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Commission on Public Relations Education
Industry -Educator Summit on Public Relations Education
May 12, 2015

BACKGROUND

The Commission on Public Relations Educatiq€©PRE)s an indgpendent body of public

relations educators and practitioners representing 15 professional societies in public relations

and related fields of communications. Since 1975, it has presented reseaiichsed

recommendations on public relations education. Collegeand universities throughout the world

have adopted these recommendatiors enhancing the relevance and quality of public relations
AAOAAOEI 18 4EA #1 11T EOOEITG60 i1 00 OAAAT O OADPI OO0 |
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The Commission is currently in the process of developing a new report on public relations
education at the undergraduate level. Throughout 2014, quantitative and qualitativeesearch
has been conducted in the U.8nd atinternational forums where professbnals and educators
gathered. Six focus groups were held involving 50+ professionals and educators, using tailored
discussion guides. The CPRE IndustBducator Summit, described on the following pagewsiill

be a major source of input for the report, and we will continue to gatheimput via crowd-
sourcing, a trarsparent, inclusive process for seeking opinions and ideas.

Findings fromthe Summit andthe additional research will be considered by Commission
membersin preparing the nextreport on public relations education.



The Commission on Public Relations
Industry -Educator Summit

Approximately 50 public relations industry leaders and educators metor a dayon May 12,
2015, todiscuss topics related to undergraduate public relations education, with a heavy focus
on how best o prepare students for acareerin public relations. Industry leaders included CEOs
and C@s of majoragencies, CCOs of major corporations and rfatr-profit organizations, as well
assenior counselors and educat®s. (See Appendix A on Page #dr a complete list of
participants, including some who participated via teleconference.)

Participants also representedall of the major industry professional and aademic associations
including Public Relations Society of AmerigaArthur PageSociety, PRCouncil, PRSA
Foundation, Institute of Public Relations, Global Alliance for Public Relatioasd
Communication ManagementNational CommunicationAssociation, Universal Accreditation
Board, Association for Education in Journalism and Mass CommunicatipAccrediting Council on
Education in Journalism and Mass Communicationsyropean Public Relations Education and
Research Association, Chartered Ititsute of Public Relationsinternational Communications
Consultancy Organizationand the Plank Center for Leadership in Public Relations

The Summit was hosted by Ketchurat its New York offices
Much of the day was focused on having employers providegut and ideas on this statement:

We need someone with an undergraduate public relations degree at the entry level who can :

Five related topicswere also explaed in small group discussions:
1 Beyond Campus Undergraduate education outside the campus setting;

1 Diversity Begins on CampusStrategies for increasing diversity in the public relations
profession;

1 Outside the ClassroomInternships and experiential learning;

1 Beyond Entry Level Executive graduate programs, continuing education opportunities,
and how educators can help agencies and corporations with-house training programs;

1 Beyond Borders Developing a global body of knowledge.



PART ONE:
DEFINING THE SITUATION

Keynote speakers Rob Flaherty, President and CEO Ketchum, and Elizabeth Toth, Ph. D., Professor
and Chair, Department of Communication, University of Maryland, set the stage for the discussions
with overviews of the industry and educator perspectives.

Their complete PPT presentations are included in Appendix B, beginning on Page 26. Among the
highlights:

Rob Flaherty:
1 Half of everything needed now didn’t exist ten years ago.

1 People under the age of 35 know more about how people communicate, share information
and form opinion than people older than 35.

1 Some core skills still apply but the context is very, very different.

1 The changes in the past few years shake the foundation of skills taught for decades.

Elizabeth Toth:

1 Industry leaders and educators have much in common and share great enthusiasm. We are
not “Mars and Venus,” but have shared goals — developing talented people for our
profession — and shared concerns — the profession is changing so quickly, it’s difficult for
all of us to keep up.

1 Undergraduate public relations education is not day-after-day in the public relations
classroom.

0 Students spend two-thirds of their time being educated in the liberal arts, and in
related courses from marketing to organizational development — plus dozens of
hours in internships, campus leadership, PRSSA and more. The result is graduates
who are both well-rounded and well-grounded in public relations.



