese--8 
SN 101and102 Elementary Spanish ---8 

Theoretical EllCliW (lllect one) M 
BC 471 Mam Coaumanlcation Is Society·-' 
EN 40& Thi English Laftguage 4 
·HN 462 Cultural Food Patterns '3 
HS 46.1 Black History . 4 
MM 414 Small Enterprile Management.,:....-3 

· MM 417 Organizational Theory 't 
MM 432 Advertising and Salel Promotlon-3 
MM 475 Intamatlanal Bum- 3 
SO 311 Community • Humlll Service 

Organizatlont ' so '371 IndUllrial Sociology ' so 411 Social Organizational Theory-' 
SO 472 Occupational 5tnll · 4 
SP 401 Persuasion 4 
SP 421 Organizational Communlcatlon-4 

O'lHER REQUJREMENTS 
Must take one of the following to gain Ill un-

dentandlng of environmental Illus 
•AN 210 People, Culture. 6i: Nature 
-SI 205 Ecology and Man· 
BI 210 Prlncipl• of Ecology 
"CC 101 Environmental Conservation 
-CC.164 Cultural Ceognphy 
CC 320 Environmental Regulation 
CC 475 Environmental Impact 

Assessment 
Must take one of the following to gain ua un-

derstanding of economic !slues: 
. •Ee 101 The American Economy 

EC 201 Microeconomic Prindples 
· EC 202 Macroeconomic Principlat 

-EC/HS 337 American Economic History 
CC 220 Economic Geography 

Must take one of the following COUl'lll to gain 
familiarity with computer me: 
"CP 110 Principle of Data Proceslng 

Is Infonnation Systems 
CP 115 Computers and Information 

Systems 
"CS 120 Intro to Computing 

•courHS which satisfy libenl 1tudlel nquire-
ments 

These requirements may be 11tislled by cours-
• included In the student's minor. 

MINOR--~----------------~~ 
Any minor except speech duster. 

ELECTIVES 18-26 
TOT AL ELECTIVE HOURS VARY CONTIN· 
CENT ON WHICH COURSES ARE TAKEN 
TO. SATISFY MAJOR ELECTIVE REQUIRE-
MENTS, AND WHETHER COURSES SATJS-
FYINC OTHER REQUIREMENTS ARE UB-
ERAL STUDY COURSES. 
(Internship in public relations ii available 

only to out:standlng students u an elective.) 
TOTAL REQUIRED FOR DECREE 124 
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Public RalatlomMlnor------.,;;,J 
Because enrollment In PR-prefixed courses is 
lightly controlled, any student electing to mi-
nor in Public Relatio111 1hould notify the 
CAPS Department at th• time the minor is 
c:hOlen. Students majoring In a departmental 
program which nquirm SP 110 who elect the 
pubUc nlationa minor should count SP 110 In 
their major and replace it In the minor with 
OM of the aurvey electives listed for the pub-
lic nlationl major. 
SP 110 Intmpenanal Communication·-' 
PR 230 Prlncipl• of Public Relations •• _, 
Pll330 Public Relations Mmuge Design-4 
PR 430 Public Relations Cue Studies --4 
PRGl Public Relations Campaigns._.._,..., 
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DEPARTMENT OF CAPS 
COURSE DESCRIPTIONS 

Thun aad lpeeda manet marked• cu be 
••d to meet Liberal Studl11 requlnmenta. 
Coune1 marked o caa be takea for graduate 
credit. 

PUBUC JlEUTIONS 
Pll 230 PRINCIPLES OF PUBLIC KELATIONS. •a. 
Th• theory and practice of public relations, It• 
function In organizations and Its role in society. 
Topics Include the history, communication theo-
del, and ethla of public nlations; areas of pnc· 
llce In public relations, and career opportunities. 
A feature of this coune is the use of guest speak· 
en who an public nlatiOlll pnctitionen. 

Pll %95 SRCJAL TOPICS JN PUBLIC llELA· 
TJONS. • er. Pnnqul1ltr. Penninloa of la· 
atructor. May be npeated for cndlt ii topic 
Yarie&. . 

Study of a particular topic or problem In the area 
ol public relations. 
Pll %91 DIKECI'ED STUDY.1-' er. Pnrequi1l1111 

Penni11ion of ln1tructor and department 
.. ad. May be npeated for up to I cndll&. . 

Independent study in an ana of public relations 
ID be defined by the ltlldent and instructor. 
:Pll 330 PUBLIC KELA TIONS MESSAGE DE· 

SIGN. 'er. Pnnqui1l11: EN %11, 1ucc111ful 
CIODlpletlon of the writing pftdency eumi-
aatlon, aad a •c• or better in PK %30. Per· 
ml11ion of tbe la1tructor will be granted 
only after an intemew. 

Development of entry level lkilll in the pnpara-
tlon of m ... ges unique to public relation1 prac-
tice. Included are: new1 releua d•ign, back-
ground reports, 1peech writing, brochure design, 
advocacy advertising, special event d•ign and 
preparation, and research designs appraJ:':' to 
public nlatlons. The emphuil ii on pro · nal 
development u students lum thl techniques of 
aa ... ge d•ign, work under deadllna, and ex· 
amine the variety of ...-age dlS.igns UHd by or-
ganizations. 
'Pll GO PUBLIC KELA TIONS CASE STUDIES. 

' er. Pnnqul1lte: A "C'" or better la Pll 330. 
Pami11ion of the in1tructor will be granted 
only after an intel'Yiew. 

Examination of how public nlatlOftl ii done by 
apnci• and organizations. Both internal (em-
ploy1H11ember) and utemaJ campaigns are ex· 
amlned to determine what standardl of excel· 
lence exist In thl pnctlce of public relations. This 
course expands thl dlscuulon of the different 
types of public relatiorW prectlce begun in PR 230. 
Students are expedld to saean:h, writa, and give 
~oral pmentatlon of an original cue ltlldy. 

PR. '31 PUBLIC KELA TJONS CAMP AICNS. 
• er. Prereq11i1ile: A •c:- or better la Pll '30. 
Permi11ion of the in1Jmctor will be granted 
only after an lnterYiew; 

Focus on the technical and theoretical upecll of 
creating communication campaigns in public re-
lations. The student ii expei:tad to develop a cam· 
palgn and p-t it to a •c1MnL• Students will be 
assigned •clients• at the beginning of the 
1emester and develop a flve-phue campaign as-
signment including: r111arch designs, budgets, 
campaign concepts, post-campaign evaluation, 
and an oral sn-ntation. 
Pll '91 PRACTICUM IN PUBLIC llEUTIONS. 

1 .. er. Pnrequi1llll Perminlon of iutructor. 
SIU grade will be awarded. 

Projects in the area of public Nlation1 carried on 
under the superYilion of a faculty member. 
Pll '92 INTEllNSHIP IN PUBLIC KELA TIONS. 

1 .. er. Prereq11i1ite Permi11ion of iallructor. 
GP A of %.75 or better. SIU gnde will be 
awarded. . 

Pnctical, applied experience involving placement 
In a job situation. 
Pit '" SPECIAL TOPICS IN PUBLIC KELA· 

TIONS. 24 er. Prerequl1lle1 Perml11ion of 
iutructor. May be repeated for credit If topic 
dlffen. 

Study of a particular topic or problem In the area 
ol public relations. 

Pll '91 DlllECTED STUDY. 1" er. ,....ui1lm 
Permi11ion of ia1tr11ctor aad departmeat 

.... cl. May be repeated for up ID I cndita. 
Independent 1tudy in an ara of public relatiom 
to be def'ined by the 1tudent and inltnlc:tor. 
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Oakland University 

Journalism Program 
Requirements for admission to the joUrnalism major 

To be admitted to major standing In joumalism, students mmt complete: 

1. RHT 150 and RHT 160 (or otherwise satisfy the writing proficiency requirement) and 
JRN 200 with an average grade of 3.0 or above. 

2. 20 credits of corcquisite courses with an average grade of 3.0 or above. 
3. An introductory two-semester sequence In a modern language or American Sign 

Language at the university level; or one semester of a modem language at the second· 
year level or above; or two counes numbered 120 or above in mathematical sciences 
or computer science. · 

Requirements for the liberal arts major in journalism, B.A. program 
To eam the Bachelor of Arts degree with a major in journalism. students must complete: 

1. A minimum of24 credits in journalism, includingJRN 200, 300, 403 and 404 and any 
twoof thefollowing:JRN 310, 311, 312, 320, 321, 332, 340or 350. 

2. 8creditsfromthefollowlngforanemphasisinprintorbroadcastjoumalism:COM201, 
207, 285, 301, 303, 311, 371, 373, 403; or for an emphasis inadvertising:JRN 341 and 
342 or 343, plus an advertising Internship (JRN 404 ); or for an emphasis in public 
relations:jRN351,352and353 (plus internship for major,JRN404, must be in public 
relations). 

3. Corequisites (36 credits) as follows (these courses, where appropriate, may also satisfy 
general education or college distribution requirements): 
a. 8credi1JfromHST 101, 102, 114, 115,223,321 or354. 
b. 12creditsfromENG 100, 105, 111,224,241,303,306,312,315,322,332,356,357 

or369. 
c. PS lOOand 4 credits from PS 110, 241, 305, 372,373 or 377. 
d. 4 credits from ECN 150 or 200. 
e. 4 credits from SOC 100, AN 101 or 102. 

Requirements for the liberal arts minors in joumalism, advertising 
or public relations 

A minor in journalism requires a minimum of24 credits inJRN counes, indudingJRN 200, 
300and404. 

A minor in admtising requires a minimum of 24 aedits in JRN couries, including JRN 200, 
340, 341, 342 and 404. The Internship (JRN 404) must be taken in advertising for that minor. 
ORN 343 may be substituted for JRN 342.) · · 

A minor in public n!lations requires a minimum of24 credits in JRN cowses, includingJRN 
200, 350, 351, 352 and an Internship (JRN 404) in public relations. Additional course work to 
comprise the minimum of 24 credits mmt be selected from the following: JRN 353, 354, 356, 
and360. 

Joumalism majors may not minor In advertising or public relations. 
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Course Offerings . 
The department offers selected courses from this catalog as wamnted by srudent needs and 

availability of faculty. Specific offerings for each tenn may be found in the Scht.cUJe of Classes. 

JRN 350 lntraclucdon to Public Reladom (4) 
An overview of the pracdca of public relations and ill potential Impact on various audiences. Study ii 
basic public relations tactic:a, includm, media reladona,community rdatlonl. intemalc:ommunic:ation 
public ali'ain and Investor relations. 
Prerequiliie: JRN 200. 

JRN 351 &term! Public Relations (4) 
The study of public relations related tom orpnlzation'a external audlenca such as the neWI media and 
local, awe and national pemment officials. Students will study public relations strategies used ID 
Interact with thae groups. including media relations, legislative lobbyina and special eventl. 
Prerequisite: JRN 350. · 

JRN 352 lnterml Public Relations ( 4) 
The study of public relations related to intemal audiences o( an organization. In-depth discussion of the 
lhapincof interml culture via public relatlona vehlcleslUCh u nenletten/publicatlons, aeneral me~ 
announc:emen11, videocapes and face.to-face employee communications. 
Prerequisite: JRN 350. 

· JRN 353 Public Relationa and the Newa (4) 
A study of the relationship between the public relations practitioner and memben of the news media. 
Studenca will focus on undentand.':Ji!!:.:ifferinc needs of the newt media and on using various public 
relaiicn whicles CD reach DqeUd via die media. 0xne includes writin& weekly neM relcaaes. 
Prerequisite: JRN 350. 

JRN 354 Cue Studies In Public Relatlom (4) 
The study of actual public relations eff'orca of varioua companies and organizations. Students will take on 
rhe role of public relations practitlonen for a flctltioul orpnization and develop public relations pis. 
objectives, tactics and pqrams to deal with •ltuadaaa that urc the orpnlzatlon. 
Prerequisite: JRN 350, JRN JS 1, JRN 352. 

JRN 356 Video for Publlc Relatlona (2) 
Undaandlng the elemena Involved In producm, corporate videos, including an introduction to the 
technoqy o( video, the applications ti video to public relations needs and development of the video 
'aatment" for client pmentation. 
l'mequialte: JRN JSO. 

JRN 360 Soeclal Toplce In Public Relatlona (2) 
Vlrioultpeeialtles offered to1tudent1. Subjeca change from 1emester to temester, with IOllle opportunity 
b ~nt mady. May be repeated under different subtides. 
l'lmquiliie: JRN 350. 
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University of Michigan 

Communication 
... • • J . ~ ., • ... • ' 

2020 Frieze Building 
764-0420 ' 
Fax: (313) 764-3288 

''' 

Professor Neil M. Malamuth, Oiair 
Professor Vincent Price, Associate Oiair 
.May be ekcted as a dcpartmcn!al concentration progrdm 

Professors 
Frank Beaver, Film history, film production 

... 
'. 

; 

Neil M. Malamuth, media effecls, pomograp/1y, relationships between men and women 
Marion T. Marzolf, Journalism history, journalistic etliic:.s and criticism, information 

&atMring . 
John Stevens, Media law, media /iistory, news writing 
Michael Traugoll, Political communication 

· Auodate Proresson 
Richard L Allen, lntercultural communication, blacks and the media, persuasive 

communication 
Oiarles Eisendrath, Foreign correspondence 
Assistant Protessors 
Richard Campbell, Media and society 
Hilary Cohen, Media and tlu: arts . 
Hayg Oshagan, Public opinion, methodoloo 

Andlw Press. Sociology of COtn11U1nication, feminism theories . 
Vincent Price, Communit:11tion IMory and methodoloo, media and public opinion 
Jimmie L Reeves, Media criticism, liistory, and writing 
Holli Semetko, lntemotional and political communication 
VlllUn1 Protessor and Executive Editor 
Jonathan Friendly. Newa reportin1 and joumalistic ethic:.s 
VlslUng Asllstan\ Professor 
Ciristopher L Heavy, Marriage, family, and in1erpenon0/ communicati~n 
Lecturers 
Donald J. Kubit, News writing, Information gatlu:rin1 
Terri Lee Sarris. Radionv production and writing 
Alan S. Young, New tedsnoloo 
A&\fuact Lecturers 
David Bisbop.J011ma/irtic ethics and reporting 

. Jon Hall. Reporting 
Katherine Hurbis-Oierrier, Scr•nwriting 
Mick Hurbis-Oierrier, Saeenwriting 
J01n Lowenstein,Media 1.!Jw 
Barbara McAdam.Information Ga1Mrin1 
Barbara Morris. Analyzing 7V 
Biownson Murray. Media Low 
Doug Rideout. Film Production 
Unda Terhaar. Information Gathering 
Professors Emeriti Henry Austin, Dean C. Baker, Oiarles F. CaMell, John V. Field, 

Gamel R. Garriion, Graham B. Hovey, Howard H. Martin, Wesley H. Maurer, 
William Porter, Edward Slasheff, Alfred Storey, Leland Stowe, Edgar Willis. 
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Undergraduate mncenarators in mus communication study the structure, proceaa and 
effects of mass communication. Several scholarly approaches to media researc:b are 
represented in the curriculum, including historical, legal, cultural, institutional and 
ecreccs orientations. lbe analytical diversity of the field is reflected in the variety of 
dJSSCS offered, which range Crom examinations of lhe mass media and persuuion, lo . 

· politics, public of>inion, law, history, organizations, and popular culture. lbe 
. department also offers a number of skills courses on news reporting, television and 

film production, and writing for the mass media. 1be undergraduate mncentration is 
DOI intended u preparation for professional careers in media. lbe Bachelor or Arts 
degree in Communication provides students with a deeper understanding or the role of. 
mass communication in society. 
Prerequisites lo Concentration. Communication 103. 
Concentration Program. • A total of 30 credits of courses beyond lOO·level 
introductory courses. These must include the following: .. 
1. Arca.s o/Comm1111ication One murse must be taken from each area. lbe areas of 

study and the courses satisfying each requirement are: 
a. Historical and Legal Issues: Comm. 202, 400, 403. 
b. Media Criticism and Analysis: Comm. 320, 405, 417. 

·c. Mass Communication Processes and effects: Comm. 301, 312, SS2. 
2. · Atlt1t1111:etl w;iting Requirement: One Advanced Writing Course (AWC) from the 

following: Comm. 290, 302, 409, 427, 428. · 
. ~ . • . ...•. · . .· . ··~ -~ ... -~ . • _:_M.·: •. ~.·-·· .. ·-""'·:··. ·.···., !•··· 

. 3. · -'Copa1e: Nrae credits ·or cognite wart from a slilgle·otherdiscipliiWaflbe 300• . · 
level or above. ~ese credits mml be approved by a communication counselor. '· · . 

. · 4~ Elec1ivu: Nine credits of counes in Communication.· .AJI courses not used lri 
: utisfy area or A WC requirements a,e C:onsidered elecliwa, exceptini Comm 450 

·.(Internship) •.. ": ... ·;: .. :• .. " .·~; ")":'"~.~ ··:~~-·,#.; , ....... '"-· .~.:: ., ".·;·~· 
Honon Proaram. 1be Honors Program in Communication Is available in ienior year 
to students with a grade point average by their final term or junior year or 3.S in 
communication murses and 3.2 overall .. Make an appointment WilH the Department's 

. Honors Advisor.· •Ask for· an ·lnfotmation sheet on the '•Honors-Program- in·,·· 
.. Communication at the Departmeaf'office (2020 Frieze). '." ·~ .... : ·: , ·::'.·:.-: .. ..,,..,:.,.:;, ..:~\_'. 
•. I ••.-. ...... ,_ -~~ .. , .... - • 

. A.BJM.A. . Journalism Program. · This dual~gree program fa ror outstanding ... 
aeaiors at lbe University of Michigan with aptitude and interest in journalism graduate <. 

education. One or two exceptional students are admitted in the fall term of the senior 
ryear. See the Department Clair or Director of the Muaer•s Program in Journalism for 
; Information. , . ,, ...... '.: . ... ~ ... ~ ...... ·;·, .. : .. , ····'. ; . ". ~--· · ··:·:·". ~·.. .• .·_ 

... ~ Ad•lalna and ~u-.:..-ei1~1 •. ·o,~;;.eling:~ppoiiitmenll'are ~{dulecfi"t 'iti3· Anpil~ .. 
: . Prolpective macentntors sbOuld schedule an appointment with a macenaradoa advisor : 
·~:during .the ·aecond term of. the sophomore year.· Most atndeals mntlnue to aee an.~; 
":advisor at leut once a year. In any case, atuden11 consult an advisor during the first : 

·\ term of the aealor ·year ~o eaaure. that required courses will be: completed. ror .. ~ 
~<· padualion • ... ~ ... ·.:~~:;·:·-~:~.:~·. i;~ -~:.: ·t:f~::·· . .. ~- ·.·'~i · ·~~~~·. =.~:·-: :}~~~~;~~.\;.':,.~,~~~~ .~.,;~;.;~;;-.~-~~ 
•:· Braadcaitla1;and Prbit'Journallim Facllltfes.-_ The department~bla:8udioviaual· , 
... viewing carrels, audio and television studio facilities, field production equipmentJor: . 
_film and video production, and editing auiles for.film and videoaape·ror produciag-. 

'.=.:. ·entertainment, news and documentary programs.· Computer-equipped Writing .labs,:• 
· · · '--'lill ... --m _,mutation and lab prod"""1'oa ,,. ·•· · ... · ·• ... • · · "' · • """ ~·; .. RY -~..,..-......, .. .,. •:tt~ ... , .. :'"",;..;.· ···~•·-·· ~~--· .;_. ··W.~;i)~ 
·"""-~ .·~~,... • . :.. ·~•"'' ..... • ..: ,• ··W:. .•• • . .• -.-:. ... -~~...:..i .•. ,....,. ... ; .. ,4~,~~-'l&i.,f_:' ·~ 
;~ ...... cta.:Journallstlc.Pei'f'crm~~·1be dejiilrtment ~aiatas1ibe Ho~nf R~ ::~ 
;;~Marsh .<;en~ for the. Study of:Journahst1c Performance.. .Thia endowed facility atudia.~~ 
.:. ~:queatfcias of jouiiiilislic ethics and fuac:1loas fn Americin lire;:~ 'visiting professoadip ·~~ 
·.la Jo!lmallsm la also supported by a gift' by Howard IC Marsh:. The Marsh Ceoter· : 

· . brings invited editors, publishers, tommuaication theorists, and broaclc:asters to the· 
campus durina the academic year.-~·: ~ . . :. '. · · · -· ·" · · " '· · -' · . .. '.,, .. , ..... ,, 
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Courses in Communication (Division 352) .. 
·JOO. Publlc •nd Interpersonal Communbllon. Not open to senion •. (J). (E.rclJ. 
I OJ. Introduction to Mass Communication. Not open 10 seniors. (4). (SS). 
202. Freedom or Expression. (J). (SS). . 
250. lnrormadon Gathetln1 for Mass Media. (J). (Exel). 
290. News Wt1Un1. (3). (Exel). 
301(401). Mass Communication Theory. (J). (EJ,el). 

.. ':'" 

JOZ. Writing for the Mus Media. Comm. 290, or permission of instn1cior. (J). 
(Exel). May be repeated for a total of 6 credits wit/1 permission of eoncenlration 
ad11isor. 

305/Lln1utstlcs lo5. Pollllcai •nd AdYertlsln1 DlsC:oune. Junior stanilin8. (Jj~- . 
. (Exel). . :. .. . . . f 

310. PersuulYe Communli:•tlon. (J). (Exel). : . 
JJ2. Communication and Contemporary Society. (4). (Exel) . .. 

. 320. Fiim Analysls. (4). (HU). 
330. Analyzln1 Print Joumallsm. (J). (E.rcl). . 
400. 11ae Medi• In American History. (4). (SS). · ·. · 

. 402..Comparadve World Joumallsm. (J). (Exel). : . 
...... .; 

I' 
. .,. 

403. Ethics orJoumallsm. (J). (Exel). · · · .) · · · · ·. · ; " . · ' 
\.• 

· 404. Medi• In the Marketplace. (4). (Exel). . > · · ·· • · Z • • .. , : · • • • · • : • 1 · 1 

.,_, 405. 11ae Medi• •nd the Arts. Camm. 103 anti ~ppaela# standin8. (J). fbel). 
. ~406. Mus Communication Re5earch..(Jj. (Eitel). ' · · 
. 407. TeleYlslon •nd Chlldren. (3 ). (Exel). . . ; . . ·; .'". , . 

409. 11w Mlchl1•n JoumallsL COlrun. 290 or pent1/aiolt of illstrut:tor. (J). (ml).;~:." . 
· 410.lntroductlon IOGroupComniunlcattoa.(J). (£rel): : . .<': ··· /;·: .... ;;i:;~ 
. 411. Amlyzln1 TeleYklOa. Camm. ]OJ anti junior stomlii18~· (4)..(lfUJ.': ~·J;>~ ~'-'l "'~·~" • 

420/Pol. Sci. 420• Polltlcs ... d th.i Mm Media. PoL Sci. 111, 304 410, t,;. 411. (I( 
(.
'IC- ,,. · • 1 • . f· 
c..xe~. . I . . :._ ,. · , i . . . 

421. Introduction to Radio and Televlsloa. Uppercl~ stantlin8. (3). (&cl). • .. ~. · 
423. Fiim Pracdcum for the Writer. Englis!e 412 .and permission of in.stn1ctor. (3). 

(Exel). 1 , l I ..: 
425. Introduction io Radio and Televlslon Dlnctln~ Camm. 421. (JJ. (&d). 
427. Preparation of Radio and TV Contlnulty.·Junior stomling. (3). (Exel).;. 1 , . • ~-

421. Wrlt1n1 Drama for Fiim and Televlslon.Junior standing. (J). (Exel). 
450. Underaraduate Internship. ;Junior standinrr. cOnccntration in Co11111U1nicatiO'n 

and permission of instn1ctor. (2) (&cl). Offered #landa10,,, credit/no credit. 
(EXPERJENTIAL). Moy be elected for a total of six credits. 

4'2/Soc. 462. Cultural Theories or Communication. Cantnt. 103, Soc. JOO, or 
Anthro. 101. (J). (Eitel). 

4'J/Soc. 463. Mus Communication and Publlc Opinion. Upperc"1u standin8. (3). 
(SS). 

500. Seminar. Open. to senior concentrators. (J). (Exel). May be repeated for credit. . 
501. Departmental Tutorlal. Open to senior concentrators. (l-4). (&eel).· 

(INDEPENDENI). May be repeated for credit. 
502. Marsh Professor Mlnl~ourse. (I). (Exel). Maybe repeated for credit. 

' I: 

·· .. 

__l 
·, ·' t 

•. COJrDtUNICJrTdJN In---~ 

511. Studies In Group Communication. Cantnt. 410 or permission of insiruc"tor. (J). 
. (Exel). . ,. 

· 511. Cross-Cultural Communication. Senior standin8 or permission of UutrUctor. 
(J). (Exel). 

521. History or the Motion Picture. llppercla.ss stantling. (J). (HU). 
522. Fiim 111eory. Upperclass standing. (J). (Exel). 
525. Radio and Television News and Speclal Events. (3). (Exel). 
527. Radio Televlslon Mana1ement and Program DevelopmenL Permission of 

instructor. (3). (Exel). , 
521. Advanced "felevlslon Wrltln1. Comm. 428 or permi.rsion of instn1ctor. (J). 

(Exel).. . 
· 52'. lnteraatloaal Broadcasting. Upperclau standing. (J). (Exel), . 

550 Repordng the SClences Comm. J02, or permission of instructor. (J). (Exel). May 
be repeatetl for a total of six eretlits. . 

551. lnYesllgatlve Reportln1. Cantm. 302 or 600; or permission of instructor. (J). 
(Exel). 

552. Society a~d Mus Media~ (J). fbcl); . _. •. 
553. Media Economics. (J). (Exel) .. 
554. Media •nd GoYemmenL (J). (Exel). , · , . .. 
555. Media History. (3). (Exel). ;•,;I 

~· 
.•· 

556. lntematloaal Communication. (3). (E.rcl).. . .·: · , · 1 . · •• , :'.· 
557. Media Law. (3). (Exel) . 
551. The Ethnic Press. (J). (Exel). • . , 
559. Forel1n Correspondence. Permission of in.r1n1ctor. (3). (Exel) • . · ·. 
.Sto •. Senior Honon Seminar. Open to senior concentrators by deportmental 
I;! • invilation..(2). (Exel). (lNDEPENDENI)._ .~,. .,: ... rOo. "·1 ''. l •. ; • ,•.; ,, .• 

· Stt; Senior Hoaon Thesls.Communication.590. (4J. (Exel); (INDEPENDENJJ._.~. ''. . '. 
. · •. ·.·-; . .., :•. 
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Wayne State University 

Foreword 
lhe School of Business Administration is a professional sd 
conc:emed wilh the theory and practice of business administra: 
lhe primary objectives of lhe School are ID provide relevant educa 
of high quality for business administration students, and ID deVt 
new knowledge through research and encourage application o 
findings. To this end, in adcition to their instructional services, 
faculty has been a continuing source of notable scholarty publicati 
and It is a special strength of lhe School !hat It brings a fine rese1 
faculty ID leach undergradual8 as weD as graduate courses. 

lhis school has a lrlldition of instNctional programs exemplifying I 
standards for both faculty and students as is acknowledged by 
aocreditation of lhe American Assembly of Collegial8 School• 
Business for bolh lhe baocalaureal8 and masl8r's degl'88 progra 
lhe School provides relevant, comprehensive business educa· 
lhrough programs lhat serve recent high school gradual8s as wel 
older student populations. The student body is racially and elhnic 
diverse, commuting, and often working and raising families. To m 
lhe needs of these students, lhe School schedules cluses lhrough 
lhe metropolitan area, during bolh day and evening hours. 

Th• und•rar•duat• prog,.m begins after students have acquirec 
eOicational foundation in lhe basic sciences and arts in lhe first t 
years of undergraduate work. During lhe lhird and fourth years, 
student follows a program of study in lhe School of Busirn 
Administration designed ID provide professional education. Stude 
may select majors in accounting, finance, man,gement, managem-
lnformation sysl8ms, and martceting. Degrees of Bachelor of Seier 
In Business Administration and Bachelor of Arts in BusiN 
Administration are awarded. ... . ~ ... 
Th• greduate program leading to lhe Master of BusinE 
Administration degree is decicated ID educating graduate students 
professional careers in business ldmtnistration. · lhe Master 
Science in Taxation degree is offered ID those exhibiting an advanc 
appreciation of the study of taxation. These graduate programs 1 
offered primarily during the evening hours, with occasional cour 
offerings at other times. For adcitional graduate program informatic 
consult the Wayne State University Graduate ~ool Bulletin. 

lhe School of Business Administration also recognizes Its obfiga~ 
ID community service. As pan of an urban university, the School mak 
a special commitment ID foster basic and appfl8d research that v 
benefit business enterprises. Equally important is the dedication 
excellence in the instructional programs that creal8 and support ti 
business leadership that is critical to the continuing revitalization 
southeastern Michigan. 

Degree Programs 
BACHELOR OF SCIENCE in Business Administratio 

with majors in 
Accounting 
Finance and Business Economics 
Management and Organization Sciences 
Management Information Systems · 
MarQting 

BACHELOR OF ARTS in Business Administration 
with majors in 

all of lhe Bachelor of Science concentrations cited above 

*MASTER OF BUSINESS ADMINISTRATION 
*MASTER OF SCIENCE IN TAXATION 
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MARKETING 
Olfics: 300 Prentis Building; 577-4525 

Chairperson: Edward A. Riordan 

Professors 
Iahmael P. Abah, Hugh M. Cannan (Adcnft CublSUnons-Michelson 
PnXesaorin Advatiaing), H. Webuer Johnsen (Emerims), J. Patridc Kelly 
(Kmart Chair in Maritain&), Ferdinand F. Mauser (Emeritus), Edward A. 
Riordan 

Associate Professors 
John D. Beard, Mary S. Irwin (F.merita), George C. Jacksan, I.eat R. Klein 
(Emeritus), James T. Low, John J. Ralh (Emeritus), Jane M. Rymer, Louis 
L Stem (Univenily Ombucispenan), David L Williams, Attila Yaprak 

Assistant Professors 
Fnncis J. Brown (F.meriws), Alice Herge (Emerita), Daniel R. Home, M. 
Oiristine Lewil, Jelf~ J. Staltman. John C. Taylor 

Senior Lecturer 
Richard C. Becherer 

Lecturer 
Donna L Santo 

Degree Programs 
BACHELOR OF ARTS in Businus Administra1ion 
with a majDf' in maruting 

BACHELOR OF SCIENCE in Businus Administri:uion 
with a majDf' in mar_u1ing 

Bachelor's Degrees 
Admlaalon Requirements: Admission to undergraduate degree 
programs in the School of Business Administration is granted to upper 
division students (junior and senior level) only after completion of a 
pre-business administration curriculum; for a fist of required courses, 
u well as the admission policies of the School, see page 57. 

DEGREE REQUIREMENTS: Candidates for the bachelor's degree 
must complete 128 credts including satisfaction of the degree 
raquirements stated on pages 58-59, as wen as the marketing core 
courses and requirements for one of the specializations listed below. 
All course work must be completed in accordance with the academic 
pracedures of the University and the School which apply to these 
degrees: see pages 14-i1and57~2 respectively. 
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Marketing Core 
The specialization~ .in mari!e~ng are. designed for students planning 
...,. In advertising, public relations, 1'818arch, retailing, sales 
111M11gement ll"ld logistics management The major provides the 
oancepta and methods by which managers identify and solve the 
mskeling problems and opponunities of el1her business or 
non-business organizations through market target, product, price 
dllibution and promotion decisions. ' 

The major program In m.neling employs a capstone course, MKT 
896, ID assess 11Udenll' knowledge of the discipline. 

Sludenta who major In marketing wiD complete the first two of 1he 
fallowing three courses, then select courses from their designated 
na of specialization, and then take MKT 696: 

llKT 54 t ••••••••••••••••••••••••••••••••••• Mllkllilg RIMltch and Analysil 
llKT 545 •••••••••••••••••••••••••••••••••••••••••••••• Consllner Behaviar 
llKT 1111 • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • MalUdng Piiiey 

Advertising/Public Rel~tions 
1hla. specialization is complementary to careers in a wide variety of 
businesaea, institutions, agencies, or other organizations. It prepares 
llUdenll to assume responsibilities for the development, coordination, 
and Implementation of advertisement and promotion of goods, 
aervices, Issues, ideas, and people. 

llKT 541 •••••••••••••••••••••••••••••••••••••.••••• ~of Advlllising 
lllCT 552 ••••••••••••••••••••••••••••••••••••••• PWlllc Allllions of 8Leinlss 
Oii Cllllll hm a Dlpulmental Isl (MKT 550 and.lor 551 llCOmrnended) 

Business Logistics 
This specialization focuses on the determination and selection of the 
most efficient and appropriate marketing intermediaries, includng 
wholesalers and retailers, who move products from producers to 
consumers. It also emphasises the stuctf of managing the movement 
d prDduc:tl within firms as well as through marketing channels. 

llKT 5IO •••••••••••••••••••••••••• TlllllPOftl!On and Dilllil&aian Management 
llKT 512 ................................................ 8l8irms Logistics 
Oii C111111 tram a Olpallllllftlll Isl 

Sales Management 
Successful .aies maragers n responsible for the overall 
organization of sales personnel. Students preparing for careers in this 
leld become skilled In the management activities of selecting, training, 
modvaling, -vpervising .. evaluating and conroHing an effective sales 
force. They also leam and apply effective market forecasting 
llchniques and procedures. 

llCT Sii • • • • • • • • . • • . . • . • . • • • . . . . . . . . . . . . . . . . . . . . . . . . . . Sain Manlglll*lt 
llCT Sii . • • • • • • • • • • .. • • • • • • • . • • . .. . • • . . . . . . • . • • . . . . . . . Mllkll FOllClling . • 
Oii Clllllll hm • Olpulmlral Isl 
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MARKETING COURSES (M~ 
T1"'following co11rsu, numbered 090-599 and 61~99. art ojf utd 
fOT """6gradutt crtdil. Co11rsu lllllftbertd 600-609 and 700-999, 
wltich llTt offered for grtllbulU crtdil only, may bt found in tis. 
l'Olilull4 bullttin. For inluprttation of Nllllbtring $1Sltm, signs and 
abbreviatiorrs,nepage 449. StwUnlsllUIStbtadmilttdtotls.School 
q Bii.Sinus Admini.stralionor recme pumi.ssionfrom an adviser in 
iM School to aroU in c011Tsu tullltbtrtd 400 and abuvt. 

552. Public Relation• of Bualne ... Cr. 3 
Philosophy of public 1'81ations of business, history of pub6c relations, 
study of public opinion, the public relations process, IDOis of 
communication, uses of mass media in public relations work, and 
analyses of methods employed in estabUshing sound public relations 
programs. (T) 
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Bachelor of Arts Degrees 
Admlasfon Requirements are satisfied by the general requirements 
for undergraduate admission to the University; see page 14. 

DEGREE REQUIREMENTS: Candidates for the Bachelor's degree 
must complete 120 cradits of course work including satisfaction of the 
University General Education Requirements (see page 24), as well as 
the major requirements of one of the programs fisted below. All course 
work must be completed In aocordance with the regulations of the 
University and the College goveming undergraduate scholarship and 
degrees: see pages 14-41 and 155-158, respectively. 

A major will complete at least thirty but not more than forty-six credits 
in the department Any course work elected over the forty-six credit 
maximum must have prior approval of both adviser and chairperson if 
the additional credits are to count toward the degree (120 credits). At 
least twelve credits are required in residence within the major. 
Students should see their adviser about completing lhe Writing 
Intensive competency requirement A proper dstribution of courses 
approved by the studenfs adviser is important 

Writing lntenalve (WI} Requirement: The University General 
Education Program requirement of a writing intensive course in the 
major may be fulfilled by taking SPC 321 (speech communication or 
public relations majors) or SPJ 446 aoumalism majors) or SPA 421 
(radio-television majors) as a corequisite with its designated WI 
course; the WI courses (SPC 593, SPJ 593, SPA 593) are non-aedit 
courses offered for Sand U grades. The writing intensive course and 
its corequisite should be taken simultaneously during the junior year 
after satisfactory completion of lhe English Proficiency Examination. 

- With a Major in Public Relations 
Students electing this major typically seek employment in one of the 
many career opportunities in public relations: business and industry; 
non-profit organizations; trade associations; govemment service; 
education; or account executive positions in an agency. Some 
students later pursue graduate-level study in fields such as 
organizational communication. 
Major Requirement•: In addition to the Public Relations core 
courses-SPC 317, Fundamentals of Pubtic Relations and SPC 516, 
Communication and Public Relations -the following courses are 
raquired:SPJ210,321,521 or530;SPC210,216,321,325;SPR201, 
421. 
Recommended electives include an internship (SPC 619), as well as 
courses in Joumalism (SPJ 200, 228, and 446) and Speech 
Communication (SPC 220, 520, 521 ). An adviser should be consi.llted 
early in the student's program. Direct inquiries to 531 Manoogian Hall 
(5"-2946). 

Minor In Public Relation•: A minor in this area requires: SPC 216, 
317 and 325; SPJ 210 and 321; SPR 201. 
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UNDERGRADUATE COURS-ES 
TM following COIU'IU, nwnbered ~99. tll'e offered for 
lllllkrrradwlte credit. COllnu 11111111¥red 700-999, which tll'e 
offered for gradwlte credit only, may be formd in IM gradllQle 
bllllelin. Coursu in IM following list lllllnbued 5~99 may be 

· lllUn for gr""'6au credit lllllus specificaily rull'icted to 
lllUUrgradwlte Slllllatl8 by inllividual coune limilalion.s. For 
inlerpretation of llll1llbering sylllen, signs and abbrevilJlion.s, see 
page449. 

317. (CL) Fundamental• of Public Relatlona •. Cr. 4 
Prereq: SPB 101 orSPC 210 or equiv. No undergraduate credit after 
SPC 516. Historical background of the profession of public relations; 
communication variables in public relations; emphasis on 
presentational techniques, publicity preparation and development of 
·special events. (F) 

516. Communication and Public Relatlona. Cr. 3 
Prereq: SPC 317 or graduate standng. Overview of selected topics in 
communication as applicable to current practices and issues in public 
relations; corporate image and awareness campaigns, persuasive 
efforts of non-profit 11gencies; educational programs of 
consumer-f81ated agencies; political and social campaigns. (W) 

111. lntamahlp In Organizational Communication and Public 
Relatlona. Cr. 1-t(MaL I) 

Preraq: written consent of Instructor. Open only to majors. On-the-fob 
observations and work experience in business, service, social. 
govemmental, and industrial organizations. Emphasis on public 
relations and organizational communication. (T) 
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COMMUNICATION 
James Gilchrist. Chair 
Lynwood Bartley 
Loren Crane 
Richard Oieker 
W&ndy Ford 
Richard A. Gershon 
James Jaksa 
Richard Joyce 
Steven Lipkin 
Peter G. Northouse 
Thomas F. Pagel 
Steven C. RhOdes 
George Robeck 
Dale Shannon 
Thomas Sill 
Robert L Smith 
Shirley A. Van Hoeven 

·Earl Washington 
Shirley C. Woodworth 
Paul Yelsma 

Communication is the principal mOde for 
establishing and maintaining human 
iefationships. It consists of those processes 
by which society is made possible, by which 
people develop and exchange ideas. solve 
problems, and work cooperatively in attaining 
common objectives. Effective oral 
communication is an educational imperative 
for all human beings. 

The Department of Communication is 
dedicated to meeting the personal and 
professional communication objectives of our 
students. Seven areas of concentration within 
the major are available: Broadcast and Cable 
Production (SCP); Communication Studies 
(COS); Interpersonal Communication (IPC); 
Media Studies (MOS); Organizational 
Communication (OCM); Public Relations 
(PUR); and Telecommunication Management 
(TCM). These major areas of concentration 
1911ect the primary divisions in the d!scipline. 
with required courses to insure adequate 
preparation in specific fields. The 
concentration areas and accompanying 
upper·level requirements provide lPPropriate 
guidance to assure thal programs of stuoy · .. 
are academically sound. 

Two minors, Minor in Communication and 
Minor in Secondary Communication • 
Education, are also ottered. 

The study of communication is important 
to virtually every profession that involves 
working with people. making an excellent 
major, minor or cognate for 
communiCltion-related jobs in education. 
l)usiness. government agencies, health care 
proteSSions, social seMcel. industry, and 
Olher public and private organizations. 
CommunicatiOn is central to positions in 

·public iefations. corporate ccmmunication. 
public information management. employee 
communicatiOn. training and development, 
8nd radio. tefeYision. and film. 
• ·Excellent produetion training facilities and 
professional curricular programs in radio. 
lalevision and film provide both the 
background knowledge and training for 
Positions in mus media production, 
performance and management. 

The department Ille encourages a close 
191ationlhip belween academic Classes and 
extracurricular and co-curricular experiences. 
Students may become involved in a variety of 
activities. including community service 
projects. WIDR·FM radio station. video-taping 
or special events, film-making, and 
·intemShips in a variety of organizations. 
Academic credit may be earned for 
significant participation in many of these 
communication activities. 

Students planning to major or minor in any 
or the communication areu Should discuss 
their program nMdS and interests with a 
departmental adVisOr at the eartiest possible 

Wester~ Michigan University 

dale. Call the departmental office at 387-3130 
for advising hours. A Handbook tor Majors 
and Minors in Communication . which 
describes career opportunities and 
suggested programs of study in COM. is 
available free of charge from the department 
office. 

Pre-Communication Major 
Students planning to major in any area of 
communication will be admitted as a 
pre-communication student. PCM. and will 
work with a communication advisor in the 
development of a planned program. This 
status. however. does not guarantee 
admission to a communication major. since 
more students apply for admission than can 
be accepted. A student's application for 
admission as a major will be considered 
following the completion of a minimum of 30 
semester hours. 15 of which must be from 
Western Michigan University and the 
completion of COM 170 and COM 200. 

Transfer students who present appropriate 
communication courses will be evaluated and 
may be admitted on an individual basis 
directly into the program. Transfer students 
with no communication courses will be 
required to take COM 170 and COM 200 the 
first semester. and will be acted upon at the 
completion of their first semester. 

Admission to a major in communication is 
by application only, and will be based on tne 
following factors: 
1. Overall grade point average. with a 

minimum of 2.0 
2. Grades earned in COM 170 and COM 200 

must be ·c· or better. 
Deadlines for submitting applications are 
February 15. May 15, and October 15. 
Application forms and additional information 
can be obtained from the departmental office. 
301 Sprau Tower. 

Students not meeting admission 
requirements will be informed of steps they 
can take to earn admission. Admission of 
students on a probationary basis to the 
communication major will be considered on 
an individual basis. 

General Program 
Requirements 
1. All major/minor programs must be 

approved by a departmental advisor. 
Admission to a mator in communication 
will be Considered by a departmental 
advisor following completion of the PCM 
requirements. Declaration of a minor in 
communication must be made with a 
departmental advisor before the 
completion of nine semester hours of 
communication credit. • • 

2. Students must eam a grade of ·c· or 
better in all course work applied toward a 
major/minor program. 

a. Prerequisites for upper-level 
communication courses must be met. 
Prerequisites applii:able to all 500-level 
courses in Communication include junior 
status and 15 credit hours of 
Communication or related courses and 
consent of advisor and/or instructor. Some 
500-level courses may list specific 
prerequisite courses. and such specified 
courses can be counted in the 15-hour 
requirement. 

4. Petition for exceptions to any departmental 
policies should be directed to the 
department chair. 
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Baccalaureate Writing 
Requirement 
Students who have chosen the 
Communication or Public Relations majors will 
satiSfy the Baccalaureate Writing Requirement 
by successfully completing one of the 
following courses: 
COM 332 Group Problem Solving 
COM 335 Leadership 
COM 358 TV and Film Scripting 
COM 359 Broadcast Journalism 
COM 370 Interpersonal Communication 11 
COM 372 Introduction to General 

Semantics 
COM 441 Documentary in Film and 

Television 
COM "82 Communication Processes in the 

Organization 
COM 541 Mass Communication Law 
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Public Relations (PUA) 
Major 
50 hours 
1. Pre-Communication 

ReQuirements ................... 6 hrs. 
COM 170 Interpersonal . 

