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BT 465A 
The Practice of Public Relations;  

Every Message Tells a Story and Every Story has a Message 
Class Syllabus 

 
 
I.  Contact Information 
Professor:  Jeffrey Moran    
Email:   jeffrey.a.moran@gmail.com 
   646-275-0904 
  
Course Website: See Moodle.  
 
Office Hours:  Arranged by appointment.   
 
II. Course Materials 

 
Texts: 

 The Practice of Public Relations, by Fraser P. Seitel, 11th edition, 2011, Prentice 
Hall 

 AP Stylebook, by the AP, 2004 (resource material) 

 Elements of Style, Strunk and White, originally published 1935 (resource material) 

 On Writing Well, Zinnser, September 2001 (resource material) 
 

 
These texts are available at the Stevens bookstore and can be bought in person or on-
line. http://stevenscampusstore.com/ 
 
There are supplemental readings (articles and/or cases) for most classes.  Most of 
those readings will be available on Moodle.  If not, the instructions for how to obtain 
those readings are included on the Course Schedule. 
 
III.  Course Description and Relationship with the Rest of the Curriculum 
This course will give students an insightful overview of the practice and power of public 
relations, and its role in the marketing mix.  No longer an industry relegated to sending 
out press releases as a means to communicate, this course will help students 
understand the power of communication across all genres, and appreciate the role of 
communication/reputation management in all aspects of business.  From corporate 
earnings announcements to employee relations and philanthropic endeavors, this 
course will relay the basic elements for this effective tool.  The course, taught by a 
practicing professional, will give an overview of outside PR counsel; internal PR 
departments; and how to manage the specialty function.  Upon completion, students will 
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have an understanding for and an appreciation of the power of the written word; the use 
of persuasive salesmanship in presentations; and how to best “sell” your project.   
 
The Public Relations course is a required course for all students in the Business & 
Technology program that are taking a business concentration in Marketing.   
 
IV. Course Objectives 
After completing this course, you will: 
 

1. Have an understanding of the elements of the Public Relations process, theories 
and practices. 

2. Understand the role that Public Relations plays in the larger Marketing Strategy.  
3. Appreciate the role of technology in the Public Relations industry, with a focus on 

direct-to-consumer message communication. 
4. Improve your communication skills through the use of various team and 

individual assignments, as summarized in the table below. 
5. Understand further the power of the written/spoken word and how best to utilize it 

to your benefit. 
6. Appreciate the value of “your brand” as you attempt to persuade and/or make 

your point in business.   
 
 
V.  Course Tests & Assignments 
Readings, lectures, case analyses/discussions, and class exercises will be employed to 
achieve the above objectives. 
 
Your grade in the course will be based on the following: 
 
 Individual Assignments: 
 Class Participation    10% 

4 quizzes     20% 
 1 Exam (mid-semester)   25% 
   
 Team Assignments: 

Team Member Evaluation    5% 
 Team exercises (crisis)    5% 

Team Project (final exam): 
Written Report    15% 
Presentation      20% 
      ------ 
TOTAL               100% 

 
Brief Description of Assignments: 
(Note that more detailed descriptions can be found on Moodle) 
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Class Participation  
To get the most learning from this course, you must actively participate in the classroom 
experience.  Participation means actively participating in the course discussions.  
Examples of ‘active’ participation include:   

 Contributing new and relevant information to the course discussion and from 
readings of the textbooks;  

 Commenting in a positive manner;  

 Building on the remarks of your fellow students;  

 Posing questions to your fellow students;  

 Demonstrating practical application of the week's key concepts from your 
professional/personal experience. 

 
Exams 
Throughout the course, various exams – some of them based upon current events – will 
be tendered.  Some exams may actually be writing assignments designed to get you to 
think and write persuasively. 
   
Team Member Evaluation 
Students will form teams of about 5-6 persons on the first or second week of the 
semester.  You will work in these teams throughout the semester.  At the end of the 
course, you will evaluate your teammate contributions to the team assignments.  This 
evaluation will be factored into the final grade to adjust for any members that do more or 
less than their share of the team’s work.  You will also complete a mid-term evaluation 
of your teammates.  However, this is for my information only, and will not be factored 
into your grade.  Of course, I also encourage and welcome you to come contact me at 
any point during the course to confidentially discuss teammate issues.  
 
Team Projects 

Class Project:  Crisis preparedness/planning. 
Written Report (final):  Final assignment is the group document/plan that will be 
presented.   
Presentation (final):    Showcase a “plan” through presentation.   

 
VI.  Ethical Conduct 
The following statement is printed in the Stevens Graduate Catalog and applies to all 
students taking Stevens courses, on and off campus. 
 
“Cheating during in-class tests or take-home examinations or homework is, of course, 
illegal and immoral.  A Graduate Academic Evaluation Board exists to investigate 
academic improprieties, conduct hearings, and determine any necessary actions.  The 
term ‘academic impropriety’ is meant to include, but is not limited to, cheating on 
homework, during in-class or take home examinations and plagiarism.“ 
 
Consequences of academic impropriety are severe, ranging from receiving an “F” in a 
course, to a warning from the Dean of the Graduate School, which becomes a part of 
the permanent student record, to expulsion. 
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Reference:   The Graduate Student Handbook, Academic Year 2003-2004 Stevens 

Institute of Technology, page 10. 
 
Consistent with the above statements, all homework exercises, tests and exams that 
are designated as individual assignments must contain the following signed statement 
before they can be accepted for grading.  

“I pledge on my honor that I have not given or received any unauthorized assistance on 
this assignment/examination. I further pledge that I have not copied any material from a 
book, article, the Internet or any other source except where I have expressly cited the 
source.” 