PART TWO:

BUILDING CONSENSUS ON KNOWLEDGE, SKIAND ATTRIBUTES

Participants gathered insevensmall groupsof professionalsand educators, to fill in the blank on
the statement:

We need someone with an undergraduate public relations degree at the entry level who
can

Everyone in the group offered ideas, and thethe group ranked the ideas in priority order.

Participants reconvened to share their recommendations and reach a consensus.

There were a number otopics discussed by the group as a whole, including:

9 The industry is changing rapidly and professionals are struggling to keep up with evolving

T
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strategies and tactical options. This presents a related challenge for educators, who have to
adapt content and teaching methods equally quickly.

There are misperceptions about what’s actually being taught in undergraduate programs —
most of the items included on a “don’t teach this” list (such as press kits, query letters, how to
do a VNR, etc.) are rarely taught, according to the educator participants.

Despite some public comments to the contrary, the industry participants absolutely believe
that writing is an essential core skill, and perhaps even more challenging today because
students need to be prepared to write effectively across platforms and for multiple purposes.

The hierarchy of higher education is complex, and educators can do a better job of helping
industry understand the nuances of accreditation, recommended core coursework, certification,
etc.

While universities don’t allow programs and majors to be turned on a dime, feedback from
industry is vital in terms of adapting existing courses, adding resources, and changing methods.

Another interesting discussion topic was the differences between various industry sectors. It was clear
that there’s no one-size-fits-all. Some employers say “just teach them the core things and we’ll do on-
the-job training ourselves,” while others say they don’t have the training resources and need entry-
level people ready to dig in on day one.

Similarly, some industry participants said that traditional media relations skills are less important,
while others (mostly corporate) said that their company management is still very interested in securing
coverage in The Wall Street JournalLlheNew York Timeand similar mainstream outlets. The group
generally agreed that students need to know both — how to work across the entire spectrum of
traditional, contemporary and emerging media channels.



Participants also had lively discussions about whether some skills are “traditional” or “new,” and
eventually decided that some skills are truly “evergreen” in that they don’t change but rather are
adapted, as part of a continuum that continuously evolves.

From a very long list of desired characteristics, skills and knowledge that were proposed by the small
groups, the participants came to a general consensus on what’s core, what’s a competency and what’s
a personal characteristic, to form the basis for CPRE’s next report on undergraduate curriculum
guidelines and recommendations to educators.

While there was not 100% agreement on every item, the following summarizes the general consensus
of participants.

I. Desirable characteristics of a n entry -level public relations practitioner

A number ofpersonaltraits and interpersonal skillsrequired of a public relations practitioner
were identified.

Personal Traits :

The participants at the Summit described entrylevel public relations practitioners as
individuals who haveintegrity and ethics, and who are willing to hold themselves
accountable. Such practitioners are alsaensible and resourceful . Entry-level public
relations practitioners should exhibit intelle ctual curiosity (also described as
aggressive curiosity ). Going hand in glove with curiosity is the desire to bife -long
learners . Fnally, entry-level practitioners must have a strongwork ethic and bedrive n.

Interpersonal Skills:

Participants also required soft skill competencies. Entyevel public relations
practitioners must have self-awareness, be adaptable and beassertive. They also must
be collaborative , goodlisteners and besensitive to individual and cultural differences.

II. Sills needed by an entry -level public relations practitioner

In addition to the personaltraits and interpersonal skills required of an entry-level practitioner,
the participants identified the following skills as essential:

1 Problem solving
1 Conducting research and analyzing the date, going beyond reporting the numbs to
identify the implications
f Goonnecting the dotsd
o Practitioners must be able to make connections among disparate things. They
must understand how the world works and connects to their dents, organizations
or causes.




Strategic planning ? being able to set clear goals and measurable outcomes
Advancing organizational goals
o Practitioners must understand how the public relations functionfits within the
overall organizational goalsand its role in advancing those goals.
1 Project management? knowing how to not only plan but effectively execute a tactic, a
project or a program
1 Content creation and storytelling, with a particular emphasis on storytelling.
o! 0 1TTA DPAOOCEAEPAT O 1T AOGAOOAAR O$SAOGAI T PET C
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1 Writing
o Discussion first focused on social media, then shifted tlgreement thatwriting for
traditional channels is equally important and concluded with consensus that
writing for all platforms is essential.

