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MEJO 730 – Public Relations Foundations – The Fall 2017 edition 

 
Classroom: Carroll Hall 338 
Time: TR 11 am-12:15 pm 
 
Instructor: Lois Boynton 
Office: 237 Carroll         
Office phone: 919/843-8342 
Home phone: 919/960-6093  
e-mail: lboynton@email.unc.edu 
 
Office hours:  M 11-noon, 3-5 p.m.; TR 
3:45-5; W 3:30-5 p.m.; by appointment; 
when the office door is open 

 

 
 

 
Whatever communication area you’re interested in, I  
hope that this class will provide you with the concepts  
and tools you need to accomplish your goals.   
 
In today’s complex world, organizations – be they 
corporations, government agencies, nonprofits, or 
something in between – must deal with increasingly 
challenging relationships with their stakeholders. 
 
As we explore the changing world of public relations,  
you’ll see one thing hasn’t changed: the management  
of important relationships is at the heart of all strategic 
public relations activity.  
 
And, we’ll delve into how and why publics consume 
information in the dynamic social and traditional  
media environments.  
 

 da book – 4th ed. (2015) by  
Anne Gregory 
 

plus… 
 

readings on Sakai –Resources 
Folder.  
 

Be ready to discuss, ask 
questions, offer opinions, 
disagree, argue, share knowledge 
and updates, etc. That’s what’ll 
make this class fun! 

Prereqs? Nope!! 
 
 

 
 

Since objectives are key to successful public relations 
planning, I thought we should have a few! By the end of 
the semester, you will be able to:  
 
 Experience the complexities of public relations planning 
by working with a client and creating a campaign plan 
through individual and team work; 
 
 Develop and carry out appropriate research to inform 
your campaign; 
 
 Critique the strategic effectiveness of public 
relations/strategic communication campaigns through 
written and oral case analysis; 
 
 Research, write and present an original public relations/ 
strategic communication case study for submission to the 
Arthur W. Page Society Case Competition; and 
 
 Practice effective team building and presentation skills 
 
   

 

mailto:lboynton@email.unc.edu
http://sakai.unc.edu/
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwi2uuix89nVAhUF2yYKHTE6Ck8QjRwIBw&url=https://www.peekskillcsd.org/Domain/971&psig=AFQjCNGBVlCC1SCqheC70HgjKRqSjQd9lw&ust=1502909124031762
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj07M3A9NnVAhWI2yYKHYdqD28QjRwIBw&url=http://www.csi.edu.au/events/think-outcomes-2016/&psig=AFQjCNHHXGxMwKDvBBGbbrBghD7GWTkoGg&ust=1502909524600395
https://smile.amazon.com/Planning-Managing-Public-Relations-Campaigns/dp/0749468734/ref=sr_1_1?ie=UTF8&qid=1502823490&sr=8-1&keywords=planning+and+managing+public+relations+campaigns
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Got the curiosities? 
Please keep up with what’s going on in the world and in public relations through 
regular reading/viewing of traditional and evolving media channels.   
 

Share news we all can use about public relations, marketing, corporate 
communications, investor relations, advertising, social media and strategic 
communication as you come across them.   
 

Some resources:   
           The Skimm – you may also sign up for daily e-blast 
           Commpro – also has a daily e-blast 
           Ragan’s PR Daily 
           O’Dwyer’s Inside News of PR & Mktg Comms  
           PR Week 
           Ad Week                               and more!!  

 

Diversity and Inclusion:  The School of Media and Journalism adopted Diversity and Inclusion Mission and Vision statements 

in spring 2016 with accompanying goals.  
 

Our Mission: The UNC School of Media and Journalism's mission is to train the next generation  

of media professionals and ultimately to ignite public conversation. Because meaningful and  

productive public conversation depends on the inclusion of diverse perspectives, the school is  

committed to providing an environment for teaching, learning and research that includes  

individuals from diverse backgrounds and with differing interests, lived experiences and goals;  

that reflects the diversity of the state of North Carolina and the world beyond; and that supports  

intellectual inquiry, dialogue and opportunities for lifelong learning and growth necessary to  

successfully engage in public conversation in a global marketplace of ideas. 