Communication I ......... ~ .. 3 
COM 200 lntl'Oduetion to 

Communication Theory ....... 3. 
2. Public Relations core 

reQuirements ................... 30 hrs. 
A. RequiffHI COUISN (9 his.) " 
COM 449 Public Relations and 

Organizations ............... 3 
COM ~ Public Relations Program 

Development ...... \> ......... .3 
COM 482 Communication Processes 

in the Organizallon .......... 3 
8. Setect one of the follt1wing (3 hrs.): 
COM 358 Television and Film 

Scnpting ............... : ... 3 
COM 359 Broadcast Journalism .....•.. 3 
c. Setect one of the following (3 htS.): 
COM 104 Public Speaking ............. 3 
COM 204 Advanced Public Speaking ... 3 
D. Select one of the follDwing (3 hrs.): 
COM 332 Group PToblem Solving .....•. 3 
COM 335 Leadership ................. 3 
COM 483 Interviewing ................. 3 
£ Setect two of the following (6 hrs.): 
COM 256 Broadcast Operations .......• 3 
COM 257 Radio Programming and 

Production .................. 3 
COM 355 Small Format Video 

ProduCtion ..... · ............. 3 
COM 356 Film Production .............. 3 
COM 357 Television Studio 

Production .................. 3 
COM 458 Television Performance ....... 3 
F. Select two of the following (6 hrs.): 
COM 240 Introduction to 

Telecommunication ...••..... 3 
COM 443 Mass Communication and 

Social Change .............. 3 
COM 444 Mass Communication. 

News and Public Affairs ...•.• 3 
COM 447 Organizational TV 

Production .................. 3 
3. Cognate Course 

AllQuiraments ..•••••••••.••.••. 14 hrs. 
A. T1lla COUIN la ITIQIJinld: 
PAPA 150 Graphic Arts ................ 3 
a Select one a1 the following (3 hrs.): 
ED 548 AudiO V18U81 Media I ......... 3 
ED 549 Audio Visual Media II .•••..•• 3 
ED 560 Photography Workshop ...••• 3 
C. Select two of the following {requiffHI 
oocnea In Eng//$h Cllll be cMtl towerrt a 
}Oumdam minor) (B hrs.): 
ENGL 264 News Writing ................ 4 
ENGL 265 News Editing ................ 4 
ENGL 363 AdvanCed Reponing ..•••.... 4 

• ENGL 364 Feature/Article Writing ...••••• 4 

Aecommendld minors Include: Journalism, 
General BulineM, Marketing, and 
Management. Recommended majors Include: 
Public Administration, Advertising, 
IEnViranmental Studies. and TlllVel and 
'Rlurisrn. 

Al cauru p!9l9qllillte1 ,.,._ be met to enroll 
In upper-level courses. Grade reQUirement A 
minimum grade of "C" 11 l'lquired in all 
courses to be applied toward the majOr. 
"Writing Intensive Courn Requirement. These 
OOUl'l8I satisfy the upper-level writing 
19qUir9rnent. 

Communication Courses 
(COM) 
(Course described in italics is approved for 
General Education.) 

COM 449 Public AelaliOnl and Organi.Zalions 
3hrs. 
The course will examine the role of public 
191ations and public information in a variety of 
organizations with a communication tlleOry 
perspective. The course is designed to 
pnipare individuals for positions in public 
191ations and public informaiion. or for other 
positions in organizations concerned with the 
flow of information across organization 
boundaries. 
COM 450 Public Relalions Program 
Development 
3 hrs. 
This is an advanced course in public 
191ations emphasizing research methodology, 
developing planning objectives. and program 
evaluation for corporate. governmental. 
educational. and social service organizations. 
PrereQuisite: COM 449. 

COM 482 CommunicaliOn Processes In the 
Organization 
3 hrs. 
This course is a systematic study of the 
communication processes in organ1za11ons at 
the individual, group. and organization-wide 
levels. Students will learn strategic 
communication planning, including methods 
of organizing and evaluating information, 
identifying and solving communication 
problems and applying organizational 
communication skills in decision-making. This 
course meets the University upper-level 
writing-intensive reQuirement. PrereQuisites: 
COM 170 and COM 200. 
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APPENDIX I 
FACULTY VITA 
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RONALD H. GREENFIELD 
Vita 

CURRENT POSITION 

Assistant Professor, Marketing and Coordinator, Public Relations Major 1995-Present 
College of Business, Ferris State University, Big Rapids, Michigan 

PROFESSIONAL EXPERIENCE 

Corporate Vice President 1989-94 
Peabody Holding Company, Inc., St. Louis, Missouri 

Planned and directed communications and advertising programs for the nation's largest coal 
producer and its 50 subsidiaries worldwide with 8,000 employees and annual revenues of $2 
billion. Also managed corporate headquarters employee relations, office services, purchasing 
and printing functions including up to 27 people and annual budgets of $4.5 million. 

• Directed management communications programs through intensive, two-year long 
proposed recapitalization and eventual takeover by British corporation. 

• Developed long-range plan to decentralize public relations function and train operating 
executives to effectively fulfill regional/local public relations requirements. 

• Managed news media and communications activities to position company as law-
abiding, ethical victim during 3-year Federal investigation of coal industry corruption. 

• Chaired committee to develop and present a 3-day, national, communications training 
workshop for public relations managers. 

• Developed and produced marketing materials for substantial expansion of western 
operations. 

Director - Public Affairs 1983-89 
Peabody Holding Company, Inc., St. Louis, Missouri 

Developed and executed corporate-wide public relations and advertising programs for the 
parent company and its 40 subsidiaries with annual sales of $1.7 billion. Directed a staff of 
eight and managed a budget of $1.1 million. 

• Launched award-winning, 28 - 36 page, quarterly magazine for employees. 
• Wrote text and prepared audiovisuals for more than 50 CEO speeches and policy 

statements presented worldwide. 
• Produced four issues of award-winning, 36-page annual report/corporate brochure to 

position the company for a public offering and provide a central information source. 
• Planned and directed worldwide communication programs to counter negative impacts 

of 100-year-old Native American/federal government dispute. 
• Developed highly targeted product and institutional advertising program to gain 

momentum for a new marketing strategy and to increase market share. 
• Presented national workshop on developing comprehensive media relations programs. 
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Ronald H. Greenfield 

Director - Public Affairs 1981-83 
Peabody Coal Company, St. Louis, Missouri 

Page 2 

Planned and implemented communications programs for principal subsidiary of Peabody 
Holding Company, Inc. with 14,000 employees and annual revenues of $1.1 billion. 

• Conducted comprehensive communications audit to measure perceptions of and 
attitudes toward the corporation among its primary publics. 

• Established professional public relations function by consolidating disparate 
communications activities, launching new programs and building a staff of three. 

• Developed and implemented media relations program serving 750 local, regional and 
national newspaper, magazine, radio and television outlets. 

• Planned and initiated corporate-wide, year-long 100th Anniversary celebration involving 
some 40 committees, production of 28-minute corporate film, etc. 

Manager of Public Relations 1972-81 
Central Soya Company, Inc., Fort Wayne, Indiana 

Planned and implemented public and investor relations programs for Fortune 150, NYSE 
listed, agribusiness and food processor with $2.4 billion annual sales and 11 O plants 
worldwide. 

• Developed and implemented comprehensive investor communications programs which 
broadened stock ownership and generated support for new business strategies. 

• Planned and directed national public relations programs involving volatile and violent, 
six-month labor strike. 

• Implemented corporate-wide identification system using new logotype, stationery, etc. 

Chief and Deputy Chief, Public Information Division 1970-72 
U.S. Air Force Academy, USAF Academy, Colorado 

Developed and managed national news media relations programs for 4-year university 
educating 4,000 career Air Force officers, offering 28 majors and hosting 1 million visitors 
annually. 

• Directed news media operations involving a major cadet honor code incident in 1971, 
frequent anti-war demonstrations, visit by the Vice President of the Untted States, etc. 

• Supervised production of two weekly Mutual Radio Network programs utilizing the 
command orchestra to increase academy applications. 

Chief, Internal Information Division 1968-70 
U.S. Air Force Academy, USAF Academy, Colorado 

Designed and directed internal communications programs for 4-year college and major 
command level Air Force installation with 12,000 students, employees and dependents. 

• Produced award-winning, weekly, 16-20 page newspaper. 
• Established and produced daily, 30-minute, televised cable news program. 
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Ronald H. Greenfield Page3 

Editorial Assistant 1966-1968 
University of Illinois, Champaign-Urbana, Illinois 

Produced live television interviews: wrote, produced and edited film news features: wrote and 
produced weekly radio feature programs: and wrote and edited newspaper articles and 
magazine features on full-time and half-time basis while attending graduate school. 

Summer Intern 1965 
Iowa State University, Ames, Iowa 

Co-produced and presented daily noon hour program on WOl-AM and substituted for host of 
morning drive-time radio program and daily news feature interview segments on WOl-TV. 

Summer Youth Advisor 1964 
University of Illinois Cooperative Extension Service, Amboy, Illinois 

Served as summer assistant for Lee County 4-H Program and planned and managed three-
day County 4-H Fair and Junior Show. 

Summer Intern 1963 
Dick Herm Firm, Peoria, Illinois 

Assisted with production and presentation of 57 market news programs weekly, a daily 30-
minute radio news feature program and a weekday, noon hour television news and feature 
program. Assumed full responsibility during regular host's two-week vacation. 

EDUCATION 

"Fundamental Strategies for Senior Public Relations Executives," New York University, New 
York, NY, 1982. 

"Public Relations Institute," Northern Illinois University, DeKalb, IL, 1979. 

Accredited, Public Relations Society of America, New York, NY, 1976. 

"Financial Relations Strategies and Tactics," New York University, New York, NY, 1974. 

M.S., University of Illinois, major in Journalism (Radio and Television emphasis, including 10 
hours of Educational Psychology), 1971. 

B.S., University of Illinois, major in Agricultural Science (Agricultural Journalism), 1966. 
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Ronald H. Greenfield Page4 

TEACHING/TRAINING EXPERIENCE 

"News Media Interviews," Personalized Training Programs for Headquarters Senior Executives 
and Subsidiary Spokespersons, 1990-93. 

"Communicating on Environmental Issues," Mining Communications Workshop, Washington, 
DC, 1989. 

"Building Bridges to the Environmental Community," Panel Moderator, AMC/NCA 
Communications Workshop, Atlanta, GA, 1988. 

"Balancing Needs - Coal and the Environment," AMC/NCA Communications Workshop, 
Denver, CO, 1987. 

"Media Relations - Dealing with Inquiring Reporters," Communications Skills Workshop, 
Pittsburgh, PA, 1985 . 

"Crisis Planning and News Media Management," Superintendent's Training Program, 37 
locations, 1984-85. 

"Implementing the Corporate Identification System," Training Program for Senior Executives 
and Facility Managers, 1985. 

"1 OOth Anniversary Celebration," AMC Communications Seminar, Denver, CO, 1984. 

"Corporate Logo and Identification System," Corporate Strategic Planning Conference, Key 
Largo, FL, 1984. 

"Working with News Media," Special Training Program for Corporate Lawyers, Evansville, IN; 
Fairview Heights, IL; Flagstaff, AZ; Henderson, KY; and Denver, CO, 1982-83. 

"Effective Public Speaking," Individualized Training Program for Senior Executives, St. Louis, 
MO, 1983. 

Note: Listed above are training and teaching experiences included in the numerous 
educational programs and instructional presentations to industry, professional, corporate and 
community organizations over recent years. 

MILITARY SERVICE 

United States Air Force, Captain (Information Officer), 1968-1972 
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Ronald H. Greenfield Page 5 

PROFESSIONAL AND COMMUNITY ACTIVITIES 

Accredited: 
Member: 

Chairman: 
Vice Chairman: 
Chairman: 
Vice Chairman: 
Director: 
President: 
Internal Vice President: 
President: 
Secretary: 
Secretary: 
President: 
President: 
Listed: 

8/97 

Public Relations Society of America 
FSU College of Business, Recruitment and Retention Committee, 
FSU College of Business, Distinguished Business Speaker Com. 
Ferris State University, Torch Editor Selection Committee 
International Association of Business Communicators 
American Coal Foundation, Operating Committee 
National Coal Association, Public Relations Committee 
American Mining Congress, Communications Committee 
First United Methodist Church, Administrative Board 
Mining Industry Communications Workshop 
American Feed Manufacturers Assn., Communications Com. 
New Haven United Methodist Church, Council on Ministries 
New Haven United Methodist Church, Administrative Board 
Highland Terrace Community Association, Board of Directors 
U.S. Air Force Academy Junior Officers' Council 
U.S. Air Force Academy Junior Officers' Council 
Sigma Delta Chi 
Sigma Delta Chi 
Alpha Tau Alpha 
FarmHouse Fraternity 
BYMAC (Agricultural Communications Club) 
"Who's Who in Public Relations" 
"Who's Who in the Midwest" 
''Who's Who in Finance and Industry" 
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APPENDIX J 
DESIGN FOR UNDERGRADUATE 

PUBLIC RELATIONS EDUCATION 
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Design for 
Undergraduate 
Public Relations 
Education 

1987 Report of the Commission on Undergraduate Public Relations Education 
REISSUED IN 1993 
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A Study Co-Sponsored by: 

Design for 
Undergraduate 
Public Relations 
Education 

The Public Relations Division 
Association for Education in Journalism and Mass Conrnunication 

The Public Relations Society of America 

The Educators Section of PRSA 

1987 



1 

j 

j 

.COMMISSION ON UNDERGRADUATE PUBLIC RELATIONS EDUCATION 
H111Jq1u1rttrs 30A • 225 West R11nJo/ph Strtet • 

Co-Chairs: 

William P. Ehling, Ph.D. 
Chairman, Public Relations Department 
S. I. Newhouse School of Public 

Communications 
Syracuse University 

Betsy Plank, APR 
Assistant Vice President 
Corporate Communications 
I 11 i no is Be 11 

Members: 

Paul H. Alvarez, APR 
Chairman & Chief Executive Officer 
Ketchum Public Relations 

James Walter Anderson, M.B.A., APR 
Professor and Associate Chairman 
Department of Advertising 

and Public Relations 
University of Florida 

Otis W. Baskin, Ph.D. 
Director, Center for Advanced 

Management Programs 
School of Business and 

Public Administration 
University of Houston - Clear Lake 

Bill L. Baxter, APR 
Associate Professor & Head, 

Public Relations Sequence 
College of Journalism 
Marquette University 

Robert L. Bishop, Ph.D. 
Professor, School of Journalism 
University of Georgia 

Judith s. Bogart, APR 
Vice President, Manager-Southwest 

Ohio Office 
Diversified Communications, Inc. 

Clara Degen 
(former) Vice President 
International Association of Business 

Communicators 

Chir11go, Illinois 60606 • 312-727-2046 

James E. Grunig, Ph.D. 
Professor, College of Journalism 
University of Maryland 

P.eter K. Hamilton, Ph.D. 
Department of Communication 
Pittsburg State University 

Michael B. Hesse, Ph.D., APR 
Professor, School of Communication 
University of Alabama 

Dan Lattimore, Ph.D., APR 
Professor 
Department of Technical Journalism 
Colorado State University 

Frank T. LeBart, APR 
Principal 
Kearns & West, Inc. 

Otto Lerbinger, Ph.D., APR 
Chairman, Department of 

Public Relations 
School of Public Communication 
Boston University 

Mark P. McElreath, Ph.D. 
President 
Systematic Communications 

Edward J. Menninger, APR 
Vice President & Senior Counsellor 
Burson-Marsteller 

Dan Pyle Millar, Ph.D. 
Chairman, Department of Communication 
Indiana State University 

William Anthony Mindak, Ph.D. 
Professor of Marketing 
A. B. Freeman School of Business 
Tulane University 

Carol E. Oukrop, Ph.D., APR 
Department Head, Journalism and 

Mass Communications 
Kansas State University 
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Linda H. Scanlan, APR 
Assistant Professor 
Department of Journalism 
Norfolk State University 

Lynda J. Stewart, ABC 
Assistant Secretary/Director 

of Convnunications 
Cox Enterprises 

Albert Walker, Ph.D., APR 
Professor, Journalism 
Director, Public Relations Sequence 
Department of Journalism 
College of Liberal Arts and Sciences 
Northern Illinois University 

Dennis L. Wilcox, Ph.D., APR 
Professor and Coordinator 
Public Relations Degree Program 
Department of Journalism & Mass 

Communications 
San Jose State University 

Ex Officio Members 

Norman R. Nager, Ph.D., APR 
Professor, Department of Communications 
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PUBLIC RELATIONS -- A STATEMENT 

Public relations is a rapidly growing professional field in the 
United States. The Department of Labor reported that 143,000 people 
were in the practice in 1985 -- a 24 percent increase since 1975. 

More than 160 colleges and universities have a public relations 
sequence or degree program. Sixty percent of the public relations 
sequences now rank first or second in sequence enrollments of journalism 
units. In 1985, public relations majors constituted about 13 percent of 
the 82,760 students enrolled in departments and schools of journalism. 

By every measure the numbers are growing. More important, so are 
the role and influence of public relations in the private and public 
sectors. · 

Public relations is rooted in a democratic society where people have 
freedom to debate and to make decisions -- in the conununity, the market-
place, the home, the workplace and the voting booth. Private and public 
organizations depend on good relations with groups and individuals whose 
opinions, decisions and actions affect the vitality and survival of 
those organizations. 

At its best, public relations is use~ by organizations to monitor 
the environment effectively, counsel on organizational policies 
and actions, direct and evaluate communications which are mutually 
beneficial to the organization and its publics. 

At its best, the contemporary public relations practice offers 
significant opportunities for service to society. 
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INTRODUCTION 

In late 1983, the Commission on Undergraduate Public Relations 
Education was established by the Public Relations Division of the 
Association for Education in Journalism and Mass Communication (AEJMC), 
the Public Relations Society of America (PRSA) and its Educators 
Section. During a three-year term (1984-86), the Commission was 
charged with developing and recommending a public relations program 
of study for undergraduate students enrolled in U.S. colleges and 
universities. The target for publication of its report was 1987. 

The initial Commission to address the public relations curriculum 
had been formed in the early seventies. Its 1975 report, "Design for 
Public Relations Education," was a first in the field and a milestone 
for the growing profession. Co-chaired by the late J. Carroll Bateman, 
APR, past president of PRSA, and Professor Scott M. Cutlip, APR, now 
retired from the University of Georgia, that Commission also consisted 
of five other members representing the practice and education. The 
report made recommendations for both undergraduate and graduate 
education. 

In the early eighties, a new Commission was established to update 
and provide a more detailed recommended curriculum for graduate 
education and its report was published in 1985. However, it was not 
until almost ten years after the first "Design" was published that 
extensive work on revising the recommended curriculum for undergraduate 
education began. That alone is testimony to the exceptional document 
which served public relations education and the practice so superbly 
for more than a decade. 

The 1987 Commission recognized this. At its initial meeting in 
1984, its first action was to reaffirm the recommendations of the 1975 
"Design" until the report of the new Commission had been published. The 
pattern of membership for both Commissions was the same: representative 
of education and the practice. The co-chairs were an educator and 
practitioner, Dr. William P. Ehling, professor at Syracuse University, 
and Betsy Plank, APR, past president of PRSA. The key sponsoring 
organizations were also the same. The 1987 Commission also elected to 
retain the "Design" title for its report. 

There were, however, some differences. 

Unlike the 1975 Commission, the sole focus of the 1987 Commission 
was on the undergraduate curriculum. The 1975 Commission named specific 
public ·relations courses while the 1987 Commission addressed course 
content which should be covered in a total public relations program.· 
Including ex officio members, the new Commission consisted of 26 
members. Unlike the 1975 Commission, all·were not exclusively members 
of AEJMC's Public Relations Division or PRSA. To seek as much 
professional consensus as.possible, the new Commission included repre-
sentatives from the International Association of Business Communicators 
and its Educators Academy; the Foundation for Public Relations Research 
and Education; the American Marketing Association; the International 
Conmunication Association; the American Management Association and the 
Speech Communication Association. All of these organizations were 
identified as having a stake in public relations education, and indeed 
the active participation in Commission work by their representatives 
has confirmed that conviction. 
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Another significant difference was the initiative undertaken by the 
1987 Commission to conduct research. Coordinated by Professor James W. 
Anderson, APR, a Commission member, and his associate at the University 
of Florida, Dr. Robert L. Kendall, APR, its purpose was to determine 
what educators and practitioners believed the content of an undergradu-
ate education should be. Traditional wisdom had asserted that educators 
and practitioners disagreed about that content. The research results 
proved traditional wisdom wrong: today's educators and practitioners.!!£ 
agree about those areas of study necessary to prepare an undergraduate 
student for the present and future practice. 

Commission members used that invaluable research as a grid against 
which to test their individual and collective experience and judgment. 
A public report on the research findings was presented at the PRSA 
conference in November 1985. 

The Commission's work was conducted via frequent correspondence, 
telephone and six meetings, held in conjunction with the annual 
conferences of its sponsoring organizations and the International 
ColTITlunication Association. 

The Commission refused to debate two commonplace questions: Can 
public relations be taught? And, in what department or school should 
public relations be taught? 

The reality is that public relations is being taught. The 
ColllTlission's concern was to improve the content of that education. 

The reality is that most public relations programs are associated 
with schools or departments of journalism or mass communications. But 
programs are also taught in other schools or departments, e.g. speech, 
liberal arts, business. While the program of study outlined in this 
report relates to schools of journalism and mass communications, it can 
be adapted to any academic home. 

Thus the content and integrity of the program were the priorities 
of the Conmission and· that steady focus prevailed throughout its three-
year agenda. 

The need for a new curriculum reco11111endation was prompted by the 
profession itself. A growing, dynamic field, the practice of public 
relations continues to defy definitions. As it matures, the practice 
continually flexes its muscles by reaching into new areas, using 
research and new technologies to renew and improve old patterns, 
learning more about the art of co11111unications and assessing the 
compelling and frustrating condition called human behavior. 

As the Co11111ission 1 s 1984 interim report stated, •rrom the viewpoint 
of today's practitioner, there are two key stakes in education for 
public relations. One is future employees. The other is the profession 
itself. One of the unequivocal hallmarks of every recognized, respected 
profession is a program of formal education." 

The reco11111endations presented in this report seek to be a 
contribution to the mission of making undergraduate public relations 
education the best it can be. 
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"An essential hallmark of a profession 
is a program of fol'f'flal eduoation." 

HIGHLIGHTS OF THE REPORT 

• Research reveals virtual unanimity of opinion between practitioners 
and educators about what the content of under-graduate public relations 
education should be • 

• Two subjects tied for highest ratings by practitioners and educators. 
For general education, E~. For public relations, an internship/ 
'2!_acticum/work-stydy prog~ 

• The fundamental purpose of undergraduate public relations education is 
to provide the student with a well-rounded program of study, including 
an area of specialization called a public relations major. The 
traditional arts and sciences remain the solid basis for undergraduate 
education of public relations students, essential to their functioning 
professionally in a complex society • 

• The Commission takes no stand on where -- the department or school -· 
a public relations program ought to be located in an institution of 
higher education. (The great majority of programs are associated with 
departments or schools of journalism and mass convnunications.) 

• Wherever a program is located, these guidelines are addressed to the 
content and substance of that program and the ratio of professional 
courses to general education courses, particularly in the liberal arts 
and sciences • 

• Of the credit hours required for a baccalaureate degree, a minimum of 
5.4 oercent should be secured in the liberal arts and sciences. --

• The Commission recommends that public relations students, especially 
those planning to enter the corporate or agency world, give strong 
consideration to business as a secondary area of concentrated study, 
customarily called a "minor. 11 (The business minor was also the 
leading recommendation by practitioners and educaiors responding to 
Commission research.) 

• No more than 25 percent of the credit hours required for a 
baccalaureat~should be secured through professiong_l courses. 
Of this 25 percent, a minimum of half of the credit hours should be in_ 
courses clearly identifiable as public relations courses • 

• The curriculum recommendations of the Commission are focused on course 
content, and not courses by specific name. How courses are configured 
1s the prerogative of the educational institution. In the professional 
education courses for a public relations major, the content identified 
by the Commission should be covered. 
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Connunications Studies (maximum of half of professional credit 
hours) . 

Technical/production: copy preparation and editing; 
graphic arts and typography; still photography; produc-
tion for electronic media; public speaking and oral 
presentation. 

Historical/institutional: history of public 
communications; law and ethics; problems and issues. 

Communication process/structure: factors affecting the 
process or structure of communications; impact of the 
communication process or structure on other factors, e.g. 
social, psychological. 

Public Relations Studies (minimum of half of professional credit 
hours) 

Principles, practices, theory; emphasis on ethics. 

Techniques: writing, message dissemination, media 
networks. 

Research for planning and evaluation. 

Strategy and implementation, including case studies. 

Supervised internship/practicum/work-study. 

Recommended: Specialized advance study, e.g. marketing, 
employee, financial, international, consumer, community 
relations; public affairs • 

• The public relations educator should have experience in public 
relations practice and university teaching and an advanced degree 
in public relations/communications, preferably at the doctoral level • 

• Public relations educators should continue professional development, 
e.g. research, writing, work in the practice, participation in 
professional organizations • 

• Administrative support has frequently not kept pace with the needs 
and numbers of today's public relations students. Too often, student-
faculty ratios are too high; classes are overpopulated; students 
are thus shortchanged in getting a substantive education for public 
relations. The Commission recommends a faculty-student ratio of 
1 to 15 for public relations writing and production courses and no 
more than 1 to 20 for upper-class public relations courses. 
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• Financial support from the practice to public relations education is 
inadequate. The Commission recommends that practitioners and their 
firms (1) make contributions to encourage stronger programs of public 
relations education and to influence more equitable administrative 
support of them; (2) commission public relations professors to conduct 
research and special projects • 

• The relationships between the practice and education are growing 
stronger. Numerous productive dialogues and support systems have been 
forged by educators, practitioners, students, and their organizations 
and foundations. Many practitioners are serving as lecturers or 
adjunct professors. Increasingly, educators are contributing to 
research and literature and are being recognized as leaders in the 
profession. All means of such professional partnerships should be 
constantly strengthened to benefit the preparation for and the 
practice of P.ublic relations. 
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CURRICULUM RESEARCH 

Asking practitioners and educators what they think should be taught 
to undergraduate public relations students is an innovation of this 
Commission. 

In May 1985, 1,500 questionnaires were mailed to professionals. 
It was the most extensive survey ever conducted on undergraduate public 
relations education. 

The questionnaires went to all public relations educators listed as 
members of the Public Relations Society of America {PRSA), International 
Association of Business Co11111unicators {IABC), International Co11111unica-
tion Association {ICA) and Speech Communication Association {SCA). They 
were also sent to a cross-section of leading practitioners, with 
appropriate representation from all major areas of practice. 

Associate Members of PRSA were also surveyed. The Co11111ission 
wanted to obtain reactions from those most likely to be in the younger 
generation -- thus closer to formal education -- and more likely to have 
studied public relations in college. Associate Members are also more 
likely to be closer to the "entry level" at which undergraduate public 
relations education is targeted. 

Without follow-up mailings, the response of 544 questionnaires was 
36.29 percent. 

Each respondent was asked for value ratings on 124 courses, 
course-parts and topics considered to cover the scope of present-day 
undergraduate public relations education. The rating scale was 
from 1 to 7 -- from "not essential" at 1 to "most essential" at 7. 
Respondents were reminded that "educators must prepare students for 
their first jobs in public relations and also for lifetime careers 
of professional growth and performance and service to society. 11 

The study yielded an enormous amount of detailed information which 
was of value to the Co11111ission. There were interesting minor differ-
ences of opinion on some items among various respondent categories. 
However, of greatest significance was the finding of virtual unanimity 
of opinion between practitioners and educators about what the content 
of undergraduate public relations education should be. 

Presented here are the overall means on the items listed under the 
general categories on the questionna1re. 
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LIBERAL ARTS AND GENERAL EDUCATION 

Areas of liberal arts and general education were listed with the 
approximate number of courses most programs require in each area. Most 
are taken during the first three years of college. Here are the overall 
means for each item -- in order of importance -- as rated by respondents: 

LIBERAL ARTS COURSES 

6.67 English, three courses, at least two in composition 
5.93 Economics 
5.88 Humanities, at least three courses 
5.85 Behavioral Science 
5.64 Political Science 
5.37 History, at least two courses 
5.23 Sociology 
4.94 Mathematics, at least two courses 
4.06 Geography 
3.81 Physical and Biological Science, three courses 

FRESHMAN/SOPHOMORE COURSES FOR PUBLIC RELATIONS STUDENTS 

As one way of qualifying students for admission to public 
relations studies, some institutions have various pre-
professional or freshman/sophomore requirements. Respondents 
rated four such items as follows: 

6.40 Writing for Mass Conrnunication 
5.88 Public Speaking 
5.29 The Language of Business -- the equivalent of two 

semesters of intensive study (a choice of Accounting, 
Statistics and/or Computer Science courses) as an 
alternative to Foreign Language 

4.22 Foreign Language -- the equivalent of two semesters of 
intensive study -- as an alternative to The Language of 
Business 

MINORS FOR PUBLIC RELATIONS STUDENTS 

To provide public relations students with a strength in a 
second area, some schools require a minor, or secondary con-
centration of study~ For such a minor, this was the rating of 
the respondents: 

6.36 Business 
5.56 English 
4.94 Social Science 
4.91 Psychology 
4.82 Speech 
4.72 Political Science 
4.32 Computer Science 
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KEY COURSES IN A BUSINESS MINOR 

Traditionally, the most popular {and recommended) minor for 
public relations students has been business. Respondents were, 
therefore, asked to rate the relative values of key business 
courses for public relations majors: 

6.54 Marketing 
6.19 Management 
5.66 Business Economics 
5.08 Finance 
4.78 Computer Science 
4.75 Business Law 
4.47 Statistics 
4.42 Accounting 
4.17 Production 

PROFESSIONAL EDUCATION 

Respondents indicated the values of courses in various disciplines 
related to public relations {such courses are normally available in the 
same colleges or departments as public relations courses): 

COURSES IN PUBLIC RELATIONS-RELATED DISCIPLINES 

6.43 Journalism 
5.81 Radio/TV/Videotape Production 
5.74 Advertising 
5.20 Mass Communication Law 
4.85 Art/Design/Graphics 
4.65 Photography 
4.15 Videotex {Electronic Newspapers) 

PUBLIC RELATIONS -- CONTENT OF COURSES 

For public relations education per se, the research group 
decided that what the Commission needed were value judgments 
on course content. To merely suggest course names and list 
credit hours would be meaningless. This was because of the 
myriad range of interpretations between educators and their 
various institutions. The problem of what, specifically, to 
include was solved by synthesizing the tables of contents of 
seven leading public relations textbooks. This material was 
organized under logical headings, and with each, the ratings 
of the respondents are shown: 

ORIGINS ANO PRINCIPLES OF PUBLIC RELATIONS 

6.27 Nature and Role of Public Relations: Definitions 
6.10 Societal Forces Affecting Public Relations 
4.87 History of Public Relations 
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THE PUBLIC RELATIONS FIELD 

6.00 Duties of Public Relations Practitioners 
5.53 Career-long Professional Development 
5.53 The Public Relations Department 
5.45 The Public Relations Counseling Firm 
5.21 Qualifications, Education and Training Needed 

PUBLIC RELATIONS SPECIALIZATIONS 

6.43 Publicity and Media Relations 
6.01 Conmunity Relations 
6.00 Employee Relations 
5.71 Consumer Relations 
5.29 Financial/Shareholder Relations 
5 .. 26 Public Affairs/Lobbying 
4.93 Fund-raising/Membership Development 
4.50 International Public Relations 

PUBLIC RELATIONS RESEARCH 

6.12 Public Relations Research/Designs/ 
Processes/Techniques 

5.92 Public Opinion Polling/Surveys 
5.74 Fact-finding/Applied Research 
5.47 Observation/Performance Measurement 
5.43 Social Audits/Conmunications Audits/Employee Audits 
5.40 Issue Tracking 
5.27 Focused Interviews/Focus Groups 
5.22 Use of External Research Services/Consultants 
5.11 Media Analysis/Clippings Analysis 
4.56 Historical Research 

PUBLIC RELATIONS PLANNING 

6.40 Setting Goals, Objectives, Strategies, Tactics 
6.15 Audience Segmentation 
6.07 Problem/Opportunity Analysis 
6.01 Budgeting 
5.87 Contingency/Crisis/Disaster Planning 
5.60 Issues Management 
5.52 Timetables/Calendaring 
5.37 Assigning Authority/Responsibility 
5.34 Planning Theory/Techniques/Models 
5.16 Organizational Background/Philosophy/Culture 

PUBLIC RELATIONS ETHICS AND LAW 

6.22 Ethics and Codes of Pract1ce, Public Relations and 
Other Professions 

6.11 Credibility 
5.91 Public Relations Law 
5.20 Compliance, Regulatory Agencies, etc. 
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PUBLIC RELATIONS ACTION/IMPLEMENTATION 

5.98 Campaigns 
5.70 Continuing Programs -- Personnel, Safety, 

Suggestions, etc •. 
5.60 One-time Incidents/Crises/Situations 
5.52 Individual Actions by Public Relations 
5.33 Individual Actions by Employer or Client 
5.11 Meetings/Workshops/Seminars/Conventions, etc. 
5.08 Other Special Events 

PUBLIC RELATIONS COMMUNICATION 

6.51 Planning, Writing, Producing and Delivering Print 
Convnunication to Audiences 

6.27 Planning, Writing, Producing and Delivering 
Audiovisual, Electronic, Videotape and Multimedia 
Communication to Audiences 

5.87 Employee/Internal Communication 
5.78 New Public Relations Tools and Techniques 
5.76 Message Strategy 
5.71 Persuasion 
5.68 Controlled (Advertising) Versus Uncontrolled 

(Publicity) Convnunication 
5.62 Interpersonal Conununication 
5.52 Communication Theory/Concepts/Models 
5.37 Layout and Graphics 
5.28 Speech-writing/Speech-making/Speech Bureaus 
5.12 Feedback Systems 
4.84 Spokesperson Training 
4.82 Propaganda 
4.77 Photography and Film-making 
4.66 Corporate/Graphics Identity 
4.64 Working With Outside Suppliers 

PUBLIC RELATIONS PERFORMANCE EVALUATION/MEASUREMENT 

6.27 Measuring Program Effectiveness 
6.13 Decision-making Based on Results (Planning) 
6.12 Tools/Methods of Evaluation/Measurement 
5.99 Setting Performance/Success Criteria 
5.96 Reporting oh Results of Public Relations Effo~ts 
5.61 Measuring Staff /Public Relations Counsel 

Effectiveness 
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PUBLIC RELATIONS INTERNSHIP/PRACTICUM/WORK-STUDY PROGRAM 

Approximately 66 percent of qualified public relations 
majors participate in internship programs 
of various types. Respondents were asked to rate the 
importance of this experience. 

Practitioners with more than 13 years of experience 
rated the internship/practicum/work-study program at 
6.48; educators, 6.66; practitioners with 13 years of 
experience or less, 6.79; PRSA Associate Members, at 
the younger end of the experience spectrum, rated it 
6.96. The overall rating was a resounding 6.67. tied 
with English as most highly reconnended by survey 
respondents. 

Finally, respondents were invited to write brief statements 
indicating what the central purpose of undergraduate public relations 
should be. There were 334 responses. Many were thoughtful and 
profound. They testified eloquently to the growing .self-respect 
for the societal role of public relations and the need for formal 
academic training essential to a profession. 

The survey results were highly useful to the Convnission in its work 
to develop a recommended undergraduate curriculum to prepare under-
graduate students for a career in public relations. The Commission 
expresses its appreciation to all the educators and practitioners who 
participated in this watershed research. 
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PUBLIC RELATIONS PROGRAMS OF STUDY 

Public relations -- its management and productive activities -- has 
a vital role in contemporary society. Therefore, formal education in 
public relations is essential to adequate preparation for a career in 
the field. Complementing professional training. formal education 
presents concepts and descriptions and defines appropriate standards 
of professional conduct to students who will shape the future practice. 

The nature and consequence of the societal role of public relations 
are the foundation upon which public relations education must be built. 
This role entails working and serving within a milieu of complex 
interorganizational relationships. generating understanding, mediating 
the disagreements and controversies often arising from such relation-
ships, and conrnunicating ideas and knowledge that contribute to the 
clarification of public issues and debate. The purpose is to replace 
dissent and conflict with consensus and cooperation. 

The Conrnission is aware of the growing popularity of public 
relations courses and programs in colleges and universities. It is 
aware of the continuous efforts of public relations organizations to 
establish high standards of practice and ethical behavior and to promote 
professional development programs for practitioners. It is aware that 
modern society increasingly uses advancing technologies which prompt the 
establishment of richer networks of interdependencies among organiza-
tions and varied social groups. In short, it is aware that the practice 
of public relations is expanding and changing in response to new needs 
and new opportunities. 

All of this imposes a challenging and difficult burden on the public 
relations educator, whose task in the classroom is to help students 
understand public relations administration and practices. 

The educator has the responsibility of giving conceptual content to 
public relations and, with it, a critical perspective of what activities 
and modes of conduct are to be legitimately associated with the tech-
nical and managerial spheres of action that compose the modern practice. 

Faced with students who are seeking to grasp the structure and 
process of public relations as an organized and organizational activity, 
the educator must sort out what is conceptually clarifying from what is 
intellectually superficial, what is high professional performance from 
what is shoddy, what is ethically acceptable from what is not. 

Not only is this conceptualizing activity a primary responsibility 
of public relations education, it is the ingredient which defines the 
goals of a public relations program of study. 
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Briefly, the responsibility of such study is to convey to under-
graduate public relations majors: 

the nature of a public relations activity; 

• the tasks and responsibilities of public relations 
management; 

• the various intellectual perspectives on which alternative 
concepts of public relations production and management 
are based; and 

• the operational and ethical standards that can be and 
should be used in determining which perspective is the 
most appropriate in practice. 

These are goals from which, within the framework of a department or 
school, faculty can establish objectives and means of attaining them, 
including: 

• the number and types of courses that should make up the 
undergraduate public relations program; 

• the conceptual content and structure of these courses; 

• the type of emphasis and the standards of course evaluation; 
and 

• the nature of assessment used to judge student performance. 

DIMENSIONS OF PUBLIC RELATIONS ACTIVITY 

The nature of public relations activity is closely related to the 
various perspectives practitioners use to conceptualize public relations 
mana~ement. Together, they shape the way in which the functions of 
publ1c relations practice are eventually put into operation. 

For that reason, it is important educationally to look carefully 
at the nature of public relations activity. For many -- from textbook 
writers to practitioners -- it can be understood by providing a defi-
nition of public relations. These definitions range from the simple 
textbook variety to a full-page elaboration adopted by PRSA in 1982. 
(See Appendix 1.) . 

Definitions, of course, have their place. However, they may impede 
rather than facilitate understanding. This is particularly true when 
there are too many definitions, many of which never rise above an easy-
to-remember slogan or a one-line description. Dictionaries do little to 
clarify the nature of public relations activity. They generally state 
that "public relations" is commonly used in three somewhat vague and 
inconsistent ways: as a relationship with those who constitute an 
organization's publics or constituents; as the ways and means used to 
achieve some kind of favorable relationship; as the quality or status 
of such relationships. One term, then, is used to label bOth means and 
ends, to name a condition, and to express conduct or action related to 
that condition. 
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The study of public relations activity begins logically with the 
social milieu in which organizations come into existence, sustain 
themselves and, not infrequently, disintegrate and disappear. It is 
in this social environment that interorganizational relationships and 
interaction patterns are forged, used, altered and defended. These 
relationships and patterns may result in understanding and agreement 
or tension and disagreement. They generate activities such as meetings, 
talks, arguments, bargaining or agreements -- as well as agreements to 
disagree. 

Once such a social setting is understood, the institutional role of 
public relations becomes more apparent. Public relations functions help 
an organization understand its environment, identify threats and oppor-
tunities, and take actions to ensure its survival and growth. 

Through and from such environments, various types of social groupings 
and coalitions -- sometimes loosely called "publics," "audiences," 
"constituents," or "stakeholders" -- arise. These various networks are 
not always easy to identify or locate. Even when they are, they must be 
carefully analyzed. Their actual or potential impact must be forecast. 

This perspective justifies the need for public relations research, 
because it is research which provides the raw materials to be evaluated 
in the planning and policy-formulating stage of public relations 
management. 

If public relations practice is to have substance, it must have 
(1) a functional role in an organization, and (2) clearly defined 
activities performed within that role. If the functional role and 
these activities are not correlated with the ever-changing patterns 
or interdependencies which affect an organization, the value of that 
organization's public relations is either diminished or inrnaterial. 

From these premises, public relations activity may be derived, 
administered and put into operation. Thus, the primary content of 
public relations activity is a set of policies, actions and associated 
decisions that spells out the ends to be attained and the means to 
attain such ends. Essentially, these ends are to attain or maintain 
accord between an organization and those social units upon which it is 
dependent or, conversely, to reduce or eliminate actual or potential 
discord, conflict or dispute. The means to be used to attain or 
maintain those ends are performance and conwnunication. A system of 
conrnunication is a rich, complicated and long-tenn activity which.· 
entails a mutual exchange of information -- constant dialogue. It is 
never easy to establish or maintain. It requires a high degree of 
skill in environmental assessment, in negotiation, in joint program 
planning and in the appraisal of performance. 

The nature of public relations activity is thus rooted in an 
empirical world of organizational environment and interaction where 
interconwnunication is the primary means of attaining, maintaining or 
enhancing social accord. In turn, the goals of a public relations 
academic program are to convey this concept to students and to have 
them grasp the social, organizational, administrative and ethical 
implications of such a perspective. 
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PUBLIC RELATIONS PROGRAM OF STUDY: OBJECTIVES 

The primary objectives of a public relations program of study are to: 

1. Describe the state of the art and explain the current body of 
knowledge. 

2. Identify. elaborate and integrate the defining concepts and 
theoretical schemes which can be appropriately used to give 
public relations practice intellectual content and ethical 
warranty. This can be done by appeal to four general 
theoretical areas: decision-making and management theory; 
theory of interorganizational relationships; communication 
theory; theory of conflict resolution. 

3. Design. assemble and administer programs of study for 
undergraduate students. and organize faculty and staff 
resources to carry out the educational mission adequately. 

4. Provide students with an understanding of (a) the professional 
and ethical problems confronting the public relations field and 
its individual practitioners; (b) the technical and strategic 
tasks and responsibilities of public relations practitioners; 
(c) the administrative-managerial role of public relations 
activity in various organizations and the social value of such 
activity to the operations. integrity and public acceptance 
of these organizations; (d) the social and cultural milieu in 
which public relations practitioners and their associated 
organizations must function. 

5. Require undergraduate students in a public relations program 
to meet the standards for liberal arts and general education 
(including a secondary study emphasis. or minor. such as 
business) established by the Accrediting Council on Education in 
Journalism and Mass Communications. (ACEJMC is the sole agency 
authorized by the U.S. Department of Education and the Council 
on Post-Secondary Education for accrediting programs of 
professional education in journalism and mass communications. 
including public relations. in U.S. institutions of higher 
education.} 

6. Structure the sequence of public relations courses so that 
students may move progressively from underclass introductory 
courses to uppe~-class advanced courses in public relations. 

7. Clarify the basic concepts associated with public relations 
management and differentiate public relations management from 
the technical tasks of public relations production. In concept 
and by performance. students must also be able to relate public 
relations management to other types of management activities 
such as marketing. human resources. industrial relations. 
finance. government relations and fund-raising. They must be 
able to understand how public relations management is associ-
ated with issues management. crisis management and conflict 
management. 
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B. Draw on critical concepts and on empirical models of public 
relations administration found in the private and public 
sectors and in profit and not-for-profit organizations to enable 
students to analyze and resolve ethical and management issues. 