1 Clear verbal and graphic communication s
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Ill. Knowledge needed by an entry -level public relations practitioner

Participants identified the following knowledge areas that are of importance for entrjlevel
public relations practitioners:

1 The role and value of public relations z and the ability to translate this for a clienf CEO
or Board
1 Measurement
o Understanding what to measureand how to meaure
1 Data analytics and insights
0 Understanding analytics but alsounderstanding what it all means.Being able to
interpret the data anddraw insights from it is crucial.
1 Communication and public relations theori es
o Including network and chaos theories, persuasion anohfluencing behaviors
o 31T A OAEA AT160 Al OEAO OAAAdheisddEA EEOOIT ¢
knowledge is valuable because it provides context and a solid understanding of
how public relations has evolved.
1 Cross-cultural and global communication .
o Having, or developing, a globalantenna A OCI T AAT OAT OEOEOEOU 4
1 Understanding influence and how it operates today .
o O+1 1 xET C afde mindd,iheafstand behavidr
Business processes and planning
O" OOET A OOdeécAbdd a8 lintledstanding how business works, to provide the
contextual dgnificance of publicrelations
1 The newest techniques.
o New grads should know the skills that are new téhe PR profession, the things
older professionalsAT T 6 O AOdd ET T x U
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noted that this kind of experience is an integral part of undergraduate programs today.



The CCO of a global corporatiosummed uypOOEA AT OA6 AOq
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Know how to run a project and work as part of a team.

AEETE CITAAITTUS8SG
Many agreedz although there were divergent opinions about whether all employers have

the capacity to provide training beyond this core, or count on undergraduate programs to
prepare undergraduates with the full set of skills and knowledge.




PART THREE
Additional Topics Related to Undergraduate Education

Five small groups tackled key challenges in public relations educatipincluding diversity,
globalism, experientiallearning, continuing educationand educator/practitioner interaction.

TOPIC ONE: BEYONETAMPUS
Undergraduate education outside the campus setting

Public relations education does not end when a student steps off campus. It can, and does,

continue through internships, but also throwgh online classes, certification programsand

interactions with profe ssionals. Thisgroup explored ways thateducators and professionalsan
enhancethe student experiencethrough of-FA AT BOO 1T O -¥10E AL OOAGAOAAOET 1
professionals.

Educators

1 Counsel students on:
o Pace of practice, work hours
0 Businessplace conduct, dress, punctuality

1 Leverage PRSSA to connect students with industry professionals

T OAOOEAEDPAOA ET +AOGAEOI 60 -EI AEEOA DPOI EAAOD
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student/professional mix.

T (AT DB O0OO0AAT OO OEEAO OI A OOAOOGEAAG OIT-ArAOOOAT |
product-based understanding

1 Encourage students to work with nonprofitsand NGOs

1 Get students on the road domestically and abroad
o i.e., attending Cannes creativity festival, visiting agencies, newsrooms, etc.

1 Participate in the Educator Fellowship program of the Plank Center for Leadership in

Public Relations, where educats are placed with public relations agencies and within
organizations for two weeks in the summer.

10



Professionals

1 Provide realworld challenges for students to work on with faculty supervision
o0 Incentivize via competitions, possible job placements

1 Paystudents to do something outside bthe office and bring learningback as Golin has
ATTA xEOE EOO OOI OAOI OEEDS8O

Educators & Professionals Working Together

f Organize professional AA AT OOOAO OEAO OAEA bi AAA EI
the classroom to make teaching less of a burden on one professional

1 Swap jobs Bring professionals to campus and put educators in agencies.

1 Forge team teaching models that combine educators and practitioners

11
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TOPIC TWO: DIVERSITY BEGINS ON CAMPUS
Strategies for increasing di versity in the profession

The challenge of having a diverse university of public relations professionals to work in

agencies, corporations, nefor-profit organizations and other settings is ondhat is of significant

concern to industry leaders and educators. Thigroup focused onfive related questions about
diversity.

Does diversity still begin on campus?