Honor Code 

You are expected to conduct yourself 

within the guidelines of the University 

honor system. All academic work should 

be done with the high levels of honesty 

and integrity that this University 

demands. You are expected to produce 

your own work in this class.  You may 

retrieve the full document, The 

instrument of student judicial 

governance, here.   

The University’s Policy on Prohibit 

Discrimination, Harassment and Related 

Misconduct is outlined here and here. 

 
 

If you need assistance with a 

harassment issue or problem, 

bring it to my attention or The 

Office of the Dean of Students, 

dos@unc.edu or 919/966-4042. 

UNC is committed to providing an 

inclusive and welcoming environment for 

all members of our community and does 

not discriminate in offering access to its 

educational programs and activities based 

on age, gender, race, color, national 

origin, religion, creed, disability, veteran’s 

status, sexual orientation, gender identity, 

or gender expression.   

 

Discrimination violates the university’s 

Honor Code, Title VII of the Civil Rights Act 

(1964) and Title IX of the Educational 

Amendments. 

 

Special Accommodations:  If you require special accommodations to attend or participate in this course, please let me 

know as soon as possible. If you need information about disabilities visit the Accessibility Resources & Service Office 

website, call 919/962-8300, or use NC Relay 711. 

 

http://www.skimm.com/
http://www.commpro.biz/
http://www.prdaily.com/
http://www.odwyerpr.com/
http://www.prweek.com/us
http://www.adweek.com/
http://www.mj.unc.edu/diversity-and-inclusion
http://studentconduct.unc.edu/
https://studentconduct.unc.edu/sites/studentconduct.unc.edu/files/documents/Instrument.pdf
http://eoc.unc.edu/our-policies/ppdhrm/
http://eoc.unc.edu/our-policies/policy-statement-on-non-discrimination/
mailto:dos@unc.edu
https://studentconduct.unc.edu/sites/studentconduct.unc.edu/files/documents/Instrument.pdf
https://accessibility.unc.edu/
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiF6-Km5-DVAhUJQSYKHZpRDfIQjRwIBw&url=https://www.pinterest.com/pin/290622982179911106/&psig=AFQjCNHFckcU296f46jS4BoD4foGCg3XXw&ust=1503146489567359
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiI1OH-utLVAhVLLSYKHdRFCLwQjRwIBw&url=http://alphanextdoor.com/developing-integrity-key-strong-mind/&psig=AFQjCNG1iqDz7V5OQ2ngm1BxQghEkZvtPA&ust=1502653479098366
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Attendance and Participation: You’re expected to attend and actively 
participate in each class period.  This is not a lecture class; although there will be 
some presentations, for the most part, we will use class time to talk about and 
apply what you find through readings, research, experiences and working with 
our client.   
 
There are not a certain number of classes you are permitted to miss; however, if 
you are ill or have an emergency, please let me know so I may work with you. 
 

 

Sakai-ing 
 
 Syllabus 
 Resources: Look here for supplemental readings and handouts  
 Forums: Great space for informal discussions and resource-sharing outside of class. 
 Gradebook: I’ll record grades here 
 Assignments: both homework and in-class assignments will reside here. 

 
 

 

 

And, speaking of assignments… 
 
Homework assignments, which include Forum posts, campaign and case study 
updates, etc., are due at the beginning of class (aka 11 am).  
 
In some instances, you will be directed to post your assignment on Sakai; others 
may call for you to bring a printed copy.  Please see the instructions for details.  
 

The UNC-CH Graduate School’s grading system is: 
H = High pass (aka… exceptional, over the top, wow!) 
P = Pass (aka… ya done good!) 
L = Low Pass (aka… incomplete or significant errors) 
F = Fail 
 
Additional fun reading available in the Graduate 
School Handbook.  