Signature ________________    Date: _____________ 

The following statement is printed in the Stevens Graduate Catalog and applies to all 
students taking Stevens courses, on and off campus.  I will follow these guidelines in 
our class. 
 
Plagiarism 
Plagiarism, unfortunately, is a common ethical offense.  Please note that the definition 
provided by Webster’s for plagiarism is: “the unauthorized use of the language and 
thoughts of another author and the representation of them as one’s own.”  It is the 
responsibility of the student to understand basic rules for referencing material.  The 
excuse that you did not understand such rules (e.g., because of language barriers) is 
not acceptable.   
 
Consequences of academic impropriety are severe, ranging from receiving an “F” in a 
course, to a warning from the Dean of the Howe School, which becomes a part of the 
permanent student record, to expulsion. 
 
VII. Grading 

 
A 93-100 C 73-76 
A- 90-92 C- 70-72 
B+ 87-89 F <70 
B 83-86     
B- 80-82     
C+ 77-79   
 
VIII.  Submission Requirements 
I respect and expect professional, high-quality work.  Writing style, grammar, and 
spelling will be considered in determining your grades.  Unless otherwise noted, all 
written assignments must be typed on a computer, double-spaced, with a 12-point font 
and one-inch margins. 
 
All assignments must be submitted on or before the specified due date.  I will 
only accept late assignments if it is discussed with me beforehand and I am not 
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surprised; communication and agreement is key.  However, late penalties will be 
assessed for late assignments regardless of the reason and even with my prior 
approval.  The late penalties are: 
 Late Penalties: 

1 -2 days  late:   5% (half letter grade) point deduction 
3-7 days late:    10% (full letter grade) point deduction 
8-10 days late:  15% (one and a half letter grade) point 
deduction 
11+ days late:   25% (two and a half letter grade) points 
deduction  

Under no circumstances will an assignment be accepted after the last official day 
of class. Any missing assignments when the class ends will receive a “0.” 
 
 
IX.  Special Note 
Throughout the course, I may make changes to any of the information outlined above.  I 
will give you reasonable advance notice of such changes. But it is up to you to read any 
announcements and to check Moodle frequently.  
 
Further, additional course work will revolve around impromptu reading materials, which 
will be distributed one week in advance of due dates.   
 
 
X.  Course Schedule  
Class 

Period Topic Readings 

Assignments for 

class 

 Class 1, 

1/23/12 

Introduction to class; class plan; roles 

and responsibilities; goals/what you 

want out of this class; industry 

overview.   

Practice of Public 

Relations (POPR) 

-- chapters 1-2 

Thoroughly read 

chapters and 

come prepared 

with 5 questions 

on class goals 

and how PR fits 

into your career 

aspirations, as 

well as be 

prepared to 

discuss why you 

took this class.  

 Class 2,  

1/30/12 

Audiences and publics; speaking in the 

right language; finding your voice; 

public opinion; discovery -- your 

individual reading list.  Group project -- 

dissect media readership.   

PoPR -- chapters 

3-5/Quiz 

Bring 2 outlets 

you normally 

read, along with 

thoughts on who 

you talk to about 

these materials.  

 Class 3, 

2/6/12 

Ethics and the law; review the state of 

the state.  Group exercise/discussion -- 

Wal Mart personnel issues; Penn State 

coaches disclosure; who do the 

Kardashians think they are? 

PoPR -- chapters 

6-7 
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 Class 4,  

2/13/12 

"You as brand" -- chart your brand; 

individual exercise -- chart your brand; 

tell us why you are here; how you are 

planning your evolution; how you got 

your brand to this stage.    

Come prepared 

to talk about 

how you see 

“you” and where 

you are going 

with your 

identity.   

 Class 5 

2/21/12  

*Note date 

The art of telling the story -- email and 

press release 101.  Individual exercise -

- create a press release. Group exercise 

-- editing the document.   

PoPR -- chapters 

15-16/Quiz 

 

Class 6 

2/27/12 

Public relations and advertising – how 

they differ; how they relate; how they 

complement.  Choosing the right 

approach. PoPR-- chapter17 

Bring your 

favorite 

advertising 

campaign (some 

illustrative form) 

and be prepared 

to discuss. 

 Class 7, 

3/5/12 

(midpoint) 

Building the foundation -- 

research/creativity/thinking/planning. 

PoPR -- chapter 

8; Mid-semester 

test 

 

 Class 8,  

3/12/12 No class/Spring recess  

 

 Class 9,  

3/19/12 

Group exercise -- the brainstorm 

process and the output.  

Plan/evaluate/present.   

 Team exercise 

 

 Class 10,  

3/26/12 

Crisis communications overview.  Group 

discussions/review -- Penn State; 

product recalls; political firestorms; 

mine safety.  

PoPR -- chapter 

19 

 

 Class 11,  

4/2/12 

Group exercise/test -- the crisis.  Write 

the plan and review/group evaluation.   Team exercise 

 

 Class 12, 

4/9/12 

Talking "at," "to" and "with" audiences 

(and specifically, consumers).  The role 

of social media and direct-to-consumer 

communications. 

PoPR -- chapters 

9 and 18/Quiz 

Be prepared to 

discuss your 

social 

networking and 

resources in 

social 

networking that 

you trust.  

 Class 13,  

4/16/12 

Getting to the plan -- how it all hangs 

together.  Case studies -- examine 

plans and brands from across the CPG 

category. 

PoPR -- chapters 

10-14 

 

 Class 14,  

4/23/12 Prepare for final exam/practice in class.   

 

Class 15, 

4/30/12 Final exam/present the plan in class. 

Team project 

(final exam) 
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