1 Diversity does begin on campus, but somewhere between getting the degree and staying
long enough to be promoted (five years)ninority employeesOAT A  OT deitheEA | |

from their particular organization and go elsewhere, or the practice entirely.
What can be done to attract minority students into public relations?

1 Consensus that trying to recruit high school and grade schbstudents into public
relations as a major is too big and broad an effort.

1 Some questioned whether a bigger pipeline of diverse studentgould translate into more
hires. One participant observed that there are 35,000 public relations majors now. Not al

will get jobs.
Should equal or greater emphasis be on retention of young professionals?
1 The group agreed recruitment and retentiorare needed Retention once the minority
students have jobs mayevenbe a bigger issue than recruitment, at least @he campus

level.

1 A new, yetto-be-released study, funded by PRSA Foundation, found there are some

significant areas of concern among minority students about feeling comfortable in agency

and corporate environments.

1 If agencies and corporations want a derse group of entrylevel candidates, they must be

prepared to welcome, mentor, nurture and support these students.

T /1TA AGCAT Au AT AO OOAETEIC 11 OO AT1TOAET OO

employees. The agency has received very goocéback on the program.

1 One corporate executivendicated he believes corporations do a better job of recruiting

with a wider lens because they have more different types of job opportunities.

12
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Why do organizations want diversity?

1 Some partcipants questioned the motivations behindthe push for diversity on the part of
some organizations. Are gencies and corporations who are asking recruiters for a
OAEOAOOA OI AGA T &£ AAT AEAAOAOGO Al AAdplayAT 60
within the organization?In other words, what is the real reason organizations say they
want diversity? Is it a genuine commitment, reflected in their actions in terms of
welcoming and mentoring, or is it more superficial?

Y Ve need a workforce that reflects ourcusto AO A A A

h o
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Should diversity efforts be focused on race or should other factors  also receive attention?
1 Everyone talks about diversity strictly in terms of ethnicity and race. Gender is not

discussed. But loolkat our classroomsithey are 90% female at entry level. That flips at

senior executive levels.

1 Ethnic and racial diversity are an issue on some campuses, but not on all. A esiee-fits-
all approachwill not work .

x E |

The group concluded that diversity can beginon éab O Oh A OO OE A bthe@oalidforU OE A

organizations to have a diverse employee workforce. There is coern, however, that the
pipeline of students is already very full in terms of overall numbers, such that there are more
students than there may be jobs. So trying to recruit more minority students may be counter
productive. The group made the following reommendations, which are meant to work together:

1 Continue efforts to recruit a more diverse group of students who are already on campus

N s e o~ £
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1 Simultaneously, munsel these students to put together a strong academic profile with
electives that strengthen their peparation for the business and behaviorchange and
results-management worldalong with a lot of experiential learning (internships, student
agenges, etc.);

1 And if these efforts translate into more minority students being hiredensure that they
continue to work in our industry by ensuring thatemployersare prepared to welcome,
mentor, and make these new employees feel comfortable. Trainifgr all employees
along with formal programs to montor and support the diverse newhires are required.

13



TOPIC THREE: OUTSIDE THE CLASSROOM
Internships and experiential | earning

This session focused on ways to improve internship and experiential learning experiences for
the benefit of both students and employers/internship providers.

In general, the group expressed a preference for efmpus internships. Industry professionals,

in particular, argued that students learned more and developed better workplace skills by

CAOOEI C 1 OOOEAA 1T £ OEAEO AAI DPOO OAT I &I 006 UITAB8S
advocates of virtual internship experiences. One participant noted that, aihcompany, interns

AOA AOOGECI AA A x1 OE PpOI EAAO OEAO OEAU OI x18d6 41
work with office teams. They become part of a team, building bosdlearning teamwork

principles and making connections for the future. InfacEA OAEAR OEA ET OAOT OEED

for future employment with his company? and students know that.
The group made the following specific recommendations:

1 Internships should be available for professors as well as students, so that the professors
xEl 1 AAATIT A EAI EI EAO xEOE O1 AAUBO xI1 OEPI AAA
align their classroom instruction with preparing students to take maximum advatage of
their internships. Some companies already provide summer internships for professors,
and these programs seem to be highly successful.