Your final grade breakdown: 
Campaign plan for client                                                           32% 
    Written plan   = 20% 
    Presentations = 10% 
Case study assessment and leading class discussion           12% 
Original case study for Arthur Page competition                  32% 
Homework/in-class assignments                                             12% 
In-class and online participation                                              12% 
 

 

Basic guidelines 
 

I welcome your having a laptop in class IF you use it to take notes, 
search for class-related information, complete in-class assignments, 
etc.  
 

Please let your social media have a 75-minute rest while class is 
underway! There’s evidence that multitasking means you screw up at 
least two things at a time [Psychological Science]. ☺ 
 

Let me know of any questions or concerns you have.  I know that 
balancing various coursework for a graduate program can be 
challenging.  Don’t succumb to the stress – let’s work together to 
ensure you meet course requirements and have a good time.  

 
 

 

 

http://handbook.unc.edu/grading.html
https://www.psychologicalscience.org/news/releases/take-notes-by-hand-for-better-long-term-comprehension.html
https://sakai.unc.edu/
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjc-5Ob7-DVAhVHJCYKHbuSAIcQjRwIBw&url=http://engage.franklin.edu/connections/2013/09/05/9-reasons-why-meeting-a-deadline-is-so-important-to-financial-aid/&psig=AFQjCNEc7N0TmYGJi1PhIaaOZki18FhU6g&ust=1503148627302459
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Professional values and competencies:  The School of Media and Journalism’s accrediting body outlines a number of 

values you should be aware of and competencies you should be able to demonstrate by the time you graduate from our 

program.  Learn more about them here:  http://www2.ku.edu/~acejmc/PROGRAM/PRINCIPLES.SHTML#vals&comps. No 

single course could possibly give you all of these values and competencies; but collectively, our classes are designed to 

build your abilities in each of these areas.  The values and competencies in bold are most relevant for this course:  

¶ Understand and apply the principles and laws of freedom of speech and press for the country in which the 
institution that invites ACEJMC is located, as well as receive instruction in and understand the range of 
systems of freedom of expression around the world, including the right to dissent, to monitor and criticize 
power, and to assemble and petition for redress of grievances; 

¶ Demonstrate an understanding of the history and role of professionals and institutions in shaping 
communications; 

¶ Demonstrate an understanding of gender, race ethnicity, sexual orientation and, as appropriate, other 
forms of diversity in domestic society in relation to mass communications; 

¶ Demonstrate an understanding of the diversity of peoples and cultures and of the significance and impact 
of mass communications in a global society; 

¶ Understand concepts and apply theories in the use and presentation of images and information; 
¶ Demonstrate an understanding of professional ethical principles and work ethically in pursuit of truth, 

accuracy, fairness and diversity; 
¶ Think critically, creatively and independently; 
¶ Conduct research and evaluate information by methods appropriate to the communications professions in 

which they work; 
¶ Write correctly and clearly in forms and styles appropriate for the communications professions, audiences 

and purposes they serve; 
¶ Critically evaluate their own work and that of others for accuracy and fairness, clarity, appropriate style and 

grammatical correctness; 
¶ Apply basic numerical and statistical concepts; 
¶ Apply tools and technologies appropriate for the communications professions in which they work. 

  

http://www2.ku.edu/~acejmc/PROGRAM/PRINCIPLES.SHTML#vals&comps
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj23YXg1NLVAhUDMSYKHdUCBsAQjRwIBw&url=https://www2.ku.edu/~acejmc/PROGRAM/STANDARDS.SHTML&psig=AFQjCNEvGont7EDhk5VSDWQvAOoZ7oWY1Q&ust=1502660467750021
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Week by Week – MEJO 730.001 Fall 2017 

*** Please note: this schedule may change if speaker opportunities arise, we have a hurricane, etc. – I will advise*** 

Date Topic Readings/Assignments for the Day 

Aug. 22 
 

First day of class – introductions, 
what’s up for the semester 

 
 

 Please read through these 2 reports so we may talk 
about the influence on your futures! 
 