THE PUBLIC RELATIONS CURRICULUM: ASSUMPTIONS AND COMMITMENTS 

The Commission 1 s recommendations are based on a number of assump-
tions about the nature and purpose of undergraduate public relations 
education and on a number of commitments related to education in general 
and to accreditation in particular • 

• The 1986 Commission reaffirms the belief of the 1975 
Commission on Public Relations Education that the fundamental 
purpose of undergraduate public relations education leading 
to a bachelor 1 s degree is to provide the student with a well-
rounded program of study. including an area of specialization 
called a public relations major. (See "The Spirit of Libera 1 
Education," Appendix 2.} 

• The Commission reaffirms the belief of the 1975 Commission 
that while a bachelor 1 s degree level program in public 
relations education may prepare students for their initial 
years of professional practice, those planning for a lifetime 
career in public relations should seek graduate education • 

• The Conrnission subscribes to ACEJMC 1 s "90-hour rule" which 
limits the number of course credits students can take in 
their major field of study. (See Appendix 3.) Based on a 
model of 120 credit hours required for graduation, the rule 
states that "students take a minimum of 90 semester hours 
in courses outside the major area of journalism and mass 
communications." Of these 90 hours, "no less than 65 
semester hours" must be taken in basic "liberal arts and 
science courses." This means that when 120 semester hours 
are required for a baccalaureate degree, only 30 semester 
hours can be taken in a major area of professional study. 
(In percentages of the credit hours required for graduation: 
54 percent in liberal arts and science; 21 percent in other 
general education; 25 percent in professional education.) 
The curricular recommendations of the Commission are to be 
interpreted within these accrediting guidelines established 
by ACEJMC • 

• The Commission recognizes the key role that communication 
plays (or should play) in public relations practice. The 
Commission regards communication systems as a principal and 
appropriate means to be used by public relations practi-
tioners to attain the ethical objectives which define the 
primary mission of the public relations enterprise. 
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Public relations undergraduates need to understand the 
nature, scope, structure, and dimensions of the complex, 
interactive and dynamic processes to which the term 
"communication" is applied in contemporary theory. Moreover, 
they must understand that such communication systems are 
jointly, not unilaterally, designed; are bidirectional, not 
unidirectional, in message dissemination; are designed to 
bring mutual benefits to participatfng parties, not shaped 
to have one party exploit the other. 

This commitment calls upon both public relations educators 
and practitioners to repeatedly reexamine and justify their 
notions and rationale not only about the nature and process 
of c·ommunication in human affairs, but also about the role 
and design of such communication systems within the framework 
of public relations management and practices • 

• The Commission is aware that many public relations programs 
are traditionally found in units (departments, schools or 
colleges) which operate under the general label of journalism 
and mass communications. However, public relations programs 
are also found in other units. The Commission takes no 
stand on where a public relations program ought to be 
located. It is concerned only with the substance of 
undergraduate public relations education and the ratio of 
professional courses to courses in liberal arts and general 
education • 

• The Commission believes that public relations education 
should adopt procedures of periodic self-study and review. 
For public relations programs located in schools, colleges 
or departments of journalism or mass communications, the 
Commission recomrnends that the unit in which the program is 
taught seek examination for accreditation by ACEJMC • 

• The Commission believes that to the extent a program of study 
is called a "public relations" sequence or a major, such a 
program should have at least 50 eercent of the required credit 
hours in courses clearly identifiable as public relations 
courses. This means that their designation, course descrip-
tion and content should be distinguished from other required 
professional courses, e.g. general courses in communications 
and journalism. 

In short, a public relations program of study (a so-called 
"major" in public relations) should be warranted. Such 
warranty is to be established by the credit hours and content 
of public relations courses included in the program. A sound, 
substantial undergraduate public relations program is not, for 
example, merely a journalism or communications program plus 
add-on public relations courses. 
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THE UNDERGRADUATE CURRICULUM 

From its beginning, public relations education encouraged a mix of 
professional training and liberal arts education. The belief was -- and 
is -- that the former would allow students to take their place in the 
121Jblic relations field upon graduation while the latter would provide 
the student with knowledge about the world in which public relations 
practice is to be conducted. 

In a brief span of four years, undergraduate students must acquire 
formal knowledge about this world which has grown increasingly complex, 
interdependent, technological and threatening to individual liberty, 
well-being and integrity. As a result, professionally oriented college 
curricula are imposing increasing demands on students and faculty in the 
acquisition and transmission of knowledge. This is especially true in 
curricula associated with journalism, mass communications, advertising 
and public relations. Such curricula, especially for public relations, 
require a sound and disciplined learning experience. Students must learn 
not only how to communicate but also what should be communicated and why 
it shouldbe communicated. --

The "how" of communication should include the basic skills of 
rhetorical composition and such stylistic variations as news reporting 
and script and feature writing. At the same time, these requirements 
must be transcended. The public relations curriculum must include 
instruction in message presentation (both oral and written) and message 
dissemination through institutionalized systems such as mass media, as 
well as through formal and informal interpersonal networks. Message 
utilization, in turn, includes uses that bring about information 
exchange, communicative dialogs and social transaction.· 

The "how" of communication also includes principles of management 
and strategic decision-making. The application of these principles, 
in turn, gives rise to the functions of management, including public 
relations management -- functions that entail conceptualizing the tasks 
and responsibilities of public relations communication, goal-setting, 
budgeting, program planning and design, program implementation and 
administratfon, and program evaluation. 

The "what" and "why" of communication must also be viewed in broad 
terms. Inevitably, an understanding of "what" should be communicated 
and "why" pushes students outside of their major area of study into 
courses offered by arts and science. Such courses cover the humanistic 
area of philosophy (including ethics with its concern of right and 
wrong, good and bad), literature, language and the fine arts, as well 
as the social sciences (with their concern for an understanding of the 
factual nature of the sociocultural world and the individual's place in 
it) and the natural sciences (with their concern for grasping the nature 
of the physical, biological and ecological spheres of our universe). 

These multiple demands call for a reasonable balance between courses 
in basic communication and message presentation and courses in liberal 
arts and other fields and disciplines found in institutions of higher 
learning. Within the public relations major, a balance is needed 
between courses emphasizing professionally oriented skills and instruc-
tion in the managerial skills involved in communication planning, 
implementation, integration and evaluation. 
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For a student majoring in public relations, the total program of 
study leading to a degree may be divided conveniently into (1) general 
education and (2) professional education. 

I. GENERAL EDUCATION 

The term "general education" applies to courses in the arts and 
sciences of the liberal arts curriculum and other fields and disci-
plines, e.g., business administration. The Commission recommends that 
a minimum of 65 semester hours of the student's course work required for 
graduation be in arts and science courses as specifically defined by the 
institution. This includes courses in English (including modern rhetoric 
and writing), the social sciences and history (sociology, anthropology, 
political science, economics), psychological and behavioral sciences, the 
humanities (philosophy, literature, fine arts, etc.), natural sciences 
(physics, chemistry, biology, geology, etc.), mathematics and foreign 
languages. 

In their professional courses, students should also be exposed to 
issues and ideas grounded in the liberal arts. Specific social situa-
tions and social issues, questions of law and ethics~ and matters of 
planning and prograrrming within the reality of the social milieu should 
be examined and evaluated. It should be remembered that public relations 
is itself a social science. 

Electives, Minors, Concentrations 

Where there is opportunity within the framework of the student's 
public relations major to take additional courses under the rubric of 
electives, guidance should be provided by the adviser to have students 
elect courses which directly support their career objectives. 

In many colleges and universities, the student can develop a secondary 
concentration of study, or a minor, outside of liberal arts units and 
in such units as schools or departments of business administration or 
management. The Conmission recognizes that the most preferred minor 
or secondary concentration for public relations students is general 
business. The Conmission's research showed that among educators, prac-
titioners and students, the business areas given the highest rankings 
included marketing, management, business economics and finance, in that 
order. 

Where opportunities fQr a minor exist, tt is reconnended that students, 
especially those planning to enter the corporate or agency world, give 
strong consideration to business as a secondary concentration or minor. 

Depending on the student career plans following graduation, other 
areas might include public administration and political science (for 
students intending to obtain public relations jobs in government and/or 
politics) and educational administration (for those planning to become 
associated with educational institutions or systems, art museums or 
performing arts centers). 
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II. PROFESSIONAL EDUCATION 

Under the general label of professional education are found two 
areas of study: (1) conununication (its structure, process and effect) 
and (2) public relations (practices at the technical, production level 
and practices at the strategic, managerial level). 

The Commission recommends that no more than 25 percent of the 
credit hours required for graduation be designated as a professionally 
oriented area of study, that is, as a public relations malor. For 
example, on a semester system requiring 120 credit hours or gradu-
ation, no 110re than 30 of those credit hours should be in professional 
education. 

A. Studies in Communications 

The field of communications, as noted earlier, is an exceedingly 
compl e:.~ system. It cannot be adequately understood by students by 
merely having them focus on some discrete part of it. The Commission, 
of course, is mindful that undergraduate students cannot be expected to 
cover all facets of this vital human activity with complete thorough-
ness nor to completely master all of its dimensions. 

However, the Commission also is aware that "communications" as a 
subject-matter field can be variously organized -- hierarchically, from 
the relatively simple parts to extremely complex systems; horizontally, 
ranging across activity sectors or spheres that include interpersonal, 
intraorganizational, interorganizational and institutional conrnuni-
cation. At the same time, there also is a longitudinal dimension in 
which communication is spoken of as a process, defined as a function 
of time by which the operations of message construction, dissemination, 
utilization and exchange unfold temporally. 

Thus a balance needs to be struck between instruction which focuses 
on some of the basic parts of the conrnunication systems (such as news 
writing) and instruction which focuses on how the parts of conununica-
tions are integrated, as well as the conditions under which the 
integrated whole allows persons, social groupings and organizations 
to advance social cooperation and coordination. 

Students majoring in public relations should study the following 
subjects as courses or parts of courses: 

1. Technical/Production 

Copy Preparation and Editing. This area covers a broad range 
of activities including news and feature writing, advertising 
copywriting and writing for electronic media. Such activities 
are usually treated under principles of message presentation in 
such courses as news writing and reporting, copy editing, script 
writing and advertising principles and copywriting. 

Graphic Arts and Typography. This area generally addresses the 
matters of the origin, kinds and uses of various printing and 
display processes, typeface classification and design, copy 
fitting and layout, color reproduction and the production and 
display of drawings, engravings, graphs, photographs and other 
representations in print and electronic media. 
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Still Photograehy. Included here are the techniques and 
processes util1zed in the technologies that produce black-and-
white and color prints or slides. Courses dealing with this 
area provide information about the origin, kinds and uses of 
photographic equipment, photography techniques and how the 
photographic products are integrated in a system of visual 
presentations. 

Production for Electronic Media. These activities include 
writing for and the use of technologies to produce and dissem-
inate radio, television and videotaped programs for commercial 
and public broadcasting, closed-circuit television and cable 
television, including satellite television. Courses in this 
area cover progranming techniques, programming organizations 
and supporting hardware technologies. 

Public Speakin~ and Oral Presentation. Included here are 
the general rues of rhetoric, their use and application in 
preparing and giving speeches, talks and other types of oral 
presentations. Courses related to this area ~sually provide 
students with message-organizing techniques and modes of oral 
delivery under varying social conditions. Their purposes are 
to make students aware of the importance of oral presentations 
and more confident in giving speeches on public occasions. 

2. Historical/Institutional 

This area of study covers the history of public communications, 
including the institutionalized areas of the mass media {news-
paper, magazines, radio and television) as well as the sectors 
of public relations and advertising. In some cases, the history 
of public communications is·covered in introductory courses in 
mass communications and society. ·In others, the histories of the 
various areas of specialization, e.g. advertising, news editorial, 
public relations, are presented separately or as a part of an 
introductory course in the specific area. In addition, areas of 
specialization have courses that deal with various institutional 
aspects such as the structure of the enterprise, corporation or 
agency, law and ethics regulating behavior in the public convnuni-
cations sector (including the practice of public relations), as 
well as problems, issues and criticisms associated with groups and 
organizations engaged in activities directing and affecting public 
co11111unications •. 

3. ·C011111unication Process/Structure 

In this area, the student's attention is directed to the nature 
of the communication activity itself. Such an activity can be 
viewed from several perspectives. The most common are those 
concerned with the process and structure of communication. 
Courses dealing with these aspects of communication .are some-
times identified as "theory" courses, although much of the 
material used is based on empirical studies. Two broad types of 
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questions are addressed: What factors, say, social or cultural, 
affect the process or structure of communication? What impact 
does the communication process or structure have on, say, 
psychological or social factors? In general, the intent of 
courses dealing with these topics is to make students aware of 
the multidimensional aspects of co1T111unication and the complex 
interactional systems which emerge from communication activities. 

Studies in Public Relations 

Together with courses in communication-oriented subjects, studies 
in public relations make up the field of specialization. Educators and 
students must strive to construct a program of study that will prepare 
students to enter their field of interest -- usually at the level of 
technicians -- and to move to higher levels of responsibility in a 
relatively short period of time. Hence there is need for the student 
to distinguish between and be knowledgeable about both the technical-
production level of public relations practice and the strategic-
managerial level. To strike a reasonable balance between these 
different types of instruction, a number of public relations courses 
must be offered to the student. 

The content of such public relations courses should include at 
least the following subject matter, distributed over a core curriculum 
equivalent to a minimum of 15 credit hours, based on 120 credit hours 
required for graduation, and customarily translating to five courses, 
each with three credit hours. Ideally, these should be taught at the 
upper-class (junior and senior) level. The content is categorized in 
five areas, with a s·ixth area for specialized advance study where 
possible. 

1. Principles, Practices, and Theory of Public Relations 

In this area, the primary focus is on management's critical 
areas of accountability: the conceptualization and specifica-
tion of the tasks and responsibilities which define the nature, 
scope and warranty of public relations activity. Such tasks and 
responsibilities rest on a number of theoretical foundations, 
including, among others, conrnunication theory, interorganiza-
tional theory, decision-making and management theory and 
conflict and conflict-resolution theory. 

From such a foundation, the tasks of public relations activity 
can be derived and specified as a set of functions performed 
by those responsible for managing public relations activity. 
Such functions within the public relations context include the 
research and assessment of the organizational public relations 
environment, establishing public relations goals and objectives, 
selecting appropriate courses of communication action, imple-
menting those communication programs and evaluating performance. 
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Such a course should be treated as a concepts course, not 
a skills or production course. Its role is to familarize 
students with the background and content of public relations 
management, helping them understand the nature of managerial 
and ethical responsibilities of public relations practitioners. 
Attention should be given to the codes of ethics and enforce-
ment processes of national societies of public relations 
professionals. 

2. Public Relations Techniques: Writing, Message Dissemination 
and Media Networks 

Here the focus is on skills and techniques that cover several 
closely associated areas such as writing for public relations, 
copy. dissemination, media use and media network design. These 
techniques range across internal and external media, print, 
electronic and audiovisual media. 

Although journalistic writing and advertising writing are 
sometimes seen as overlapping public relations· writing, the 
latter is to be differentiated in terms of (1) the range of 
media used; (2) the multiple groups which have to be reached 
at the same time; (3) the social and organizational context in 
which public relations writing is done; and (4) the objectives 
to be attained by such writing. These objectives must be 
identified with the public relations mission to seek accord 
with various social groupings and organizations. In short, 
public relations writing employs a variety of styles, formats 
and message structures in fulfilling an organization 1 s accord-
seeking objectives. · 

Message dissemination systems are ·many and varied in their 
structure. They range from highly for~alized and 
institutionalized systems, exemplified by the mass media 
system, to informal, interpersonal networks. It is these 
latter networks, in the form of face-to-face discussions and 
small group meetings, through which public relations activity 
is often carried out. 

It is thus important for students to understand how the one-
way dissemination systems usually associated with publicity 
techniques must be fit together with two-way interpersonal 
conmunication systems. This kind of knowledge sets public 
.relations communication techniques apart from other types of 
written and oral presentations • 

3. Public Relations Research for Planning and Evaluation 

Public relations students need to know more than how to 
construct messages. They need to know the process of public 
relations research for planning and evaluating programs of 
action, including programs of communication. 
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To plan communication programs in support of an organization's 
action, there is a need to (1) identify and segment various 
social groupings (interest groups, stakeholders, coalitions) 
with whom messages are to be exchanged; (2) ascertain the 
impact of the action and information system on communication 
participants; and (3) evaluate the results of such action and 
communication activity against desired outcomes. Such research 
activities, when formalized, are regarded as essential to 
planning and part of evaluative research methodology. 

Three types of evaluative research are relevant to public 
relations research. The first entails techniques for assessing 
the organization's environment, a process generally called 
environmental monitoring and evaluation. The second involves 
techniques for evaluating various courses of action available 
to the decision-maker -- in this case, the public relations 
executive -- to determine which course of action is most 
efficient and effective. Such activities are usually performed 
under the rubric of operations research. The third focuses on 
the performance of a program of action to see if it is attain-
ing the sought-after goals or objectives. Such research is 
identified as performance evaluation. 

These evaluative research methodologies make up a vital 
component of the managerial process. They are central to the 
activity called public relations management. Students need to 
know that public relations management entails much more than 
that of implementing programs of communication. It includes 
strategic and tactical planning and programming, and the 
validity of the latter is based on information derived from 
sound research. 

Many of the techniques and methods of public relations research 
are similar to the methodologies used in social science 
research. The difference, however, between public relations 
research and social science research is that the former must 
always incorporate the methodologies of evaluative research. 
In other words, public relations research is not only fact-
finding research, it is also evaluative research. Hence, 
standards (norms) of evaluation must be identified by the 
public relations researcher and utilized so that the findings 
are relevant for public relations decision-making. 

4. Public Relations Strategy and Implementation 

In this area, attention is directed at strategic planning 
and implementation as they pertain to public relations 
administration. Courses usually associated with this academic 
area include those which take the form of case studies of public 
relations campaign strategies. The general intent of such 
courses is to place the student in a managerial, decision-making 
role in which the primary requirement is to think in planning 
and program-execution terms. 
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There are two important aspects of this area of study. The 
first pertains to developing and applying criteria that allow 
the decision-maker (in this case, the student acting out the 
role of a decision-maker) to identify what constitutes a public 
relations program. The second covers the theory and norm to be 
used in making decisions, namely, the selection of strategies 
under varying kinds of information conditions. 

Because different strategies are associated with different 
informational conditions, it is important for students to 
understand these associations and the formal methods which can 
be applied in strategy-selection. They also need to be able to 
apply these norms to public relations management which usually 
entails decision-making under risk and ~ncertainty. 

Strategy-selection presupposes that the goals or outcomes for 
which the strategies are to be used have been well-formulated. 
Part of the exercise in strategy-selection is to engage the 
student in goal-setting -- the process of formulating goals 
which are ethically legitimate, administratively appropriate 
and practically attainable. 

A case-method approach and a campaign-planning approach are 
among the several ways students can become familiar with the 
techniques of goal-setting and strategy-selection. In either 
case, the student can be introduced to the formal rules of 
strategy-selection, once goals have been specified, by appeals 
to the literature base covering the subjects of decision theory 
and management theory. 

5. Supervised Public Relations Experience 

Internship, practicum and cooperative studies are areas which 
allow students to gain practical experience by participating in 
on-site work situations with various types of public relations 
departments or organizations. Such hands-on experience, 
however, should have faculty supervision, be related to the 
classroom and, ideally, have on-site supervision by an experi-
enced public relations practitioner. Of the hours required for 
graduation, no more tha~ three credit hours should be obtained 
in these studies. (See Appendix 4.)· 

Whenever such experiences are formalized through credit-granting 
courses, students should be required (1) to meet in a classroom 
setting to discuss and evaluate their ongoing, on-site, hands~on 
activity under t·eacher supervision; (2) to carry out an in-depth 
analysis of an on-site public relations problem, formulate a 
plan for its resolution, indicate how much a plan is to be 
implemented and show the manner for evaluating the plan's imple-
mentation; (3) to support their on-site activities and classroom 
assignments with thorough library research and documentation. 
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The Commission underscores its conviction that supervised 
internship programs are one of the important facets of 
undergraduate education in which students have the opportunity 
and are given guidance to develop sound judgment in various 
kinds of public relations problem-solving situations. 

6. Specialized Advanced Study 

Where time and resources allow, specialized advanced study 
should be encouraged to give students an opportunity to become 
more familiar with the detailed ramifications of various 
subdivisions and levels of operation found within the framework 
of public relations administration. These include such activity 
sectors as marketing public relations, public affairs, publicity 
and media relations, community relations, international public 
relations, financial and shareholder relations, consumer 
relations, employee relations, fund-raising and membership 
development. 

The Commission considers that substantially all of the foregoing content 
is needed for a complete undergraduate public relations program. 
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THE SYMBOL 
Adopted by the C011111ission on Undergraduate 
Public Relations Education, this symbol 
visually s11narizes the Commission's 
recormiendations for the distribution of credit 
hours of study required for a public relations 
major. 

120 HOURS 
.-----This first, main square represents the minimum 

credit hours required for a bachelor's degree 
usually 120 hours attained during a 

four-year period. 

90 (65/25) HOURS 
_...,.. ____ This white area represents courses in liberal 

arts (minimum of 65 credit hours) and general 
education (maximum of 25 cre'dit hours, 
including a minor area of concentrated study, 
e.g. business) -- a total of 75% or 90 of the 
120 credit hours required for graduation. 

30 (15/15) HOURS 
~m"7',...-----This second, smaller square .represents 

professional education -- 251 or 30 of the 120 
credit hours required for graduation. 

15 HOURS 
~----This lightly marked area of the second square 

represents courses in communications -- a 
maximum of half of professional education or 
15 of the 120 credit hours required for 
graduation. 

15 HOURS 
---- This third, heavily marked square represents 

courses in public relations. -- a minimm of 
half of professional education or 15 of the 
120 credit hours required for graduation. 
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THE PUBLIC RELATIONS EDUCATOR 

Just as this Co111nission report sets certain guidelines for the 
public relations undergraduate curriculum, Co111nission members also feel 
that it is essential that public relations educators possess certain 
qualifications and expertise to insure that students receive the best 
possible instruction and counsel. 

The public relations educator should be one who has experience in 
the practice of public relations, teaching experience at the university 
level, and an advanced degree in public relations/co111nunication, 
preferably at the doctoral level. Because teachers with such creden-
tials are relatively scarce, the heads of public relations educational 
prograllis should be sure that their faculties as a whole have an adequate 
mix of appropriate professional experience and advanced academic 
preparation in public relations. Publ1c relations courses should not 
be taught by people who have little or no experience and interest in 
the field and have no academic preparation in public relatio~s. 

It is also critical that the size and quality of the public 
relations instructional staff be adequate to maintain high standards 
of teaching in all public relations subject areas recoRITlended in this 
report. Even though public relations programs should be primarily 
staffed by full-time public relations faculty, qualified part-time or 
adjunct faculty can often bring a fresh, progressive viewpoint and 
special expertise to the program. 

The best public relations faculty members bring unique vitality and 
enthusiasm to their teaching duties. They provide ongoing, personalized 
counseling to their students on curriculum matters and in other areas 
important to academic preparation for a public relations career. They 
also assist students in locating and securing appropriate public 
relations positions upon graduation. 

Public relations educators should be expected to.continue 
professional development throughout their careers, with sufficient 
emphasis on research (adding to the body of knowledge of the public 
relations profession and education), scholarly and professional writing 
for publication, and practical work experience in the public relations 
field from time to time. Public relations educators also are expected 
to provide appropriate educational and support services to the public 
relations field and to be active participants in one or more of its 
professional organizations. 
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SUPPORT FOR PUBLIC RELATIONS EDUCATION: THE NEEDS 

Students studying for public relations account for an increasing 
number of enrollments in undergraduate programs. Too frequently, the 
support for the discipline by college administrations has not kept pace 
with this burgeoning market, thus penalizing the students. 

Faculty-to-student ratios are often much too high. As a result, 
public relations classes become overpopulated; faculty without adequate 
qualificatiqns are sometimes enlisted to teach public relations; faculty 
may have too many students assigned for counseling; little faculty time 
remains for research, publication and service to the profession. 

The Conmission recommends that administrators review their support 
for public relations programs to ensure that equitable resources are 
allocated to meet their conrnitments to their consumers -- students 
who believe they are receiving adequate preparation to enter.the 
contemporary field. 

A similar review is called for by professionals in the practice of 
public relations. 

Educational institutions are providing increasing numbers of 
graduates who are qualified to take entry-level positions in the 
field. Programs for formal public relations education are providing 
professional legitimacy to the field. Educators are adding signifi-
cantly to the literature, research and body of knowledge in public 
relations. 

Yet with such substantive contributions being made by the 
educational sector to the practice and professional maturity of the 
field, support by the majority of practitioners for public relations 
education is inadequate to meet the growing demands on education. The 
Commission reconmends that practitioners recognize these contributions, 
identify and take new initiatives to provide support to educators and 
schools which offer strong programs of public relations education. 

ADMINISTRATIVE SUPPORT 

In one sense, public relations education is highly cost-effective. 
It requires no expensive laboratory apparatus or high-tech equipment • 
It can share video display terminals and word processors with other 
educational programs in conmunications • 

However, in a labor-intensive enterprise such as education, 
undergraduate public relations education is even more labor-intensive. 
Most undergraduate public relations educational programs are housed 
in colleges of journalism, mass conrnunication or liberal arts. Yet 
they compete for faculty on the same basis as professional colleges 
of business and law. 
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The Co111T1ission recommends that salaries be set at levels to attract 
professors with at least five years of professional experience in 
managing public relations programs, with high levels of competence for 
managing public relations research, evaluation and reporting of results. 
In many cases, professors of public relations also will need the compe-
tence to include in their public relations classes the principles of 
management, marketing and finance that students often cannot get else-
where because of the current difficulty of enrolling in classes in 
colleges of business • 

We reco1T111end that administrative support be set at maintaining 
a faculty-student ratio of 1 to 15 for public relations writing and 
production courses and a ratio of no more than 1 to 20 for upper-class 
courses. In addition to reasonable teaching loads, public relations 
faculty should be allowed sufficient time to work with students in such 
co-curricular activities as the Public Relations Student Society of 
America and student-operated public relations firms; to promote and 
supervise internships and professional partner programs. 

Administrative support also should provide the resources to allow 
public relations faculty to participate actively in professional public 
relations organizations. . 

In return for adequate administrative support, deans have a right 
to expect appropriate levels of research and publication by their 
public relations faculties. Professors who qualify for managing public 
relations programs and research also have an obligation to both the 
practice and teaching to create new knowledge. They owe to the teaching 
profession the creation of theoretical, basic or pure knowledge. They 
owe to the public relations practice the creation of applied knowledge. 
They owe to both -- and to their colleagues -- the sharing of this 
knowledge through publication. 

SUPPORT FROM THE PROFESSIONAL PRACTICE 

Until this generation of public relations graduates is in a position 
to provide or influence substantial personal or corporate contributions 
to their schools or to foundations established for public relations 
education, such support must come primarily from present leaders in the 
practice and their firms. These contributions are one important way 
practitioner-leaders can encourage stronger programs of public relations 
education. Such contributions can also be designated to support a 
special project or objective in which practitioners and their firms have 
particular interest. 

In return for furnishing the profession with competent graduates 
who can assume entry-level positions with minimal supervision and who 
have potential to advance to higher positions, the professional practice 
should also provide to public relations educators increased opportuni-
ties to update their knowledge in the field. 
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The Co11111ission also recommends that corporate relations departments 
and public relations firms provide grants to professors of public 
relations for service such as research or management of special 
programs. Such grants may be awarded directly to public relations 
professors or to foundations of professional societies and universities. 

These professional partnerships between education and the practice 
can provide meaningful work experience to professors and valuable 
service to the grantors. 
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RELATIONS BETWEEN THE PRACTICE AND EDUCATION 

Relations between public relations educators and practitioners have 
improved significantly since the first Commission's report, "A Design 
for Public Relations Education," was published in 1975. 

Professional and educational organizations and foundations 
established to encourage public relations education have been primarily 
responsible for the growing, productive dialogue and cooperation between 
the practice and the educational community. Increasingly, educators 
are being recognized as leaders in the profession. 

The rapid growth of the Public Relations Student Society of America 
has generated higher visibility for public relations education. While 
responsible self-support and governance by this thriving student 
organization have grown, so too has the support by its parent society. 

Local chapters of national professional organizations sponsor 
student organizations, provide advisers, internships, classroom speakers 
and resources, and involve both practitioners and educators in profes-
sional development programs. 

Many colleges and universities have retained public relations 
practitioners as part-time instructors. There have been numerous and 
notable examples of practitioners who have returned to the college 
campus as lecturers or adjunct professors following distinguished 
careers in the practice of public relations. 

Public relations educators are conducting more research, have 
broadened and enriched the public relations literature and are destined 
to play increasingly important roles in professional development and 
continuing education." Many educators have sought out opportunities --
during summer vacation and sabbaticals, for example -- to take part-time 
jobs in public relations departments and with counseling firms. Some 
manage to combine teaching with outside consulting assignments. 

Such cooperation and relationships between professionals in the practice 
and in education should be nurtured and strengthened and new ways to 
reinforce this partnership be constantly sought. The prime beneficiary 
of such initiatives will be the profession, whose future is personified 
by today's students of public relations. 
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APPENDIX 1 

Official Statement on Public Relations 
(Formally adopted by PRSA Assembly, November 6, 1982) 

Public relations helps our complex, pluralistic society to reach 
decisions and function more effectively by contributing to mutual 
understanding among groups and institutions. It serves to bring private 
and public policies into harmony. 

Public relations serves a wide variety of institutions in society 
such as businesses, trade unions, government agencies, voluntary 
associations, foundations, hospitals, and educational and religious 
institutions. To achieve their goals, these institutions must develop 
effective relationships with many different audiences or publics such 
as emp:Jyees, members, customers, local communities, shareholders and 
other institutions, and with society at large. 

The managements of institutions need to understand the attitudes 
and values of their publics in order to achieve institutional goals. 
The goals themselves are shaped by the external environment. The public 
relations practitioner acts as a counselor to management and, as a 
mediator, helps to translate private aims into reasonable, publicly 
acceptable policy and action. 

As a management function, public relations encompasses the following: 

• Anticipating, analyzing and interpreting public opinion, attitudes 
and issues which might impact, for good or ill, the operations and 
plans of the organization • 

• Counseling management at all levels in the organization with 
regard to policy decisions, courses of action and communication, 
taking into account their public ramifications and the organi-
zation's social or citizenship responsibilities • 

• Researching, conducting and evaluating, on a continuing basis, 
programs of action and communication to achieve informed public 
understanding necessary to the success of an organization's aims. 
These may include marketing, financial, fund-raising, employee, 
community or government relations and other programs. 

• Planning and implementing the organization's efforts to influence·· 
or change public policy. 

• Setting objectives, planning, budgeting, recruiting and training 
staff, developing facilities -- in short, managing the resources 
needed to perform all of the above. 

(1) 
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• Examples of the knowledge that may be required in the professional 
practice of public relations include communication arts, psychology, 
social psychology, sociology, political science, economics and the 
principles of management and ethics. Technical knowledge and 
skills are required for opinion research, public issues analysis, 
media relations, direct mail, institutional advertising, publi-
cations, film/video productions, special events, speeches and 
presentations. 

In helping to define and implement policy, the public relations 
practitioner utilizes a variety of professional co11111unication skills 
and plays an integrative role both within the organization and between 
the organization and the external environment. 

(2) 
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From Accredited Journalism and Mass Communications Education, 
1985-86, Copyright, 1985, ACEJMC, Accrediting 

Council on Education in Journalism and Mass Communications 

The Spirit of Liberal Education 

Each institution is free within broad limits to set its own 
objectives. Those objectives will vary with the nature of the 
institution, the resources available and the character of the student 
body. However, such variance is limited, of necessity, by the ACEJMC 
accrediting standards and by the generally accepted philosophy of 
education in journalism and mass communications. 

Historically, programs in this field have developed in relation 
to and in lively interaction with the traditional liberal arts and 
sciences. Proper education in journalism and mass communications is 
broad and general -- not narrow and specialized. Practitioners must 
command the basic skills required by the specialized area in which they 
choose to work, but the practical component of their education must 
not be overemphasized, nor should it be allowed to crowd out and make 
marginal the liberal arts and sciences. 

The traditional arts and sciences remain the solid basis of 
professional education for all of journalism and mass communications. 
The Council recognizes that fields like advertising and public relations 
require additional work in marketing and business administration. It 
also recognizes that broadcasting and broadcast instruction require 
production courses often taken outside the journalism and mass commu-
nications unit. Still, the Council emphasizes the liberal character 
of education for all· who work in this field and the necessity to limit 
strictly practical courses in the curriculum, independent of where such 
courses originate. 

Every student needs room for general electives and the opportunity 
to pursue strictly personal and/or avocational interests. Nonetheless, 
the Council is concerned about the tendency to dissipate the quality 
and pertinence of education by overindulgence in excessively specialized 
and excessively frivolous courses. Therefore, units should control 
carefully, within the limits of institutional policy, the total 
education of their students •••• 

·The spirit of liberal education has been expressed through a formula 
-- that approximately twenty-five (25) percent of a student's education 
should be in the journalism and mass communications unit and approxi-
mately seventy-five (75) percent in general and academic courses with 
an emphasis (no less than 65 semester hours) on the liberal arts and 
sciences. Typically, a major in this field consists of about 30 
semester hours in journalism and mass communications courses, though 
some of those courses are expected to be in the more academic study 

(3) 
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and analysis of the mass media. Courses in the professional unit, then, 
work out to be approximately twenty-five (25) percent of the typical 
120 semester-hour degree. This is the desired and expected model for 
education in journalism and mass communications • 

. The character and quality of the non-journalism, non-mass 
communications portion of a student's program are of vital educational 
importance and should be monitored carefully by the unit. Assurances 
that a college of liberal arts is taking care of general education 
without examination by and recommendations from the unit are not enough. 
The unit should endeavor through advising and prerequisites and by 
working with other units to ensure that a majority of a student's 
education is in academic disciplines that contribute to the develop-
ment of a fund of substantial knowledge about the modern world. 

Curriculum 

Standard: 

The unit's curriculum must provide students with a solid oppor-
tunity to learn not only why and how to communicate but also what to 
communicate. This requirement calls for a reasonable balance between 
journalism and mass communications courses and courses in other 
disciplines, primarily in the liberal arts and sciences. Balance also 
should be provided between instruction in practical skills and in the 
more philosophical aspects of journalism and mass communications. 

Explanation: 

Today's world is complex and fast-paced. To prepare students for 
such a world, a sound educational program should provide a broad 
exposure to the liberal arts and sciences,. up-to-date instruction in 
the skills necessary to practice journalism and mass communications, 
and understanding of the role of the mass media as important·social 
institutions. 

Consequently, no more than approximately twenty-five (25) percent 
of a student's work should be in journalism and mass communications 
courses, including journalism and mass communications courses taken 
outside the unit. 

No limit is placed on journalism and mass communications courses 
taken in excess of the hours required for a professional degree, so 
long as the 25/75 percent ratio is observed in the degree requirements. 

Students should be exposed to liberal arts and sciences content and 
concepts in their journalism and mass communications courses. However, 
it is important that they receive their instruction in general education 
and the liberal arts and sciences in departments primarily concerned 
with a given discipline. It is equally important that they receive 
such instruction from faculty members who have been educated in those 
disciplines and who continue to be active scholars in those areas of 
expertise. 

~) 
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The unit curriculum proper should be systematic and comprehensive. 
Students should receive rigorous practical training and demanding 
scholarly instruction. Courses should be offered in an order to 
ensure that students learn to gather, analyze, organize, synthesize 
and communicate information in a format appropriate to their areas of 
specialization. Competence in English should be stressed everywhere, 
and demonstration of such competence should be a requirement for 
graduation. Theoretical instruction and practical laboratory experience 
should be provided in the basic skills of writing, reporting, editing, 
visual convnunication, layout and design, and other fundamental tech-
niques appropriate for such specialities as advertising, public 
relations and broadcasting. Whatever the specialization, the skills 
work should be offered in a context of philosophical instruction in 
such areas as history, law, ethics and mass communications theory. 

The unit should concentrate its professional courses in the last 
two years of a four-year program and should not offer more than two 
full-year professional courses (or equivalent) below the junior year. 
The following £ran ACE.JM: Training Manual for 1993-94 Visiting Teams 

:C.1993 

Because universities require different numbers of credit hours for graduation, the policy outlined lnl-5 was 
adopted by the Council in September 1992 and revised in May 1993: 

1. Students, In the undergraduate program, must take a minimum of 90 semester hours in courses out-
side the major area of journalism and mass communications, with no fewer than 65 semester hours In 
the basic liberal arts and sciences. This requirement is based on 120 semester hours required for 
graduation. For schools on the quarter system, 131 quarter hours is equivalent to 90 semester hours 
and 94 quarter hours Is equivalent to 65 semester hours. 

2. However, a unit with a curriculum requiring between 120 and 124 semester hours for graduation may 
count up to six hours of journalism/mass communications courses that are liberal arts and sciences 
In nature as part of the "90" (but not the basic "65") and, therefore, "outside" or exempt from the major 
If such courses meet at least one of the criteria listed below. A unit with a curriculum requiring 
between 125 and 128 semester.hours for graduation may count up to three hours of courses as "part" 
of the "90" and therefore "outside" or exempt from the major If they meet at least one of the criteria 
listed below: [A unit on the quarter system requiring between 175 and 183 hours may count up to eight 
quarter hours or two courses that are liberal arts and sciences in nature as part of the "131" (but not 
the basic "94") and, therefore, "outside" or exempt from the major If such courses meet at least one of 
the criteria listed below. A unit on the quarter system with a curriculum requiring between 184 and 
188 quarter hours may count one course or four quarter hours as "part" of the "131" and, therefore, 
"outside" or exempt from the major If they meet at least one of the criteria listed below.] 

3. The exemption criteria are: 
(a) The course(s) Is part of the general education requirements or electives of the university, or 
(b) The course(s) can be used to satisfy a basic or advanced writing requ_lrement of the university 

and is otherwise not required for graduation from a professional curriculum, or 
(c) The course(s) Is primarily offered to upper division students as a general elective, ls academic 

(as opposed to professional) in nature and is demonstrated by the unit to be genuinely 
"liberal arts and sciences" in content. 

4. A committee of Council and Committee members will review material on selected courses that units 
submit for exemption. 

5. The Council places no limit on the number of courses that a unit may submit for exemption. However, 
depending on the number of hours required for graduation by the Institution, no more than one or two 
courses for each student may be selected. 

(5) 
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APPENDIX 3 

The "90-Hour" Rule * 
Based on 120 credit hours required for graduation, the ACEJMC 

standard requires that students take a minimum of 90 semester hours in 
courses outside the major area of journalism and mass conrnunications, 
with no less than 65 semester hours in basic ·liberal arts and science 
courses. 

To ensure compliance with this important accreditation standard and 
to ensure accurate data which command confidence, ACEJMC requires each 
school or department seeking accreditation or reaccreditation to include 
in its pre-visit report the number of semester hours taken in non-
journalism and mass conrnunications and in liberal arts, sciences and 
social sciences by all members of each graduating class in the two years 
before the accreditation visit. 

This complete class census is necessary to prove compliance under 
the new liberal arts standard by at least "95 percent of each graduating 
class in the two years prior to an accreditaton visit." 

In addition, ACEJMC will institute immediately the procedures 
necessary to ensure that visiting teams inspect and verify the accuracy 
of a significant sample of student course transcripts, and that they 
report to the Accrediting Committee and to the Council their findings 
about compliance with the 95 percent rule. 

In the self-study, schools normally should provide transcripts of 
25 percent of the graduates of each sequence or department if there are 
no sequences for the year preceding the visit. The self-study should 
contain a minimum of 25 transcripts per sequence or department, unless 
the total number is fewer than 25. 

* Adopted by ACEJMC October 1985 

{6) 
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From Accredited Journalism and Mass Corrmunications Education, 
1985-86, Copyright, 1985, ACEJMC, Accrediting 

Council on Education in Journalism and Mass Communications 

Internships and Work Experience 

Standard: 

Internships and other quality work experience in journalism and mass 
communications should be encouraged. Academic credit may be awarded 
only for strictly monitored and carefully supervised internships in 
fields related to journalism and mass conmunications but must not exceed 
three semester hours. 

Explanation: 

Journalism and mass corrmunications internships can add a significant, 
realistic component to a student's education. When students hold intern-
ships, and particularly when academic credit is awarded for internships, 
the unit should develop a formally structured and supervised internship 
program. Internships for credit should always be closely supervised and 
monitored by a regular member of the academic staff. Supervision should 
include advance negotiation with the organization or business offering 
the internship, strict specification of the duties undertaken, and 
regular reports from a designated supervisor at the employing firm and 
from the internee, and faculty visits to the site of the internship. 

Evidence: 

A. The structure and supervision of internship programs as 
described in the self-study report and interviews with 
students,·faculty, and cooperating employers. 

B. Student interviews about the quality of their internship 
experience. 

C. Credit for internships in official student transcripts, 
whether the journalism or mass conmun1cations internship 
originates in the unit or any other department of the 
unhersity. 

( 7) 
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Appendix 5 
PtmLIC RlliAT?ONS S'l'tJI>INT SOCIETY O_F axBJ\ICA 

The student society was established in 1967 by the Public Relations Society of 
America. The PRSA National Board of Directors has the sole authority for 
granting PRSSA charters to qualifyinq colleqes and universities. 

BEOVIBEMEN'l'S FOR ESTQLISRIRG a ruu 9QP'l'EB 

In accordance with PRSA Bylaws, Article XVII, and PRSSA National Bylaws: 

l) A PRSSA chapter may be established and maintained only at a colleqe or 
university which offers baccalaureate degrees, is accredited by a nationally 
or reqionally recoqnized accrediting association or board, offers a sequence 
of at least five courses in public relations and is supplemented by courses 
allied to this field of study. While it would be inappropriate for PRSA to 
try to characterize the specific nature of the courses of study in public 
relations, we subscribe to the subject areas and credit hours identified by 
the 1987 commission on Underqraduate Public Relations Education. The areas 
ot study the Commission identified as: 

1. Principles, Practice as Theory of PU.blic Relations 

2. Public Relations Techniques: Writinq, Message Dissemination and 
Media Networking 

3. PuDlic Relations Research for Planning and EValuation 

4. Public Relations strateqy and Implementation 

s. Supervised PUblic Relations Experience 

2. The minimum number of students required tor establishing a chapter is ten, 
at least one of whom must have satisfactorily completed a public relations 
course, the remaining students either af!irminq in writinq their plan to 
major in public relations or demonstratinq their interest in the subject by 
enrollinq in at least one course. A minimum of eight of the students required 
for establishinq a PRSSA chapter must be at or below the junior level. 

3. students peti tioninq for a PRSSA charter must elect as their proposed chapter 
faculty advisor a full-time teacher of at least one, but not all, of the 
public relations courses offered at their college or university. 'l'he faculty 
advisor must be a member of the Public Relations Society of America. 

4. Petitioning students must also elect one or two professional adVisors, eaeh 
a Member of PRSA, at least one of who~ must be a Member Who is Accredited. 
(Associate meDIDers do not qualify for this position.) 

5. Each application for a PRSSA charter must be endorsed by the president and 
four additional members ot the sponsorinq PRSA chapter. 

Application forms for PRSSA charters and the nues and addresses of appropriate 
"PRSA chapters and their presidents may be obtained from PRSA headquarters in Rew 
York. 
For further information, write: 

~9) 

Educational Affairs Department 
Public Relations Society of America 
33 Irving Place 
Hew York, NY 10003 
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BIBLIOGRAPHY FOR 
PUBLIC RELATIONS 
PROFESSIONALS 

'l During 19~4. many books on public relations were published. This bibliography is compiled 
annually by the PRSA Information Center. The updated version is issued each February as a 
service to members of the Society who need such a reference for their individual projects, or to 
develop PRSA chapter and section professional development programs. Suggestions for future 
listings are welcomed. 

'l Books, periodicals and directories listed should be ordered directly from the publishers, or 
through your local bookstore (prices subject to change). Information about videos, 
audiocassettes. seminar-in-your-home study courses, Issue Papers and other PRSA professional 
resources is available from PRSA headQuarters. 33 Irving Place, New York, NY 10003-2376. 