1 Successful internships for students and employers require a clear understanding of the
terms of the internship and involvement/commitment to the process by both sides.
Employers prefer to work with colleges and universities that have an established
structure for internships and for selecting students who are the best match for an
employer. They avoid universities hat do not put the time and resources into this level of
involvement (a disadvantage for schools that may not have budgets to do so).

T 10 OEA OAI A OEi Anh AiBPITUAOO OAAIT Ci EUAA OEAO
enough minority candidates for internships. All agreed that diverse students are
underrepresented in internship positions and advocated programs to recruit more
students from universities with more diverse populations, including HBCUs and HSIs.

1 Internships should:
o Involve students in meamngful projects, based on real needs of the employen¢t
Of ADBS 10 Al AOEAAI x1 OEQN
o Provide value for bah the student and the employer;
o Provide some form of compensation for tle internsdwork;
o Whenever possible, provide a pipeline for students to futue employment.

14



TOPIC FOUR: BEYOND ENTRY LEVEL
Executive graduate programs, co ntinuing education and in-house training
programs

Continuing education opportunities are numerous, whether they be found insidpublic relations
firms/agencies or corporations through in-house training programs, or through the wide range

of programs available through colleges and universities, professional societies and associations,
the trade press, and commercial enterprises. Butow much and what kind of continuing
educationdo public relations practitioners need over the course of their careersThe following
were the resultsof the small groupdiscussion:

1 Sales and presentation
o How to pitch and retain businesses
o Developng a sales culture

1 Management training
o How to be a manager
0o How to manage teams

1 Basics of business

o Finance

o Understandingthe Al EAT 060 AOOET AOO
1 Ongoing communications training

o Understanding and translating data into effective&eommunication

1 Specialization in PR education programs
o Certificate-based, specialized programs that have clear delivery and practical
implications

1 Case studiesbased programs i N ) |
o Learningfrom case studiesOET x AEA UT O AT OEAO6 AT A OxE!
xT OEQO

1 Programs tackling current trends
0 Learning about the meaning of buzzwords in the field

1 Short-term, highly accessible programs available to people at different stages of their
career

f Within the organization, training OEAO ODPAAEO O1 DPAT PI A0 1T AAAO
practical value to the business

15



1 Inviting PR scholars/experts into the organization for knowledge sharing (i.e., tapping
into the alumni network)

The group then considered how educators and practitioners could best collaborate to provide
that continuing education. The following consideations emerged:
1 Instilling the idea of life-long learning in practitioners? strengthening the mindset

1 Packaging scholarly articles into easily accessible format for practitioners to leverage in
their work; producing scholarly work that is both meaningful and useful to universities
and to practitioners;

1 Fostering informal programs or meetups that involve both educators and practitioners
to share ideas and best practices.

16



TOPIC FIVE: BEYOND BORDERS
Developing a global body of knowledge

, AAAET ¢ DOAI EA OAI AGETT O AiBPITUAOO AT A AAOBAAOI O¢
O1 A A U &donnécied)iAtéactive and interdependent world. Public relations organizations of

various types and sizes expect expertise and services from glolammunications

knowledgeable practitioners. This group explored the global knowledge, skills and abilities

needed by an entrylevel public relations practitioner.

The group first noted the context within which public rektions operates globally today ad then
addressed questions of whether a global set of knowledge/skills/abilities (KSAs) can be

developed.

Context

1 Is a global KSA framework workable?

o

Need flexibility to account for variations globally. For example, Asia Pacific still
measures in moretraditional ways, while the United Statesis more about online
metrics. A global knowledge/skills/abilities framework is possible if we allow
local entities to weight certain skills because one size does not fit all.

At the same time, however, a global fraework could be seen as aspirational,
which is a good thing. It will drive growth and maturity.

NeedtolA AxAOA T £ AT OAT A AETAOG8 )& UI O
possible.
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1 What are the difficulties practicing in a global environment ?

o
0]
0]

o
o

Need fora partner on the ground not just for execution.

Recognition of a éapfroggingphenomenon intechnology. Evolution is not linear.
Need for balanceGlobal standards may be adjusted to tailor to local needs and
Everything is local;nothing is local. It affects everything.

One way to educate staff in multcompaniesis to rotate staff around the world.