2017 Global Communications Report (link on Sakai) 
 
The CEO view: Communications at the center of the 
enterprise - click on the “Get Report” button – full report 
(link also on Sakai) 

Aug. 24 
 

Setting the foundations:   
▪ Secondary research 
▪ Issues management 
▪ Deep diving  
▪ What do we still need to know? 
Prepping for client visit 
 
 

 Ch. 1-3 
 CRAAP Test handout (Sakai) 
 Review UNC Highway Safety Research Center info in 
Sakai Resources tab/client folder  
 
Assignment:  
 Post to Forum 1: Review UNC Highway Safety Research 
Center’s website and social media. Post what you didn’t 
know about them, how they present themselves 
 Post to Forum 2: Post at least 3 news stories about 
Luke Maye’s car crash.  
 

Aug. 29 
 

Client visit! 
 

 
 
UNC Highway Safety Research 
Center will be in the house! 

Please read our guests’ bios at 
http://www.hsrc.unc.edu/team/  
 
Caroline Mozingo, senior manager of communications, 
education and outreach 
Bill Hall, manager, occupant protection program 
Bevan Kirley, research associate 
Kristel Robison, research associate 
 

Aug. 31 Trackin’ your time 
▪ A wee bit of show ‘n’ tell! 
 
Doing the research  
▪ SWOT analysis 
▪ Prepping for primary research 

▪ SWOT analysis: Discover new opportunities, manage and 
eliminate threats - text and video (Sakai)   
▪ SWOT analysis examples (Sakai) 
▪ The 3 audiences real-time monitoring unlocks for brands 
(Sakai)  
▪ Virgin Atlantic tested 3 ways to change employee 
behavior (Sakai) 
▪ Optional: The Ins and Outs of SWOT analysis (Sakai) 
 
Assignment: Read this article on free time-tracking 
software and then post your template for tracking time 
working for the client.  
 
 

http://annenberg.usc.edu/sites/default/files/KOS_2017_GCP_April6.pdf
http://www.awpagesociety.com/thought-leadership/the-ceo-view-communications-at-the-center-of-the-enterprise
http://www.awpagesociety.com/thought-leadership/the-ceo-view-communications-at-the-center-of-the-enterprise
http://www.hsrc.unc.edu/team/
http://blog.capterra.com/8-of-the-best-free-time-tracking-software-for-project-managers/
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Date Topic Readings/Assignments 

Sept. 5 
 

Doing the Research - Focus 
Groups and Content Analysis 
▪ Preparing focus group questions  
▪ Doing a focus group session 
▪ Doing content analysis 
 

Ch. 4 
▪ Guidelines for conducting a focus group (Sakai)  
 
Assignment: 
Post to Forum 3: Post at least 1 of each of the 3 types of 
focus group questions: engagement, exploration, exit 
 

Sept. 7 
 
 

Doing the research - Surveys  
▪ What makes a good survey 
question? 
▪ Writing survey questions 
▪ To incentivize or not incentivize…  
  

▪ Constructing the survey (Sakai)  
▪ Types of survey questions handout (Sakai)  
▪ Scan the Employment Engagement Study – example of 
sharing your results (Sakai) 
▪ Consent form example (Sakai)  
▪ Survey incentive FAQs (Sakai)  
▪ 20 questions a journalist should ask about poll results 
(Sakai) 
 
Assignment:  
Complete “Survey question writing” exercise in 
Assignment tab 
 

Sept. 12 
 

Plans: Putting research to good 
use 
▪ The value of theories to guide 
planning 
▪ Who will you target? How? 
▪ Writing objectives  
 

Ch. 5-6 
 
▪ Framing (Sakai) 
▪ Should you rely on famous opinion leaders? (Sakai) 
▪ PR goals, objectives, strategies and tactics: How to tell 
the difference (Sakai)  
 