'i" Additional copies of this bibliography are available from PRSA. 33 Irving Place, New York, NY 
10003-2376: (212) 460-1462. Fax: (212) 995-0757. Please prepay all orders and add S3 per 
copy to cover shipping and handling costs. Members. S20: nonmembers. S30. Make Checks 
payable to PRSA; U.S. funds. drawn on a U.S. bank only. 

Note: Bold indicates a new ltsting: pb indicates paperback. 

j
. p-_ ... Public Relations 

AZCSocietyof America 
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Brody, E.W. Public Relations Programming and Production. Greenwood 1988. 
$55.00; $18.95pb. 

,. 
Brody, E.W./Stone, Gerald C. Public Relations Research. Praege:c:_ 1989. 
$55.00; $18.95pb. 

Broom, Glen M. /Dozier, David M. 
Applications to ~rogram Management. 

1./1) 5'/ . b '/.::; Y I 11 t) · 

Using Research in Public Relations: 
Prentice-Hall 1989. $34.00. 

Brough, Bruce. Publicity and Public Relations Guide for Business. Oasis 
1905. $39. 95. /l.H ~1.;3 . 8·7~, 1ry~, 

Budd, John. Street Smart Public Relations. Turtle Publishing 1992. $19.95. 
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areat Ideas; Award.-Winning Strategic PR Ideas. Joe Williams Communications 
1994. $199.00. . 

Grunig, James E. Excellence in Pµblic Relations and Comrnunication 
Management. L. Erlbaum 19 92. $125. o·o; · $49. 95pb. 

Grunig, James/Hunt, Todd. 
$40.00. 

Grunig, James/Grunig, Larrisa. 
L. Erlbaum 1989. $49.95. 

Grunig, James/Grunig, Larrisa. 
L·. Erlbaum 1990. $49.95. 

G:i:unig, James/Grunig, Larrisa. 
L. Erlbaum 1991. $49.95. 

Publ;i.s Bi=lsti'2n~ 

fY!2l;i.s;: B~lsti.gns 

fubl;i.~ R!:lst;i.Qni 

HBJ College 1984. 

B~~~s;c~b Annus.l. Vol l. 

B.~§~s:ccb &lm&al. Vol 2. 

R~:1~e..:cb Annual. Vol 3. 

Haberman, David/Dolphin, Harry. fµblic Rele.tions; Tbe Necessary Art. Iowa 
.State University Press 1988. $28.95. 

Harris, Thomas. Choosing & Working with Ygur Public B.elatigns Firm. NTC 
Business 1992. $39.95. 

Harris, Thomas L. The Marketer's Guide to Public Relat;igns. John Wiley 
1993. $14.95. 

Hausman, Carl/Benoit, Philip. Positive Pµblic Relations. Tab Books 1989. 
$16.95. 

Hiebert, Ray Eldon, editor. Precision Pµblic Relations. Longman 1988. $29.50. 

/Hill, Dennis. Power PR: Tbe No-Nonsense, Ho-Holds Barred Gµide to Profitable 
fublic Relations. Lifetime 1990. $14.95. 

Jefkins, Frank. Public Rele.tionf~ 4th ed. Trans-Atlantic 1992. $27.50. 
Hi-/ -<lo '3 • .J'f / 'f v 

Jefk.ins, Frank. P\lblic Relations Techniques. 2nd ed. Butterworth-Heinemann 
1994. $29.9Spb. 

/Kendall, Robert. Public Relatigns Campaign Strat;eg;i,es: Planning for 
Implementation. Harper Collins 1991. $43.50. 

j (L~sly, Philip. Bonanzas and Fool's Gold: Treasures and Drgss frOm tbe 
'Nuggetizing gf Our Lives. Philip Lesly Co. 1987. $9.95. 

Lesly, Philip. Lesly's ~ncibook of Publi,c Relations snd Communications. 
AMACOM 1991. $79. 95. tf 1 ~~3 i L'f1J.;)... 11"1 I 

j {Lesly, Philip. Lesly's Hanc:!book gf Public Relations and Comrnunicatigns. 
· Probus 1990. $39.95pb. 

Lewis, H.G. How to Handle Your Own Public Relations. Nelson-Hall 1976. 
$29.95pb. 
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xLovell, Ronald. Inside Public. Relations. Allyn & Bacon·1982. $50.00. 
'. 

Ille Management of a fublic Relations Firrn. PRSA FUlfillment Department. 
Members $10.00; Nonmembers $15.00. 

McElreath, Mark P. Mana;t,l}9' s3stema5*c r~~~thigal P\lblic Relations. 
Brown & Benchmark 1993. o(~ ~H i 

, Mercer, Laurie/Singer, Jennifer. oCportunity Knocks: Using PR. Chilton 
. \ 1989. $14.95. 

!Mitchell, Howard. What Every Account Executive Should 1Cnow about Public 
Relations. AAAA 1989. Members $5.00; Nonmembers $10.00. 

Mogel, Leonard. Maz~~&~ i~ ~li}cr~'Jations. Macmillan 1993. s10.oo pb. 
y' Moss, Danny. 

$74.00. 
Public Relations in Practice; A casebook. Routledge 1991. 

Nager, Norman R./Allen, T. Harrell. Public Relations: Manaaement bv 
Objectives. University Press of America 1991. $24.50. 1-105'-J ,:lit'? /91'1-

/Nager, Norman/Truitt, Richard. Strategic Public Relations Counseling .. · 
University Press of America 1991. $32.50. 

'/Nelson, Joyce. 
· Courage 1993. 

Sultans of Sl~aze: 
$39.95; $12.95pb. 

Pµblic Relations and the Media. 

Newsom, Doug, et al. 's is PR: The R lit'es of 
Wadsworth 1993. $52. 95. , ltJ fC/ 11 Y''f 

1 .. Norris, James. Public Relations. Prentice-Hall 1984. 

Common 

5th ed. 

Phillips, Charles S. Secrets of Successful Public Relations. Prentice-Hall 
1985. $49.95. ffl1 f;-'f , J-)t.f5 ;t:/lS 

'(Phillips, David. Evaluating Press Coverage: A Practical Guide to 
Measurement and Cost Effectiveness. Kogan Page 1992. Ll6.95pb . 

• 
Power-Packed PR. Communication Pubns & Resources 1988. $25.00. 

Professional Progression Career Guide. PRSA Fulfillment Department. Members 
~13.00; Nonmembers $28.00. 

/Public Relations Body of Knowledge Abstracts. PRSA Fulfillment Department. 
Binder: Members $65.00; Nonmembers $90.00. Disc: Members $45.00; Nonmembers 
$70.00. 

Ramacitti, David F. Do-It-Yourself Publicity. AMACOM 1991. $17.95. 
HO 5<} I K 1 'S 1'1'10 

Reed's Worldwide Directory of Public Relations Organizations. Pigafetta 
Press 1994. ·s110.oo. 

Reilly, Robert T. 
$45.00. 

Public Relations in Action. 
H.tf 2&J ,f\3fc.· t'iY7 
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2nd ed. Prentice-Hall 1987. 



Ro~ers, Henry. Roqers' Rµles for Success. St. Martin's 1986. $8.95pb. 

J KS;fi~ ~~~~~;~:~w~e~r~~~·~l~i~c~R~e~l~=~:~:~~~~~-R-~=-~B~o~w~t~g~~~t~D~-tao_W~car~k-f~o~r~x~o~;· 
NTC Business 1994. $27.95. . 

1 

St. John, Tracy. Getting Your fublic Relations Story on TV and Radio. Pilot 
Books 1986. $3.95. 

Seitel, Fraser P. 
$64.00. 

the Practice of, Pt1blic Belations. 6th ed. Macmillan 1994. 
f/HJ."3 ,$ ;l l'/f;L, . · ......_. 

Seminar In-Your-Home Study Courses: 
.successful Leadership and Management of the Public Relations Function; 
$uccessful Public Relations Research Management and Evaluation; 
Successful Strategic Pµblic Relations Planning; 
$Uccessful Negotiating for Pµblic Relations Professionals. 
$trategies for Successful Issues Maqagement. 

PRSA. Members $144.95 each prepaid; Nonmembers $162.95 each prepaid. 

·smith, Ruth Q. Starting a Public Relations Firm. Business of Your Own 1988. 
$59.95. 

Stevens, Art. T~ Persuasion Explosion. Acropolis 1985. 
# o<b3 .;sg-1o~ l'f~S 

$12.95. 

Tucker, Kerry/Derelian,Doris. Pµblic Relations Writing: A 
for Creating Results. Prentice-Hall 1989. 1~1 -1- r;:. 5 .I ... , . .., 

Planned Approach 

Voros, Gerald/Alvarez, Paul. 
Demand 1981. $60.00. 

::~ ·~: 

What Happens in Pµblic Relations. 
t-IH ;(. to3 , W 'f't-S 

Books on 

Walsh, Frank. Public Relations & The Law. Books on Demand. $38.90. 
r..P ~'10 s, P8 W.j5 lfi'Y 

Walsh, Frank. Public Relations Writer in the Computer Age. Prentice-Hall 
1986. 

:Wilcox, Dennis, et al. Public Relations: Strategies & Tactics. 4th ed. 
Harper College 1995 . 

. Winn~r, Paul. Effective PR Management: A Guide to Corporate Success. 
Beekman 1990. $32.95. 

Wragg, David. Pµblic Relations Hancibook. Blackwell Business 1992. $74.95. 

(Yale, David. The Publicity Handbook. NTC Business 1991. $19.95. 

5 



l 
I 
l 
I 

I 
J 

I 
. J 

J 

II.· SPECIAL INTEREST 

BIOGRAPHY/MEMOIRS 

Dilenschneider, Robert. Power and Influence:~a~ering Zhe Art of 
persuasion. Prentice-Hall 1991. $10. 95pb. D'/ , 1)5 I ftj'() 

Hill, John. Tbe Making of a fublic Relations Man. NTC Business 1993. $11.95. 

Sattler, John. Fifty Years Abead of the Hews: A Lifetime of Practical 
Public Relations Experience. Whistlestop Publishing 1993. $19.95. 

BUSINESS/CORPORA TE/MANAGEMENT 

Albrecht, Karl. At America's Service. Irwin 1988. $29.00; Warner Books 
1992. $10.99pb. flD 9q¥ZS , fl'f,;i_ /ri'JY 
Albrecht, Karl. The Northbound Train: Finding the Purpose, Setting the 
: i.rection. Shaping the Destiny of YAur ~iz1ion. AMA.COM 1994. $22. 95pb. 

rlJ) S'8'iCf I q. 7 19t:/ 
Allesandra, Tony. The Idea-A-Day Guide to Super Selling and customer 
Service. Dartnell 1992. $19.:95pb. 

Blake, George/Blake-Bohne, Nancy. Crafting the Perfect Company Name: The 
Art & Science of Namina a Company or Product. Probus 1991. $21.95. 

Bontje, Johan, C. B. 
AMACOM 1990. $75.00. 

How to Create a Plan for Successful Business Growth. 
HD ~~-7 . f3b~ 191D 

Brief, Arthur/Tomlinson, Gerald. Managing Smart. Free Press 1987. $14.95pb . 
. 

. ·Bryman, Alan. Charisma and Leadership in Organizations. Sage 1992. $55.00; 
$19.95pb. 

Buchholz, Rogene. ~B~u~s~i~n~e~s~s-.=!E~nv..:...:.i~ro~n~m~eu.t=.~w.t....&.~:..:.:;;...,.,;~&.=.:~:.....allo.W.l~.i:.=~~=c..-=o=:..=.r 
Management. Prentice-Hall 1995. 

Budd, John. go Credibility: The Management of Reputation. Turtle 
Publishing 1993. $10.95pb. 

,. 
Business Rankings Annµal. Gale Research 1995. $160.00. 

Carter, David E. American Comorate Identity No 10. Art Direction 1995. 
$39.95. 

Carter, David E. How to Improve Your Corporate Identity. Art Direction 1986. 
$11.75. 

Chajet, Clive/Shachtman, Tom. Image by pesign: From Corporate Vision to 
Business Reality. Addison-Wesley 1991. $23.99. 
· If J) 51, J.. . c.s ;;>.. /'it/ I 
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V . . Mi • 1 OU lit . 1s1on- ssigp-T9taa 0V• ~oductivity Pres, x Christopher, William F. 
~l I •1994. $15.00. 

Christopher, William/Thor, Carl G. Handbook fgr Prgductivity Meisureroent and 
Improvement. Productivity Press 1993. $90.00. 

l 

l 
l 

1cross, Kelvin, et. a:i . ..c,.o ... rp..,.o ... r.:aa.-t~e....&;IR1111e&1nlMa...,i,.s*s~aWMn~c.-e;.:.: _ _.T...,h .. e--..Ar_...t ...... o,..f_R ... e ... -_,E.,..n..,,g;;.1ai' n..,,e..,e.,r..,i ... · n ... g ....... 
Blackwell Business 1994. $l9.95pb. 

Deal, Terrence/Kennedy, Allan. 
. $l2.45pb. 

Addison-Wesley 1982 . 

Donnelly, James H., Jr. Close to the customer; Management Tips from the 
Other Side of the Counter. Irwin 1991. $20.00. 

Drucker, Peter. Managing for the Fµturei The 1990's and Beyond. NAL-Dutton 
1993. $12.00pb. 

Dr-..tcker, Peter. 

Fallon, William. 

Foster, Dennis L. 

Foster, Timothy. 
$20.00pb. 

~ana§inTIFo~_}iesults. Harper Business 1993. $12.00pb. 
IJ3 I '7 . .'·r;... -

-~37~~j~m7~}3Hand,book. 2nd ed. AMACOM 1983. $95.00. 
Tbe Complete Franchise Book. Prima 1989. $17.95; $14.95pb. 
HF 5f;)..'j, 023 I Ff:J7 /'1! I 
Qne Huncired Qne Great Mission Statements. Nichols 1994. 

·;Freed, Melvyn N. /Diodata, Virgil I. Business Informatign Desk Reference. 
Macmillan 1991. $85.00. 

Future Vision: The 189 Most Important. Trends of the 1990's. Sourcebooks 
1991. $21.95, $12.95pb. 

Garbett, Thomas. Corporate Advertising P;actices. Asso~ia~ion of National 
Advertisers 1992. $27. 50. I • • r • ·- .- • ~ : •.• ·.·~ ..-. 

Garbett, Thomas F. 
Proiect its Imaae. 

How to Build a Corporation's Identity Effectively and 
Free Press 1988. $39.95. 

j Gilbert, Dennis A. 
1988. $75.00. 

Compendium of American Public Opinion. Facts on File 

1 
Goodstein, Leonard, et. al. Applied Strategic Planning; 
Plan Tbat Really Works. McGraw-Hill 1993. $24.95. 

How to pevelop a 

Graham, John/Havlick, Wendy. Mission Statements: A Guide to jhe ~orPorate d. 
and Non-Profit Sectors. Garland 1994. $90.00. /(e-f HD30,01... , loC/'l t19r 

Gray, James G., Jr. Managing the Corporate Image; The Key To pµblic Trust. 
, j Greenwood 1986. $42. 95. (-1.1)57,;;..,, . 6-? t'/fh · 

Green, 
j Image. 

l 

Peter. Reputation is Everything: How to Safeguarc! Your Company's 
Irwin 1994. $35.00. 
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Gregory, James R. /Wiechmann, Jack G., et al. Marketing coraorate Image: The 
Company as Your Nu!Dber 1 Product. NTC Business 1993. $39.95. 

Hanan, Mack/Karp, Peter. 'jf$tffls:a}tis.~$'i91}'7frcoM 1991. $15.95pb. 
Hart, Norman. Effective Corporate Relations; Applying pµblic Relations in 
sµsiness and Industry. McGraw-Hill 1987. $14.95. 

Haywood, Roger. ffanaqing Your Reputation; .. Bow to Plan & Run Communications 
froqrams That Win friends & Build Success. McGraw-Hill 1994. $18.95. 

Beath, Robert. Management of Co~6rate Communications. 
$59.95; 24.SOpb. f/030,3 ,Hlf 99L/ 

L. Erlbaum 1994. 

.,Hills, eurtis. How to Save Your Clients From Tbemselves. Olde & Oppenheim 
1988. $14.95. 

Hitt, Michael A., et al. Management: Concepts and Effective Practice. 3rd ed . 
. West 1989. $57. 50. H.O 31 , f/533 11J '/ 
:Javed, Naseem. Naming for Power: Creating Successful Names for the Business 

World. Linkbridge Publishing 1993. $20.00. 

XKami, Michael. The New CEO: Agent for Transformation. Productivity Press 
1994. $15.00 . 

. Kami, Michael. Triager Points: The Nine Critical Factors for Growth & 
Profit. Berkley Pub. 1992. $4.99pb. 

Katzenbach, Jon/Smith, Douglas. The Wisdom of Teams; ereating the Hiqh-
PfJr~ormance Organization. Harvard Business School 1994. ·$13.00pb. '16 I R3ilf ltt 213 . 
Kelly, Al. How to Make Your Life Easier at Work. Avon 1990. $4.99pb. 

1 ;,, ,•} - • .6,:•. I •_.,,,.' ,·...:.. ......._ ··""...,,v ., ...... ,._:, '- • 
Kotter, John/Heskett, James. Corporate culture and Performance. Free Press 
1992. $24.95. jfl),:;i.7 ,J<ID? /99~ 

\LaBorde, Allyson. Coroorate Image: Communicating Visions and Values. 
Conference Board, No. 1038, 1993. $100.00pb. 

Lawler, Edward. Hinh-Involvement Management. Jessey-Bass 1991. $17.95pb. 
ff 5 ~::;-0 I t-3S 1'1 tf(o 

L~sly, Philip .. Overcoming Opposition: A Suryival Manual for Executives. 
·Prentice-Hall 1986. $15.95. 

Mar~teller, William. Creative Management. NTC Business 1992. $11.95pb. 

McGill, Michael. American Business & the Quick Fix. Holt 1991. $10.95. 

McGonagle, John J./Vella, Carolyn M. Outsmarting the Comp§tition. Source 
Books 1990. $29.95; $17.95pb. 

McNamara, Jay. Advertising Agency Management. Irwin 1989. $35.00. 
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Messner, Fred. Business-to-Business eommunications Hanc:Jbook. Association 
of National Advertisers 1991. $59.95. 

Morgan, Richard. J. Walter Takeover. Irwin 1990. $30.00. 

Murray, Alan I./Siehl, Caren. Joint vCntuteS and Other Alliances; Creating 
a Successful Cooperative Linkage. Financial Executives Research Foundation 
1990. $12.00. 

Napoles, Veronica. 
$22.95pb. 

Corporate Identity Design. Van Nostrand Reinhold 1987. 
. , W,I /1fC.c"'° 197,f . -=· 

Neal, Alfred. Business Power and Public Policy. Greenwood 1981. $42.95. 

Olasky, Marvin N. 
L. Erlbaum 1987. 

Corporate Pl1blic Relations & American Private Enterprise. 
$29.95pb. 

Oline, Wally. 
$50.00; 1992. 

Comorate Identity. Harvard Business School Press 1990. 
.... .._ .. ,,-,r.::·t... • I ·--$24.95pb. 

Onkvist, Sak/Shaw, John. 
Greenwood 1989. $49.95. 

. ..,,,, ., ......... ,.,, •' ·.:.-.... 
....... J'\,,,,,,/'-" ;'·. -

Product Life Cycles and Prodµct Management . 

Paluszek, John. 9tj[fgljs5a;'i;,ffc~:§Ij 1976-2000. Books on Demand. $20.00pb. 

Pauchant, Thierry C. /Mitrofft Ian I. Transforming the Crisis-Prone 
Organization. Jessey-Bass 1992. $29.95. 

Peters, Tom. Liberation Management; Necessary Disorganization for the 
Nanosecond Nineties. Fawcett 1994. $15.00pb. 

Poppe, Fred. 
$8.95pb. 

SO Rules to Keep a ·Client Happy. Harper Collins 1987. 

Quigley, Joseph. Vision; How Leaders Develop It. Share It & Sustain It. 
McGraw-Hill 1994. $24.95. 

Rodgers, T. J. et. al. No Excuses Management; A Dead-Right Recipe for 
Demanding and Achieving the Best. Doubleday 1993.. $35. OOpb. 

Rogers, Henry. Rogers' Rules for Success. St. Martin's 1986. $8.95pb. 

2nd ed. 

~ 

Ruch, Richard/Goodman, Ronald. Image at Che ToPi Tbe Crisis and Renaissance 
in rverican 'iZ~oJ~'t Leadership. Free Press 1983. $32.95. 

H 30.-:, · 3 
Sauerhaft, Stan/Atkins, Chris. Image Wars; Protecting Xour Company Wben 
l'bere Is No Place to Hide. John Wiley 1989. $22.95. · 

I 
Selame, Elinor/Selame, Joseph. 
Influence in the Marketplace. ·. .. ~,,..c; . ,... ~ /""":' 

- • ...,, ) . .....,, ._J .' 
. -

The Company Image: Building Your Identity & 
John Wiley 1988. $39.95. 

~ ·" ~~--
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1 Sherlock, Paul. Rethinking Bus~ness to Business. Marke;=ing.. Free Press 1990. 
$22.95. 

Slater, Robert. Tbe Hew GE= Row Jick Welch Revived an Affierican Institution. 
Irwin 1992. $27.50. 

Sobel, Marion. Shaping the Coroorate Image; An Analvtical Guide for 
Executive pecision Makers. Greenwood 1992. $42.95. 

Sonnenfeld, Jeffrey. The Hero's Farewell: Wbat Happens Wben CEOS Retire. 
Oxford University 1991. $ll.95pb. 

Taggart, Philip W., et. al. ~~ing tour Company ~lie. AMA.COM 1990. $75.00. 
· 4o;;i. .37 -r35 111 

Tedlow, Richard S./Porter, Glenn. Keeping the eorporate Image: Pµblic 
Eelations & Business. 1900-1950. Jai Press 1979. $73.25. 

Thomsett, Michael C. Tbe Little Black Book of Product Management. AMACOM 
1990. $14.95. 

Timpe, A. Dale. Productivity. Facts on File 1989. $29.95. 

Tomasko, Robert M. Rethinking the Corporation: The Architecture of Change. 
AMA.COM 1993. $22.95. 

Tomasko, Robert M. Downsizing: Reshaping t~ Corporation for the Future. 
AM.n.COM 1990. $17. 95pb. HD f.s:,1. S 5' TS /9'i 
Vella, Carolyne/McGonagle, John. Improved Business Planning Using Competitive 
:;~;:ligence. Greenwood 1988. $45.00. 

Wallace, Thomas F. Customer-Driven Strategy: Winning Through Qperational 
Exce;lence. Oliver Wright 1992. $32.50. 

Walton, Wesley/Brissman, Charles. Corporate Comrounications·Handbook. Clark 
Boardman 1990. $105.00. 

Weitzen, H. Skip. Hypergrowth. John Wiley 1991. $24.95 . 
• 

Wick, Calhoun/Leon, Lu Stanton. The Learning Edge: How Smart Managers and 
Smart Companies Stay Abead. McGraw-Hill 1993. $22.95. 

Wood, Donna J. Business & Society. Harper College 1990. $54.50. 

CA~E STUDIES 

Bianco, David. PR News Casebook. Gale Research 1993. $95.00. 

Center, Allen/Jackson, Patrick. ~~.-a~=--s..11r.~.t&2s_...~a.&.ll;.m.lllolii.ii~.u.it.U.lii~lf.iw~-....;~~ 
Studies and Problems. 4th ed. Prentice-Hall 1990. 

Gottschalk, Jack. Crisis Response: Inside Stories on Managing Image under 
Siege. Gale Research 1993. $49.95. HJJS'/,~ ,C7S 11'13 
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Hendrix, Jerry A. Wfl{;_f=l~Wj' ~~ij9· 3rd ~W!i_~;-;111995. $30.9Sp~_. 
Moss, Danny. Pµblic Relations in Practice; A Casebook. Routledge· 1991. 
$74.00. 

Simon, Raymond/Wylie, Frank. eases in Public &elations Management. 
RTC 1994. $24.95. 

COMMUNICATION/PERSUASION/SOCIAL SCIENCE 

Aronson, Elliot. Age of Propaganda; Tbe Eyeryday uae & Al?use of Persuasion. 
W.H. Freeman 1991. $ll.95pb. 

Bateman, David/Sigband, Norman. Commµnicatinq in Business. 3rd ed. 
Harper College 1988. $56.50. 

Becker, Samuel/Roberts, Churchill. Di~~Oer7~a3~~s/7j}~unication. Harper Collins 1992. $40.50. 
. ~~11?.3 

Bittner, John. Mass Communication: An Introduction. 5th ed. 
Prentice-Hall 1989. P90 , 8.515 /1?~. tn ... '-!J;..... 4~i l?J'fo 

Proiections. 

Bovee, Courtland L./Thill, Jo!Ui V. 
McGraw-Hill 1994. l~ ./'-- /1f~ 

Business Comrounication T9day. 
Hr 571 t . 8bb t'l ?ft, 

3rd ed. 

4th ed. 

Brody, E.W. Communication Tomorrow: New Aµdiences. New Tecbnologies. New 
Media. Praeger 1990. $45.00; Greenwood 1990. $17.95pb .. 

Brody, E.W. Managing Communication Processes: From Planning to Crisis 
Response. Greenwood 1991. $49.95; $17.95pb. 

Corman, Steven R., et al. 
Longman 1990. $28.50. 

Foundations of Organizational Communication. 

Creedon, Pamela J. 
$52.00; $25.00pb. 

Women in Mass Conununications. 2nd ed. Sage 1993. 

Crossen, Cynthia. Tainted Truth: Tbe Manipulation of Fact in America. Simon 
& Schuster 1994. $23.00. · 

,. 
Diamant, Lincoln. 
1991. $27.95"7 r:.' ~,,,, ,-"-"lL- /'7 t j 

Broa~cast C~mmunications Dictionary. 
p I '1'10,, I I~- 116'1• 

3rd ed. N'I'C B~iness 

Communications and the Future. World Future 1982. Didsbury, Howard. 
$14.50pb . 

. \ Didsbury, Howard. The 
Future 1993. $21.00. 

Years Abead; Perils. Problems & Pr9mises. World 
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Dilenschneider, Robert L. A Briefing for I,eaders; 
pitimate Exercise of Power. Harper Business 1992. 

Communication as the 
$23.00. 

Ferguson, Sherry. Mastering the Pµblic Opinion Challenge. 
Irwin 1993. $50. oo. · · 
Frederick, Howard. Global Communication and International Relations. 
Wadsworth 1993. $18.95pb. 

Glanz, Barbara. The Creative Commµpicator; 399 Ways to Communicate 
Commitment Without H°ring Peo~le to Death. Irwin 1993. $20.00. 

D so. 3 ,. sh 1'1'13 
Goldhaber, Gerald. Orijnizational Communication. Brown & Benchmark .;_9933 H 131 ;GslO /'18<0 ''<-'..:.. ~ 11;" 
Hiebert, Ray, et al. Mass Media VI. ·Longman 1991. $33.95. 

Oxford University Press 1989. 

Communications - For a Change. Prentice-Hall 

Kreps, Gary L. Organizational Communication. 2nd ed. Longman 1990. $37.95. 

Lesly, Philip. Selections from Managing the Human Climate. Philip Lesly Co. 
1979. $9.00. 

Lichtgarn, Peter. 
1993. $20.00. 

The Corporate Communicator's Ouick Reference. 
HD::V.3 • L5 t9<J3 

·;:.:=:::~ig, James. Merch ts o Vi · n: 
.o Jusiness. Berrett-Koehler 1994. 

Mar:in, L. John/Hiebert, Ray Eldon. Current Issues in International 
Communication. Longman 1990. $29.50. 

Irwin 

Mccombs, Maxwell, .et al. 
L. Erlbaum 1991. $29.95; 

Contemporary Public Opinion: Issues & the News. 
$14.95pb. 

Merriam, John/Makower, Joel. ~~~d~W:.:=..11...::&-...~:..-:.=---.::o&&l ........ -=-===---=~.i;.:=-~~~ 
& How to be the First to Uncover Them. 

Murphy, Kevin. What Did You Say?: Management Through Effective Listening . 
. Bantam 1987. $6.95pb. 

Petty, Richard/Capioppo, John T. Communication & Persuasion. 
Springer-Verlag 1986. $58.00. 

Pincus, J. David. Top Dog. McGraw-Hill 1994. $24.95. 

Powell, Lucas A., Jr. The Fourth Estate & the Constitution: Freedom of the 
Press in America. Berkeley: University of California Press 1992. $24.95. 

Price, Vincent. Public Opinion. Sage 1992. $21.95; $9.95pb. 
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Ray I Rebecca. Bridging Both Wgrlds; The cgmmunication Consultant in 
~rporate America. University.Press of America 1993. $49.50; $27.~0pb. ~ 

Reardon, Kathleen. rgt~erso~l C~uni~~on. Wadsworth 1987. 
F 37 ,c ..S ~ I. · 

Severin, Werner/Tankard, James. Communication Tbeories: Origins. 
~· Longman 1988. $34.95; $20.95pb. 

$24.95. 

Methods, 

Sinickas, Angela. How to Measure the Success of Your <;qrnmnpjcatigp Prog;ccsrns: 
A fractical Guide for Working Miracles. Ragan Comnnmi cations 1994. $19. 95. 

Waldrop, M. Mitchell . ..c:::::o.:.1.1mo=-=.l.=.ex~1=-' t.=.v""-'-: ...... ThM.t.:1e=-.tEm11.W:ie1.111m~i..,n1:1q._.S-=c .. i,.en .. c,.,e._.a.,t._..t .. h1aoe--...E-.:d11:a=.ie=-io.:.1f11....:10"-11rwd~era.r 
and Chaos. Simon & Schuster 1993. $12.00pb. 

Wiener, Valerie. Power Communications: PosltiQA¥1q . Xrself for High 
Visibility. NYO Press 1994. $24. 95. HD 30.:!; , ())5 l&/1 

Winett, Richard. Information & Behavigr; Systems of Influence. L. Erlbaum 
1986. $39.95. 

Yankelovich, Daniel. Coming tg Pµblic Judgement: Making Democracy Wgrk in 
a Complex World. Syracuse University Press 1991. $34.95; $16.95pb. 

COMMUNITY RELATIONS 

Bagin, Don, et al. h h 1, • 1 • All 1JL.A-W .L.J.... ' T e Sc oo & Community Re ations. yn 1994. /'??~ 
J.. <. d..J:J • KS3 l97"-

Brion, Denis J. 
1991. $55.00. 

Essential Industry and the NIMBY Phengmenon. Greenwood 

Kruckeberg, Dean/Starck, Kenneth. Public Relations & Community: A 
Reconstructed Theory. Greenwood 1988. $42.95. 

Pick, Maritza. How to Save Your Neighborhood. City or Town:- The Sierra Club 
Gµide tg Community Organizing. Sierra Club Books 1993. $12.00pb. 

COMPUTERS/DESKTOP PUBLISHING • 
Felici, James/Nace, Ted. Desktop Publishing Skills. Addison-Wesley 1987. 
$24.75 . 

. Freedman, Alan. 
Reference. 6th ed. 

Gold, Ron. The Personal Computer Publicity Bgok. Ron Gold 1984. $100.00. 

Juliussen, Karen/Juliussen, Egil. 
Industry Almanac 1994. $55.00. 

Comouter Indust;y Almanac. &ti H.D qft,q{.p 'fd C<&>5 
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-1 CRISIS/EMERGENCY 

Bernstein, Alan. Eme7{;,ncv · P~ti~~elations Ma.nµal. 
$145.95; $99.95pb. sss-~ ~ 1917 

3rd ed. PASE 1988. 

Donohue, William. Managing Interpersonal Conflict. Sage 1992. $36.00; 
$16.95pb. . 
Dougherty, Devon. Crisis Communications: Wbat Every Executive Needs to 
~- Walker & Co. 1992. $24.95. 

Fink, Steven. 
$19.95. 

Crisis Management: Planning for the Inevitable. AMACOM 1986. 
fl.Df'i 1FS{, /98(p 

Gottschalk, Jack. Crisis Response: Inside Stories on Managing Image Under 
Siege. Gale 1993. $49. 95. HD 57,-;)_ ,C 75 lt:/C/3 
Gwin, Louis. Speak No Evil: The Promotional Heritage of Nuclear Risk 

·Communication. Greenwood 1990. $45.00. 

Herman, Jerry. Crisis Management: A Gµide to School Crises & Actions Taken. 
Corwin 1994. $15.00pb. 

Janis, Irving L. Crucial Decisions: Leadership in Policy Making & Crisis 
Management. Free Press 1989. , $35. 00. HD 30. ;;<,3 . '13'7 I '1 g9 
Lukaszewski, James. Executive Action Crisis Management Workbook. 
Lukaszewski 1993. $50.00. 

Lukaszewski, James. Executive Action:· Managing Litiaation Visibility. 
Lukaszewski 1994. $60.00. 

Marconi, Joe. Crisis Marketing: When Bad Things Happen to Good Companies. 
Probus 1992. $22.95. 

Mitroff, Ian/Pearson, Christine. 
r Or anizat'on' 

Pauchant, Thierry/Mitroff, Ian. 
Jessey-Bass 1992. $29.95 . 

A Diaanostig Guide for 
Jessey Bass 1993. 

Transforming the Crisis-Prone Organization. 

. Pinsdorf, Marion. Communicating When Your Company Is Under Siege: Surviving 
Public Crisis. Free Press 1986. $27.95. 

Ten. Berge, Dieudonnee. The First 24 Hours: A Comprehensive Guide to 
Successful Crisis Communications. Blackwell Business 1990. $42.95. 

CULTURAL DIVERSITY 

Certo, Samuel. Modern Management: Diversity. Quality. Ethics & the Global 
£nvirgnment. 6th ed. Allyn & Bacon 1994. $61.00. 
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Certo I Samuel. Superyision; Building Quality and pi versity Through 
Leadership. Irwin 1993. $44.95. 

Cox, Taylor Jr. cultural Diversity in Organizatigns; Theory,·Research and 
Practice. Berrett-Koehler 1993. $29.95. 

Dickerson-Jones, Teri. Fifty Activities for Managing cultural Diversity. 
Human Resource Development Press 1993. $139.95, 3-ring binder . . 
Directory Of Mµltic;ultural Pµblic Relations Professionals & Minority Owned 
Firms. PRSA Fulfillment Department. Members,· $33.00; Nonmembers, $43.00. 

Henderson, George. cultural Diversity in the Workplace: Issues and 
Strategies. Quorum 1994. $58.00. 

Miller, Lynda, et al. Cultural Cobblestones: Teaching Cultural Diversity. 
Scarecrow 1994. $25.00. 

Morrison, Ann. Developing Diversity in Organizations. Center for Creative 
·Leadership 1992. $20.00. 

Multicultural Diversity: The Communications Challenge for the 1990s. PRSA 
Fulfillment Department. Members $20.00; Nonmembers $30.00. 

Rossman, Marlene. Multicultural Mar1ceting: Selling to a Diverse An1erica. 
AMACOM 1994. $22.95. 

Sims, Ronald/Dennehy, Robert. Diversity and Differences in Organizations; 
An Agenda for Answers and Questions. Greenwood 1993. $49.95. 

Williams, Teresa/Green, Adrian. pealing With Difference: How Trainers Can 
Take Account of Cultural Diversity. Ashgate 1993. $51. 95 .. 

DEMOGRAPHICS . . 
Ambry, Margaret K. Almanac of Consumer Markets: A Demographic Guide to 
Finding Ioda[i's Complex & Hard to Reach Customers. Probus 1990. $22.95pb. 

~· c /JO . cG f\(QS IC/ ?'1 . 
Ambry, Margaret/Russell, Cheryl. The Official Guide to the American 
Ma~~place. New Strategist Publications & Consulting 1992. $69.95. 
. HA~'/-- . 4'=' l'/1;)..,, . • 
The eomplete Demographic Reference Quide: Zip Code Edition. Urban Decision 
Systems 1993. $195.00. 

Crispell, Diane. The Insider's Guide to Demographic JCnow-How. Probus 1992. 
$24.95. 

Demographics USA 1994. 
~ HF 54-15~ :i.. 

Market Statistics . . ~'it $350.00. 
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Jt:i.ntner, Hallie. .-D:ae.wm:ll'ggra~*n-=h..,1-:· c~s-; _A_...Ca..,.sll.llebo~c.o~k.__.fll.lo-'lr.._ .... B.u.s.in.e.,s..,s __ i_Ggy....., .... e ... rn.m.....,'""'e .... n~t. 
westview 1994. $60.00. · . . 

• I' I ' - . ', • • ~. 

Michman, Ronald D. Lifestyle Market Seamentation. Greenwood 1991. $55.00. 

fopulation Profile of the United Stati>s. U.S. GovermnePt Printing Office. 
S/N 803-005-10038-4. $8.50. l{S GOU oc c 3,11(p: P-~OIL.7 . 

Skolnick, Lewis. Demographic City Overview. Rector Press 1994. $225.00pb. 

Wolfe, David B. Serying the Ageless MarJset. McGraw-Hill 1990. $24.95. 

DESIGN SERVICES 

Baird, Russell, et al. Tbe Graphics of COmmunication. 6th ed. HBJ College 
1993. ~~o~. /'1&:> Z~"f 1T 3'6' / 'fg'O 
Crawford, Tad. Legal Guide for the Visual Artist. 3rd ed. Allworth Press 
,,,199~ $19.95. KF 3'fD .-A'l G'l.3 ~ ~ /177 
Ganim, Barbara. The Designer's Commonsense Business Book. NTC 1993. $29.95. 

Ganim, Barbara. Setting the Right Price for Your Design & Illustration. 
Northlight Books 1994. $24.99. 

Sonsino, Steven. Packaging pesign. Van Nostrand Reinhold 1990. $14.98. 

DIRECT MARKETING 

Bacon, Mark S. Do-It-Yourself;P~rect Marketing. John Wiley 1994. $16.95. 
HF s+1 S' .1,,;i._ • 33 /Cf 9~ 

Benson, Richard. Secrets of Successful pirect Mail. NTC Business 1989. 
$29.95; $l6.95pb. 

Bird, Drayton. Commonsense Direct Market~ng. 3rd ed. NTC 1994. 
HF 5'+15 .1;1...to , Bs7 12/'l 

Bly/ Robert. Business to Business pirect Marketing. NTC 1993. $39.95. 

Encyclopedia of Telemarketing. Prentice-Hall 1991. $21.95pb. 

~ttlieb, Richard. The pirectory of Mail Order Catalogs. 7th ed. Grey House 
·.Publishing 1994. $145.00. HF=5'fl,0 .G,~3 v-~~:....i ·"- !~1/ 

GrQss, Martin. The Direct Marketer's Idea Book. AMACOM 1989. $19.95. 

Harlan, Raymond C./Woolfson, Walter M., Jr. Telemarketing the WorJss. Probus 
1991. $22.95. 