1 What are the difficulties in teaching global public relations ?

0]
0]

(@)
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Need to learn fran case studies in other countries.

Educators have difficulty inserting global content in courses. Mindset needs to
change and room must be made. It becomes a competitive advantage to be global
and think globally.

Should we allow flexibility to international audiences whose first language is not
English to have lower marks in writing?

Writing proficiency is a problem in all mother tonguesThe problem is universal.
Idea of a writing test before admission. Remedial courses before admission.



Global Knowledge, Skills, and Abilities:

1 Global Knowledge
o0 Awareness of local sensitivities and cultural issues

o Understanding of ethical issues. Ethics is a gyroduct of culture. It varieswith the
market, and we must deal with that dilemma.

o Understandingof legal issues. There are cultural differences regarding intellectual
property, for example.

9 Global Skills and Abilities

o Speakmore than one language (althoughvhile language skills are an assein
some rdes they are not essentigl

o0 Havea dobal antenna

o Embrace complexity and diversity

18



PART FOUR:
The Road Ahead:
From the Summit to the Next Commission Report

As the Summit concluded, participants shared ideas on how to move twfort forward? which
ET Al OAAO O(1 x xA xI OE OI CAOEAO O1 1 AEA OEEO EADH
The ideas include:
1 Bringing together educators and industry leaders is essential and needs to begwingz
one Summit is one momenin time. Also, we need to broaden involvement to include
professionals from other sectors, such as ndbr-profit, smaller agencies and businesses,
government, counseling.

f  Summit participants need to ecome more involvedx EOE OEA #1 iIkk EOOET 160
including personal commitment

1 CPRE needs toamplete the full diagnostic of skills/traits.

f Educatorscould work with agencies to plot three-to-£] OO0 DB OT COAOOEOAR OOT A
courses.

71 Industry could provide seed grants to support PRSA diversity initiatives.

71 Industry and educators need to figure out how to blancethe needs ofacademic
programs with actualjob opportunities? prevent over-production of graduates.

1 Industry should create opportunities for hands-on, in-person mentoring/learning. In
otherwords,0" AET ¢ OEAOAS86OG

1 Educators should eévelopcurricula based onthe vision of agencies.
1 The Commission should identify opportunities for the Summit participants to@convene

to continue the discussiorr possiblyin conjunction with AEJMC in August oto coincide
with the PRSA International Conference, Nov-80, in Atlanta.

19
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Torod Neptune

Vice President, Corporate
Communications

Verizon Wireless;

President-Elect, PRSA Foundation Board
torod.neptune@verizonwireless.com

Jim Olson

Vice President, Global Corporate
Communications and China/Asia-Pacific
Public Affairs

Starbucks

[lolson@starbucks.com

Lynn Oppelt

Senior Vice President and Senior
Partner

Fleishman Hillard
lynn.oppelt@fleishman.com

Frank Ovaitt

President (ret.)

Institute of Public Relations
president@instituteforpr.org

John Paluszek

Senior Counsel

Ketchum;

CPRE Summit Planning Committee;
Member, ACEJMC Council
john.paluszek@ketchum.com

Judy Phair

President, PhairAdvantage
Communications

Senior Advisor, Communications
Council of Independent Colleges;
Co-Chair, PRSA Certification in Public
Relations Program
[phair@phairadvantage.com
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Andy Polansky

Chief Executive Officer

Weber Shandwick
apolansky@webershandwick.com

Julianna Richter

Chief Operating Officer
Edelman U.S.
julianna.richter@edelman.com

Maria Russell

Professor and Director

Newhouse Executive Education
Programs, Syracuse University;
CPRE Summit Planning Committee
mprussel@syr.edu

Lisa Ryan

Senior Vice President/Managing Director
Heyman Associates
Iryan@heymanassociates.com

Matt Shaw

SVP, Director of Communications
PR Council
MShaw@prcouncil.net

Gary Sheffer

Vice President, Corporate
Communications and Public Affairs
GE

President, Arthur Page Society
gary.sheffer@ge.com

Ralph Tench, Ph.D.

Professor

Leeds Beckett University | UK
Vice President, European Public
Relations Education and Research
Association
r.tench@leedsbeckett.ac.uk
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Natalie Tindall, Ph.D.