Assignment:  
Turn in summary of focus group results 
 

Sept. 14 
 

Plans: Strategies and tactics  
▪ Brainstormin’ 

 
 

Ch. 7 
▪ How to write a comprehensive public relations plan- 
parts 1 and 2 (Sakai)  
▪ How to tell a story with data (Sakai) 
▪ Persuasion and the power of the story (Sakai) 
▪ How influencer marketing fits into the PESO model 
(Sakai) 
▪ Optional: Present-Tense Measurement (Sakai) 
▪ OPTIONAL: Finding balance through research (Sakai) 
 

Assignment:   
Post Forum 4 – Post a tactic (good or bad) and briefly 
critique its effectiveness based on what you’ve learned 
so far.  
 

Sept. 19 Timelines, Budgeting & Resources 
 
More strategies and tactics 
▪ Crafting messages (in-class ex)  
 

Ch. 8 
▪ Branding WIN (Sakai) 
▪ Ad of the day: Whirlpool put washers and dryers in 
schools, with remarkable results (Sakai) 
▪ Care Counts™ by Whirlpool (link also on Sakai) 
 

http://nsse.indiana.edu/html/survey_incentive_FAQ.cfm
http://www.ncpp.org/?q=node/4
http://aboutpublicrelations.net/PRPlan.pdf
http://aboutpublicrelations.net/PRPlan.pdf
https://www.youtube.com/watch?v=AL-PAzrpqUQ
https://carecounts.whirlpool.com/
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Date Topic Readings/Assignments 

Sept. 21 Plan work day – in-class 
 

Bring stuff you wanna work on! 

Sept. 26 
 

Evaluation – the other research 
▪ How will you determine if your 
plan is successful? 
 

“People tend to confuse activity 
and results.  At the end of the 
day, results are what really 
matter, not activities.” – Lisa 
Borders, WNBA 
 

Ch. 9 
▪ 9 ways to show the value of PR (Sakai) 
 
 

Sept. 28 
 

Prepping your presentation 
 Practice runs 
 

▪ Key steps to an effective presentation (link on Sakai) 
▪ How to give a killer presentation (Sakai) 
▪ 6 ways to look more confident during a presentation 
(Sakai) 
▪ Funny presentation (Link also on Sakai)  
 
Assignment: Submit draft of your plan objectives 
 

Oct. 3 You’re on! Presentation Day ☺ Assignment:  Submit online the first part of your team’s 
plan (situation analysis/SWOT, research results, 
objectives). Prepare/give a 6-minute presentation on 
your findings.  
 

Oct. 5 
 

Presentation feedback 
                     + 
Case study foundations 
▪ Finding cases 
▪ Types of cases  
▪ Case components 
▪ Case uses – teaching, marketing 
and branding tools 
 

▪ Case study writing guide (Sakai)  
▪ A (very) brief refresher on the case study method (Sakai)  
▪ How experts write case studies that convert, not bore 
(Sakai) 
▪ Arthur Page Society Case Study Competition (website) 
 

Oct. 10 Ethical PR and advertising 
▪ Role of professional standards 
▪ Native ads/sponsored content - 
good thing or bad thing? 
 
 

▪ PRSA Member Code of Ethics (Sakai)  
▪ Advertising Ethics and Principles (Sakai–p. 1)  
▪ Behind the mask: A guide to native advertising (Sakai) 
▪ Women inmates: Why the male model doesn’t work 
(Sakai) 
▪ SeaWorld’s Huge PR Challenge: New Campaign Aims for 
Transparency—But Has This Fish Been Out of Water Too 
Long? (Sakai) -  
▪ City of Santa Clara Vote Ethics Campaign (Sakai) 
 
Assignment:  
Post Forum 5: find/post an example of native 
advertisement/sponsored content and make a brief 
comment about its “ethical-ness” 
 
 
 

https://www.youtube.com/watch?v=SA7bKo4HRTg
https://www.prsa.org/ethics/code-of-ethics/
https://www.bulldogreporter.com/seaworld-s-huge-pr-challenge-new-campaign-aims-for-transparency-but/
https://www.bulldogreporter.com/seaworld-s-huge-pr-challenge-new-campaign-aims-for-transparency-but/
https://www.bulldogreporter.com/seaworld-s-huge-pr-challenge-new-campaign-aims-for-transparency-but/
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Date Topic Readings/Assignments 

Oct. 12 
University Day! 
 