Jefkins, Frank. Sell AnYthinq by Mail. Bob Adams Inc. 1990. $6.9Spb. 

~~~~~5 .susan K. crj~tg~JStl~iew,6ibif;~2J Mar1seting. 
" 

NTC Business 1991. 
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Jutkins, "Rocket" Ray. J9~f,re'j;t Mjkke~in;q· NTC 1993·. $39.95. 
F. /. • I~ , S'l I 13 . 

Kremer, John. Tbe Complete Direct Mar)ceting Sourgebook. John Wiley 1992. 
$19.95pb. 

Kremer, John. Mail Order Selling Made Easier. Open Horizons 1990. $19.95. 

Lewis, Herschell Gordon. Direct Mar1ceting Strategies & Tactics. Dartnell 
1992. $49.95. 

Linchitz, Joel. The Complete ciide t~ Tele0arketing Management. AMACOM 1993. 
$24. 95. HF 51/S. IOJ.. , Lg I Cf</ . . ~-

Ljungren, Roy G. Business to Business Direct~~rketing Handl:?ook. AMA.COM 1988. 
$75.oo. HF 5~15. J;i.C) ,L.S'7 11 
Manning, Matthew, et al. National Directorv of Catalogs. Oxbridge 
Communications 1995. $245.00. 

Roman, Ernan. Intearated Direct Marketina. 2nd ed. HTC Publishing 1994. 
$45.00. 

Sroge, Maxwell. 
Publishing 1994. 

The United States Mail Order Business. 
$54.95. 

2nd ed. 
_,.,., 

NTC 

Shepard & Associates, David. The New pirect Marketing ... How to Implement 
a Profit priven Database Marketing Strategy. Irwin 1994. $60.00. 

I Vogele, Siegfried. Handbook of pirect Mail: The pialogue Method of pirect 
. Communication. Prentice-Hall 1992. $?3. 3·3. 

What Every Account Executive Should J(now Al:>out Direct Marketing. A.A.A.A. 
1991. Members: $5.00; Nonmembers: $10.00. 

EDUCATION/CAREERS 

Barnes, Chris. Practical Marketing for Schools. Blackwell 1993. $24.95. 

I ,, 
Bonus , Thaddeus . 
$24.00. 

Improving Internal Communication (college) . CASE 1984. 

I ~o+tner, Doy 1 e . 
$18.95. 

Public Relations for Public Schools. Schenkman 1983. 

\ Brett-Elspas, Janis. The Source: Guide to Communication Jobs. Rachel PR 
Services 1994-95. $29.00pb. 

I Careers in fublic Relations. 
available). 

PRSA. $2 • o o prepaid. (Quantity prices 

I Field, Shelly. Career Opportunities in 
Facts on File 1990. $27.50. 
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Gr~y, Lynton. Marketing Edµcation. Taylor & Francis 1991. $27.00pb. 

Handbook Sf Instf tut~l ~yancement . Books on Demand. $14 7. 3 0 . r #\3£-fd<. , 11 " 
Hayes, Thomas J. New Strategies in Higher Edµcation Marketing. Haworth 
Press 1991. $32.95. 

Holcomb, John H. Educational Marketing: A Business Approach to School-
com.munity Relations. University Press of America 1993. $47.50; $27.50pb. 

Johnson, Kendall. School Crisis Management: A Hands-on Guide to Training 
Crisis Response Teams. Hunter House 1993. $19.95pb. 

Jones, William/Stough, Charles s. Uncovering Up: A Gµide to Ex;:i]'lenen,en 
School Public Relations. ETC Publications 1977. $12.95. L8~8 , 
Kot~er, Philip/Fox,.Karen. Stratl?fc Marketif<? for Educational Institutions. 
Prentice-Hall 1985. $51. oo. ;/.YOfo 1 fo7 11 ?S 

Marx, Gary, et al.. Public Relations for Administrators (school). A.A.S.A. 
1985. $7.95pb. 

Morgan, Bradley. Public Relations Career Directory. 5th ed. Gale Research 
1993. $34.00. 

Moore, R. Keith/Hunt, Susan. ··How to Make Big Improvements in the Small PR 
~. CASE 1985. $24.00. 

Pattis, S. William. Careers in Advertising. NTC Business 1991. $16.95. 

Public Relations Professional Career ·Guide. PRSA Fulfillment Department. 
$13.00 Members; $28.00 Nonmembers. 

Rotman, Morris. Opoortunities in Public Relations Careers. NTC Business 
1988. $10.95. 

Rowland, A.W. Handbook of Institl/ional ~vancement. 
1986. $65. 00. L[j J.31.J>;i, 8 I 3~ I '11 2nd ed. Jessey-Bass 

Rudman, Jack. Director of Public Information. 
$26.00. 

National Learning 1991. 

R':1dman, Jack. Public Relations Assistant. National Learning 1991. $20.00. 

·Rudman, Jack. Public Relations 12~.:~sctQt· National Learning 1991. $24.00. 

Rudinan, Jack. Publisc R~lst~Qns ~Pf:scial~§t. National Learning 1991. $20.00. 

Topor, Robert. Institutional Image; HQW to Define. Improve, Market It 
(college). CASE 1986. $32.00. 

Topor, Robert. Marketing Higher Education, CASE 1983. $24.00. 
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EMPLOYEE RELATIONS 
t . 

Corrado, Frank. 
$8.9Spb. 

Coumnmicating With Bmplgyees. Crisp Publishing 1994. 

Dmlgyee Benefits in a Cbsmgins Economy. Go~on Press 1994. $250.00. 

Fersh, Don/Thomas, Peter. Complv;n~ Wi~ t~ A1nericans With Pisabilities 
A£t,. Quorum 1993. $49. 95. l(F 3 (, ,F g I 93 · 
How to t.1.iee a~Write Your E~ Handb~~. 2nd ed. AMACOM 1988. 
$79.95. .e '' ""G f'U-fkAA<.. """"'- "u Vitvt-.~ l-IPSS'-1'1 ,S ,Cl.:J... Ht,P /: 
Jennings, Sid, et al. Employee Relations Audits. Routledge. 1990. $52.50. 

Larkin, T. J. /Larkin, Sandar. 
for SUsiness G9als. McGraw Hill 

Marchington, Mick. Managing the Team: A Guide to Total Employee 
·Involvement. Blackwell Business 1992. $39.95. 

Mellander, Klas. 
1993. $20.00. 

The Power of Learning: foStering Employee Growth. 
HF SS'TCJ .S ,T7 ft135 /t!'f3 

Irwin 

Mink, Oscar, et al. Developing High Perforroance People. Addison-Wesley 
1993. $22.95 .. 

Pressel, Lloyd/Gardner, Robert. Superyision for Empowered Workers: New 
Leadership Styles for Self-Managing Teams. Loma Linda 1993. $24.95. 

Ruch, Richard/Goodman, Ronald. 
relationship). Free Press 1983. 

Image at the Top . 
$32.95. HD3o.3 

(management-employee 
• RS J9f3 

ENVIRONMENT 

Encyclopedia of Environmental Information Seryices. Gale Research 1993. 
$125.00. . 

Harrison, E. Bruce. 
Handbook. 2nd ed. 

Environmental Communication and Public Relations 
Government Institutes 1992. $59.00. 

Harrison, E. Bruce. Going Green: How to Communicate Your companv' s 
Environmental Commitment. Irwin 1993. $30.00. 

Hoffman, W. Michael. The eorporation. Ethics & the Environment. Quorum 
Books 1990. $59.95. 

Ottman, Jacquelyn. 
New Marketing Age. 

Green Mar}ceting; Challenges and Opportunities for the 
NTC 1994. $24.95. 

j , Ottman, Jacquelyn. 
Demands. NTC 1993. 

Green Marlceting: Responding to Bnvircnmental Consumer 
$24. 95. /-J F 5LI/ 3 . 0 gq 111::; I 
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The Roper Organization. ·l'he Enyiromnent; Publig Attitudes and Individual 
Behavior. The Roper Organization 1992. 

The Roper Organization. Environmental Behavigr;. Hgrth America. canada. 
ffeXico. The Roper Organization 1992. · 

Stilwell, E. Joseph. AMACOM 1991. $27.95. 

ETHICS 

~guila7, Francis J. Supercharging Corporate Performance: Business Ethics 
in Action. Oxford University Press 1994. $21.00. 

Baker, Lee. l'c 
Relations. 

Dosick, Wayne. The Business Bible: 
· Workplace. Harper Business 1994. 

Ten Commanaments for Creating an Ethical 
$10.00pb. 

Fink, Conrad. Media Ethics. Macmillan 1994. 

Green, Ronald. The Ethical Manager: A New Method for Business Ethics. 
Macmillan 1993. 

Henderson, Verne E. What's Ethical in Business. McGraw-Hill 1992. $19.95. 

Hill, Ivan. 
$17.95pb. 

Ethical Basis of Economic Freedom. Ethics Research Center 1980. 

Sims, Ronald. 
Renewal. Quorum 

{3J /tJ/~ , £ F' 
Sutton, Brenda. The Legitimate Corporation: Essential Readings in Business 
Ethics and Corporate Governance. Blackwell 1993. $64.95; $29.95pb. 

Ward, Gary. peveloping and Enforcing a Code of Business Ethics. Pilot 1989. 
$5.QOpb. 

FINANCIAL 

· Arfin, F.N. Finapcial P\lblic Relations. Trans-Atlantic 1994. $97.50. 

Bank Marketing Association. 101 Market'ing Ideas - Vol. IV. Bank Marketing 
Association 1990. $45.oo. 

Bank Marketing Association. Building a Financial Seryices Marketing Plan. 
Sourcebooks 1989. $49.95. 

Bank Marketing Association. Inside Bank Marketing. Bank Marketing 
Association 1990. $110.00. 
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Bank Marketing Association. Practigal Marketing Ideas; 195 Profitable 
Tactics for vcur Financial_ Institution. Sourcebooks 1991. $49 :95. 

Bowman, Pat. Handbook Df ~i~anc:~l;f ~r.1 Belations . 
19 9 3 . $ 31 . 0 Opb . fl 5 • 1 S ft, t/. . 

Butterworth-Heinemann 

Berry, Leonard, et al. Bankers who Sell; Improving Selling Effegtiveness 
in Banking. Irwin 1985. $37.50. . 
Graves, Joseph. 
$65.00pb. 

Investor Relations Today. Investor Relations 1985. 

Mahoney, William F. 
Increasing Xour Profits 

The Active Shareholder; 
and Minimizing Your Risks. 

Exercising Xour 
John Wiley 1993. 

Nichols, Donald. The Handbook of Investor Relations. Irwin 1988. 

Rights. 
$21.95. 

$54.00. 

Radden, Gary A. peveloping New Financial Products. Financial Sourcebooks 
1990. $69.95. 

Roalman, Arthur.. Investor Relations That Work. Books on Demand 1981. 
$71.80pb. 

Rosenbaum, Michael. Selling Your Story to Wall Street: The Art & Science 
of Investor Relations. Probus 1994. $35.00. 

Rosenfield, James R./Martinez, John M. Financial Services Direct Marketing. 
Sourcebooks 1991. $55.00. 

Sametz, Arnold. The Battle for Corporate Control; Shareholder Rights. 
Stakeholder Interests & Managerial Responsibilities. Irwin 1990. $52.00 

Samuelson, Paul/ Nordhaus, William. 
$40.00. 

Economics. 13th ed. McGraw-Hill 1989. 
11.B 17/.5 .S.:<5 /&/fS C"-f.c.u·~ 1~-.a..I, 

Taggart, Philip w. Taking Your Company Public. AMACOM 1990. 
I+& +o ;;._'t . s 7 T 3 s t '1r I 

$75.00. 

GOVERNMENT/POLITICS/PUBLIC AFFAIRS/ISSUES MANAGEMENT • 

Baker, Daniel B. Political Quotations. Gale Research 1990. $39.95 . 

. Dominguez, George. Ggvernment Relations: A Randbook for Developing & 
Cond.uctina the Company Program. Books on Demand. $109.50. 

Eµropean Public Affairs Handbook. Rector Press 1994. $225.00. 

Foundation for Public Affairs. 
Quarterly 1991. $169.95. 

Heath, Robert/Nelson, Richard. 
$19.95pb. 

Public Int~est Profiles .. Con~ressional 
R~.f .JK/// I P7'/ ~ ~ lct8'i/gq . 
Issues Management. Sage 1985. $42.00; 
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Beath, Robert L. Strategic Issues Management; Bow orqani;ations Influence 
i Re§Pond to Pµblic Interests & Policies. Jessey-Bass 1988. $40.95. 

Henry, Nicholas. 
1995. 

Prentice Hall 

Johnson-cartee, Karen S./Copeland, Gary A. Negatiye Political Ad.vertising: 
kQtning of Age. L. Erlbaum 1991. $59.95. 

Kemp, Roger. Strategic Planning in Local Governroent : A Handbook for 
Officials & Citizens. McFarland 1993. $39.95. 

Kern, Montague. 30-Second Politics: Political Advertising in the Eighties. 
Greenwood 1989. $45.00; $18.95pb. 

Manheim, Jarol B. All of the People. All of the Time: Strategic 
Communications & American Politics. M.E. Sharpe 1991. $35.00 . 

. Marcus, Alfred, et al. Business Strategy & Pµblic Policy. Greenwood 1987. 
$75.00. 

Morrison, Catherine. Managing Corporate Political Action Committees. The 
Conference Board 1986. $60.00. 

Nagelschmidt, Joseph. Pµblic Affairs Handbook. Books on Demand. (available 
from PRSA). Public Affairs Section Members $10; other PRSA Members··$15; 
Nonmembers $20. Jk 4-~'1 , Pg~ 
Passarelli, Anne B. Public Relations in Business. Government and Society: 
A Bibliographic Guide. Libraries Unlimited 1989. $32.00. 

Public Affairs Council. Leveraging State GQVernment Relations. Public Affairs 
Council 1990. Members $30.00; Nonmembers $45.00. 

Remmes, Harold. Lobbying for Your Cause. Pilot Books 1986. $3.95pb. 

Shafer, Peter. Adding Value to the Public Affairs function: Using Quality 
to Improve Perfonnance. Public Affairs Council 1994. $150.00. 

' Smucker, Bob. The Nonprofit Lobbying Guide. Jessey-Bass 1991. $24.95. 

Trent, Judith/Friedenburg, Robert. Political Campaign Communication: 
P_rinciples and Practices. 2nd ed. Greenwood 1991. $59.95; $17.9Spb. 

Wittenberg, Ernest/Wittenberg, Elisabeth. How to Win in Washinaton .. 
Basil Blackwell 1994. $19.95pb. · 

Yorke, Harvey/Doherty, Liz. 
Elections. Harvey Yorke 1982. 

Candidate's Handbook for Winning Local 
$11.00pb. 
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GRAPHICS/PHOTOGRAPHY -. 

Bly, Robert. Perfect Sales Piece: 
Creating Brochures. catalogs. Fliers. 

A Complete Do-It-Yourself Guide to 
Wiley 1994. $14.95. 

Conover, Theodore. Graphic Communications Today. 2nd ed. West Publishing 
1991. $48.00 . 

. Crow, Wendell. Communication Graphics. Prentice-Hall 1986. $43.50. 

Douglis, Philip. Pictures· for Organizations. Ragan Communications 1982. 
$39.95. 

Marsh, Patrick. Messages That Work; Gµide to Communication Design. 
Educational Tech. Pubs. 1983. $38.95. 

White, Jan. Mastering Graphics: Desian and Production Made Easy. Bowker Co. 
1983. $39.95. 

White, Jan. Graphic Pesign for the Electronic Age. Watson-Guptill 1988. 
$27.50pb. 

\,_ ... -'-

c .iNTERNATIONAL 

Arons, Rick. Euromarketing: A Strategic Planner for Selling in the Hew 
Europe. Probus 1991. $32.50. 

Carvounis,Chris/Carvounis, Brinda. U~S. Commercial Opportunities in the 
Soviet Union. Greenwood 1989. $49.95. 

Cateora, Philip. International Marketing. 8th ed. Irwin.1992.· $59.95. 

Cavusgil, Tamer/Czinkota, Michael R. International Perspectives on Trade 
Promotion and Assistance. Greenwood Press 1990. $59.95. 

Czinltota, Michael, et al. 
Comcanv for the New World 

j De Mente, Boye. How To po Business With the Japanese. 
. _$~ 7. 95pb. 

2nd ed. NTC 1993. 

Eurgpean Public Affairs 
Services. $129.00. 

Directory. 
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Hassan, Salah/Kaynak, Erdener. Globalization gf Consumer Mar)tets: 
§t:ructµres and Strategies. Haworth Press 1994. $74. 95. 

Jain, Subhash. Export Strategy. Greenwood 1989. $55.00. 

Jain, Subhash. Int,,-pa/~~09~ M~~~:J~g f~}~gement. Wadsworth 1993. $58. 95. 
Jain, Subhash. Market Evolution in Developing Countries: The Unfolding of 
the Indian Market. Haworth Press 1993. $44~95. 

Kaynak, Erdener. Sociopolitical A8pects in International Business. Haworth 
Press 1990. $89.95. 

Lamont, Douglas. Winning Worldwide: Strategies for Dominating Global 
Markets. Irwin 1990. $30.00. 

Lynch, Richard. ro ew 
Opportunities. Irwin 

Presner, Lewis A.. The International Business Dictionary and Reference. John 
Wiley 1991. $45.00. 

Quelch, John. cases in European Marketing Hanaaement. Irwin 1994. $42.95. 

Quelch, John. The Marketing Challenge of Europe. 
$27.95. 

Addison-Wesley 1992. 

Ricks, David. Blunders in International Business. 2nd ed. Blackwell 1993. 
$16.95pb. 

Roth, Robert. 
$34.95. 

International Marketin.g Communications. NTC Business 1982. 
I-IF /oo'f,S .Rlo'f /<:Ji';<_ 

Ryans, Jr., John K./Rau, Pradaeep A. 
American Marketing Association 1990. 

Marketing Strategies for a New Europe. 
$29.95. 

Weber, Robert E. The Marketer's Guide to Selling Products Abroad. Greenwood 
1989. $55.00 . 

• 
n 

Nations. 

~illiams, Robert, et al. The World's Largest Market; A Business Guide to 
. Eurgpe 1992. AMACOM. $19.95pb. ilF /53;;(.

1
5 1 uJSS 1990 

w..,uters, Joyce. International Public Relations: How to Establish Your 
...... ;npany's Product. Seryice & Image in Fore~ Markets. Books on Demand 1994. 
3;;5. 40. HF /'f /(p .s I U) (&, i I 99. 
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Gottschalk, Jack A. Marketing PR for Lawyers. NJ Institute CLE 1990. 
$40.00. 

ICennedy, Daniel. Law Firm Marketina; Successfully Promoting and Building 
Your Small Firm or Solo fractice. Irwin 1994. $45.00. · 

Lamb, Robert, et al. Business. Media and the Law. NY University Press 1980 • 
. $25.00. 

Middleton, Kent/Chamberlin~ Bill. Law of fublic Commun,ication. 3rd ed. 
Longman 1994. $48.95. 

Posch, Jr., Robert J. The Complete Gµide to Marketing and the Law. 
Prentice-Hall 1988. $79.95, supplement $40.00pb. 

Walsh, Frank. ~1]!~9~~:;t:c;B} iJ~':s-1fqyg> Books on Demand. $38. 90. 
Legal and Economic Regulation in Marketing. Greenwood 1989. Werner, Ray. 

$49.95. 

Wbat Eyery Account Executive Should J(now AbOUt Law and Acivertising. A.A.A.A. 
1990. Members $5.00; Nonmembers $10.00. 

Wilson, Lee. Make it Legal: Copyright. Trademark & Libel Law. Allworth Press 
1990. $18.95. 

Winston, William. Marketing for Attorneys and Law Firms. Haworth Press 
1993. $37 .95. 

LIBRARIES/BOOKS 

Angoff, Allan. Public Relati)fs for Libraries. Greenwood 1973. 
Z.l//~.3 • b3 

$45.00. 

Baeckler, Virginia. PR for Pennies. Sources 1978. $4.00pb. 

Baeckler, Vi~ginia. Sparkle: PR for Library Staff~ Sources 1980. $5.00pb. 

Clow, Faye. Forming and Funding Library Foundations. Public Library Assn. 
1993. $21.00. 

F~eld, Selma/Field, 
Network Press 1993. 

Edwin. Publicity M~nual for Libraries. 
$19.95pb. 

·Knowledge 

Gar'Vey, Mona. Li!r7% • ~u~~~ ielations. H.W. Wilson 1980. $26.00. 

i Kremer, John. 
J 

Book Marketing Made E_asier. Open Horizons 1991. $19.95. 

Kremer, John. One Thousand & One Ways to Market Your Books. Open Horizons 
J 1993. $19. 95. 
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Library. Macmillan 

Roberts, Anne/Blandy, Susan. 
Unlimited 1989. $24.50. 

Book Mar}ceting Made Easier. Libraries 

Sherman, Steve. 
$29.50. 

The ABC's of Library Promotion. 3rd ed. Scarecrow 1992. 
Z.7/ft,,3 Is 4-s;- l'i PO 

MARKETING 

Aa.ker, David A. Managing Brand Equity. Free Press 1991. $27.95. 
. . 

Albrecht, Karl. Tbe Qnly Tbing Tbat Matters: Bring the Power of the customers 
into the Center of Xour Business. Harper Business 1992. $23.00. 

Anderson, Kristin/Zemke, Ron. 
. AMACOM 1991. $15. 95. 

"jf'f ver~3= Kn~ck Your Socks Off Service. 
S'fl . • S.3 1'1'1/ 

Barksdale, Hiram. Marketing Information: A Professional Beference 
Guide. Georgia State University 1994. $85.00.f/FSJf/5,/J'f- .1137 !tff'1 - ~ -.. /f_ 

Bennett, Peter. Dictionazy of Marketing Terms. American Marketing 
Association 1989. $35.00. 

Bingham, Frank G. Business to Business Marketing Management. Irwin 1989. 
$60.00. 

Bingham, Frank G. Business Marketing Management. South-Western 1994. 

Bonoma, Thomas V./Kosnick, Thomas J. Marketing Management: Text and Cases. 
Irwin 1989. $60.95. . 
Bowman, Russell. How to Market yqur Products More Profitably With Coupons 
& Rebates. Dartnell 1995. $34.95. 

Boyd, Harper W. /Walker, Orville C. 
$59 .'95. 

Marketing Management. Irwin 1989. 

Brodsky, Bart/Geis, Janet. Finding Your Niche ... Marketinq Xour Professional 
Seryice. Community Resource Institute Press 1992. $15.95pb. 

,. 
Brooks, William T. 
Market. Irwin 1991. 

Niche Selling: How to Find Xour customer in a Crowded 
$30.00. 

Clancy, Kevin. Marketing Mvths That Can Kill Your Business: 
Eliminate peath With Marketing. McGraw-Hill 1993. $19.95 . 

How to 

Congram, Carole/Friedman, Margaret L. The AMA Han~k of Rarketina for the 
Service Industries. AMACOM 1990. $75.00. HD 'ftff ,S- , 53 /qq/ · 
Communicators' Guide to Marketing. IABC 1987. $37.95. 
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Cravens, David W. Strategic Marketing. 4th ed. Irwin 1993. $60.95. 

Czepiel, John. Competitive Marketina Strategy. Prentice-Hall 1992. $56.00. 

Davidson, Jeffrey. Mpr}ce~~ng on a,ho;;ring. John Wiley 1988. $14.95pb. 
l=.S ;s- I D3Lf l'f . . 

Davidson, Jeffrey P. Marketing to Home Based Business. Irwin 1991. $40.00. 

Debelak, Don. Marketing Magic. $29.95. 

· Deran, Elisabeth. Low Cost Marketing Strategies. Greenwood 1987. $42.95. 

Dirks, Laura M./Daniel, Sally H. Marketing without Mystery: A Practical 
Gµic;, to Writ~ng a Marketing Plan. AMACOM 1991. $22.95. 

. F 5f/S, I .:041 111 ( · . 
Duffy, Philip. B to B Marketing: Creating and Implementing a Successful 
Business to Business Marketing Prqgram. Probus 1992. $29.95. 

~J Dure, Robert. Winning the Marketing War. John Wiley 1989. $49.50. 

. j 

Dure, Robert/Sandstro, Bjorn. The Basic Principles of Marketing Warfare. 
John Wiley 1987. $52.95. 

Ennew, Christine. The Marketing Blueprint. Blackwell Business 1993. $29.95. 

Fine, Seymour. Marketing of Ideas and Social Issues. Greenwood 1981-. $35.00. 

Francese, Peter/Piirto, Rebecca. Capturing Cµstomers: How to Target the 
Hottest Markets of the 1990's. American Demographics 1990. $39.95; 
$27.50pb. 

Furlong, Carla. 
Your Customers. 

Marketing for Keeps: Building Your Business by Retaining 
John Wiley 1993. $24.95. Hf5Jfl5 5 .Fg7 1'1'i3 

Geruson, Richard J. A Theory of Market Strategy. Oxford University Press 
1992. $38.00 . 

• 
Goldman, Jordan. 
$17.95pb . 

Public Relations in Che Marjeting Mix. 
rl FS'fl5. l:J...3 I c:,. s 11 ~ 

NTC Business 1985. 

. G~aham, John R. Magnet Marketing: The Ultimate Strategy for Attracting and 
Holding Cµstomers. John Wiley 1991. $24.95. 

Guber, Selina S. Marketing To and Through Kids. McGraw-Hill 1993. $21.46. 

Hamper, Robert J./Baugh, L. Sue. 
1991. $27.95. 

Strategic Market Planning. NTC Business 

Harris, Thomas L. Marketer's Guide to Public Relations: How Today's Top 
j eompanies are Using the New PR to Gain a Competitive Edge. John Wiley 1993. 

$14.95pb. 
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Hiebing, Roman G., Jr./Cooper,. Scott. .:rhe Sucgessful Marketing Plan. NTC 
Business 1990. $34.95. ·· · . . ' 

Hills, Gerald. Marketing and Entrn'fewursh1fj: ~esea'F4h Ideas and 
Q.pportunities. Quorum 1993. $59. 95. S IS , :;p/z; I t/'I 

Hoge, Cecil c. T/n!l/if}~1iefar//!etfg ,~fjal. McGraw-Hill 1993. $34.95. 

Holtz, Herman. Databased Marketing. Johrl Wiley ~992. $37.95. 

Kennedy, Gavin. Field Guide to Marketing: A G!ossary of Essential Tools and 
Concepts for Today's Manager. Harvard Business School 1994. $.16. 95. 

Kishel, Gregory. Network Marketing. John Wiley 1991. $14.95. 

Kotler, Philip/Armstrong, Gary. 
Prentice-Hall 1992. $41.00. 

Marketing; An Introduction. 3rd ed. 

Kotler, Philip. Market~ ManagRmegt· ~...rentice-Hall 199~ ~ · 19~? HF5'fl ,73 , 4' /ffr v .-.. 

Kotler, Philip/Armstrong, Gary. Principles of Marketin~. 6th ~d. 
Prentice-Hall 1994. fl~S'f/S- ,f<"'3~ ltfi'1 ~ . .-'fY...~. 

' 

Lazarus, George/Wexler, Bruce. Marketing Irmnµnity; Breaking through customer 
Resistance. Irwin 1987. $30.00. 

Lazer, William, et al. Marketing 2000 and Beyond. 
Association 1990. $29.95. 

American Marketing 

Lehmann, Ronald/Winer, Russell s. Analysis for Marketing Planning. 
1990. $28.95. 

Irwin 

Levy, Sidney, et. al. Marketing Manager's Bandbo9k. 3rd ed. Da.rt:nell 1994. 
$69.95. 

· ~inneman, R.E. Making Niche Marketing Work: How to Grow Bigger by Acting 
·Smaller. McGraw-Hill 1991. $22.95. 

Loden, D. John. Megabrands. Irwin 1991. $32.50 . 

Luther, William. 
1992. $17.95. 

Tbe Marketing Plan; How to Prepare and Implement It. AMACOM 
flFS'flS ,L~3 1'11,J. 

AMACOM 1989. $16.95. 
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~~~h~s8~95~erome/Perreault, w~1t~~/S, /~as~7f 'jt'f'tf4'fo· 11th ed. Dorsey 

Mccarthy, E. Jerome/Perreault, William D.. E'"entia1s gf Mar)ceiina; A G~oba.1-
ffanaaerial Approach. Irwin 1993. $56. 95. ~F5'f/5 , H :Z;23 ·. J'f45 lf..IA4' ~/'Its . . 

Mccalley, Russell W. Marketing Channel Deyelopement and Management. Quori.lm 
Books 1992. $49.95. 

McDonald, Malcolm/Leppard, John. MarJseting by_ Matrix. NTC 1993. $24.95. 

McKenna, Regis. 

McKenna, Regis. 

McKenna, Shawn. 
$30.00. 

Moore, Jeffrey. 

Murphy, John M. 

Nash, Edward L. 
$39.95 . 

~e R~flis },ou§h. Addison-Wesley 1986. $10.53pb. 
F 5 5 . 3 19&.S · 

Relationship Marketing. Addison-Wesley 1991. $12.45. 

Tbe Complete Gµide to legional Marketing. Irwin 1991. 

Crossing the Chasm. Harper Business 1991. $25.00. 

·Brand Strategy. Prentice-Hall 1990. $37.27. 

Database Marketing: The Ultimate Tool. McGraw-Hill 1993. 
HFs+1s,1;;.s ,N37 11q3 

. l Nilson, Torsten. Value Added Marketing. McGraw-Hill 1992. $22.95. 

~~~~~~'. Rona/Smith, Sweetman. ?:1~Dik~~4~:5f ~~ijt*fifllnq. Fairchild 1987. 

Ott, Richard. Creating Demand. Irwin 1991. $30.00. 

Paley, Norton. Manaaer's Guide to eompetitive f'rlceting Strategies. 
1990. $24. 95. Hr= 5>fl5", 13 i P3:<. 1q g 

AMA COM 

Paley, Norton. The S}lategbc Marketing Planner. AMA90M 1990. $75.00. 
. :e-f f54-IS,/3 ,p3;z3 191/. . 

Peppers, Don. One to One Future: Bui~din_s Relatip~fiips One customer at a 
~-. Doubleday 1993. $22. 00. HP. 'f /.:J, JJ.7 1. 7 l'Fl3 
Quelch, John A. 
1989. $45.00. 

Win. John Wiley 

Ries, Al/Trout, Jack. Bottom-Up Marketing. McGraw-Hill 1989. $22.95. 
~ 

I Ries, Al./Trout, Jack. The 'l'wenty Iwo Inmrutable Laws of Marketing. Harper 
. j Business 1994. $12.00pb. 

l Robinson, Larry/Adler, Roy. 
. Articles. Greenwood 1987. 

Marketing Megaworks; The Tgp 150 Books And 
$49.95 .. 

l 
Samli, A. Coskun. Social Responsibility in Marketing. .Quorum 1992. $47.95. 

Savidge, Jack. Marketing Intelligence: Discover What Your customers Really 
Want & What ygur Competitors Are Up To. Irwin ~992. $32.50. 
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Schiffman, Leon/Kanuk, Leslie. 
1994. -----Schnaars, Steven P. Marketing Strategy; A Cµstorner Driven Approach. Free 
Press 1991. $35.00. 

Shaw, Robert/Stone, Merlin. Database Marketing Strategy & Implementation. 
John Wiley 1990. $49.95. 

Shimp, Terence. Promotion Management & MArketinq eommunications. 3rd ed. 
Dryden 1993. $61.25. 

Slutsky, Jeff. 91reetZmart Mark~ti!p'. John Wiley 1989. $17.95pb. 
;=Sf St /;<.:l I s. 11'K9 

Smith, Harry/Coons, Stephen J. Market~ Pharmaceuticaljervices. Haworth 
Press 1992. $54.95. HD 9b .S , H3~ /ftj 
Stanley, Thomas J. Marketing to the Affluent. Irwin 1988. $55.00. 

.Stevens, Robert E., et al. Marketing Planning Gµide. Haworth Press 1991. 
$37.95. 

Swenson, Chester A. Selling to a Segmented Market: The Lifestyle Approach. 
Greenwood 1990. $49.95. 

Thomas, Richard/Kirchner, Russell. 
~· American Demographics 1"991. 

pesktop Mar}ceting: Lessons from America's 
$24.95. 

Urban, Glen. Advanced Marketing Strategy: Phenomena. Analysis and 
Decisions. Prentice-Hall 1990. $54.00. 

1992. 
Irwin 

Walden, Gene/Lawler, Edmund. Marketing Masters: Secrets of Mterica's Best 
Compapies. Harper Business 1994. $12. OOpb. tiF 5'11~, / ~ LU..:>.S- 117..3 
Webster, Frederick E. 
$55.00. 

Industrial Marketing Strategy. John Wiley 1991. 

Webster, Frederick. Mar1cet-Driven Management. John Wiley 1994. $27.95. 
I-IF 511!:J.I3 I (;,j 1f'7'l ! '771f 

Weinrauch, J. Donald/Baker, Nancy. The Frµgal Marketer: Smart Tips for. 0 Slpretching your Budget. AMACOM 1989. $15.95pb. f/F5J.//G';/3 ,t,Jj9.'J /7'.'i't 

Wilson, Jerry. Word of Mouth Marketing_. John Wiley 1994. $14. 95. · 

Women's Market Handbook. Gale Research 1993. $64.95. 

Zandl, Irma/Leonard, Richard. Targeting the Trend Setting Consumer. Irwin 
1991. $30.oo. Hi=.54-15". 3~ ,2..3£.., tttroL 
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MEDWPRESS RELATIONS 

Mass Media. 2nd ed. 

Blohowiak, Donald w. No Comment!; An Executive's Gµide to the N@ws Media. 
Greenwood 1987. $52 .95. If D51 ,857 {Cj g7 
Borden, ltay. Bulletprgof News Releases;" ftelp at La.st for th@ P\lblicity 

·Deficient. Franklin-Sarrett 1994. $16.95. 

Bozell, L. Brent/Baker, Brent H. And That's the Way It Isnpt; A Reference 
Guide to Media Bias. Media Research Center 1990. $14.95. ~ C/lP L(?lP ltf.; 19'10 

Chambers, Wicke/Asher, Spring. tv PR;· How to Promote Yourself, Your 
Prodµct /Your Seryice or Your Organization on Television. 
Communications 1987. $14. 95. H Hi.~ J ,C.:b7 l't 87 

Chase 

· 1 ~orrado, Frank . Media for Managers. Prentice-Hall 1984. $23.00pb. 

The Eight Blindspots of Television News. The Media Institute 1992. $7.95. 

Ellmore, R. Terry. NIC's Mass Media Dictionary. NTC Business 1991. $39.95. 

Evans, Fred J. Managing The Media; Proactive Strategy For Better 
Business-Press Relations. Greenwood 1987. $49.95. HO.'Je./ 1£'1.3 lt/K'? 
Hiebert, Ray/Ruess, Carol. Impact of Mass Media. 3rd ed. Longman 1995. 

Hiebert, Ray et al. Mass Media. No. VI. Longman 1991. $39.95pb. 

Hoge, Cecil c. The Electronic Marketing Manual. McGraw-Hill 1993. $34.95. 
Hr 5 + 1 s-, 1 .2 t... :;;- , 1-1 Uf 11~3 . . . 

Howard, Carole/Mathews, Wilma. Qn Deadline; Managing Media Relations. 
2nd ed. Waveland 1994. tlJ) 57 , ll (.;. t./- 11.fS" · 
Kurtz, Howard. Media Circus; 
House 1994. $14.00 . 

• 

The Irouble with America's Newspapers. Random 
.p I~ '"f .f {µ 7 I K ~ 0 1~1 1 'I 

Lavine, John/Wackman, Daniel .. Managing Media Organizations. Longman 1988. 
$39.95. p C/4;· I 'i3tf j_ 3 y /'l:f Y 
Levine, Michael. Guerilla PR. Harper Business 1994. $10.00. ,. 

Lewis, Peter Y./Jerry Booth. The Invisible Medium; Commercial, Pµblig and l Comm~nity Radio. Howard University Press 1990. $24.95; $14.95pb. 

Loeffler, Robert H. A Guide to Preparing Cost-Effective Press Releases. 
j Haworth Press 1993. $19. 95pb. 

Lukaszewski, James. Executive Action Emergency Media Relations Guide. 
!Lukaszewski 1993. $60.00. 
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Martin, Dick. Bxecutive' s Gµide to Handling a Press Interview. Pilot Books 
1994. $5.95pb. 

Miller, Peter G. Hedia Power: How Your·Business Can Profit From the Media. 
Dearborn 1991. $19.95. 

Pasqua, Thomas M. Mass Media in the Information Age. Prentice-Hall 1989 . 
. 

Ridgway, Judith. Sugcessful Media Relations: A Practitioner's Guide. 
Ashgate Publishing 1984. $54.95. 

St. John, Tracy. Getting Your Pµblic Relations Story on TY & Radio. Pilot 
Books 1986. $3.95pb. 

Shay, Kevin/Bakhit, Michelle. Bow to Work with the Media in Promoting Your 
Bµsiness or Organization. Shay 1994. $2.95. 

Shimkin, David. State of the A:rt: Issues in Contemporary Mass Communication. 
St. Martin 1992. $26.70pb. 

Sopow, Eli. Taking Charge! A Survival Gµide to Media Relations. Media Scope 
1992. $10.00. 

Veciana-Suarez, Ana. Hispanic Media; Impact & Influence. The Media Institute 
1990. $25.00. 

Weiner, Richard. Webster's New World Dictionary of Hedia and Couunµnigations. 
Prentice-Hall 1990. $29. 95. Ref f' 8'7, S 1 U) if,') I tj 'lC.1 

MEETINGS/SEMINARS 

Anderson, ·Karen. Busy Manager's Gµide to Sugcessful Meetings. Career Press 
1993. $16.95pb. 

Burleson, Clyde. Effective Meetings: The Complete Guide. John Wiley 1990. 
$34.95; $14.9Spb. 

McMahon, Tom. Bia Meeting, 'Big Results. NTC Business 1988. $19.95. 

Price, Catherine. 
1989. $75.00. 

Schrello, Don. 
$69.95. 

Shenson, Howard 
Workshqps . John 

The AMA Guide fop Meeting and Event Planners. 
fl F 57 I g I 73 /'l f 9 . . 

AMA COM 

How to Market Training & Information. Schrello l.994. 

I 
• J Simerly, Robert G. Planning and Marketing Conferences and Workshops: Tips. 

Icgls & Techniques. Jessey-Bass 1990. $28.95. 
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l Adams, G. Donald. Museum Pµblic; Relations. A.A.S.L.H. 1983. $12.95. 
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Gill, Rowland P. Public Relations are an Asset for Archives & Mµseums. 
Archival Services 1985. $5.75. 

Malero, Marie. Museum Goyemapce; Mission. Ethics. Policy. Smithsonian 
1994. $16~95pb. 

NEW PRODUCTS 

Erhorn, Craig/Stark, John. Competing by Design; creating Value and Market 
Adyantaqe in New Pr9duct Development. ·Oliver Wright 1994. $40.00. 

Feig, Barry. New Product Workshop. McGraw-Hill Books 1993. $24.95. 

Gruenwald, George. New Product pevelopment Cbecklists. NTC Business 1991. 
'$19.95pb. 

Gruenwald, George. New Product Develgpment: Responding to Market pemands. 
2nd ed. NTC Business 1992. $39.95; Video, $59.95. 

Johne, Axel/Snelson, Patricia. Successful Product pevelopment. Blackwell 
Business 1990. $39.95. 

Kuczmarski, Thomas. Managing New Products: Tbe Power of Innovatign. 2nd ed. 
Prentice-Hall 1991. 

Scheuing, Eberhard E. New Product Management. Macmillan 1989. 

Servi, Italo. 
$49.95. 

Slade, Bernard. 
to Marketplace . 

• 

New Product pevelopment and Marketing. 

NONPROFIT/HEAL TH/FUND RAISING 

Greenwood 19 9 O • 

Attracting. Organizing and Keeping Members. ·A.S.A.E. 1989. $50.00. 

·Backer I Thomas. Designing Health Communication campaigns; What WOrJcS? Sage 
1992. $17.95pb. 

Banta, William. AIPS in the Workplace; Legal Questions and Prac;tical 
Solutions. Heath 1992. $29.95. K.F 3570 18 3~. /C/Ji 

Broce, Thomas. f.up~ Raish111!; University of Oklahoma Press 1986. $24.95. 
HG ·11 I ·7 I C'/Yt+,, 

Brown, Kathleen/Turner, Joan. AIPS; Policies and Programs for the Workplace. 
Van Nostrand Reinhold 1989. $32.95. 
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Brown, Stephen w., et al. Promoting your Medical Practice; Marketing 
Communications for Physic;ians. Medical Economics Books 1989. $49.95. 

Burlingame, Dwight/Hulse, Lamont. Taking fund Raising Seriously. 
Jessey-Bass 1991. $34.95. 

Connors, Tracy. Nonprofit °§'ganization Handbook. 2nd ed. McGraw-Hill 1988. 
$89.50. NV1/ .N5 61,v\A ~ 11io 

Conrad, Daniel. 
$25.00. 

. 
Tecbnigues of Fund-Raising .. Carol Publishing Group 1974. 

ff V Jf/ I c lc:Jf 
Conrad, Daniel. How to Solicit Big Gifts. Public Management Institute 1978. 
$49.00. 

Cooper, Philip. Health Care Marketing; A Foundation for Managed Quality. 
3rd ed. Asp.en 1994. $49.00. 

Elwood, W.N. Bbetoric in the War on Drugs; The Triumph and Tragedies of 
·Public Relations~ Greenwood 1994. $49.95 • . 
Espy, Siri. Marketing for Nonprofit Organizations. Lyceum 1992. $23.95. 

Fine, Seymour. Social Marketing; Promoting the Causes of Public and Non-
Profit Agencies. Allyn & Bacon 1990. $36.00. 

Glaser, John. An Insider's Accoµpt of the United Way Scandal. John Wiley 
1994. $34.95. 

Kaplan, Edna. 
and Marketing. 

Practice Made Perfec;t: The Physician's Guide to Communication 
Barrington Press 1990. $39.95. 

Kelly, K. s. Fund Raising & Public Relations: A Critical Analysis. 
L. Erlbaum 1991. $79.95. 

Kennedy, Larry. Quality Management in the Nonprofit World. Jessey-Bass 
1991. $24.95. 

Kipps, Harriet Clyde. Volunteerism. R.R. Bowke~ 1991. $119.00. 

Kotler, Philip/Andreason, Alan. Strategic Marketing for Nonprofit 
C=ganizations. Prentice-Hall 1987. 

·Kotler, Philip/Clarke, Roberta. Marketing for Health Care Organizations. 
Prentice-Hall 1987. $55.00. 

Kraatz, Katie/Haynes, Julie. The Fundraising Formula. Fundraising Formula 
1987. $49.95. 

~ewis, Hershell. How to Write Powerrul Fund-Raising Letters. Precept Press 
l990. $40.00. 

Lewton, Kathleen L. Public Relations in Health Care; A Guide for 
Pt"ofessionals. A.H.P.I. 1991. $49.00. A4- 'h·5". 5 , L'+'/ 1'11'/ 
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Lord, James G. Philanthropy and MarketiM; N@w Strategies. for Fund Raising. 
Third Sector Press 1981. .$47.50. 

Migliore, R. 
Organizations. 

Henry, PhD. . Strategic Planning for Not-for-Profit 
Haworth Press 1994. $29.95. 

National pirectory of Nonprofit Organizations. Gale Research 1995. $415.00. 

Nichols, Judith E. 
Precept Press 1990. 

Changing Pemoqraphics: Fund Raising in the 1990' s. 
$40.00 

Payton, Robert, et al. Philanthropy: Four Views. Transaction Pubs. 1988. 
$19.95; $12.95pb. 

Rados, David. 
$49.95. 

Marketi? f~r Nonprofit Organizations. Greenwood 19 81. 
HFb11 I 13/ . 

Roehr, Robert J. · Electronic Advancement: Fund Raising. CASE 1990. $123. 00. 
(Includes 2 videotapes) . 

Rosso, Henry. 
$37.95. 

Achieving Excellence in Fund Raising. Jessey-Bass 1991. 

' Schmidt, Frances. 
$72.00. 

Public Relations in Health & Welfare. Books on Demand 
H V + / , 5.J tw~ ./.4.- 1166 

Self, Donald. Public Mental Health Marketing; 
Attitude. Haworth Press 1993. $32.95. 

Developing a Consumer 

Self, Donald R./Busbin, James w., editors. Marketing for Health and Wellness 
Programs. Haworth Press 1990. $32.95. 

Seymour, Harold J. Designs for fund-Raising. 2nd ed. Fund Raising 1993. 
$34.95. 

Smi~h, Harry/Coons, Stephen. 
Press, 1992. $54.95. 

Mar~eting Pharmaceutical Services. 
f./. '. l1'·li-·5,5 I 'f3~5' I Fi I 

Haworth 

Stolper, Carolyn/Hopkins, Karen. Successful funciraising for Arts & cultural 
Organizations. Oryx 1989. $26.50. · 

Sullivan, Kevin W. /Luallin, Meryl D. .-T.&1hl.llle ...... MA.:oer.:idui~c:.:a~l.....,,M.uaurwk.a.:ie .. t .. e.,.r~' s.._Gau_i.:ad.-e...,;--111=S~ulo.lllc:.::mc:.:=e:.111s:.&s 
Strategies for Grgup Practice Management. 2nd ed. Medical Group Management 
Association 1992. $95.00. 

Taft CQ:rporate 7f ving Directory. Gale Research .1994. ~350.00. 
f( ef H v '-11 . 3 T .)_ t I . ..· li..vJ 1-(J., If JS .2.(/1~ 

Topor, Robert. yqur Personal Guide to Marketing a Honprofit Organiz~tion. 
CASE 1988. $32.00. 

Winston, William J. Acivertising Handbook for Health Care Seryices. Haworth 
Press 1986. $49.95. 
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POLICE/FIRE DEPARTMENTS 

Earle, Howard. Police/Community H~lat~~s: Cr~sis '+/1 ~r Time. 
Thomas Publishing 1980. $36.25. '71 ,p_<g £J.. I JI 

3rd ed. 

Garner, Gerald. 
$43.50. 

Thomas Publishing 1987. 

Mayhall, Pamela. Police-Commnp;ty Relations & the Admipistration of Justice. 
4th ed. Prentice-Hall 1995. 

PRESENTATIONS 

Arrendondo, Lani. How to Present Like A Pro. McGraw-Hill 1991. $12.95. 

Kupsh, Joyce/Graves, Pat. How to Create High Impact Business Presentations. 
NTC 1993. $39.95. 

Leech, Thomas. How to Prepare. Stage and Deliver Winning Presentations. 
AMACOM 1992. $27. 95. fl F 57/<l. ~~ ,J-..~3 I q 'i .3 
Quick, John. Dog and Pony Shows: How to Make Winning Presentatigns When the 

-1 Stakes are High. McGraw-Hill .. 1992. $16. 95pb. 

Richardson, Linda. 
$17.SOpb. 

Winning Group Sales Presentations. Irwin 1991. 

Smith, Terry C. Making Successful Presentations. 2nd ed. John Wiley 1991. 
$34.95; $14.95pb. 

PROFESSIONALS/CONSULTANTS/PERSONAL 

Anderson, Austin, G. Marketing Your Practice: A Practical Guide to Client 
Development. A.B.A. 1986. $54.95. . . 
Berry, Leonard/Parasuraman, A. Marketing Services: Competing Through 
Quality. Free Press 1991. $27.95~ 

Br~dy, E.W. Professional Practice Development. Greenwood 1989. $57.95. 

Cohen, William A. How to Make it 'ig as a Consultant. 2nd ed. AMACOM 1993. 
$17.9Spb. ND (;1,c.~ Cbr /17'0 
Competing for Clients in the 90's: A Proactive Gµide to Marketing. Promgting 
and Building Professional Seryices. Probus 1991. $32.50. 
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crane, F.G. Professional Services Mar}seting: Strategy and Tactics. Haworth 
Press 1993. $19.95pb. 

Davidson, Robert L. Contracting your services. John Wiley 1990. $24.95. 

Gottschalk, Jack A. Promoting Your Professional Seryices. Irwin 1991. 

Gottschalk, Jack A. Marketing Publig Relations for Lawvers. New Jersey 
Institute CLE 1990. $40.00. 

Holtz, Herman. Tbe Consultant's Guide to Proposal Writing. 2nd ed. John 
Wiley 1990. $32.95. 

Holtz, Herman. How to Succeed As An Independent Consultant.. ?rd ed ... John 
Wiley 1993. $27.95. B·:t:-' 1 '·<--.:: ~;,.,, .. ·: :-:;:;·-f~1 ::•r:-:~.·r--,·: C.ons4/fo;,fs 1-/)&'f, c~' 

. - ; H"11<i:5' r~~:.f 
How to Handle Publig Relations for Your Acivertising Agency. American 
Association of Advertising Agencies 1991. $25.00 . 

·Kennedy, James H. Analysis of Management Consulting Business in the U.S. 
Today. Kennedy Publications 1992. $35.00. 