Associate Professor and Graduate
Director, Department of Communication,
Georgia State University;

Past Chair, AEJMC PR Division
ntindall@gsu.edu

Elizabeth Toth, Ph.D.

Professor and Chair

Department of Communication
University of Maryland;

President, Association for Education in
Journalism and Mass Communication
eltoth@umd.edu

Katerina Tsetsura, Ph.D.
Professor of Strategic Communication/

Public Relations and Director of Graduate

Studies, Gaylord College
University of Oklahoma;

Chair, Public Relations Division,
International Communications
Association

tsetsura@ou.edu
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Jean Valin

Principal

Valin Strategic Communications;
CPRE Summit Planning Committee;
Past Chair, Global Alliance for Public
Relations and Communication
Management

jvalin@videotron.ca

Judy VanSlyke Turk

Visiting Professor

Florida International University
vturk@vcu.edu

Rob Wakefield, Ph.D.
Associate Professor
Brigham Young University
robert_wakefield@byu.edu

Damion Waymer, Ph.D.

Associate Professor

Texas A&M University;

Chair, Public Relations Division
National Communication Association
dwaymer@tamu.edu

Don Wright, Ph.D.

Harold Burson Professor and Chair,
Public Relations

Boston University
DonaldKWright@aol.com
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of Public Relations Education

Rob Flaherty, President and CEO, Ketchum
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Thought Starters on the Future
of Public Relations Education

Rob Flaherty, President and CEO, Ketchu




Current Courses
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WHAT | DON'T KNOW

Alot about being a
professor or dean

The realities of updating
a curriculum

The timetable required
The inertia to be overcome

The legacy requirements that
haven't changed

Therigorous standards
required

WHAT| DO KNOW

The changes over the past few years
shake the foundation of skills taught
for decades

We arein the post-mass-media era
Half of everything needed nowdidn't

exist 10 years ago

Judgment and experience count, some
core skills still apply, but the context is
very, very different

People under the age of 35 know more
about how people communicate, share
information and form opinion than
people over 35.

Introto Mass Communications
Writing for the Mass Media
Wkiting for Communication

Mass Communications Research

2015

Theory and Practice of Communication
Professional Presentation

Media Relations

Law of Communication

Public Relations Campaign Planning and Execution

New Mediaand PR

Interactive Multi-Media Design

Writing for News and Public Relationsin a Digital World
The Ethics of Advocacy

Global Relations and Intercultural Communications
Critical Business Skills for Corporate Communications




BUSINESS
RELATIONSHIPS 101:

Eight key types - consumer, B2B,
supply chain, employee, investor,
community/NGO, government and
media; key characteristics - trust,
satisfaction, loyalty mutuality;
history of public relations as a
business function.

EFFECTIVE EVENT
PLANNING 104:

Work streams across multiple
disciplines for event planning,
campaign planning (for account
planning, see Insight 402).

BUSINESS
Responsibility, Behavior,
i

n

| CROSS-PLATFORM

WRITING 102:

MNews and brand/corporate
advocacy communications for
convergent media; basics of
writing and editing, how to pitch a
story.

CONTEXTAND
CHANNELS 201:

Engaging audiences through the
full PESO spectrum of media (paid,
earned, shared, owned), search
engines, mainstream mass media
trends, online media (blogs, video
sharing, social platforms, Twitter),
the multi-cultural context.

| MAGNET CONTENT 103:

How to create content that
people want to view and share —
video, audio, interz

organic, authenticity, c

risk taking, measuring virality and
engagement.

STORYTELLING 202:

Elements of all stories, hallmarks




LISTENING 203:

Listening towrite a story, to hear
diverse points of view, gather
criticism, improve service,
products and performance;
advanced social listening and
feedback loops.

NEWSJACKING 302:

Gaining brand awareness,
relevance and engagement by
hijacking breaking news and
memes trending in popular culture,

INFLUENCE,
PERSUASION &
MUTUALITY 305:

Strategies to influence & persuade
— balanced with mutual gain.

NETWORKS 403:

Social networks, internal and
external business networks,
network theory and practical
application.

| BUSINESS

IMPERATIVES 204:

Financial performance and
marketing, investor expectations,
financial efficiency (cost
reduction), plus triple bottom

line: employees and community in
addition to financial priorities.