 

 
 

No class!!!! 
 

 
 

None!! 
 

Oct. 17 Guest speaker 
 
Esther Campi, Founder & CEO, 
Campi and Co. 
 

Check out http://www.campiandco.com/, including 
“About Us” tab 
▪ How is a PR retainer broken down? (Sakai)  
▪ Agency PR hire vs. in-house: How much should you spend 
on PR? (Sakai) 
 

 
======= 

 
 Happy Fall Break! Classes end at  

 
5 pm Oct. 18 and resume 8 am Oct. 23                   ======= 
 

Oct.  24 Media relations, pitching and 
catching 
▪ Working with media 
▪ Tracking the value of media 
coverage 
▪ Formulating a pitch 
 

▪ The PR pros guide to effective media relations (Sakai) 
▪ Advertising value equivalency (Sakai)  
▪ Four Loko Frenzy (Sakai) 
▪ Making a Case for Virtual Healthcare Communications: 
Mayo Clinic’s Integration of Virtual World Communities in 
its Social Media Mix (Sakai)  
 

Oct. 26 
 

Prepping the final plan and 
presentation  
 
Practice runs 
 

Assignment 
Submit case topic & initial references 
 

Oct. 31 Client plan presentation day! 
 

Assignment:  
Each group will have 10 minutes to present their plan, 
followed by 2 minutes for questions. 
 

Nov. 2 
 

Community relations 
▪ Good neighbor, good citizen, 
good will  
▪ More than philanthropy 
 

▪ Community relations: How being a good neighbor can 
pay big dividends (Sakai)  
▪ Sports Matter (Sakai) 
▪ Gravity Light (link also on Sakai) 
▪ How Edelman’s Vatican campaign brought faith and 
sport together (link also on Sakai) 
▪ Concocting a ‘sweet’ community relations plan (Sakai) 
▪ See beyond race: social marketing campaign (Sakai) 
 

Nov. 7 
Election Day!!!!!! 

 

Advocacy and activism 
▪ Moving forward, fighting back 
 

▪ Seven principles of advocacy communications (Sakai) 
▪ Now hear this: The 9 laws of successful advocacy 
communications (link also on Sakai) -  
▪ Online activists vs. Kraft foods: A case of social media 
hijacking (Sakai)  
▪ Love the gums you’re with (Sakai) 
 

http://www.campiandco.com/
http://yourbusiness.azcentral.com/pr-retainer-broken-down-26955.html
http://www.adweek.com/digital/the-pr-pros-guide-to-effective-media-relations/
http://cssc.uscannenberg.org/wp-content/uploads/2015/01/v3art6.pdf
http://cssc.uscannenberg.org/wp-content/uploads/2015/01/v3art6.pdf
http://cssc.uscannenberg.org/wp-content/uploads/2015/01/v3art6.pdf
http://www.wilson-group.com/articles/communit.shtml
http://www.wilson-group.com/articles/communit.shtml
https://www.facebook.com/ThisIsZinc/videos/695533800647289/
https://www.agilitypr.com/pr-news/public-relations/edelmans-vatican-campaign-brought-faith-sport-together/
https://www.agilitypr.com/pr-news/public-relations/edelmans-vatican-campaign-brought-faith-sport-together/
https://www.nae.edu/File.aspx?id=21570
https://www.nae.edu/File.aspx?id=21570
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Date Topic Readings/Assignments 

Nov. 9 
 

More advocacy and activism 
 
Case study check-in 
▪ How’s it goin’? 
 