Kennedy, James H. Public Relationsc;o~ Management Consultants. Kennedy 
Publications 1980. $15. 00. H j) t/1, C.. '$ 

Kotler, Philip/Bloom, Paul. 
1984. $51.00. 

Prentice-Hall 

Lee, Tom L. Lawyers Publicity Handbook. CRI-Communication Research 1986. 
$68.00. 

Maister, David. Managing the Professional Seryice Firm.· Free Press 1994. 
$39.95. 

Marcus, Bruce. Competing for Clients in the 90's. Probus.1991. $32.50. 

Putnam, Anthony O. Marketing Your Seryices. John Wiley 1990. $34.95. 

Schrello, Don M. The Comolete Marketing Hand.book for Consultants. Schrello 
1994'. $79. 95. 

Shenson, Howard L. The Contract and Fee-Setting Gµide for Professionals and 
Consultants. John Wiley 1990. $45.00; $19.95pb . 

. Shenson, Howard L~ Shenson on eonsultinq: Success Strategies. John Wiley 
1994. $14.95pb. . 

Stevens, Robert E./Loudon, David L. Legal Services Marketing. Professional 
Marketing Systems 1989. $19.95. 

Weiner, Richard. Profess~nal's Guide to Public Relations Seryices. 
AMACOM 1988. $95. 00. €f HD 'S1 I LJ 3 !S' i1t'f' . 

6th ed. 

Weitzul, James.. Personality Ir~its in Professional 
Quorum 1994. $55. oo. HD fl' -3. , 1 f v .. ;. :+0 /71 1f 
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Winston, William. Harketing for epAs. Accountants and Tax Professionals. 
Haworth 1994. $39.95. 

PROMOTIONS 

Blattsberg, Robert C./Neslin, Scott A. Sales Promotion; Concepts, Methods 
& Strategies. Prentice-Hall 1990. $52.00. 

Brezen, Tamara/Robinson, ·William. 
Dartnell 1994. $69.95. 

Sales Eromotion Handbook. 8th ed. 

Engel, James F., et al. 
Communications Process. 

Promotional Strategy: Mapaging the Marketing 
Irwin 1994. $59.95. flF!Pf/5 1£1;5 17J"7 

Govoni, Norman, et al. Promotional Management. Prentice-Hall 1986. $51.00. 

Quelch, John/Farris, Paul W. ,ses in Advertising and Pr9motion Management. 
4th ed. Irwin 1993. $58.95. F-58'~3 ,Qt.ff 19!3 

Schultz, Don, et al. Sales Promotion Essentials. 2nd ed. NTC 1993. $39.95; 
$17.9Spb. 

Stanley, Richard E. Promotion: Advertising, Publicity. Personal Selling, 
Sales Promotion. Prentice-Hall 1982. HF51f3J,5 ,57 t1J'SL 

PROMOTIONS-CITIES/STATES 

Gold, G.R./Ward, S.V. Place Promotion: Tbe Use of Publicity and Public 
Relations to Sell Cities and Regions. Halsted Press 1994. $54.95. 

Kearns, Gerry. _s~e=l=l=i=n~g__..P~l~ayc~e~s~=-----=T~h~e--..C~i~t~y'--a=s=-~CU:.==l~t~u~r~a~l-· ~C~a~p~1-·t~a~l..._._.P_a~s~t.._...& 
Present. Pergamon 1993. $93.00. 

~tler, Philip, et. al. ~M~a~r~k~e~t&i~n~g~P&l~a~c~e.s~=~A~tt~r~a&c&t~i~·n~g~I~n~v~e:s.t~m~e_n_t~·~In~d_u=s=t~~~ 
and.Tourism to Cities. States and Regions. Free Press 1993. $35.00. 

PUBLICITY 

~aker, Kim/Baker, 
Growing Business. 

Sunny. How to Promote, Publicize and Advertise Your 
John Wiley 1992. $45.00; $18.95pb. 

Barhydt, James D. The Complete Book of Product Publicity. AMACOM 1987. 
$69. 95. ff 05c1 ,a 3§ r1s7 
Bly, Robert. Targeted Public RelatiOns: How to Get Thousands of pollars of 
Free Publicity for Your Product. Seaver Books 1994. $14.95. 

Goff, Christine. The Publicity Process. 3rd ed. Iowa State University Press 
1989. $19.95. 
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Gompertz, Rolf. Publicity Advice and Bow-Io Bandl;)ook. Word Doctor 1992. 
$19.95. 

ltingdon, Lorraine. ?ake the Mvsterv out of Media; Ma)ce YOur Publicity 
lewsworthy. COllllllllnication Skills 1994. $8.95. 

Klein, Barry. Marketing Made Easier; Guide to Free Product Publicity. Todd 
1994. $25.00. 

· Levine, Michael. Guerilla PR; How to Wage an Effective Publicity Campaign -
Without Going Broke. Harper Business 1994. $10.00. 

Pinskey, Raleigh. Zen of Hype; An Insider's Guide to the Pµblicity Game. 
Carol Publishing Group 1991. $10.95. 

Ramacitti, David F. Do-It-Xourse~ P~licity. AMACOM 1991. $17.95. 
. HDS(i IR I /Cf D 

Roberts, Shelly. Make News & Make Noise! How to Get Publicity for Your Book. 
Paradigm 1994. $5.95pb. 

Rochester, Larry.· Publicity for Non-Profits: How to Get It, Be Effective 
and Make the Best Use of It. Sunset Hill 1993. $19.95pb. 

Smith, Jeannette. The Publicity Kit. John Wiley 1991. $16.95pb. 

Weiner, Richard. 
Publications 1982. 

Professional' s Guide to Pµblicity. 
$9.50pb. f/J)_S-7 ,L\; Vi 11']') 

Public Relations 

Yale, David. The Publicity Handbook. NTC Business 1991. $19.95. 

Yudkin, Marcia. Six Steps to Free Publicity; And Dozens of. Other Ways to Win 
Free Media Attention for You or Your Business. NAL-Dutton 1994. 

REAL ESTATE 

Marcus, Bruce. Marketing Professional Services in Real Estate. National 
Assn. of Realtors 1981. $15.00 . 

• 
QLI Market Profiles: 1994. Urban Land Institute. $329.95 . 

. RELIGION 

Bowdon, Boyce. Selling Your Cbµrch in the Nineties; A Public Relations Guide 
for·Clergy & Laity. Koinonia 1992. $8.95pb. 

Curry, Joel B./Spear, Cindy G. Public Relations for the Local Church. 
Church Growth Institute 1991. $59.95. (Includes 3 audiocassettes). 

Moore, R. Laurence. Selling God: American Religion in the Mar1cetplaCe of . I American culture. Oxford University Press 1994. $25.00. 
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Reagen, Michael/Chertow, Doris~ Tbe Cballenge of Modern-Cburch Public 
Relations. Syracuse University 1972. $3.00. 

Religious Public Relations Hand1::!ook for Local Congregations. Religious PR 
Council 1988. $4.00pb. 

$elling Your Church in the Nineties. Religious PR Council 1992. $8.95. 

Stevens, Robert E. /Loudon, David. Marke.ting for Churches and Ministries. 
Haworth Press 1992. $24.95. 

RESEARCH 

Bagozzi, Richard. Advanced Marketing Research. Blackwell Business 1994. 
$39.95. 

Bagozzi, Richard. Principles of Marketing Research. Blackwell Business 
. 1994. $34. 95pb. 

Barabba, V.P./Zaltman, G. Hearing the Voice of the Market: Competitive 
Acivantaae Through ereative Use of Market InfOrmation. Harvard Business 1991. 
$35.00. 

Barzun, Jacques/Graff, Henry F. 
1992. ~ 

The Modern Researcher. 5th ed. HBJ College 
D 13 . /3 3;.¥ itir,7 ~· 

Blank~ship, A.B. 
$44.95. 

State of the Art Marketing Research. 
h F 5 'f I':),}..._ I 65"5 ~ I q '13 

NTC Business 1992. 

Bradburn, Norman/Sudman,Seymour. Polls and Surveys: Understanding What They 
Tell Us. Jessey-Bass 1988. $28.95. 

Breen, George/Blankinship, A.B. 
McGraw-Hill 1992. $16.95. 

Do-It-Yourself Marketing Research. 
HF5 1f/'J, .;z . tj1c7 IC!f~~ 

Broom, Glen/Dozier, David. Using Research in Public Relations. 
Prentice-Hall 1989. $34. oo. H.i>.5'7 1r;3 7.5~~t 11qc 

Bruner, Gordon/Hensel, Paul. Marketing Scales Handbook. American Marketing 
Association 1994. $89.95. 

Churchill, Gilbert A. Marketing Research: Methodological Foundations. 
·Dryden Press 1991. $59.00. 

Cohen, William A. 
\.:c-IH I\' J),; :1 t'l H\ 

Curry, David J. 
$75.00. 

John Wiley 1994. $35.95. 
'c. b.3'f.'f lt'i15 

.....,.._-=--....... --=-=.=.=..w.a-=-=~-.....=R~e=-=s=-er:.:a=-r•c ... hu.-.-S._y,.s.,.t ... e~m=s . John Wiley 19 9 2 • 

Dickinson, John R. The Bibliography of Marketing Research Methods. Free 
Press 1990. $75.00. 
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Dillon, William R./Madden, Thomas J. Marketing Research .in a ~arketing . 
1nyiromnent. Irwin 1989. $59:95. 

Gorton, Keith/Doole, Isobel. 
ausiness. John Wiley 1989. 

LoW eost Marketing Research; A Guide for Small 
$63.95. 

Greenbaum, Thomas L. 
1993. $24.95 . 

The HAfjd.book for Focµs Gro~ Research. 
F.5115", ~ ,Gb9S- lt/8'. ~ 

D.C. Heath 

. Hardy, Hughs., editor. The Politz Papers: Science and Truth in Marketing 
Research. American Marketing Assn. 1991. $49.95. 

LQwery, Shearon/DeFleur, Melvin. Milestones in Mass Communications Research. 
2nd ed. Longman 1988. $47.95; $28.50pb. 

Har1cet Research; How to Do It. Gale Research.1994. $80.00. 

Pavlik, John, V. 
$34.00; $15.95pb. 

Pµblic Relations: What Research Tells Us. 
fff1 J.~3 Ip 3i• 118'7 

Sage 1987. 

Soares, Eric. Cost-Effective Marketing Research. Greenwood 1988. $45.00. 

Stempel, Guido/Westley, Bruce. Research Methods in Mass Communication. 
2nd ed. Prentice-Hall 1.98.9. PC/ I , tVf .3 11 rr 
Templeton, Jane. Focus Groups: A Guide for Marketing and Acivertising 
Professionals. Probus l.9.94. $27.50. Fcc..~15 ~rcup Ht=511i5",;z 

'Y.Aa;. .Minden, J. J. 
1987. $38.00. 

The Dictionary of Marketing Research. 
HFS"!..f.15, .2. , :'"'tlff 11 fJ 

SMALL BUSINESS/RETAILING/SHOPPING CENTERS 

St. James Press 

Bellavance, Diane. Advertising and PR for a Small Business. 5th ed. 
D. Bellavance Agency l.9.91. $14.95. 

Blake, Gary/Bly, Robert. How to Promote Your Own Business. NAL-Dutton 
1983,; $10. 95. 

Bond, Robert. Sourcebook of Franchise Opportunities. 1993. Irwin 1992. 
$35.00pb. 

Cohen, William A. The Entrepreneur and Small Business Marketing Problem 
Solver. John Wiley 1.9.91. $14 . .95. 

Ghos'h, Avijit. Retail Management. 3rd ed. Dryden Press 1994. $56.00. 

Luscher, Keith F. Advertise!!: An Assessment of Fundamentals for Small 
Business. K & L 1.9.91. $14 . .95. 

Ross, Marilyn/Ross, Thomas. Big Marketing Ideas for Small Seryice 
Businesses. Communication Creativity l.9.93. $2.9.95. 
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Samli, A. Coskun. Greenwood· 1989. $65.00. 

SPECIAL EVENTS 

Av.rich, Barry /Gill, Len. Event & Entertainment Marketing i A Must Gµide for 
ke>morate Eyent Sponsors and Entertainment Entrepreneurs. Probus 1994. 
$32.50. . 

Broadwell, Lynn. Perfect Places: outstanding Locations for Parties. Special 
:f!yents & Business functions. Hopscotch 1995. $19.9Spb. 

ChaRe's Calendar of Events. Contemporary Books 1995. $45.95. 
~t D if, 5' .c 'ff 

Ernst & Young Staff. The Complete Guide to Special Events Management. John 
Wiley 1992. $24.95. 

Geier, Ted. Make Your Events Special. Cause Effective 1986. $24.95. 

Harris, April. Special Events: Planning for Success. CASE 1988. $32.00. 

Soares, Eric J. Promotional Feats: The Role of Planned Events in the 
Marketing Communications Mix. Quorum Books 1991. $49.95. 

Sponsorship: Its Role and Effects. Int'l Advertising Assn. 1988. $40.00. 

Williams, Warrene. User Friendly Fund-Raising: A Step-By-Step Gµide to 
Profitable Special Events. WorldComm 1994. $12.95pb. 

SPORTS/RECREATION/TRAVEL 

Tbe 1992-1993 Economic Review of Travel in America. U.S. T,ravel Data Center 
1994. $70.00. 

Foster, Dennis. Sales & Marketing for the Travel Professional. Macmillan 
1990. $33.50 . • 
Helitzer, Melvin. Sports Publicity. Promotion and fublic Relations: The 
ore~m Job. University Sports Press 1992. $49.95 . 

. IEG Directory of Sponsorship Marketing. IEG 1994. $175.00. 

Mullin, Bernard. Sport Marketing. Human Kinetics Press 1993. $42:00. 

Powers, Tom. Marketing Hospitality. John Wiley 1990. $39.95; $14.95pb. 

The Society of American Travel Writers Me!Dbership pirectory. Society of 
American Travel Writers 1995. $95.00. 

Vladimir, Andrew. The Complete Travel Marketing Hand.book. NTC Business 
1989. $59.95. 
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Worldwide Travel Information C9ntagt Book. Gale Research 1993. $175.00. · 

WRITING/SPEAKING/STYLEBOOKS/NEWSLE I· I ERS 

Arnold, Edmund. Editing the Organizational Publication. Ragan 
Communications 1982. $29.95; $18.75pb. 

Aronson, Merry/Spetner, Donald. The Public Relations Writer's Handbook. 
· Free Press 1993. $19. 95. 

Beach, Mark. Editing Your N!;wsletter. 3rd ed. Coast to Coast Books 1988. 
. /)N 'f73f I N'S /j 1 I tf1~ 

Beach, Mark., et al. Getting It Printed: How to Work with Printers/Graphic 
Arts Seryices. North Light Books 1993. $29.99pb. Z~tf3,f:J2. J~if /ff(pL:::::-

Berg, Karen/Gilman, Andrew. Get to the Point. Bantam 1989. $15.95 . 

. Bernstein, Theodore M. The Careful Writer. Macmillian 1977. $16.95. 

Bivins, Thomas. Fundamentals of successful Newsletters. HTC 1994. $39.95. 

Bivins, Thomas. Hand.book for Public Relations Writing. NTC Business 1991. 
$29.95; $l7.95pb. Hr/.-~i~3 ,(:)6)3' 11J·c;; 
Bivins, Thomas/ Ryan, William E. How to Produce Creative Publications: 
Traditional Techniques and Computer Applications. NTC Business 1992. 
$32.95pb. -Z..~'-f-1.+:- ,1-)j.)' /tj'</l' 

Brill, Laura. Business Writing - Quick and Easy. AMACOM 1989. $16.95. 
H ,:::: ')7 .<I t13 l· t/ /C; f'/ 

Brody, E.W./Lattimore, Dan L. Public Relations Writing. Greenwood 1990. 
$55.00; $16.95pb. 

Detz, Joan. How to Write and Give a Speech. rev. ed. St. Martin's Press 
1992. $22.95; $10.95pb. 

Elser, Arthur G. Writing from Scratch: for Business. Rowman 1990. $24.95. 

Filson, Brent. Executive Speeches: . 51 CE0s Iell You How To Do Yours. John 
Wiley 1994. $39.95. 

Gompertz, Rolf. 
19'92. $24. 95pb. 

Hayakawa, S. I. sa. 9·spb. 

Publicity Writing for Television and Film. Word Doctor 

Language in Thought and Action. 5th ed. Harcourt 1991. 
P ~ I )'1:5 • ti Ji.· 1''l7 s 

J Hudson Howard Penn Publishing Newsletters. Macmillan 1988 $13 95 

· Jacobi: Peter. Wri~ing with Style: The News Story and the Fe~ture.· R~gan 
Communications 1982. $19.95. 

43 



l 
1 

l 
. l 
I 
1 

Kaplan, Burton. The Corporate Manaaer's Gµide to Speecbwriting. Free Press 
1988. $27.95. 

Klepper, Michael/Gunther, Robert. 
1993. $20.00. 

I'd R~her pie Tban G~ve a Speech! 
N J.fltK. I , K~h I 2/.j 

Irwin 

Lewis, Herschell G. Power Copywri ting. Dartnell 1994. $29. 95. 

MacDonald, R.H. Broadcast News Manual of Style. Longman 1987. $24.50. 
P.>.J 'f7ff ,f3·7S M~i 19Y7 . 

Meyer, Herbert. How to Write. Storm King Press 1991. $5.95pb. 

Newsom, Doug/carrell, Bob. ~ic Relations Writing: forms and Style. 
ed. Probus 1995. $27.95pb. . HJ.~~ _,NtfC/3 i~ {f,ol:---

4th 

Parsigian, Elise K. 
$24.95pb. 

The Dynamics of Media Writing. L. Erlbaum 1992. 

Rafe, Stephen C. How to be Prepared to Think on Your Feet. Harper Business 
1992. $13. OOpb .. 

Rayfield, Robert., et al. Public Relations Writing: Strategies and Skills. 
Brown and Benchmark 1991. 

Redding, W. Charles. How to Conduct a Readership Suryey. Ragan 
Communications 1982. $30.00pb. 

Roesch, Roberta. 
1989. $14.95. 

Smart Talk: The Art of Sayyy Business eonversation. AMACOM 
/fF571.'f ,·l\~4- 11?-/ 

Roman, Kenneth/Raphaelson, Joel. Writing That Works. Harper Collins 1992. 
$10.00pb. 

Starr, Douglas. How to Handle SOeechwriting Assignments. Pilot Books 1994. 
$5.95. 

Thomsett, Michael c. 
1989. $14.95. 

• Thomsett, Michael C. 
$14.95 . 

AMA COM 

The Little Black Book of Business Words. AMACOM 1991. 
H F I cc I I I If/.µ I 1 <)I 

Tucker, Kerry. Public Relations Writing: An Issue Driven Behavioral 
·Approach. 2nd ed. Prentice-Hall 1994. ff,'1..J..ivJ , T?Y l'tf?t-

Wales, La Rae. Practical Guide to Newsletter Editing/pesign. 2nd ed. Books 
on 'Demand 1976. $20. oo. />.'v 4-78'+ , .f\J~ lt.'.3 

Walsh, Frank. Public Relations Writer in a Computer Age. Prentice-Hall 
1986. 

Wilcox, Dennis L./Nolte, Lawrence W. Pl1blic Relations Writing and Media 
]'echniques. 2nd ed. Harper College 1994. $28.50. 



Williams, Patrick. How to Create Winning Emplovee Pt1blications. 
Williams Communications 1990. ·$23.95. 

Ill. BIBLIOGRAPHIES/DIRECTORIES 

BIBLIOGRAPHIES 

Joe 

CUtlip, Scott. 
1965. $20.00. 

Public Relations Bibliography. 
z. ?Ito¥-- I pq ~-7 c ~ 11 ftJS-

·university of Wisconsin Press 

Herold, Jean. Marketing & Sales Management; An Information Sourcebook. Oryx 
1988. $46.50. 

Hill, George/Farrell, Robert. 
Daystar 1987~ $8.00. 

Blacks & Public Relations: A Bibliography. 
z I 3b/ IN 39 ti 5-,J.f l<JS'f 

"Miller, Debra A. Multicultural Communications: A Bibliography. 
Fulfillment Department 1993. Members $28.00; Nonmembers $38.00. 

PRSA 

Passarelli, Anne B. Public Relations in Business. G9vernment and Society: 
A Bibliographic Guide. Libraries Unlimited 1989. $32.00. 

Walker, Albert/Shermis, Michael. Public Relations Bibliography 1986-1987. 
ERIC Clearinghouse 1990. $12.00. 

Annual bibliographies from 1993 on are available from Public Relations 
Review, JAI Press, P.O. Box 1678, Greenwich, CT 06836. $37.50 each volume. 
fi, blic.. re I~· t 1t '1"1 .:s 6vc11~+~rf •i f'euc.:(; 1
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MEDIA DIRECTORIES 

american Jewish Media Directory. RK Associates, Box 18, Rego Park, NY 11374. 
718-275-2546. $60.00. 

Bacon's Media Calendar pirectory. Bacon's Publishing Co. $230.00. 
• "C:f" Z. I...:~'") I I tJ.;:-i 

Bacon' s Magazine pirectory. .$245. o.o. 
Bacon's Newspaper pirectory. $250.00. 

·Bacon's Radio/TV/Cable Directory. $270.00. 

Broadcasting & Cable Yearbook. 
. tr'·~ f Hr£ 1
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1 ~ '?' t I ~~ 177 

Reed Re'ference. $159. 95. 

Burrelle's Media Directories. 
07039. 800-631-1160. 

Burrelle's, 75 E. Northfield, Livingston, NJ 
v:1I . .( ~t. 

New Jersey $75 
Pennsylvania $80 
New England $140 
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BUrrelle's Media Directgry. $425.00. 

Burrelle's Special Directories: Black/Hispanic Media Directory. $145.00. 

Bµsiness & Finangial News Media. Larriston Communications, P.O. Box 20229. 
NY, NY 10025. 212-864-0150. $99.00. 

Cable & Station Coverage Atlas. 
Washington, DC 20037. 202-872-9200. 

Warren Publishing,. 2115 Ward Ct . NW, 
$360.00~ 

caduceus: The Health and Medical Media pirectory. Caduceus Communications, 
$339.00. 

Chicago Media Directory. Chicago Convention & Tourism Bureau, McCormick 
Place-on-the-Lake, Chicago, IL 60616. 312-507-8500. $5.00. 

Cbildren's Media Market Place. Neal-Schuman, 100 Varick St., NY, NY 10013. 
212-925-8650. $45.00. 

College Media DirectJry. Oxbridge. $125.00. 
Re.f Z {,,· (/'f 'f , S.? 57 

eollege Newspaoer pirectory & Rate Book. American Passage, 215 W. Harrison, 
Seattle, WA 98119. 206-282-8111. 

Directory of Women's Media. National Council for Research on Women, 530 
Broadway, 10th Fl., NY, NY 10012. 212-274-0730. $34.00. 

Editor and Publisher Directory of Syndicated Services. ll W. 19th St., NY, 
NY 10011. 212-675-4380. $7.00. 

Editor and Publisher International Yearbook. $90.00. 
t<ef f"' Jf-1C·C . E '+ 

Feature News Publicity Outlets. Morgan Rand, 800 Mill Busn. Park, 1800 
Byberry Road, Huntington Valley, Philadelphia, PA 19006.. 215-938-5511. 
$60.00. 

Finderbinder. Gary Beals Advertising/PR, 8546 Chevy Chase Dr., La Mesa, CA 
91941. 619-463-5050. Local media directories (14). 

Forbe's Media Guide Five Hundred: A eritical Review of the Media. Forbes 
1995. $19.95pb. 

Grle' s pirectory of Publications and Broadcast Media. 
· $340. oo. ,"\'ef z 1c.qi:,7 , .'-f'l 1 

Gale Research. 

Gebbie Press All-in-One Directory. Gebbie Press, PCB 1000, New Paltz, NY 
12561. 914-255-7560. $85.00. 

Greater Philadelphia Publicity Guide. Balset Co., Box 365, Ambler, PA 19002. 
215-628-8729. $49.00. 

ijawaii All Media Pµblicity Guide. Avatar PR, 1521 South King #401, Honolulu, 
HI 96826. $15.00. 

Hispanic Media & M;t'kets Source. 
f'-14.5 .H~·· f/57 

SRDS. $181.00. 
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Hudson's sµbscription Hewsletter pirectory. 44 w. Market St., Rhinebeck, NY 
12572. 914-876-2081. $128.00. 

Hµdson's State Capitals News Media Contacts pirectory. $108.00. 

Hudson's Washington News Media Contacts pirectory. $155.00. 

Illinois Media. Midwest Newsclip, 363 W. Erie St., Chicago, IL 60610. 312-
751-7300. $125.00. . . 

LMP: ~iterafh rarketplace. Reed Reference. $165.00. 
ef PN ~ ,L:;-

Metro California Media. Public Relations Plus, PCB 1197, New Milford, CT 
06776. 203-354-9361. $139.50. 

Minnesota Media pirectory - Twin Cities. 
Livingstone Ave., West St. Paul, MN 55118. 

Delmont Communications, 1700 
612-871-7201. $110.00. 

~ 1 ·Minnesota Media Directory- Greater Minnesota. 
$110.00. 

Delmont Communications. 

. J 

l 

National Directory of Magazines. Oxbridge Communications. $395.00. 
f(~f -z..1./f+1 • vJ r 

!lational Directory of Commµnitv Newspapers. American Newspaper 
Representatives, 1000 Sherlard Pkwy, Minneapolis, MN 55426. 612-752-6237. 
$75.00. ' 

N1tional PR Pitch Book. Infocom Group, 2115 Fourth St., Berkeley, CA 94710. 
800-959-1059. $295.00. 

National Radio Publicity Outlets. Morgan Rand. 215-938-5511. $188.50. 

National Directory of Newspaper Op-Ed Pages. 
C~dar St., Box 909, Buena Vista, CO 81211. 

Communication Creativity, 425 
719-395-8659: $19.95. 

Newsletters In Print. Gale Research. $185.00 . 

.. ewsmaker's Guide to Local Business Publications. Assn. of Area Business 
Publications, 5820 Wilshire Blvd., Ste. 500, Los Angeles, CA 90036. $30.00. 

Hews Media Yellow Book of Washington & New York. Leadership. $170.00. 

New York Publicity Outlets. Public Relations Plus. 203-354-9361. $139.50. 

Oxbridge pirectory of Newsletters. Oxbridge. $345.00. 
. f\ e-r -z. (..; 'l +If . ,\: ¥Jf s S' .;( · 

Pocket Media Guide. Media Distribution Services, 307 West 36th St., 
Dept. P., NY, NY 10018. 212-279-4800. Free . 

Power Media Selects. Broadcast Interview Source. $166.50. 

Publicity Clµb of Chicago Media/Membership oirectory. 200 N. Michigan Ave., 
Ste. 300, Chicago, IL 60601. 312-541-1747. $95.00. 
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Radio Programming Profile. BF/Communication Inc., 66 Chestnut Lane, 
Woodbury, NY 11797. 516-364-2593. $310.00. 

Radio Talk Shows N@ed Guests. Pacesetter Publications, POB 101330, Denver, 
co 80250. 303-722-7200. $198.00. 

Belle's Blue Book (Directory of Washington ,Area Sr. Level Communicators). 
Rolle Conununications. 301-571-0071. ' 

Samir Husni's Guide to New Consumer Magazines. Cowles Business Media, 911 
Hope St., PCB 4949, Stamford, CT 06907 203-358-9900. $59.95. 

Senior Media Directory. Gem publishing, 250 E. Riverview Circle, Reno, NV 
89509. 702-786-7419 $90.00. . 

Serials Directory. EBSCO Publishing, PCB 1943, Birmingham, AL 35201-1943. 
205-980-2772. $339. oo. teef Zl/11-1 , S'!IP'/-
Standard Periodica~ pirectory. Oxbridge. $495.00. 

rcef- zGc;51 .s •7 
Talk Show Selects. Broadcast Interview Source. $185.00. 

Travel.Leisure & Entertainment News Media. Larriston Inc. $99.00. 

TY Cable Publicity Outlets. Morgan Rand. 215-938-5511. $188.00. 

Verroont Media Directory. Kelliher Samets Volk, 212 Battery, Burlington, VT 
05401. $125.00. 

Washinaton Representatives. Columbia Books. $80.00. 

Workina Press of the Nation. 
$330.00. z i.:/i51 ,i.;.,1..;7 

(5 volumes) Reed Reference Publishing. 

INTERNATIONAL DIRECTORIES 

Acivertiser's Guide to Magazines in Japan. Available: JETRC, 1221 Avenue 
of the Americas, NY, NY 10020. 212-997-0400. 

Aµstralian Periodicals in Print. Bowker. 800-521-8110. 
(Australian: $75.00). 

Bacon's International Directory - Western Europe. Bacon's Publishing Co. 
$270.00. 

Benn's Media Directory. (Vol 1 - UK); 
W. 72nd, NY, NY 10023. 212-580-8079. 

(Vol 2 International) . 
(per volume) $200.00. 

Nichols, 155 

Bowden's Media pirectory. 
MIL 4T5. 416-750-2220. 

Bowdens, 2206 Eglinton Ave., Scarborough, Ontario 
(Canadian: $200.00). 

Directory of Eurooean Business. Reed Reference Publishing. $195.00. 
~ 

48 



l 
1 
I 
l 

Editor & Pµblisher Internatip~al Xear~f · 
212-675-4380. $90. oo. Ref ¥1tJO , 

ll W. 19 St.,_ NY, NY 10011. 

Editor's Media pirectories. PR Newslink, 9-10 Great Sutton St.·, London EC1 V 
OBX. (British Pounds: 345) • · 

Encyclopedia of Women's Associations Worldwide. Gale Research 1993. $80.00. 

Tbe E~ropa World Year Book. Gale Research. $610.00. e+ .Jft}/ ,c'-t5 
Gale International pirectory of Pµblications. · Gale Research. $100.00. 

Gee's Australian Media Guide. Margaret Gee Media Group, 45 Flinders Lane, 
Melbourne, VIC 3000. (Australian: $320.00). 

Hollis Europe. Hollis Directories Ltd. (British Pounds: 125). 

Hollis Press & Public Relations Annual. Contact House, Lower Hampton Rd., 
Sunbury-on-Thames, Middlesex, England TW16 5BR. (British Pounds: 85). 

International Literary Market Place. R.R. Bowker. $179.95. 
-z. 2.. Cf I , b- :Z :5 '8' 

International Media Guides: International Media Guides, Inc. 85 Perimeter 
Rd., Nashua, NH 03063. 603-882-9576. 

Newspapers Worldwide $150.00 
Consumer Magazines Worldwide $150.00 

Business/Professional Publications: 
Asia/Pacific, Middle East & Africa $150.00 
Europe $150.00 
The Americas $150.00 

International Radio Stations Guide. Bernard Babani, The Grampians, 
Shepherd's Bush Road, London W6 7NF. (British Pounds: 5.95). 

Media Scandinavia. Danske Reklamebureauers Brancheforening, Badstuestraede 
20, DK-1205, Copenhagen K, Denmark. (Krone: 635). 

MPM - Mexican Print Media pirectory. SRDS. $60.00. 
' PIMS UK Media Directory. PIMS International, PIMS House, Mildmay Ave., 

London. (British Pounds: 80). PIMS USA INC.: 1133 Broadway, NY, NY 10010. 
212-645-5217. 

·Ulricb's International Directory. R.R. Bowker. $415.00. 
RI-?+ z 0c1?·1 . lf :5' 

BUSINESS DIRECTORIES 

Almanac of the SO States. 
#162, Palo,, Alto, "CA 94306. 

~ef H.;:21'f · ,,115° 
Alternative Publications. 

Information Publications, 3790 El Camino Real, 
415-965-4449. $55.00; $47.00pb. 

McFarland & Co. $18.95. 

A!Derican Lobbyists Directory. Gale Research. $175.00. 
' 
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.American Society of Journalists & Authors - Directory. ASJA, 1501 Broadway, 
NY, NY 10036. 212-997-0947. $75.00. 

AV ~arket Place. R.R. Bowker. $139.95. 
Ke+ Lt3llJtf3 ,Ag/I"{ 

Awar?s. '~~rs~ P,,izes. Gale Research. $390.00. 
I( ie+ ' g 

Book of the States. The Council of Stat!! Governments. $79.00. 
~'ef '1K:)..'fu3 16b 
ins Or n' · Gale Research. 

$345. 00. j- 30/l 

Buyer's Guide to Oualified Photographers. Professional Photographers of 
America, 57 Forsyth St. NW, Ste. 160.0, Atlanta, GA 30303. 404-522-8600. 
$110.00. 

Celebrity Directory. Axiom Information Resources, POB 8015, Ann Arbor, MI 
48017. 313-761-4842. $39.95. 

Celebrity Service International Contact Book. 
Broadway, NY, NY 10019. 212-245-1460. $45.00. 

Celebrity Service, 1780 

Charitable Organizations of the United States. Gale Research. $150.00. 

Chase's 1995 Calendar of Eve~ts. Contemporary Books. $45.95 . 
. t'-e·t: J) ;/, J I c '+ r 

Consultants & Consulting Organizations Directory. Gale Research. $470.00. 
1c.~+ h.!)(;·li ,Cfo C C.,'+ 11 

Corporate Technology Directory. CorpTech, 12 Alfred St., Ste. 200, Woburn, 
MA 01801. 617-932-3939. $495.00. 

l\'f f!G.t/tsr; ,AIL., . 
Consumer's Resource Hand.book. U.S. Office of C~nsumer Affairs. 
202-634-4310. Free. U ~ G c.'L' :>t c. l-/E I 5D<i/2.: 

Directories in Print. Gale Research. $290.00 . 
. \'i::-f 4 y )CC/ I L)5j· . . 

Directory of American Firms Operating in Foreign Countries. World Trade 
Academy,~ Press, 5~ ~-· 42nd ~t., NY, ~ 10017. 212-697-4999. $195. 00. 

• kc-f HG >f :> .-3 'f , .41 .J).:, l~ ~ ........... ct;-~ · 
Directo:cy of Catholic Communication. Personnel. US Catholic Conference, 3211 
4th St. NE, Washington, DC 20017. 202-541-3200. $5.00. 

Qirectory of Multicultural Public Relations Professionals & Firms. PRSA. 
Members $30; Nonmembers $40.00 plus $3.00 s/h prepaid. 

Directory of Newsletters. Oxbridge Communications. $345.00. 

Directory of Personal Image Consultants. Image Industry Publications, 10 Bay 
St. Landing, Staten Island, NY 1030.l. 718-273-3229. $35.00. 

Ensyc~op}f~a of Assoc~ati_E>ns. Gale Research. $375.00. 
/\ ~1 , s ~ . .:!. I E. :; I '/ '}:; 

·a of u iness nf rma · s. Gale Research. $245.00 . . A.~:t ffr ~'f. 5'1... .ES/!:)- Es-3 t1<i . 
En~y~op,~i~,P~ <i<3-v7rre_~tal A~visory Org~za;ions. Gale Research. $505.00. 

o;:" ' K.. -i.: . ,\,... Clt.·>-C ~ A ~-''-"'-' . so 
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Eur~ean Bysiness Ra~ings. Gale Research. 
~-f HG 413~ rlf' . · · 

$160.00. 

FQRTQNE Directory. Time Inc. 212-586-1212. $25. 00 prepaid .. 

l'he F;,undaAjon Directory. The Foundation Center. $185. 00. 
~ ::,«111. ff~ p(g5-

Full~ex~ Sour~es Opline. Bibliodata. $90.00. e+ ztp1 /, S'S 
Gale pirectory of D~abases. Gale Research. $290.00. 

t<f: .f- Z.. /,/f q • 11.._ I .s-7 
Hoover's Han®o~k o~American Business. Reference Press. $34.95. 

Ref HG- 4-D:;, 7 . ~ yt.;.17 
Hoove~'s Hancibook of Emer5J?ng Companies. Reference Press. $32.95. 

f.<.re.f HG:... 1+0.s7 , .4 ~~c., I 
How to Find Business Intelligence in Washington. Washington Researchers. 
$195.00. 

IEG Directory of Sponsorship Marketing. International Events Group, 
312-944-1727. $175.00. 

Information Industry Pirectory. Gale Research. $495.00. 

International Companies and their Brands. Gale Research. $260.00. 

International Directory of Market Research Organizations. Market Research 
Society, $255.00. U.S. Distributor: 404-352-2290. 

International Directory of Marketing Research Companies & Seryices. American 
Marketing Assn. 914-948-9466. $105.00. 

Investor Relations Resource Guide. NIRI. 202-861-0630. $50.00. 

Japan Trade Directory. Gale Research. $245.00. 

Literary Market Place. R.R. Bowker. $165.00. 
K-.7{ f'.'~ I·~ / , Lj- ,.:...<..:.......-: ;_..._ rri.:,.;.,,.._ .. ~ ... :t:=-<.,;.1,...-.l..-

Mad~on Avj.Je~ue __ H~ncibook.:, Peter Glenn Pubs. 212-869-2020. $45.00. 
R~f ' .. 5:f1- ~ .N 3....._ 

National Directory of Corporate Public Affairs. Columbia Books. $90.00. 

National Directory of Nonprofit Organizations. The Taft Group. $415.00. 

National Trade & Professional Associations of the U.S .. Columbia Books. 
· $65. 00. kef HD~ 'i-~'5" / D!J-3 

Nelson's Directory of Investment Research. Nelson Publications. $495.00. 

Nf!wsmakers. Gale Research. $95.00. 
Re.f c r 1~c ,c..rvL·3 

The 1995 National pirectory of Addresses and Telephone NumJ:>ers. Omnigraphics 
Inc. $85.00. f:ef, £ 15'-f.5- , N3'/ CL-i.JtJ ~ H5L. *'..r!j 
O'Dwyer's Directory of Corporate Communications. O'Dwyer's, 271 Madison 
Ave., NY, NY 10016. 212-679-2471. $110.00. 
. Ref HO Ste/ . i 1JiJ-c·c cJL,J..c ~"' "Jltt~ ~ 
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prpwyer' s pirecto*?f o:_a;µbl# i,~ations Exegutives. $70 ~ 00. · D.!J , 3,:, . 
Q'Dwyer' s Directo:f'J'f f'ffl1}tpc3Re:~j7s Firms. $125. 00. 

pirectorv of Personal Image Consultants. ·Image Industry, 10 Bay Street 
Landing, Staten Island, NY 10301. 718-273-3229. $35.00. 

Congressiona~ Quarterly. $175.00. 

membership directory. 

Reed's Worldwide Directory of Public Relations Organizations. 
Press. $110.00. 

Research CAnters pirectory. Gale Research. $455.00. 
l(ef S~S ,Rlf7 

Pigafetta 

- Standard Rate and Pata Seryices. SRDS. 
Business Publications Rates and Data. $497 .oo !f;:.sc;cs .57.;G 
Community Publication Rates and Data. $79.00 
Newspaper Rates and pata. $490. 00 HF 51DS ,57 3 
Spot Radio Rates and Data. $173.00 Hf=5"cit.f:J- .5'71-f 
Spot Television Rates & Data. $164. 00 HF 5lf c5 ,$7"/S-

Trade Shows Worldwide. Gale Research. $220.00. 

Tradeshow Week Data Book. Reed Reference. $315.00. 

Television & Cable Factbook. (3 vols.) Warren Publishing. 202-872-9200. 
$395 00 l~ _,, 1_1.-,-··· . ..,-,,. 

• • ._:. () I '"-- \./,; J .::> '=' ' I ~"'""I 

V.I.P. Address Book. Associated Media Companies. $89.95. 

Ward's Business Directory of U.S. Private & Public Companies. Gale Research. 
5 Volumes. $1400. 00. ~e+ HO ;). 7'1 / , L<..' 3 7 
Washington Information Directory. Congressional Quarterly. $94.95 . 

• "<'~ F /'t..2 • .3 • u...3.3 
Washinaton Representatives: Lobbyists. Foreign Agents. Consultants. Legal 
Acivisors. Public Affairs and Government Relations. Columbia Books. $70.00. 

Wbo4w~o1 ~~ Am~rtq~) Marquis ~h~:~ W~~· $429.95. 
,. · , lL· lJ.' 't ~ , t. LL.:, ,._t.. f7 ; t... fa-<'· 

· Worldwide G9verrunent Directory. MacFarlance & Co, One Park Place, Atlanta, 
GA 3 0318. 404-3 52-2290. $350. oo. f..;1 ·.J F 3'7 , I-3'-f 5 P.-_~J,~.1~ ..{_.....,- , •. 

/1i7 n.J-< .J;c,~_._l..l.; ~. 
Yearbook of Experts. Authorities & Spokespersons. Broadcast Interview. 
$47.50. 
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IV. PERIODICALS Cwith annual subscrtotion cost> 

Senefits Communicator. HR Communication Services, P.O. Box 671, Richmond, 
VA 23206. 804-751-5003. Bi-monthly. $84.00. 

Sroadcasting. Cahner's Publishing. 1350 East To~~Ave. Des Plaines, Il 
60018. 708-635-8800. Weekly. $85.00 Tl{ (p5L/-O • bir...!:> 

currents. CASE. Monthly. $95.00. 

Channels. PR Publishing, POB 600,. Exeter, NH 03833-0600. 
Monthly. $50. 00. f'N 1qq~ .to ,(5/1-f 

Community Relations Report. POB 924, Bartlesville, OK 74005. 
918-336-2267. Monthly. $139.00. 

603-778-0514. 

C9rporate Annual Report Newsletter. Ragan Communications, 212 W. Superior 
·st., #200, Chicago, IL 60605. 312-922-3336. Monthly. $237.00. 

Comorate Giving Watch. The Taft Group. Monthly. $139.00. 

Corporate Public Issues & Their Management. 207 Loudoun St. SE, Leesburg, 
VA 22075. 703-777-8450. 2x per month. $195.00. 

-Corporate Shareholder. 300 W. 108th St., Ste. SA, NY, NY 10025. 
212-662-0877. 22 per year. $249.00. 

ijealthcare PR News. 1201 Seven Locks Rd., Potomac, MD 20854. Bi-weekly. 301-
340-1520. $397.00. 

Investor Relations Newsletter. 
60610. 312-464-0300. Monthly. 

Investor Relations Update. NIRI, 
22182. 703-506-3750. Monthly. 

350 w. Hubbard St., Ste. 440, Chicago, IL 
$195.00. 

8045 Leesburg Pike, Ste. 600, Vienna, VA 
$125.00. 

International Public Relations Review. Wordsworth, 18 West Church St., 
Frederick, MD 21701. 301-845-2991. Quarterly. '$40.00. 

Jack O'Dwyer's PR Newsletter. 271 Madison Ave., NY, NY 10016. 
212-679-2471. Weekly. $175.00. · 

Journal of Non-Profit and Public Sector Marketing. 
Quarterly. $36.00. 

Haworth Press. 

Managing the Human Climate. Philip Lesly Co. Bimonthly. $30.00. 

Newsletter on Newsletters. 44 West Market St., POB 311, Rhinebeck, NY 12572. 
914-876-2081. $120.00. 

Newsletter Design. See above. Monthly. $125.00. 
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O'Dwyer's Washington Report. 271 Madison Ave., NY, NY 10016. 
212-679-2471. Bi-weekly. $95.00. 

O'Dwver's PR Marketplace. See above. Bi-weekly. $24.00 .. 

O'Dwyer's PR Seryices Report. See above. Monthly. $40.00. 

Partv Line. 35 Sutton Pl., NY, NY 10022. 212-755-3487. Weekly. $150.00. 

PR Clock. 25 W. 39th St., NY, NY 10018. 212-221-0410. Bi-Weekly. $95.00. 

PR Reporter. Box 600, Dudley House, Exeter, NH 03833. 
Weekly. $175.00. 

603-778-0514. 

PR Watch. 3318 Gregory St., Madison, ·wI 53711. 608-233-3346. Quarterly. 
$300.00 Corporate; $60.00 Individual and Non Profit. 

Public Relations Tactics. PRSA. Monthly. Nonmembers: $36.00. 

Public Relations News. 1201 Seven Locks Road, Potomac, MD 20854-3394. 301-
340-1520. Weekly. $277.00. 