ACTIONS BEFORE
WORDS 303:

Abrand is what a brand does;
being a responsible brand

and corporation: advising on
actions and policy, transparency,
sustainability, governance.,

GLOBAL
I‘Ih‘lIJ'I;ERDEPENDENCE

The shifting power equation (e.g. to
emerging economies, individuals,
communities), howissues travel
instantly, technology's role in
“flattening”the earth; public policy
and sodietal issues.

INSIGHT 404:

Understanding motivations,
interests, demographics,
psychographics and media
choices of target audiences;
account planning; research
technigues to develop insights,

| ONLINE COMMUNITY

MANAGEMENT 301:
Monitoring and response across
platforms and PESO channels; role
of community manager, achieving
and maintaining relevance,
response protocols.

ETHICS & LEGAL
IMPLICATIONS 304:

Ethical principles related to
communications and business
behavior, role of general counsel,
common types of business
litigation.

PROFESSIONAL
EXPERIENCE 402:

Internship or apprenticeship at

a company, agency or non-profit
to gain hands-on experience and
prepare for full-time work.

ADVANCED
ANALYTICS 405:

Advanced techniques for listening
and measurement — social
listening, media coverage, attitude
& awareness, purchase intent,
behavior change; technigues from
CRM, interactive, direct response.
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What DO Educators Do¢
And How Can Industry Help?

Educators from Venus
and Industry Pros from Mars¢

Not exactly .. ...



We have much in common

=
>
>
>

Both bellevein knowledge.
Both work in fast-paced workplaces.
Many have both industry and education experience.

Both believein preparing the most talented young people possible to
enter the field of publicrelations.

What Do Educators Do¢

eaching Researcl| SErVICE
In the Classroom: Publishresearch in, on, and for the Significant leadership 1o thelr
profession. de =ants, uni

Estimoted 35.C

macang In A ey« s
Beyond the Classroom:
Advise more s

in 300+ PRSS

seminars, conferences

Advise internshins

competiions., stug We are columnists, on podcasts

Sponsor speckll events ond websites
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An Undergraduate PR major is:

» 120 hours = 40 hours for PR classes + 80 hours of being LIBERALLY educated!

» General Education requirements in liberal arls, sciences, communication, writing

» Double majors and minors across the board: Business, Econ, Polifical Science, etc.

» PLUS 100s of hours In internships, PRSSA, student agencies and more = the
hands-on, real-world experience you want

» Theyaren't Just sittingin the PR classrooml

Challenges to PR Major

» Delivery of cutcomes fo keep pace with changing profession

» Negative perceptions of student writing skills - we agree with youl!

» Negative opinions that industry “prefers liberal arts majors”

» Mars/Venusor a disconnect between us
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Educators Efforts to Enhance Value

» Commission on Public Relations Education standards have worldwide
recognifion

» Accreditation of Programs through the Accrediting Council for Education
In Journalismand Mass Communication

» Ceriificationin Education for Public Relations through PRSA
Listen to our professional advisory boards.

» Create state-of-the-art campus facilities

Educators Need Your Help

» Become personally engaged in publicrelations education.

» Help students with "real world" interaction.

» Support Scholarships. Endow lectures, programs, professorships.

» Volunteerin the classroom.

» Joinand advocate for organizations to help bridge the gop between
businessand academia.

» Support publically the value of public reiations education.

» Your word is gospel.



Help Designing the PR major

» Help uswith the core, but also the pluses- what needs to be added,
broadened, sharpened

» Coniribute cutting-edge ideas that might not be picked up in quantitative
surveys

Looking Forward:

» Educators are commitied to finding the best ways of preparing students

» Ifweworktogether.....

Mars and Venus
can get down to earth
to provide the people you need at the entry-level
with the right knowledge, abilities, and skills!
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For more information about the Commission and its work, please contact:

Del Galloway, Co-Chair CPRE, del.galloway@wellsfargo.com

Karla Gower, Co-Chair CPRE, gower@apr.ua.edu

Jeneen Garcia, PRSA staff liaison, jeneen.garcia@prsa.org
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