▪ Listen to ‘Celebrity influence’ with Jessica Myrick (Sakai)  
▪ Lessons Learned and the Evolution of the Centers for 
Disease Control and Prevention’s HEADS UP Concussion in 
Sports Campaign (Sakai)  
 
Assignment 
Submit a draft of your case overview 
 

Nov. 14 
 

Employee communication 
▪ The forgotten stakeholder? 

▪ Employee communications: More than top down 
communications (Sakai)  
▪ Leaders are pretty average: Plank Center report card 
(Link also on Sakai) 
▪ Face Time: It’s More Than Face Value (Sakai) 
▪ Innovation in internal communications and CSR: Cambia 
employee giving campaign (Sakai)  
 

Nov. 16 Again with the employee thing ▪ Amazon's PR troubles show how corporate culture 
impacts brand perception (Sakai) 
▪ “Maintaining Hope and Inspiration”: Using Social Media 
to Encourage Internal Stakeholders (link also on Sakai) 
▪ A framework for corporate social responsibility (video 
link also on Sakai)  
 

Nov. 21 
 

Consumer relations, branding 
with PR 
▪ Telling the story 
▪ Protecting the brand’s rep 
 
 

▪ 3 ways PR does branding well (Sakai) 
▪ Case study: How Whirlpool heated up sales by warming 
up 'Cold Metal' (Sakai)  
▪ Exclusive and Aspirational: Teen Retailer Brandy Melville 
Uses the Country Club Approach to Brand Promotion (link 
also on Sakai)  
▪ Why Maytag is helping consumers clean up (Sakai) 
▪ Prinker temporary tattoo (Sakai)   
  

  
Thanksgiving break!!! 
 

 
No classes November 22-26. Happy Turkey Day! 
 

Nov. 28 
 

Case study updates 
 
Crisis communication and risk 
management 
▪ Are you ready? Are your 
stakeholders ready? 
 
 

▪ How to build a world-class crisis communications 
playbook (Sakai) - crisis comm playbook 
▪ The single biggest lesson from Chipotle's recent branding 
woes (Sakai) 
▪ Power to the People: CL&P’s Crisis Communication 
Response Following the 2011 October Nor’easter (Sakai)  
▪ Carnival Corporation: Navigating the world's leading 
cruise company to smoother waters (Sakai) 
▪ Brock Turner: A success story in court turned failure in 
the court of public opinion (Sakai) 
 

Nov. 30 Crisis communication: 
▪ You’re on Candid Camera! 
Dealing with that crisis 
 

▪ Optional: Crisis communication planning workbook 
(Sakai)  
 
 

https://academicminute.org/2015/02/jessica-gall-myrick/
http://cssc.uscannenberg.org/wp-content/uploads/2016/12/v5art15.pdf
http://cssc.uscannenberg.org/wp-content/uploads/2016/12/v5art15.pdf
http://cssc.uscannenberg.org/wp-content/uploads/2016/12/v5art15.pdf
http://www.instituteforpr.org/pr-leaders-pretty-average-plank-center-report-card-2017/
http://cssc.uscannenberg.org/wp-content/uploads/2016/08/v5art3.pdf
http://cssc.uscannenberg.org/wp-content/uploads/2016/08/v5art3.pdf
http://bigthink.com/videos/a-framework-for-corporate-social-responsibility
http://cssc.uscannenberg.org/wp-content/uploads/2016/08/v5art7.pdf
http://cssc.uscannenberg.org/wp-content/uploads/2016/08/v5art7.pdf
http://cssc.uscannenberg.org/wp-content/uploads/2015/07/v4art2.pdf
http://cssc.uscannenberg.org/wp-content/uploads/2015/07/v4art2.pdf
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Date Topic Readings/Assignments 

Dec. 5 - LDOC! 

 

Potpourri 
▪ Case updates and feedback 
▪ Working on teaching notes 
▪ Course feedback 
 

TBD 
  

Dec. 14, noon 
 

Final case due – presentations 
 

Very last assignment 
Turn in your case and present your case study!  
 

 