Pµblic Relations Quarterly. 44 W. Market St.,POB 311, Rhinebeck, NY 12572. 
914-876-2081. $40. 00. tU-f ~tp3 1 P 7 l-. fp 6 .... u .. -+4·-i ,·r, &...'>• 1v°£-:>'; -:;::~)(/.-

Public Relations Review. 55 Old Post Rd. #2, Greenwich, CT 06836-6200. 
Quarterly. $70. 00. ·U:~-uk..L ~ p:....t-e-<. ~:..z .. ~~ f~4'1 1''(11 

Raaan Report. 212 West Superior St., #200, Chicago, IL 60605. 312-922-8245. 
Weekly. $197.00. 

Social Science Monitor. 10606 Mantz Rd., Silver Spring, MD 20903. 
301-445-3230. Monthly. $150.00. 

Special Events Report. 213 West Institute Pl., Chicago, IL 60610. 
312-944-1727. Bi-weekly. $340.00. 

Speechwriter's Newsletter. 212 W. Superior St., #200, Chicago, IL 60605. 
312·922-8245. Weekly. $257.00. 

TJfR Business News Reporter. 545 N. Maple Ave., Ridgewood, NJ 07450. 201-
444-6061. Semi-monthly. $575.00. 

Travel Publicity Leads. Scott American Corporation, Box 88, West Redding, 
CT 06896. 203-938-2955. $140.00. 

P . R i . . J. I lf'.' . , .L , .,.. ~ •• ,t"~ ·r(l:t..:~) 
. cj . \" .... t' .·· , •• • c .... -n.:...'- u.lh~·,.. \ -
- • c_... - ·- .. (.. .-1,~ 
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V.PUBLISHERS 

A.A.S.A. 1801 N. Moore St., Arlington, VA 22209. 703-528-0700. 

A.A.S.L.H. 530 Church St., Nashville, TN 37219. 615-255-2971. 

A.B.A. 750 N. Lake Shore Dr., Chicago, IL 60611. 312-988-6101. 

A.H.P.I. 737 N. Michigan Ave., Chicago, IL 60611. 800-621-6902. 

A.S.A.E. 1575 Eye St. NW., Washington, DC 20005. 202-626-2723. 

Acropolis. 2311 Calvert St. NW, No. 300, Washington, DC 20008. 
800-451-7771. 

Addison-Wesley. 1 Jacob Way, Redding, MA 01867. 800-447-2226. 

Ad-Libs. POB 4050, Bartonville, IL 61607. 309-697-1120. 

Advertising Research Foundation. 641 Lexington Ave., NY, NY 10022. 
212-751-5656. 

Alert Publications. 9016 Wilshire Blvd., Ste. 421, Beverly Hills, CA 90211. 
800-253-7863. 

Allworth Press. 10 E. 23rd St. Ste. 400, NY, NY 10010. 212-777-8395. 

Allyn & Bacon. 160 Gould St., Needham Heights, MA 02194. 800-223-1360. 

AMACOM. 135 W. 50th St., NY, NY 10020. 212-903-586-8100. 

American Association of Advertising Agencies. 666 Third Ave., NY, .NY 10017. 
212-682-2500. 

American Demographics. POB 68, Ithaca, NY 14851. 800-828-1133. 

American Management Association. see AMACOM . 
• 

American Map Corp. 46-35 54th Rd., Maspeth, NY 11378. 800-432-6277. 

American Marketing Association. 250 S. Wacker Dr., Chicago, IL 60606. 
312-648-0536. 

Archival Services. 3900 Roy Rd., #37, S~reveport, LA 71107. 318-929-2346. 

Art Direction. 10 E. 39th St. 6th Fl., NY, NY 10016. 212-889-6500. 

j Ashgate Publishing Co. Old Post Road, Brookfield, VT 05036. 802-276-3162. 

· Aspen Publications. 200 Orchard Ridge Dr., Ste. 200, Gaithersburg, MD 
20878. 800-638-8437. 
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Associated Media Companies. 4350 Via Dolce, Ste. 311, Marina Del Rey, CA 
90292. 310-821-2011. 

Association of National Advertisers. 155 E. 44th St., NY, NY 10017. 
212-697-5950. 

Atheneum. see Macmillan. 

Avon. 1350 Avenue of the Americas, NY, NY 10019. 800-238-0658. 

Bacon's Information Inc. 332 South Michigan, Chicago, IL 60604. 
800-621-0561. 

Bank Marketing Association. 1120 Connecticut Ave. NW, Washington, DC 20036. 
202-663-5268. 

Bantam. 1540 Broadway., NY, NY 10036. 800-223-6834. 

Barrington Press. 28 Lakewood Rd., Newton Highlands, MA 02161. 
617-969-9346. 

Barron's. POB 8040, 250 Wireless Blvd., Hauppauge, NY 11788. 
800-645-3476. 

Basil Blackwell. 238 Main St., Cambridge, MA 02142. 800-488-2665. 

Beekman. POB 888, Woodstock, NY 12498. 914-679-2300. 

D. Bellavance Agency. 323 Beacon St., Boston, MA 02116. 617-262-0411. 

Berkley Publishing Group. 200 Madison Ave., New York, NY 10016. 212-951-
8800. 

Berrett-Koehler Publishers, Inc. 
94104-4109. 800-788-3123. 

155 Montgomery St., San Francisco, CA 

BiblioData. POB 61, Needham Heights, MA 02194. 617-444-1154. 

Bizarre Butterfly. POB 16186, Phoenix, AZ 85011. 602-266-2426. 

Blackwell Business. AIDC, P.O. Box 20, Williston, VT 05495. 800-862-0095. 

Bob Adams, Inc. 260 Center St., Holbrook, MA 02343. 800-872-5627. 

Bonus Books. 160 E. Illinois, Chicago; IL 60611. 800-225-3775. 

Books on Demand. 300 N. Zeeb Rd., Ann Arbor, MI 48106. 800-521-0600. 

R.R. Bowker. 121 Chanlon Rd., New Providence, NJ 07974. 800-521-8110. 

Broadcast Interview Source. 2233 Wisconsin Ave., NW, Washington, DC 2·0007. 
800-955-0311. 

Brown & Benchmark. 25 Kessel Ct., Madison, WI ?3711. 800-338-5578. 
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Burgess International. 7110 O~ Lane, Edina, MN 55439 .. 612-831-1344. · 

Burrelle's. 75 East Northfield Rd., Livingston, NJ 07039. 800-0S-MEDIA. 

Business of Your Own. 837 Stirrup Dr., Nashville, TN 37221. 615-646-3708. 

Butterworth-Heinemann. 313 Washington St., Newton, MA 02180. 800-366-2665. 

Caduceus Communications. 1300 w. Belmont, #402, Chicago, IL 60657. 
800-229-1832. 

Career Press. 180 Fifth Ave, Hawthorne, NJ 07507. 800-227-3371. 

Carol Publishing Group. 120 Enterpri~e Ave., Secaucus, NJ 07094. 
201-866-8159. 

Cassell. Maple Ridge Rd., North Sandwich, MA 03259. 800-351-9278. 

CASE. 11 Dupont Circle, Washington, DC 20036. 800-554-8536. 

Cause Effective. ·39 W. 14th St., NY, NY 10011. 212-807-6896. 

Center for Creative Leadership. P.O. Box 26300, Greensboro, NC 27438-6300. 
910-288-7210. 

Chase Communications, Inc. 3353 Peachtree Road, Ste. Ml30, North Tower, 
Atlanta, GA 30326. 404-266-0888. 

Chilton Books. 201 King of Prussia Rd., Radnor, PA 19089. 800-695-1214. 

Chronicle Books. 275 Fifth St., San Francisco, CA 94103. 800-722-6657. 

Church Growth Institute. POB 4404, Waterlick Rd., Lynchburg, VA 24502. 804-
525-0022. 

Clark Boardman Callaghan. 375 Hudson, NY, NY 10014. 212-929-7500. 

Coast to Coast Books. POB 633, Manzanita, OR 97130. 800-289-0963 . 

. J Columbia Books. 1212 New York Ave~, NW, Washington, DC 20005. 
202-898-0662. 

Common Courage Press. Box 702, Corner Jackson Rd. & Rte. 139, Monroe, ME 
. 0~951. 207-525-0900. 

Com~unication Creativity. POB 909, Buena Vista, co 81211. 800-331-8355. 

Communication Publications & Resources. 700 Black Horse Pike, Blackwood, NJ 
08012. 800-888-2086. 

Communication Skills Institute. 1821 N. Camino Sabadell, Tucson, AZ 85715. 
602-290-5078. 

C~mmunity Resource Institute Press. 1442-A Walnut St., #51, Berkeley, CA 
94709. 510-526-7190. 
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computer Industry Almanac. 225 Allen Way, Incline Village, Lake Tahoe, NV 
89451. 702-831-2288. 

The Conference Board. 845 Third Ave., NY, NY 10022. 800~872-6273. 

Congressional Quarterly. 1414 22nd St., NW, Washington, DC 20037. 
202-887-8500. 

Consultants News. Templeton Rd., Fitzwilliam,_ NH 03447. 800-531-0007. 

Contemporary Books. 2 Prudential Plaza #1200, Chicago, IL 60601. 
312-540-4500. 

CorpTech. 12 Alfred St., Woburn, MA 01801. 800-333-8036. 

Corwin Press Inc. 2455 Teller Rd., Newbury Park, CA 91320. 805-499-9734. 

Council of State Governments. Iron Works Pike, POB 11910, Lexington, KY 
0 40578. 606-231-1939. 

CRI-Comrnmunication Research. 3954 44th St. SE, Grand Rapids, MI 49508. 
616-698-0444. 

Crisp Publications. 1200 Hamilton Court, Menlo Park, CA 94025. 
800-442-7477. 

Dartnell. 4660 N. Ravenswood Ave., Chicago, IL 60640. 800-621-5463. 

Daystar. POB 707, Angwin, CA 94508. 707-965-2085. 

Dearborn Trade. 520 N. Dearborn, Chicago, IL 60601. 312-836-4400. 

Direct Marketing Association. 6 E. 43rd St., NY, NY 10017. 212-689-4977. 

Dobbs Directories. 242 Clinton Ave., Dobbs Ferry, NY 10522. 914-693-3419. 

Dorsey. C/O Wadsworth, Inc. 10 Davis Drive, Belmont, CA 94002. 800-423-0563 . 
• Doubleday & Co. 1540 Broadway, New York, NY 10036. 800-223-6834. 

Dryden Press. 301 Commerce St., Ft. Worth, TX 76102. 800-782-4479. 

·ERIC Clearinghouse. U of M School of Education, Rm. #2108, Ann Arbor, MI 
48109. 313-764-9492. 

ETC"Publications. 700 E. Vereda del Sur, Palm Springs, CA 92262. 
619-325-5352. 

Educational Technology Pubns. 700 Palisade Ave., Englewood Cliffs, NJ 07632. 
201-871-4007. 

Lawrence Erlbaum. 365 Broadway, Hillsdale, NJ 07642. 201-666-4110. 
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Ethics Resource Center. 1120 G Street NW #200, Washington, DC 20005. 
202-737-2258. 

Facts on File. 460 Park Ave. South, NY, NY 10016. 212-683-2244. 

Fairchild. 7 W. 34th St., NY, NY 10001. 800-247-6622. 

Fawcett. 201 E. 50th St., NY, NY 10022. 212-572-2713 . . 
Financial Executives Research Foundation. 

·Morristown, NJ 07962. 201-898-4600. 
10 Madison Ave. , PCB 193 8, 

Financial Institutions Marketing Association. 111 East Wacker Dr., Chicago, 
IL 60601. 312-938-2570. 

Financial Sourcebooks. see Sourcebooks. 

Forbes. 60 Fifth Ave., NY, NY 10011. 212-620-2200. 

·The Foundation Center. 79 Fifth Ave., NY, NY 10003. 212-620-4230. 

Foundation for American Communications. 3800 Barham Blvd., Ste. 409, Los 
Angeles, CA 90068. 213-851-7372. · 

Franklin Book Co. Inc. 7804 Montgomery Ave., Elkins Park, PA 19117. 
215-635-5252. 

Franklin Sarrett Publications. 3761 Vinyard Trace, Marietta, GA 30062. 
800-444-2524. 

Free Press. 866 Third Ave., NY, NY 10022~ 800-257-5755. 

Fund Raising. 800-877-8238. See Gale Research for address·. 

Fundraising Formula. 4125 Via Nivel, Palos Verdes Estates, CA 90274. 
310-375-3327. 

The Gable Group. 450 B Street, 11th Floor, San Diego, CA 92101. 
619-234-1300 . 

• 
Gale Research. 835 Penobscot Bldg., Detroit, MI 48226. 800-877-4253. 

Garland Publishing. lOOOA Sherman Ave., Hamden, CT 06514. 800-627-6273. 
,. 

Georgia State University. University Plaza, Atlanta, GA 30303. 
404-651-4253. 

G.K. Hall. PCB 159, Thorndike, ME 04921. 800-223-6121. 

Golden Gate Publishing. 588 Sutter St., San Francisco, CA 94102. 
415-741-0622. 

Gordon Press Publications. PCB 459, Bowling Green Station, New York, NY 
10004. 718-624-8419. 
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Government Institutes Inc. 4 Research Pl., Ste. 200, Rockville, MD 20850. 
301-921-2355. 

Gower. Old Post Road, Brookfield, VT 05036. 802-276-3162. 

Greenwood. 88 Post Rd. w., PCB 5007, Westport, CT 06881. 800-225-5800. 

Grey House Publishing. Pocket Knife Square, Lakeville, CT 06039. 
203-435-0868. 

Halsted. 605 Third Ave., NY, NY 10158. 212-850-6465. 

Harcourt Brace Jovanovich. 525 B St., Ste. 1900, San Diego, CA 92101. 
800-346-8648. 

l Harper & Row. 10 E. 53rd. St., NY, NY 10022. 800-242-7737. 212-207-7000. 

Harper Business. See Harper & Row. 

Harper College. See Harper & Row. 

Harper Collins. See Harper & Row. 

Harvard Business School Press. Harvard Business School, Boston, MA 02163. 
617-495-6700. 

Harvey Yorke. P.O.B. 252, Novato, CA 94948. 415-897-4050. 

Haworth Press. 10 Alice St., Binghamton, NY 13904. 800-342-9678. 

HBJ College Publications. 301 Commerce St., Ste. 3700, Ft~ Worth, TX 76102. 
800-782-4479. 

D.C. Heath & Co. 125 Spring St., Lexington, MA 02173. 800-235-3565. 

Henry Holt & Co. 115 W 18th St., NY, NY 10011. 800-488-5233. 

Hollis Directories Ltd. Contact House, Lower Hampton Rd., Sunbury-on-Thames, 
Middlesex, TWl6 5HG England. 011-44-932-784781 .. 

Hopscotch Press. 1563 Solano Ave.~ Ste. 135, Berkeley, CA 94707. 
510-525-3379. 

·Howard University Press. 1240 Randolph St. NE, Washington, DC 20017. 
202-806-4935. 

Human Kinetics Publications. PCB 5076, Champaign, IL 61825. 800-747-4457. 

Human Resource Development Press. 22 Amherst Road, Amherst, MA 01002. 
800-822-2801. 

Hunter House. P.O. Box 2914, Alameda, CA 94501. 510-865-5282. 

I.A.B.C. One Hallidie Plaza, #600, San Francisco, CA 94102. 415-433-3400. 
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International Events Group. 213 W. Institute Pl. , Ste.. 3 03, Chicago, IL 
60610. 312-944-1727. 

Institute for Public Relations Research & Education. 3800 South Tamiami Tr., 
Ste. N, Sarasota, FL 34239. 813-955-5577. 

InterPrint. C/O State Mutual. 521 Fifth Ave., 17th Fl., NY, NY 10175. 
212-682-5844 . 

. International Advertising Association. 342 Madison Ave., Ste. 2000, NY, NY 
10173. 212-557-1133. 

International Council of Shopping Centers. 665 Fifth Ave., NY, NY 10022. 
212-421-8181. 

International Publications Service. 1900 Frost Rd., Ste. 101, Bristol, PA 
19007. 215-785-5800. 

Investor Relations Association. 
·108-858-0016. 

364 Lorraine Ave., Glen Ellyn, IL 60137. 

Iowa State University Press. 2121 S. State Ave., Ames, IA 50014. 
515-292-0140. 

Irwin Professional Publishing. 
60521. 800-634-3961. 

1333 Burr Ridge Parkway, Burr Ridge, IL 

Jai Press. 55 Old Post Rd., #2, PCB 1678, Greenwich, CT 06836. 
203-661-7602. 

JB & Me. PCB 3879, Manhattan Beach, CA 90266. 310-546-1255. 

Jessey-Bass. 350 Sansome St., San Francisco, CA 94104. 415-433-1767. 

Judson. PCB 851, Valley Forge, PA 19482. 800-331-1053. 

K & L. PCB 09121, Columbus, OH 43209. 614-898-2724. 

· 1 Kendqll Hunt. 4050 Westmark Dr., Dubuque, IA 52004. 800-228-0810. 

I 
Kennedy Publications. Templeton Rd.~ Fitzwilliam, NH 03447. 800-531-0007. 

Kluwer Academic. PCB 358, Accord Station, Hingham, MA 02018. 617-871-6600. 

Alfred A. Knopf. 400 Hahn Rd., Westminster, MD 21157. 800-733-3000, 

Knowledge Industry. 701 Westchester Ave., White Plains, NY 10604. 
800-800-5474. 

, J MKnow~ed1g1e Network Press. c/o Field Associates Ltd., 25 Landfield Ave., 
entice o, NY 12701. 914-794-8181. 
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Media Scope Int'l Inc. 3516 Plymnouth Rd., Victoria, B~, canada V8P 4X4. 
604-592-0556. 

Medical Economics Books. 5 Paragon Dr., Montvale, NJ 07654. 8'00-223-0581. 

Medical Group Management Assn. 160 E. Illinois St., Chicago, IL 60611. 
312-467-0424 . 

. j Merrill. POB 508, Columbus, OH 43216 ... 

l 

Morrow. 1350 Avenue of the Americas, NY, NY 10019. 800-843-9389. 

~AL/Dutton. 375 Hudson St., NY, NY 10014-3657. 212-366-2000. 

National Association of Realtors. 430 N. Michigan Ave., Chicago, IL 60611. 
312-329-8292. 

National Learning. 212 Michael Dr., Syosset, NY 11791. 800-645-6337. 

·National School Public Relations Assoc. 1501 Lee Hwy., Ste. 201, Arlington, 
VA 22209. 703-528-5840. 

National Writers Club. 1450 South Havana, Ste. 424, Aurora, CO 80012. 
303-751-7844. 

National Conference of State Legislatures. 1560 Broadway, Ste 700, Denver, 
co 80202. 303-830-2200. 

Nelson. POB 591, Port Chester, NY 10573. 800-775-1500. 

Nelson Canada. 1120 Birchrnount Rd., Scarborough, Ontario MlK 5G4. 
416-752-9100. 

Nelson-Hall. lll N. Canal St., Chicago, IL 60606. 312-930-9446. 

New American Library. 375 Hudson, NY, NY 10014. 212-397-8000. 

New Forums Press. POB 876, Stillwater, OK 74076. 405-372-6158. 

New 'Jersey Institute CLE. 
908-249-5100. 

l Constitution Sq., New Brunswick, NJ 08901. 

J · New Strategist . POB 242, Ithaca, NY 14851. 607-273-0913. 
, . 

. New York Institute of Finance. 2 Broadway, NY, NY 10004. 212-344-2900. 

New. York University Press. 70 Washington Sq. South, NY, NY 10012. 
212-998-2575. 

Nichols Publishing. POB 6036, East Brunswick, NJ 08816. 908-297-2862. 

North Light Books. 1507 Dana Ave., Cincinnati, OH 45207. 800-289-0963. 
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Kogan Page Ltd. 120 Pentonville Rd., London, Nl9JN. 071-278-0433. . · __ •' 
Fax: 071-837-6348; or C/O Nichols Publishing. POB 6036, East Brunswick, 
NJ 08816. 908-297-2862. . 

Koinonia Press. POB 57244, Oklahoma City, OK 73157. 405-525-5334. 

Krieger. POB 9542, Melbourne, FL 32902. 407-724-9542. 

Landmarks. Chausee de la Hupe, 85 Terhulpsesteenweg, 1170 Brussels, Belgium; 
or C/O International Pubns. Service. (see separate listing). 

Leadership Directories. 104 Fifth Ave., NY, NY 10011. 212-627-4140. 

Leister & Sons. Rd. 5, Box 5154F, Lake Areil, PA 18436. 717-689-7391. 

Libraries Unlimited. POB 6633, Englewood, CO 80155. 800-237-6124. 

LIFETIME. 2131 Hollywood Blvd., Hollywood, FL 33020. 800-771-3355. 

Linkbridge Publishing. 90 Park Ave., New York, NY 10016. 212-876-5363. 

Loma Linda Publishing Co. Box AA, Bisbee, ·AZ 85603. 602-432-5361. 

Longman. 10 Bank St., White Plains, NY 10606. 800-447-2226. 

Lukaszewski Group, Inc. 10 Bank St., Ste. 530, White Plains, NY 10606-1933. 
914-681-0000. 

Lyceum Books. 5758 S. Blackstone, Chicago, IL 60637. 312-922-1880. 

McFarland. POB 611, Jefferson, NC 28640. 919-246-4460. 

McGraw-Hill. 1221 Ave of the Americas, NY, NY 10020. 212-512-2000. 

Macmillan. 866 Third Ave., NY, NY 10022. 800-257-5755. · 

Market Research Society. 1 Park Place, Ste. 450, Atlanta, GA 30318. 
404-352-2290. 

Market Statistics. 355 Park Ave. So., New York, NY 10010. 800-253-6708. 

Marketing Science Institute. 1000 Massachusetts Ave., Cambridge, MA 02138. 
0;7-491-2060. 

·Marquis Who's Who. 121 Chanlon Rd., N~w Providence, NJ 07974. 
aoo~521-s110 .. 

Media Alliance. 356 W 58th Street, NY, NY 10019. 212-560-2919. 

The Media Institute. 1000 Potomac St. NW, Ste. 301, Washington, DC 20007. 
202-298-7512. 

Media Research Center. 113 S. West St., Alexandria, VA 22314. 
7.0 3 - 6 8 3 - 9 7 3 3 . 
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NTC Publishing Group. 4255 W .. Touhy Ave., Lincolnwood, IL 60646. 
800-323-4900. 

oasis. 300 N. Valley Dr., Grants Pass, OR 97256. 800-228-2275. 

Olde & Oppenheim. POB 61203, Phoenix, AZ 85082. 602-839-0560. 

Omnigraphics. Penobscot Bldg., Detroit, .MI 48226. 800-234-1340. 

Open Horizons Publishing Co. PCB 205 Fairfield, IA 52556. 515-472-6130. 

Oryx Press. 4041 N. Central Ave. at Indian School Rd., Ste. 700, Phoenix, 
AZ 85012. 800-279-6799. 

Oxbridge Communications. 150 Fifth Ave., Ste. 302, NY, NY 10011. 
212-741-0231. 

Oxford University Press. 200 Madison Ave., NY, NY 10016. 800-451-7556. 

Paradigm Publishing Co. 2323 Broadway, Studio 202, San Diego, CA 92102. 
619-234-7115. 

PASE. PCB 1299, Highland Park, NJ 08904. 201-321-1011. 

Peachpit Press. 2414 6th St., Berkeley, CA 94710. 800-283-9444. 

Penguin. 375 Hudson St., NY, NY 10014. 800-331-4624. 

Pergamon. PCB 945, Madison Square Station, NY, NY 10160. 212-989-5800. 

Pfeiffer &: Co. 8517 Production Ave., San Diego, CA 92121.· 800-274-4434. 

Philip Lesly Co. 155 Harbor Dr., Ste. 2201, Chicago, IL 60601. 
312-819-3590. 

Pigafetta Press. PCB 39244, Washington, DC 20016. 202-244-2580. 

Pilot Books. 103 Cooper St., Babylon, NY 11702. 516-422-2225 . 
• 

Planners Press. c/o American Planning Assn., 1313 E. 60th St., Chicago, IL 
60637. 312-955-9100. 

P!aeger. l Madison Ave., llth Fl., NY, NY 10010. 

Precept Press. 160 E. Illinois St., Ch~cago, IL 60611. 312-467-0424.· 

Prentice-Hall. 15 Columbus Circle, NY, NY 10023. 800-223-2348 . 

. j Prima. 3875 Atherton Rd. Rocklin, CA 95765. 800-221-7945. 

Probus Publishing. 1925 N. Clybourn Ave., Chicago, IL 60614. 800-776-2871. 

Productivity Press. P.O. Box 13390, Portland, OR 97213. 800-394-6868. 
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Professional Marketing Systems. 600 Mccain Dr., Monroe, LA 71203. 
318-342-1185. 

PRSA Fulfillment Department. 33 Irving Place, New York NY 10003. 
212-460-1462. 

• 

PSI Research. 300 North Valley Dr., Grants Pass, OR 97526. 800-228-2275. 

Public Affairs Council. 1019 19th St., NW, Ste. 200, Washington DC 20036. 
202-872-1790. 

Public Library Association. SO East Huron St., Chicago, IL 60611. 
800-545-2433, X5752. 

Public Management Institute. 358 Brannan St., San Francisco, CA 94107. 
415-896-1900. 

Public Relations Publishing. 1633 Broadway, NY, NY 10019. 212-315-8000. 

·PWS-Kent. 20 Park Plaza, Boston, MA 02116. 800-354-9706. 

Quorum Books. 88 Post Rd. West, Box 5007, .Westport, CT 06881. 
203-226-3571. 

Rachel P.R. Services. 1650 S. Pacific Coast Highway, #200C, Redondo Beach, 
CA 90277. 310-792-1313. 

Ragan Communications. 212 W. Superior Street #200, Chicago, IL 60610. 
312-335-0037. 

Rand McNally. 8255 N. Central Pk., Skokie, IL 60676. 708-673-9100. 

Random House. 201 E. 50th St., 22nd Fl., NY, NY 10022. 800-726-0600. 

Rector. 130 Rattlesnake, Leverett, MA 01054-9726. 800-247-3473. 

Reed Reference. 121 Chanlon Rd., New Providence, NJ 07974. 800-521-8110. 

Reference Press. 6448 Highway 290 E., Suite E-104, Austin, TX 78723. 
512-454-7778. 

Religious Public Relations Council. POB 296, Wernersville, PA 19565. 
610-373-1067. 

. .. 
Rodale Press. 33 East Minor St., Emmaus, PA 18098. 800-527-8200. 

Ron ·Gold. 1341 Ocean Ave., Santa Monica, CA 90401. 310-399-7938. 

The Roper Organization. 205 E. 42nd St., NY, NY 10017. 212-599-0700. 

Routledge, Chapman & Hall, Inc. 29 W. 35th St., NY, NY 10001. 
212-244-3336. 

Rowman & Littlefield. 4720 Boston Way, Ste. A, Lanham, MD 20706. 
301-459-3366. 
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SRDS. 3004 Glenview Rd., Wilmette, IL 60091. 800-323-3537. 

Sage. 2455 Teller Rd., Thousand Oaks, CA 91320. 805-499-0721. 

St. James Press. 835 Penobscot Bldg., Detroit, MI 48226. 800-345-0392. 

St. Lucie Press. 100 E. Linton Blvd., Ste. 403B, Delray Beach, FL 33483 
407-274-9906. 

St. Martin's. 175 Fifth Ave, Rm. 1715, NY, NY 10010. 800-221-7945. 

Scarecrow Press. 52 Liberty St., Box 4167, Metuchen, NJ 08840. 800-537-7107. 

Schenkman. 118 Main St., POB 119, Rochester, VT 05767. 802-767-3702. 

Schrello Direct Marketing. 555 E. Ocean Blvd., Long Beach, CA 90801. 
800-367-6559. 

-Scott-Foresman. 1900 E. Lake Ave., Glenview, IL 60025. 708-729-3000. 

Seaver Books. 141 Fifth Ave., NY, NY 10010. 212-475-2633. 

M.E. Sharpe. 80 Business Park Dr., Armonk, NY 10504. 800-541-6563. 

Shay Pubs. 5916 Birchbrook D~., No. 229, Dallas, TX 75206. 214-418-9999. 

Sierra Club Books. 100 Bush St., 13th Floor, San Francisco, CA 94104. 
800-733-3000. 

Simon & Schuster. 1230 Avenue of the Americas, NY, NY 10020. 212-698-7000. 

Smithsonian Institution Press. 470 L'Enfant Plaza, Ste. 7100, Washington, 
DC 20560. 202-287-3738. 

Society of American Travel Writers. 1155 Connecticut Ave., Ste. 500, 
Washington, DC 20036. 202-429-6639. 

Sourcebooks. POB 313, Naperville, IL 60566. 708-961-2161. 

Sources. 26 Hart Ave., Hopewell, NJ 08525. 609-466-0051. 

South-Western Publishing. 5101 Madison Rd., Cincinnati, OH 45227. 
800-543-0487. 

Springer-Verlag. 175 Fifth Ave, NY, NY- 10010. 212-460-1500. 

State Mutual Books. 521 Fifth Ave., 17th Fl., NY, NY 10175. 212-682-5844. 

Storm King Press. POB 2089, Friday·Harbor, WA 98250. 206-378-3910. 

Sunset Hill. Box 444, Fall River Mills, CA 96028. 916-336-5122. 

Syracuse University Press. 1600 Jamesville Ave., Syracuse, NY 13244. 
800-365-8929. 
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TAB Books. PCB 40, Blue Ridge Summit, PA 17294. 800-233-1128. 

The Taft Group. 835 Penobscot Bldg., Detroit, MI 48226. 800-347-4253. 

Taylor & Francis. 1900 Frost Rd., #101, Bristol, PA 19007. 800-821-8312. 

Third Sector Press. PCB 18044, Cleveland, OH 44118. 216-831-9300. 

Thomas, CC. 2600 S. First St., Springfield, IL 62794. 217-789-8980. 

Thomas Pub. Co. 353 Buford Ave., Gettysburg, PA 17325. 717-334-1921. 

Todd Publications. 18 N. Greenbush Rd., West Nyack, NY 10994. 914-358-6213~ 

Transaction Publications. Rutgers University, New Brunswick, NJ 08903. 
908-932-2280. 

Trans-Atlantic. 311 Bainbridge St., Philadelphia, ~A 19147. 215-925-5083. 

·Turtle Publishing. PCB 353, Lakeville, CT 06093. 203-435-9873. 

University Associates. 8517 Production Ave., San Diego, CA 92121. 
800-274-4434. 

University of California Press. 2120 Berkeley Way, Berkeley, CA 94720. 
800-822-6657. 

University of Oklahoma Press. 1005 Asp Ave., Norman, OK 73019. 
800-627-7377. 

University of Wisconsin Press. 114 N. ·Murray St., Madison, WI 53715. 
608-262-8782. 

University Press of America. 4720 Boston Way, Lanham, MD 20706. 
301-459-3366. 

University Sports Press, Inc. POB 2315, Athens, OH 45701. 614-593-2607. 

Urba~ Decision Systems. 2040 Armacost Ave., Los Angeles, CA 90025. 
800-633-9568. 

Urban Land Institute. 625 Indiana Ave., NW, Ste. 400, Washington, DC 20004. 
800-321-5011. 

U.S. Chambers of Commerce. 1615 H St. NW, Washington, DC 20062. 
301-468-5028. 

U.S. Government Printing Office. Superintendent of Documents, Washington, 
D.C. 20402. 

U.S. Travel Data Center. 
20005. 202-408-1832. 

1100 New York Ave., Ste. 450, Washingto~, DC 

Van Nostrand Reinhold. 115 Fifth Ave., NY, NY 10003. 212-254-3232. 
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"i Video Software Dealers Assn. 303 Harper Dr., Moorestown; NJ 08057. I 609-231-1800. 

j 

l 

Wadsworth. 10 Davis Dr., Belmont, CA 94002. 415-595-2350. 

Walker and Company. 720 Fifth Ave., NY, NY 10019. 212-265-3632. 

Warner Books. 1271 Avenue of the Americ~s, NY, NY 10020. 212-522-7200. 

Washington Researchers. PCB 19005, Washington, DC 20036-9005. 202-333-3499. 

Watson-Guptill. 1515 Broadway, NY, NY 10036. 212-536-5121. 

Waveland. PCB 400, Prospect Heights, .IL 60070. 708-634-0081. 

West Publishing Co. SSW. Kellog Blvd., PCB 64779, St. Paul, MN 55164. 
612-668-3600 . 

. Westview Press. 5500 Central Ave., Boulder, CO 80301-2847. 800-456-1995. 

W.H. Freeman & Co. 41 Madison Ave., NY, NY 10010. 212-576-9400. 

Whistlestop Publishing. Clairdale Dr. RCP, Hampton Bays, NY 11946. 
516-728-1960. 

John Wiley. 605 Third Ave., NY, NY 10158. 212-850-6000. 

William C. Brown. 2460 Kerper Blvd., Dubuque, IA 52001. 800-338-5578. 

Joe Williams Communications Inc. 300 SE Fourth St., Bartlesville, OK 74005. 
918-336-2267. 

Williamstown Publishing. Box 295, Williamstown, MA 01267. 800-345-5368. 

H.W. Wilson. 950 University Ave., Bronx, NY 10452. 800-367-6770. 

Word Doctor Publications. P.O. Box 9761, 6516 Ben Ave., No. Hollywood, CA 
91609. 818-980-3576 . 

• 
WorldComm. 65 Macedonia Rd., Alexander, NC 28701. 800-472-0438. 

:orld Future Society. 7910 Woodmont Ave., Ste. 450, Bethesda, MD 20814. 
::,ol-656-8274. 

Oliver Wright Publications. 85 Allen Mprtin Dr., Essex Junction, VT·05452. 
802.-878-8161. 
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APPENDIX L 
PUBLIC RELATIONS 

SOCIETY OF AMERICA 
CERTIFICATION PROGRAM 
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July 20, 1989 

TO: 

FROM: 

PRSA Chapter Presidents 
PRSSA Chapter Presidents 
PRSSA Faculty Advisorsv' 
Members, Educators Section 
Members, Educational and Cultural 
Organizations Section 

David Ferguso~ 
Professional ~chairman, PRSA Educational 
Affairs Committee 

SUBJECT: PRSA Certification Program 

PRSA has instituted a certification program through 
which universities which have PRSSA chapters .. may 
voluntarily apply for PRSA certification of their 
public relations sequences. The attached document 
is an introduction to the program. Please read it. 

Applications are now being received for this 
certification program. Schools applying now for 
certification will be visited and reviewed during 
1990. The first visitation, to try out the 
program, will be at Brigham Young University in 
November 1989. · 

The Educational Affairs Committee believes that 
this new certification program will be a great 
asset in PRSA's effort to improve the quality of 
education for public relations. 
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THE_CEPR PROGRAM OP PRSA 

INTRODUCTION 

At its July 1988 meeting, the PRSA Board of Directors acted on a 
recommendation from the Educational Affairs Committee that a 
program be established to provide optional review and 
ccrtif ication for undergraduate public relations programs in 
schools chartered by PRSA for PRSSA chapters. In the future, the 
service may be extended to other schools. 

The board action was to approve the concept and to authorize the 
committee to develop a plan for consideration and approval at the 
board's meeting in January 1989, which was done. 

Certification by PRSA will be designated for public relations 
programs which l) are located in units which are connected to 
PRSA through a PRSSA charter and PRSA membership by at least one 
of its faculty or staff; 2) after study and on-site review 
conducted under the auspices of the Educational Affairs 
Committee, have been recommended to the PRSA Board of Directors; 
3) have been designated as Certified by the PRSA Board of 
Directors. (The requested certification review at a school 
chartered by PRSA for a PRSSA Chapter will have no bearing on 
PRSSA Charter Requirements, which are specified in PRSA and PRSSA 
bylaws.) , .... 

BACKGROUND 

The initiative for the program was taken by the Educational 
Affairs Committee primarily in response to ongoing concern 
expressed by educators who are members of PRSA and whose programs 
are in school units not associated with departments or colleges 
of journalism and mass communication. 

A public relations program located in school units associated 
with journalism and mass communications does have such an 
opportunity when its school/unit requests review by the 
Accrediting Council for Education in Journalism and Mass 
Communications (ACEJMC), an organization authorized by the 
council on Postsecondary Education (COPA) of the U.S. Department 
of Education. No such official authority exists for public 
relations programs outside of units of journalism and mass 
communications, e.g. units in schools or departments of Speech 
communication, Arts and Sciences, Business. 
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: 1 Through the proposed certification Program, PRSA does not presume 
any official, governmental authority for review of public 
relations programs. Rather, it seeks to be responsible and 
responsive to those schools with which it has an established 
connection and which wish an objective review of their public 
relations programs by the foremost professional organization of 
public relations practitioners and educators in the U.S. 

HIGHLIGHTS 

The nomenclature for public relations programs which 
have been certified by the PRSA Board of Directors will 
be Certified in Education for Public Relations (CEPR). 

During the initial, two-year introductory phase of the 
program, this optional service will be offered to 
schools which have been chartered by the PRSA Board of 
Directors to have PRSSA Chapters. Subsequent 
consideration may be given to requests from schools 
which are not PRSSA-chartered, but which have a PRSA 
member on its faculty or staff in the unit housing the 
public relations program. · 

Responsibility for the optional service will be vested 
in a CEPR Cabinet, a unit of the PRSA Educational 
Affairs Committee, with staff support by PRSA's 
Director of Educational Affairs. The cabinet will be 
composed of an equal number of practitioners and 
educators and the latter will represent at least three 
types of schools or departments in which public 
relations programs are housed. 

All PRSA members associated with the review and 
certification process will be Accredited and all 
Accredited Members may volunteer. Registered 
candidates will compose The CEPR Academy. 

The review process will be conducted by three members 
of the CEPR Academy who represent education and the 
practice and will include advance study and an on-site 
review. Recommendations of the Review Team will be 
made to the CEPR Cabinet. 

Certification of a public relations program will be 
granted by the PRSA Board of Directors for a period of 
six years. 
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ADVAHCE PROCESS 

A request for a review of a public relations program of study in 
a PRSSA-chartered school must be initiated by a letter to the 
Director of Educational Affairs, PRSA, from the head of the unit 
in which public relations is taught and by the PRSSA Faculty 
Advisor. The Director of Educational Affairs will immediately 
send a copy of the request to the leadership of the CEPR Cabinet, 
which includes the co-chairmen of PRSA's Educational Affairs 
Committee and their designate(s) from the committee. 

If this request is granted, the school's representatives, at 
least four months in advance of visit, must agree to: 

Schedule dates for the review. 

Complete the request for advance information and send 
it to the Director of Educational Affairs at least two 
months in advance of review. 

Arrange for all required meetings, motel/hotel 
accommodations, local transportation for Review Team 
and advise the Director of Educationar Affairs of 
specific arrangements at least two months in advance of 
review. 

Pay costs of review: 1) for administration, $500 
payable to PRSA at least three months in advance of 
review (non-refundable in event school withdraws 
request); 2) for Review Team expenses, including travel 
(any air travel cost billed at coach rate), · 
accommodations, and meals on site of visit. (Note: 
Expenses will be billed by PRSA following visit. 
Review team will not be hosted any time during visit.) 

Provide a private work center with typewriters and/or 
word processors for the Review Team. 

When the dates for the review are scheduled, PRSA's Director of 
Educational Affairs will immediately 1) advise the leadership of 
the CEPR Cabinet; 2) provide list of Review Team candidates to 
the school contacts, requesting that they remove the names of any 
candidates known to have conflicts of interest and advising that 
they have the option of removing up to five additional candidates 
from the list, which must be returned to PRSA's Director of 
Educational Affairs within ten days. 

From the edited list, PRSA's Director of Educational Affairs, in 
consultation with the CEPR Cabinet, will secure the Review Team: 
the Chairman and two other Accredited PRSA members, then advise 
the school contacts. When advance information is received from 
the school two months prior to the review, the director will send 
a copy of that information, together with the 1987 Commission 
Re~~r~ c~ Underqraduate Public Relations Education and a Reviev 
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Team Report Form, to each of the Review Team members for pre-
visit study. 

TEAM RESPONSIBILITIES 

Advance: Study of response and academic materials provided by 
school, developing questions and comments for interviews and team 
discussion. 

Telephone interviews of alumni. 

Arrange personal travel schedules. (Local transportation 
arranged by school.) 

Visit: Serve on-site for entire review period (2 1/2 days). 

one-on-one meetings with faculty teaching public relations. 
(This must include the PRSA Member or Associate Member elected by 
the PRSSA Chapter as its Faculty Advisor.) 

Meeting with the Dean of College or Chairman of Department in 
which public relations is taught. 

Meeting with a tenured faculty member from each of two unit 
programs other than public relations to ascertain perception of 
public relations program and students. ,.,/' 

... 
Meeting with officers of PRSSA Chapter and the leadership of the 
student agency, if any. 

Interview with the PRSA Accredited Member elected by the PRSSA 
Chapter as its Professional Advisor, via face-to-face, on-site 
meeting (preferred) or telephone. 

Attendance at PRSSA·Chapter meeting, if scheduled. 

Visits to public relations classes, as time permits. 

Review of facilities, including school and unit libraries, noting 
public relations books and periodicals. 

Write and sign report. 

Final meeting of entire Review Team with Chairman or Director of 
the academic unit in which public relations is taught. 

Final meeting of team with Vice President of Academic Affairs 
and/or President to review report and recommendations. (In case 
meeting with only one is possible, the Vice President of Academic 
Affairs is preferred.) 
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GBANTING OF CEBTIFICATION 

The nomenclature for PRSA Certification of a school's public 
relations program is: Certified in Education for Public 
Relations (CEPR). 

CEPR will be awarded for a period of six years from date of PRSA 
board action. 

Framed certificate will be presented to CEPR school 
representative by PRSA Chapter President at appropriate chapter 
event. Presentation may be repeated on campus at option of 
school. 

Publicity announcement will be sent by PRSA to public relations 
and educational publications, school and daily press in school 
area; published in PRSA and PRSSA publications. 

Representative of CEPR school will be honored at Honors and 
Awards Luncheon during Annual Meeting of PRSA Annual Conference. 
(Mention in printed program and during program: seating on dais.) 

Representative of CEPR school will be recognized during Annual 
Meeting of PRSA Educators Section and at PRSSA National 
conference. ,., 

. ./ .. 
In information provided by PRSA regarding schools where public 
relations is taught, CEPR schools will be given special 
attention. 

CEPR schools will be listed in annual PRSA Register. 
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VICE PRESIDENT· PUBLIC RELATIONS 

Objective 

To establish and maintain sound relations between the corporation and its various publics, fostering a 
business climate in W'lich the company can operate most effectively. 

Basic Function 

Responsible to the chairman for assisting the chief executive officer (CEO) in the formulation of overall 
public relations planning; providing input to and implementing approved policies; and directing and 
coordinating the company's plans to achieve established objectives. The Vice President-Public 
Relations is responsible for interpreting the company's corporate character to the public and for 
analyzing, interpreting and evaluating public opinion to its executives. 

Maior Duties and Responsibilities 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

11. 

12. 

13. 

14. 

15. 
16. 

17. 

18. 

Advise the CEO of public relations policies and procedure calculated to ensure maximum 
possible understanding and acceptance of the company by its various publics, thus aiding the 
company's progress. 
Monitor public attitudes, opinions and relationships and advise the CEO on the public 
relations effects of proposed policies, plans and activities of the company and its 
divisions. 
Advise and assist the heads of operating divisions in the development and execution of public 
relations programs consistent wth the overall corporation policies and objectives. 
Provide counsel and assistance to subsidiary companies in their efforts to build good relations 
wth their publics. 
Review all public statements and advertising of the company for accuracy and consistency \\4th 
policies and objectives. 
Write position papers, testimony, reports, public statements and speeches for attribution to 
company executives. 
Direct development of and recommend short- and long-range public relations objectives, plans, 
budgets and programs for the corporation. 
Develop and implement employee communications programs W'lich wll build teamoork, 
enhance productivity and ensure a well-informed oorkforce. 
Act as corporate spokesperson, except as othe!Wse directed, and establish and maintain 
favorable relations wth all media (newspapers, news services, newsletters, trade journals, 
professional journals, radioffV, consumer and business magazines, etc.). 
Arrange public or news conferences, meetings or speaking engagements for corporate 
executives. 
Write, produce and distribute other corporate communications of a public relations nature: 
corporate brochures, shareholder and investor materials, radio and television publicity, audio-
visual presentations, etc. 
Assist the chief financial officer wth shareholder and investor communications plans and 
programs. 
Develop and implement marketing communications programs to support the sales efforts of 
divisions and subsidiaries. 
Develop themes and copy platforms for corporate or institutional advertising on issues of 
concern to the corporation. 
Supervise and direct corporate contributions, giving, activities in the arts, foundations, etc. 
Assure that proper liaison wth civic and community-oriented business organizations is 
maintained wth such organizations as deemed appropriate. 
Assist all divisions of the company in maintaining the corporate graphic standards and enforce 
these standards W'len necessary. 
Retain and supervise outside public relations counsel, as necessary, to provide advice and 
support. 
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DIRECTOR OF MEDIA RELATIONS 

Objective 

To present information about the company and its various operations to news media for the purpose of 
increasing public knowedge and understanding of company through continued identification of company 
policies and activities wth the public interest. 

Basic Function 

To analyze, develop and implement the company's external communications wth all print and electronic 
media, including newspapers, magazines, television, radio, films, theater and individual v.riters and 
photo-journalists, etc. 

Major Duties and Responsibilities 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

Analyze corporate objectives, policies and standards and identify media Yd'lich may generate 
positive exposure. 

Counsel executive management on the media impact of policies, decisions, courses of action 
and public statements. 

Develop and implement effective tV\()-way communications programs wth news media, Yd'lich 
are mutually beneficial. 

Prepare news releases and publicity programs on information released by the executive office. 

Provide information about company in response to news media inquiries. 

Promote appropriate participation by company personnel in public activities and associations to 
generate positive visibility in the news media. 

Plan and implement national media strategies Yd'lich gain knowedge of understanding of 
company's views on particular issues knCM11 and accepted in timely manner by specific target 
audiences. 

8. Obtain exposure for corporate position on public issues impacting on its business. 

9. Maintain close contacts wth representatives of news media. 

10. Develop special feature articles for placement wth the print media. 

11. Develop special materials for use wth broadcast media. 

12. Undertake special assignments in areas of public, news media and community relations for 
corporate and division managements. 
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DIRECTOR OF EMPLOYEE COMMUNICATIONS 

Obiective 

To establish channels of credible communication wth executive management and employees in order to 
develop mutual loyalty to the company, and to develop understanding of company policies and activities 
so employees can become spokesmen in their neighborhoods and peer groups. 

easlc Function 

Employee communications is responsible, under the direction of the Vice President-Public Relations, for 
developing, producing and implementing programs of internal communications. 

Major Duties and Responsibilities 

1. Write, produce and distribute a company newspaper or magazine. 

2. Write speeches, correspondence and statements directed to employees by management. 

3. Prepare exhibits, audio-visual presentations and other communications directed to employees. 
Arrange meetings and seminars as directed by management. 

4. Write, produce and distribute the management newsletter. 

5. Write and produce the employee handbook and other brochures and general communications 
requested by management or the personnel department. 

6. Work closely wth employee organizations and assist wth their activities. 

7. Provide communications liaison wth retired employees. 

8. Prepare letters from management periodically to be sent to the homes of employees to keep the 
family informed. 

9. Develop a system for measuring employee accomplishments. 

10. Improve employee performance, morale and support of company programs. 

11. Improve employee understanding of the company and its line of business. 

12. Develop internal communications media such as bulletin boards, in-house television, pay 
envelope stuff ers, letters to employee's homes, etc. 
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DIRECTOR OF COMMUNITY RELATIONS 

Objective 

To create favorable public opinion and positive relationships in the community toward company by 
monitoring social trends, analyzing and interpreting them to management and advising management on 
policy changes intended to bring the company's policies into harmony IMth public opinion. 

Basic Function 
Serves as the company's "social responsibility and goodwll officer." The basic function is to formulate 
and carry out programs to eliminate or reduce friction between the company and the communities in 
v.ttich it operates, also between company and any activist groups oorking on local or national scale. 

Major Duties and Responsibilities 

1. Monitor social trends by maintaining communications channels wth academics, community 
leaders, activists and organizations; maintain close relationships IMth appropriate editors and 
witers; analyze these trends and formulate action or nonaction programs. 

2. Serve as staff director of company's contributions program and secretary of contributions 
committee; as such, investigate requests for assistance and make recommendations to the 
committee. 

3. Maintain inventory of company's and its officers' memberships in civic and business-related 
groups, and recommend appropriate extensions of these. 

4. Maintain relationships IMth press in plant cities and arrange for distribution of corporate news 
releases directly or through operating personnel to this press. 

5. Supervise research as required on community attitudes toward the company. 

6. Arrange for appropriate exhibits, audio-visual demonstrations, speeches and direct mail to 
community leaders. 

7. Execute general responsibilities common to all executive and supervisory positions. 

8. Conduct such other community relations activities as executive management may specify. 
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DIRECTOR OF SPECIAL EVENTS 

Objective 

To use special events and create situations as a vehicle of communications to enhance the goodv.;11 and 
reputation of the company or to promote its products. 

Basic Function 

Responsible for formulation, development and execution of special activities to create greater visibility, 
positive understanding and goodv.;11 for the company, its products and services. 

Major Duties and Responsibilities 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

Create and develop special events to sho'M:ase the company's products or services (e.g., bake-
offs, fashion shows, financial forums, energy fairs, etc.). 

Assist v.;th charitable events held in local facilities to enhance company's reputation. 

Plan, assist and advise on programs designed to create goodv.;11 and public understanding in 
various communities (e.g., Little League, 4-H, Junior Achievement, etc.). 

Plan and execute appropriate sporting events participation of company. 

Conduct annual facilities visitations (e.g., family day, v.;ves' visits, open houses) to corporate 
facilities. 

Arrange for plant or facilities tours by educational and other groups. 

Create special events and opportunities for top management to tell company's story. 

Participate in such civic and professional activities as might be important to company 
communications efforts and interests. 

Render W'latever assistance possible in crisis public relations situations. 

Offer use of company's auditorium or meeting room to local civic groups (e.g., planning boards, 
charitable organizations, etc.). 

11. Create major sporting events for public goodv.;11. 

12. Develop and manage budget for these activities. 
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DIRECTOR OF EDITORIAL SERVICES 

Oblectlve 

To give the company the capability of producing excellent witten materials and editorial assistance Wiile 
maintaining quality of materials prepared and distributed by the company. 

Basic Function 

To act as principal editor and witer for Public Relations Department. To initiate, research and wite 
speeches, policy statements, newspaper and magazine articles and other materials for senior 
management. Also, prepare news releases, bulletins, background papers and presentations as required. 

Major Duties and Responsibilities 

1. Research and wite basic background memorandum on the company. 

2. Research and wite news releases, feature articles, and other printed materials. 

3. Develop an appropriate copy clearing and approval procedure including the executives involved, 
legal department, executive management, etc. 

4. 

5. 

6. 

Develop a style book for use by au preparing witten materials for the company. 

Keep abreast of all public developments affecting the company. 

Assist wth the development of presentations as needed. 

7. Assist wth the witing of speeches for senior management. 

8. Periodically review all company publications for style and accuracy consistency. 

9. Provide for the creative input and production of audio-visuals, motion pictures, sound slides, etc. 

10. Assist in production of annual and quarterty reports, and other financial communications. 

11. Provide consultation and assistance wth preparation and placement of technical articles for 
specialized publications. 

12. Function as the company's literary specialist available for consultation wth top executive 
management. 

13. Maintain list of free-lance witers and photographers, and contact them Wien needed. 
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Objective 

DIRECTOR OF PUBLIC RELATIONS 
NONPROFIT ORGANIZATION 

To plan and cany out a program designed to create and maintain a favorable public image for the 
institution or organization and to encourage public support for the institution's mission, programs and 
accomplishments. 

Basic Function 

Responsible to the chief executive and to the board for formulating plans for and for implementing, 
diverse programs, activities and efforts that meet the needs, objectives and policies of the institution, as 
well as for interpreting programs and policies to the public, and public attitudes and opinions to the 
institution. 

Major Duties and Responsibilities 

1. Consult wth, and counsel, the chief executive and the board on policies and programs that 
involve the various publics and the institution's public image. 

2. Define long-and short-term public relations goals, and recommend public relations programs and 
activities designed to meet these goals. 

3. Prepare a budget and organizational structure, wth job descriptions, for canying out the public 
relations program and maintain budgetary controls. 

4. Advise and assist administrators of other departments, as well as constituent groups (trustee, 
alumni, students, volunteers, etc.) in handling activities and issues that may reflect on the 
institution's reputation. 

5. Serve as communications liaison between the chief executive and board, and the institution's 
various publics or constituencies. 

6. Establish and maintain good relations wth print and electronic media, keeping them informed of 
the institution's activities. 

7. Maintain institutional mailing and contact lists. 

8. Produce institutional publications, including annual reports, newsletters, magazines and journals, 
brochures, catalogs, posters, invitations, etc. 

9. Work wth the head of development or directly handle fund-raising activities; including, as 
appropriate, the preparation of grant applications. 

10. Plan and handle arrangements for special events, including guest lists, physical arrangements, 
invitations, programs, publicity, etc. 

11. Assist the chief executive, board and other top officers in preparing speeches, position papers, 
testimony and other official institutional statements. 

12. Work wth governmental and community groups to help achieve institutional goals. 

13. Serve as the institution's representative to local, state, regional and national organizations. 

14. Plan and implement public relations programs for employees. 

15. Represent the institution as speaker before community and professional groups and 
organizations. 

16. Develop a history and achievements background of the organization. 
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DIRECTOR OF PUBLIC RELATIONS 
TRADE I PROFESSIONAL ASSOCIATION 

Objectives 

To create gooclwll for the industry and members represented by the trade association. 

Basic Function 

To develop and implement a program of public information and action to create a climate of gooclwll. 

Maior Duties and Responsibilities 

1. Develop and plan for the collection of information and statistical materials on the industry and its 
members. 

2. Maintain close relations wth elected officials government regulatory authorities and 
congressional committees in areas of the association's interests, and prepare testimony and 
position papers for public hearings. 

3. Advise association members on contacting their legislators Yklen necessary. 

4. Conduct opinion polls on industry customers and report on the results. 

5. Maintain close relations wth other trade associations covering the industry. 

6. Maintain a close contact wth academic institutions Yklich have an interest in doing research on 
the industry. 

7. Publish a newsletter reporting items of interest to association members and their activities. 

8. Work wth appropriate personnel in developing and maintaining membership in the association. 

9. Arrange for press conferences and publicity during association's annual convention and report on 
election of officers. 

10. Recruit competent public relations personnel and develop a staff. 

11. Publicize various aspects of industry to make it better knowi in a favorable way. 

12. Work closely wth public relations personnel in other industries on common interest. 

13. Maintain a clipping and publicity monitoring service to keep abreast of developments in the 
industry. 

14. Develop a speech source material file for ready reference Yklen association officers or member 
executives require speeches witten. 

15. Develop a series of films and audio-visual presentations to make the industry better knowi. 

16. Develop, wite and produce background brochures for use of association's membership 
development officer. 

17. Write and distribute informational bulletins regular1y to association members. 

18. Develop and administer the annual public relations budget. 

19. Advise association members on contacting their legislators Yklen necessary. 

20. Develop sample public relations programs for use of association members Yklo do not have 
public relations staffs. 385 
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ACCOUNT SUPERVISOR 
PUBLIC RELATIONS AGENCY 

Objective 

To manage, supervise and coordinate the activities of various account executives Ylklile maintaining an 
awareness of needs of clients and their importance as profit centers. 

Basic Function 

To constantly review the activities of the account executive, their staffers and specialized departments, 
keeping top management informed of pertinent activities and potential problems. 

Major Duties and Responsibilities 

1. Develop a spirit of teamVl.()rk and high morale among the subordinates and peers. 

2. Administer account executives weekly, witten report system Ylklich summarizes their activities. 

3. 

4. 

Review these staff reports and summarize for top management. 

Develop contacts wth clients' executive management and maintain Mo-way communication. 
Hold periodic review meetings between agency people and clients. 

Lead and manage the account and client staff personnel in the conduct of public relations 
activities. 

5. Enhance the creativity of the staff people under his/her direction. 

6. Work to increase the volume of business from among present clients by promoting additional 
activities, always managing and supervising the accounts under his/her direction for maximum 
profitability. 

7. 

8. 

9. 

10. 

11. 

12. 

13. 

Develop a system of monitoring the publicity produced for each client and report results on a 
monthly basis. 

Anticipate public relations problems before they become major issues and bring solutions to top 
agency management. 

Make certain as much account executive, account supervisor and staff time as possible is 
billable to clients. 

Make certain activities on behalf of clients are executed wthin budget estimates. 

Supervise each account's use of the agency's specialized departments and personnel. 

Search for opportunities for new clients and new business. 

Prepare for agency top management an account-by-account profit and loss statement. 
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ACCOUNT EXECUTIVE 
PUBLIC RELATIONS AGENCY 

Oblective 

To assure maximum performance of the agency on behalf of the client W'tile maintaining a reasonable 
profit. 

Basic Function 

To maintain liaison \\4th and be responsible for all the agency's \\Ork on behalf of the client, functioning 
essentially as the primary point of contact between the t\W. 

Maior Duties and Responsibilities 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

11. 

12. 

13. 

14. 

15. 

16. 

Develop key contacts \\4th management of the client and facilities, and develop and maintain 
plan of Mu-way communications. 

Supervise the \\Ork of all agency staff people on behalf of the client. 

Secure approval of copy, ne'NS releases, feature articles, etc., from the client. 

Hold periodic conferences between the agency and client representatives, and prepare witten 
conference reports. 

Write and distribute monthly projections of future activities to executive management of agency. 

Require weekly \\Ork reports of the staff people \Wrking on account. 

Assist in developing annual budget for client and closely monitor expenditures. 

Assist in revie\\4ng monthly bill for staff time and out-of-pocket expenses, and convey to the 
client. 

Monitor all clippings and radio-TV reports, and send to client. 

Lead client's management in public relations activities. 

Seek out public relations problems \\4th client and suggest ways to solve them. 

Arrange periodic review meetings between agency and client's top management. 

Develop annual public relations program for client and secure approval. 

Keep account supervisors informed of activities affecting the client. 

Develop and maintain lists and files relating to client activities. 

Conduct each account as if it is a business. 
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'¥erfis State U>llege 
Academic Senate 

TO: Richard C. Hansen, Dean, School of Business 
Daniel P. Darrow, Head, Mar~eting Department 

FROM: Thomas E. Oldfield, Ph~~ ~~~QI) 
President, Academic Senate {j 

SUBJECT: Public Relations Major Proposal 

DATE: February 15, 1989 

On January 10, 1989 the Academic Senate approved the Public 
Relations Major Proposal. 

The proposal is now in the Office of the Vice President for 
Academic Affairs. 

cc: Elizabeth Tidwell 
E. G. Nash, Vice President, Academic Affairs 
Alex Pomnichowski, Chair, UCC 

.. 

Big Rapids. Michigan 493073.8~16) 796-0461. Ext. 5635 

, ...... 
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CHECKLIST/ROUTING FORM 

Type of Review Requested: 
Cxl (1) New Degree/Major 
[ ] (2) New Academic Minor 
[ J (J) Revision to Existing Major/Minor 
[ J (4) New Course 

FORM :1. 

[ ] (5) Course Change (Name, Number, Title) 

Initiated By: Elizabeth Tidwell 
Contact Name 

BUS I 24-E · 

. Marketing Business 
Department School 

2108 
Campus Mailing Address Campus Telephone Extension 

Daniel P Darrow 
Chairperson, Department 
Curriculum Committee 

Date 
Rec'd 

3-7-88 

Date 
Action 
Taken 

3-8-88 

r . I J7 ;''/(ZH,lJ~&{(//,1~ 3-7-88 
Department Vote-Signature of Department 

3-8-88 
Head 

•chairperson, School 
C riculum Committee 

<l~J c4a~~ 

•School Vote 

.5-2-88 

.5-2-88 

•Optional depending upon department policy 

26 
390 

.5-17-88 

.5-17-88 

Disposition 

Marketing Faculty 

No. 

[ * ) In Favor 
[ ] Opposed 
( ] Not Voting 

* Unanimous - count not taken. 
See attached minutes, 3-8-88. 

School of Business 
Faculty Meeting 

No. 

[ .54 J 
[ 0 J 
[ l J 

In Favor 
Opposed 
Not Voting 

8/87 
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Th,.:. p11!'i i.•, r·•i.'\ti;)n:~ "~mph;:~L': t.J,"\;;i: int.1·,-,fi11c~•'Hi in' frHH ."t~; ::n1 
,·,pt.i··:1 11nd • ..,:· ·1.·t·: . .:.1·1·L..::ing 1''1·· pl.-••'•dm,..·nt. 11t.: l iz':'!d ~xi:=:t.i.ng 
f.; ... nlr.y wh·· fi·,,j ""·1r·n .. ~d .-~ddit.i1-.n:,.1 't'<=!d..=.nt.i:11.~ in tht=i! p11bli1~ 
t•,...l..<1ti.··H:;-: :''··>i h'.' µ.1:-~:.;:ing thr-" [-'11hlj.~ R·~l:'lti.···n~~ ;~'°''"tAty •)f 
,l.m~r1.-·.'1 :': ).;::~ ... -•·"··r·~dit.~d in P11hli.·· R.~J.'tt.i.inio:. t'!:<:'lm. Tht-1! f.ir:';t. 
f'l I l · r. i rr:•'" ;.:-1:i · i : ' t•,.::..] ,'\t .. i ,·,n;;·. f.11"1 Ir.:: m~mb•"t' w:\:-: hi t·~d fcH' t.}·1•"'. 
I J.'3 :-i - .~ i3 :":•" h 1)•) 1 Y~·H'. .'.'\ l •50 <~ h :'\ rll{·~d w i t.h · -t:u r t.h~ r pr.-,gT:'lm 
rlt=!v1~ 1 opm .. ·,n t: .--1nd r~ f i.nem,:,n t.. . · • . 

Gv~r t.h~ l~et. ~jx years. the number of majors has grown 
frnm thA initial t.wn sturlentd f fourt~en in 1982 and thirty-five 
in 1~8::1) t.o s~vent.y-t.hr~e cut·rent majors. In the last eightden 
months, the numher of Public Relations course~ has increased 
from fnur to six. And, although the Public Relations Student 
S0ciety ,,f America ts not officially a part of the curriculum. 
the ~hartering of 011r chapter in April, 1986 h~s led to student 
antivities and experien~e suhstantially influencing the 
students" knowl~ctge or and preparation f6r the Public Relations 
field. Approximately eighty percent of all junior and senior 
majors are now members of FSO"s PRSSA chapter. 

Public Relations is a distinct discipline professionally 
and in most academic settings. Establishing a separate Public 
Felations Major will benefit the majors, the graduates and 
Ferris State University by officially recognizing a strengthened 
discipline and allaying the concerns of Public Relations 
practitioners who are at best skeptical and at worst insulted by 
the appar~nt subjugation of the Public Relations curriculum 
under Adv~rtising. 

The P11blic Relations curriculum at Ferris is unique in the 
United States. Its position in the School of Businesi is 
unusual, since over ninety percent of the Public Relations 
programs in the nation are in schools of journalism, speech or 
communication. What sets th~ FSU program even further-apart ie 
ite emphasjs on Public Relations, Advertising, Marketing and. 
Journalism .tU.u.a a fllll business sequence. Many professionals 
have expressed very positive interest in this approach, 
including two former presidents of the Public Relations Society or America. However, several who have studied the checksheets 
have expressed concerns about the advertising designation in the 
degree and course prefixes. 

Establishment of a separate major will be official 
recognition and confirmation of a situation Which already 
exists. Th~ action will not require any changes in the degree 
~ours, course se~uences or course content. Present faculty 
arrangements will be maintained. No additional administrative 
staffing or expenseR are anticipated. 

E8sentially-~in the conduct of classes and student 
~ctivi~i~s. in implementation and c~ntinu~tion of student 
~ounseling and in eetabliehing and maintaining relationships 
Yith profes~ionals and other academic and professio~al 
···rg.;,rd .::~1 t. i oni.::--P11hli1~ Rel.:\ tlon:-:": h-: being tl'eat.~d as a sepa1·ate 
disciplin~ ~lre~dy. 
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Th~ ~)11mht'!r .·,f }i.-..1n·:=·. r~':!fl~ct;=: dvu1.~e:": mad'°! ~-:: in1~1-~ t.ht=! 
hu11-::t.in w.'h:~ publisho>!d. Checkshe~t.r: ( r~flt'\cting offici::tl 
,~!J:.il'lgt°!::: .<\s r)f May, 19881 are att.ac:::h~d. 

The c~talog description for the two-year transfer program 
remains the same as given in the 1986-88 School Bulletin 
(p. 130) except.: 

The title shall he: Public Relations Major 

The explan.~t ic>n afte1· "Cl)Urses in Maj or" w i 11 read: 

Minimum Number of Quarter Hours 
Required for Bachelor of Science Degree 
Including Transfer Hours 2..Q;i 

In addition to the two yearz of credit accepted for 
th~ Ae:sl1ciate Degree, l...Q.3. quarter hours are required to complete 
the Twci-Year Transfer program in Pqhljc Relatj<"ms. However, if 
d~ficienci~s exist, additional hours of work in excess of the 
.lll1 quarter hours may be required. Students having ASSl")Ciat.:: 
Dagree credit for any of the courses listed above must. in 
consultation with their advisor, select an equal number of 
~lectiv~ hnurs from general education courses. Students who 
have not completed the following courses must take them in 
addition tc their program requirements or in place of general 
tiducation requirements: ENG 111, ENG 112, ENG 113, MTH 121. ECN 
221, ECN 222 and OA 210 .... 

These changes reflect chang~s made since publication of the 
bullet.in. Checksheet.s (reflecting official changes made through 

. · May. 1988) are attached. 

2 
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FEn RIS STA TE UNIVEUSJTY 

13.S. PUBLIC RELATIONS 

~~,~·:.: in ~J1~-:i l"~ft ·-.:nlumn: 
Co•.ir::;e:: completed by credit earned at Ferris. 

,· ~ r c,.,ur::;es com pl ct.cd by transfer or credit. 
x The cour::;e has been wnlved. 

:'.:"!?'i,: i:"l ::.Ile !"ight column: 
.,/ Courses you are now taking. 

c:r.:l.., ~.!:~ n:r~c of tile courses for which you arc now pre-rce;1ster1ng. 

r rnsT YE!IR 

::::; ~ 11 - Enflish I 
:: ~~1 - :~n:. of Pub. Sp. 
;~~ i21 - Reporting 

.. . .;. , - T:i·pe· .. :!"i ting I 
... . . .. ?i:::sic:ll Environment 

3 --4 --3 ---2 --4 16- ..,..--

~:~ ; : ;: - :.~~-;listi II 3 __ _ 
~=: : .".:'. - ::n-:-:--:::".'!Ji:ite Jilccbra 4 __ 
::: .: : : :n~!"o. to ?hilosopl1y 3 __ 
~-~.: !CC- Intro. to llumanaties 3 

•.. . Gro:ip !"i ::cu::islon Making_!.~= 

:~ ~~~ - ::~;;lis!~ Ill 
~! iZ' - :~:ro. to Psych. I 
=~ ::~ - ~~~licit~ Release 

17 

3 --3 

:-:ri t!:~~ '• __ 
.. --- - ~~n!"ic:!~ Pop Liternture 3 
·.: ~:; - Intro. 10 Sociology 4 - -17--

SECOUD YEAR 

First Ouarter 
ECN 221 - Prin. of Economics I 
D-P 202 - Survey of Data Proc. 
TVP 301 - Studio Television Tech. 
ADV 222- Prm. of Advertising 

Second Quarter 
ECH 222 Prin. or Economics II 
ACT 201 - Prin. of Fin. Acct. I 
PHO 201. - Photojournalism 
JRN 230 - Industrial Editing 
AVP 287 - Aud10-Visual Systems 

Third.Ouarter 
ACT 202 - Prin. of Fin. Acct. II 
JRN. 228 - Fe&iture & Editorial Wraung 
HUM 340 - Popular Culture 
P-R 340 - Prm. of Public Relations 
ENG 321 - Advanced Composition 

:·::~:.: . .. ·3~ .~\~ .. ,·~: ~ 1.)~;: n cur.wl a ti vc honor point average or 2.00 or better !n: -
(I) ~11 course work taken AND 

" ( 2) nll cour::;e work taken in the mojor AND 
(J) :i 1 1 courr:c work tnl<cn in nu:: i nc-:-:n Corr.. 

3 

1/88 

3 __ 

'· 
J .5 

4 __ 

3 
-'---17 

4 
3-:--
3 ----1, --3 
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l\.S. l\U51NES5 - PUULIC l~ELA TIONS 

TlliiW YE:\R 

f!.r::t 1111:1rtl'r 

ll-A ~11) - !lui::incs:; Co11U11uni.;.itions II 
~!(;T :61 - i~:::~-J. of ~l•lll~1gcr:ic11t: 
~:K7 J:?t - l'rin. 11( :1~1rkcting 

·\11\' 30$- :\clwrr1~111g ~kd1a 

4 --J __ 
4 --4 J,--

FOU HTll Y E.\R 

First Q11art1?r 

AOV Jll - Adv. Lnyuut S Productlun 
·}D{'f' JU - Consumer Dch:ivior 
PSY 32.5 - 5oc1~l P::.>·choJogy 
Free clcctiVl' .'.-II 

NOTE: Prospective Internship students must meet with: 

.~-.1.rl 

. ~ -.. ....... -..·. 

(1) · F;iculty Advisor~ 
(2) Co-op Coordin01tor 

for schedule. adjustment. 

:5: - F:.:nc. c~ Ori:;<rn. Behavior 
231 - F'!'Cf~ssicnal Selling 
34 l - ,\\cth. 1.\: T~cl1. (Print Media) 

JSO - Advertising Copy 

3 __ 
4 __ 
4 --4 E--

Second Qua rt er 
MGT 465 - Business and Government 
1'll'T 425 - M.lrketing Rese01rch 
P-R 440 - Public Rel01tions Prob. 
Free Elective * 

Third Qu01rtcr .. -· 3:.z- \1<.>rh. & Tech. (Meeting Mgr.) 
·· 3:1 - Business St:itistics 

4 --4 __ MKT 491 - M01rketing Policy 
P-R 455 - Pub. Rel. C.lmpnigns 
r-R 456- P.R. Senior ~rn1m:ir 
Free Elective * 

.... 
··-... ,_ 

3 ...... -- F in.:i:1c i.il Mnn.:igt?mcn t 
Pi?rsonncl ~fan.:igemcnt 

4 --4 TI'--

~:=s~lt your Advisor. 

Hr:QUIRF.n FOR CMDUATION: :i cumulntive honor point :iver:ige of 2.00 
or better in: 

(l) all course work taken AND 
(2) all course work taken in the 111.ljor AND 

,, --4 --3 
4 
J5 --

4 __ 
4 --4 --'· rr--

4 --4 --4 --4 ---16 

(3) all course work taken in the Business "core. 

Transfer Hours 
Ferris llours (to d:Jt~) 

Requ i.rctl 

4 
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Ff~Rms STATE UNIVC!'tSITY 

n.s. PUDLIC UELA TIONS - TRANSFER PROGUAM 

p11·r-ct.it.'l1::> !'or· Completion of Cllec:ksheet: · 
. ' 1. 1·:~1'1-: i ?l t.!1~ l~ft column: 

.I Cour.::;c.::; completed by credit earned at Ferris. 
1:.r Cour~c.::; completed by transfer of credit. 
x Tile cour::;e has been waived. 

2. · l·:.:ir:.. in the riP,ht column: 
~ Courses you are now taking. 

3. Circle th~ nnmc of the courses for which you are now pre-registering. 

TllillD YE/\!1 

D-P - Survey of Data Proc. 
ADV222 - ?rin. of Adverti:;ing 
MGT 261 - Fund. of 1·1.:imigemcn t 
P-R 3110- Prm. L'! Publrc !~elations 
JRN 121 - Reporting 

Sccr,r.d ~uarter 
M~iT ;:(;;:? - fund. or Organ. I3chuvior 
ACT 201 - Prln. of Fin. Acct. I 
An~ 311 - Adverti::;inR Layout & Prod. 
?-i~ 31, I - ,\IC'1h. & TC'ch. {Pr mt ,\lcdi.:i) 
J~~ 224 - Fublicity Release Writing 

'!'hi rd Guarter 
!'-~ 342- 1\lt'1h. & Tt'ch. (Meeting Mgr.) 
ACT 202 - Frin. of Fin. Acct. II 
~~1 3~0 - Advertising Copywriting 
~tKT 321- Prm. o! M.:irl.:cting 

4 
4 --
3----4 
3 --;a--

3 --4 
4 ----4 

4 
4 ----4 --4 !--J·!m' 228 - Feature Writing rr--

FOURTH YEAR 

First Quarter 

Q-H 321 - Business Statistics 
MKT 231 - Professional Selling 
FIN 322 - "FinilnCiill fl.fanagt'rncnt 
ADV 308 - Advertising Medr.:i 

Second Quarter 
MKT 322 - Consumer Behavior 
P-R 440 - Public Rel. Problem:J 
JfrN 230 - Industrial Editfn~ 

MKT 42'- Marketin;c Research 

Third Quarter 
MKT 491 - Marketing Policy 
P-R 456 • P.R. Senior Semmar 
HGT 465 - Business and Covcrnment 
P-R 455 - Public Relations 

campaigns 

4 --4 --" 4 
16--

'• --4 --3 • 

4 --4 --4 

4 ·T6--

Srudc:-nts h.:iving 1\5soci;itc Degree credit !or any of the courses listed above must substitute Gcncrill 
Srudic-s courc-s rcquircrnt'nts ilS identified in the !our-year Public Relations program. All substitutions 
rnu!-t bt' selc.•ctccl in conference with an advisor. ·AH o! the following courses which hilvc not bt'cn 
C""rnplc-tc.•d rnusr he- tilkC'n in addition to the c;ourses in thP rransrer program: 

t'.'\C 111, 112, Jnd 113; MTH ll l ilnd 121; ECN 221 and 222; SPC 121; PSY 221; and 0-J\ 210. 

(SEE nrVER~E S!DEJ 

' 
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n.s. l'lJnLIC IU~LI\ TIONS - TIV\NSFUn PUOGUAM 

~= .~:F.: ;)tw.!cnts l'.'ll the 2-ycnr trnnsfcr program are not l)ermi tte<.I to subs ti tutc MKT '•iO :tncl -·. Mt:i ~.71 fo1· the courses requil'cd above. ' 

1f.Oi.JIREn F'O!l r.niintJATION: n cumul3tive honor point avcrngc or 2.00 or better !n: 
( 1 ) all course work taken AtJD 
(2) all course work taken in the major AND 
(3) all course work taken in the Dusiness core. 

6 
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l. b. 

rL:.: P"··.p,·.·:··ii i:: .~nhmi.t.r .• :,d b? th...- M:·1t·k·~t.ini; f1,.:.p;1ri·m·~!nt-. 
i:: -f,;• .: .. ._;, .... ; .f P.11::iri··.-'.:~. 1'h~ Pt")P•··:-:r-•d m:·1.k•r i::: r'rJFLU"'. 
!:;;:::;,:\r; .. 1.1.~. ;::.:l··!·: . .:.l. t' .-.f ;::;,·i·'n•~"" i11 B1J:::in•-:-:::::;, :.rnd :li:"~.-> 

i:1·~ I 11.i.::o: Pl",., i.:·: i· 1n fr,t• ri t.~."'>-y~·:u·, t.1'."itl•~ f~r Pt'C>gr:'tm. 
[mpl..:inl":1t:-1t.\,·,n '.Ii l l be in t.h~ .f.~ll .-.f l~188-R9. 

Marketing D~partment, School of Business 

1.·~· Indjvidqal Primad Jy Rt>isppnsible for Proposal 

Elizabeth Tidwell 
AEsistant Professor 
M.:t rJ{e t. ing 

l.d. Ohiectjy@$ for the Propos~d Degree Maior Program 

The Public Relations major at Ferris State University 
focusee on preparing students to enter public relations 
practice with solid foundations in public relations, 
advertising, marketing ·and Journalism plus a full sequence 
of business courses .. Emphasis is on developing writing 
~nd produ1~ti1:in skil le:, prc:widing professional orientation, 
and bujld.ing ~nalysis and planning abilities. · 

Thie major prepares the student to enter a wide 
variety of positions in public relations or related fields 
imm~diat.ely UP<"'>n gr.':\duation. And it.. gives an or.ientation 
essantial to advancement into management ranks, based on 
ability to ascertain and meet management goals and to 
analyze and plan programs beyond the communication 
technician role. 

l.e Implement3tign Plan 

Implementation of the major requires no changes in 
existing courses or their content. Requirements remain 
consistent with current checklists. Relationships with 
other majo~s within the d~partment, the School of Business 
~nd corollary courses in other schools remain the same. 
No advisory or administrative changeR are anticipated. 

Th~r~fore implementatinn should take place in the 
f.<t 1 J <'.).f HlRS-89. 

7 
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! . f .. :1.i;·~·.:..J.L:~ll~-·1:...a ~r .... ·,:::.:dJ.!.il:.::!.1l. ~~'2llt':~!~;~-~.L: __ J1·ll'21: 
T ·, r. , : rr 11 :. 1.;: : 1 : •:: 

Di,;; t t' i h1J t. i .·,n: 811:~ in>:':-'. .... \·:.) t'~ . .:. • 4=:; 
Pllhli·~ R~J.qt,jc)n:::··- ?.4' 
Arlv~rti~!ng - 16 
.Tourn::i!.i:=:m - 12 
Oth~r M~rketing 8 
Engli8h - 12 
Phnt.ngr~phy/AV 8 
Genet'f.l J Ed Ile. - 69 

D~Acription: S~e Checksheets. 

Prefixes on Adv. 340, 341, 342, 440, 455 
and 456 will be changed to P-R. 

No n~w c~o11 r:=:es. 

12 hours of free electives are offered. Students are 
~dvised to complete a cooperative education project, 
t~k~ coursee which will apply to the specific area of 
puhJ.ii:: relat.ion:3 they plan to enter, and/r:>r take courses 
in political science. history or speech. 

1. h. Spt"'c~ i al Emphasis wj t.h in M.:i ic"1r 

Not. applicable. 

l. i. ~ram Admj;;;.;:\ion Cri terja 

Not 1tpplicable. 

1.j. Spt"'cial Pr~gram Characterjeticfl 

Not. appUc.abJ.e. 

8 
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I. k. Arr.jcql:-.t.j("\n 

Effort.s h:~ve .begun to promott'! the the program at. the 
high $Chool level. Th~se include a presentation during 
the high school conference special emphasis on communica-
t.ionR programs at FSU and a survey to 150 high school 
counsAlors. Specific fliers will be developed for use by 
the placem~nt office in 1989. 

Journalism and speech professors often encourage 
their students to check into the public r~lations program. 
Referral$ also have been received from telecommunications. 
More formal efforts are planned in 1989. 

No current special efforts are in progress or planned 
at the junior/community college level. 

-1 1.1. A1"'.r~r~ditatjqn 

Not applicable. Only accreditation currently available ie 
for programs in journalism schools CACEJMC). 

Not. ""PPlicable. 

9 



l 
1 

NEED FOR THE PROPOSED DgGRER MAJOR PROGRAM 

::.::t. Off~rjngs by Nt>!ighhi"n·jng In;.~t.it.ut.jons 

Grand Valley State University offers a major in its School 
of Communication and Central State University offers an 
emphasis in its Journ~lism bepartment. 

SincA Grand Valley·s PRSSA chapter is also affiliated with 
the West Michigan Public R~la~ions Society of America. 
we have considerable contact with their students and 
instr~ctors. W~ both utilize professionals as speakers 
anrl advisers. Grand Vall~y students hav~ pArticipat~d 
in clARses and speciAl seminars in conjunction with 
n~tional ~RSA speaker visits to FSU during recent fall 
quarters. 

c~ntral students have been invited to participate but have 
not thus far. We are in touch with two faculty members 
thAre. The Central PRSSA chapter ie sponsored by the 
Detroit PRSA chapter. 

2.b. Id~nt.ifv Piffer~nc~s 

Programs at GVSU and CVSU are tradition~! in both place-
ment within schools and ~mphasis. Neither has a 
significant business emphasis and neither requires 
the amnunt of work in corollary fields. 

2. c. Rt=- 1.3 t h"'>n ship tq Cq crept r.1:> 11 ege Programs 
• 

Related Progr~ms: Adverti~ing 
.Journalism 
Technical Writing 
Speech· 
Telecommunication 

2.d. SuryP.y of QAmand by and fqr Students 

73 MajorR And Transfer program majors already are 
"nrolled. 

Surv~ye: wert"!! preparP.!d to t.i:H.,t. intert'='!st. Among studt"!!nts 
in ~dv~nced English clRss~s. sp~Ach classes and 

. journAJ i~m class..-.!';. 

Ri=::=: ll 1 t.i=: : 
EngliP.h 
;:'.pA~('!h 

.;.i1H"n<'l l i:~m 

Yef; Nl"'> 
4 100 
7 7'?. 
N(">nt>! Ret.11 rn~d 

10 
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;; ..... ~ 1·1J i r. i ng h.~t~:: lw~~n in i t. i .:-. t.-~d w.i t.h high ~:;(~hon 1 
•'!'"'llltl:~••!1H':~ .'Hid m1)t'~ ~Xt.~n.~i.\•~ eff1"lrt.t) Wi.11 be m::tdt:": 
in t.hP. 1988-8~ -~·~h<"H') 1 y~ar :-ti1d· 61"\y~:ind. R.:0:1~i·u i.ting 
i't 1.~~i') will b~ st~ppl"ld up in fe~der prngrams at Ferr if:. 

A B.A. or B.5. degree is requir~d for ~ost entry level 
p1')eit.h')nR in t.he pubUc rt:!lat'ions field, and specific 
p11hlic relations emph."ises Rre preferred. Several top 
l~vel practitioners hav~ expressed· very positive interest 
in our progr:-tm because of th~ 6ourse work in three related 
areas and the emphasis in business. 

Public relations graduates are employed in every 
occup~tional area including corporations, agencies, 
government, schools, financial institutions. health care 
org~nizati6ns and professional fields. They may be 
employed as writers, editors, events coordinators, media 
relations specialists, researchers and in numerous other 
are.i:s.s. 

According to statistics of the Michigan Emploment 
s~rvic~ Center, the employment of public relations prac-
titioners is expected to increaae 22.7% from 1984 to 1995. 
130 openingR a year. Latest figures from national public 
relations sources, indicate a shortage of trained 
practitioners is anticipated in the next five years, thus 
increasing not only openings but salaries, the latter by 
as much as 50%. 

2.f Exp~cted Number gf Maiore 

• According to the Ferris Admissions office, majors or 
transfers entering the program include: 

1983-84 15 . 
1984-85 16 
1985-86 14 

Those numbers are expected to grow with the insti-
tution of the separate major and the recruiting 
i=:fforts partially 011tlines in 1.k and 2.d. 

2.g. Nqmb.=ar nf t1ndergr.3dj1at~ M.';)iorp, 
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F':~!!!:~ h 

3 . a . Facq l ty 

Elizabeth Tidwell~ APR All Public Relations Courses 
Assistant Professor 
Full-time, Tenure Track 
Master of Arts, Journalism/~ublic Relations 

Thomas Mehl, APR P-R 340, P-R 455 
Associate Professor 
Full-time. Tenured . 
Master, of Arts, Advertising 

Craig Newburger P-R 455 
Assistant 'Professor 
Adjunct from Humanities Faculty 
PhD., Speech Communication 

3.b. FacilitiAe 

Traditional classroom assignment. 

3.c. Library Resourcee 

• 

Current Volumes {since 1980): 65 

Older Volumes: Approximately 80 

Periodical Subscriptions:, Public Relations Journal 
Public Relations Quarterly 
Public Relations Review 

3.d. Egnjpment. Computer and Sp~qialized Mat.erial 

Computer Labs in School of Business. No specific use 
anticipated although some students us~ them for word 
processing, ~prP.ad shP.ets and chart-making. 

3.e. BqdgAt ImpHc.qt.jon 

No ariditianal impact. Eventual increase in enrollment 
wlll require more faculty, but not out~ide the require-
ments of the program as an option within the Advertising 
major. 

12 
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None above what would be requirad if the proorams were 
to remain under Adv~rtisi~o. 

No. addition3l lecture scaco. Since desktop publishino 
!~ becoming mor~ common in the field~ w~ h~ve submitted 
~2veral procos~ls to establish ~ comouter station to 
make instruction in this area possible. These proposal5 
have been made in conjunction with the Advertising prog~am 
and would be a shared resource. 

Cont.inL1al need 
~nd periodical). 
as ~n arjjunct. of 

to update cu~rent liter~ture (both book 
Ncne beyond what currently required 

Advertising. 

4.•:. eijditj,_QD.~.l g_c.t!.J..~.P.ment and_ ComJ2!:..Lters 

None other than that mentioned· in 4.c • 

4.f. !9£!..gitiQ.!2€11. Spec.:ial.ized Material 

Nc·t Applicable. 

13 
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TO: Doug Haneline 

FROM: Ron Greenfield 

DATE: March 24, 1997 

SUBJECT: Program Review Panel, Public Relations 

As we discussed, following are the members of the Program Review Panel for the 
Public Relations Major in the College of Business as stipulated in the •Academic 
Program Review: A Guide for Participants", June 1996. 

Chairman: Ronald H. Greenfield 
Assistant Professor and Coordinator, Public Relations Major 

Kaaren Denyes 
Acting Chair, Marketing Department 

Paul Wyatt Jackson * 
Associate Professor, Marketing 

Faye I. Kuzma * 
Associate Professor- Languages and Literature 

Eric VanTrump 
FSU Public Relations Graduate 

Paula J. Butler 
Member, FSU Public Relations Advisory Committee 

David D. Yarnell 
Assistant to the President, West Shore Community College 

* Since there is only one faculty member in the program 
it is not possible to name additional Public Relations faculty. 

I will proceed with scheduling the meeting and will include you, as we discussed 
this afternoon. 

Thank you for your cooperation. 

cc Kaaren Denyes 
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Evaluation Plan 

Program: Public Relations 

Degrees Awarded: B.S. in Business (Public Relations) 

Purpose: To identify the needs and evaluate the effectiveness of the 
Public Relations major so that the University can make sound, 
informed decisions on allocation of its resources. 

Data Collection Techniques 

1. Graduate evaluation- mail survey to all 120 graduates. 
2. Employer evaluation- mail survey to Michigan PRSSA and IABC members 

using systematic random sample of 280. 
3. Student evaluation- mail survey to all 40 current students in the major. 
4. Faculty evaluation-internal mail survey to all COB faculty. 
5. Advisory committee evaluation- mail survey to all 12 members 
6. Labor market analysis- archival research on current PRSA, IABC, DOL 

and other sources. 
7. Facilities and equipment evaluation- conducted of PR Advisory Committee 
8. Curriculum evaluation- analysis based on PRSA, IABC and related 

research of professional market requirements and demands. 

Schedule of Events 

Activity 

Graduate Survey 
Employer Survey 
Student Evaluation 
Faculty Perceptions 
Advisory Committee 
Labor Market Analysis 
Facilities Evaluation 
Curriculum Evaluation 

Ronald H. Greenfield 
Review Panel Chair 

Leader 

Ron Greenfield 
Ron Greenfield 
Ron Greenfield 
Ron Greenfield 
Ron Greenfield 
Ron Greenfield 
Ron Greenfield 
Ron Greenfield 
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Target Pate 

July 1, 1997 
June 1, 1997 
May 1, 1997 
May 1, 1997 
June 1, 1997 
May 15, 1997 
June 15, 1997 
June 15, 1997 
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