Marketing Management Department

Course Syllabus

COURSE CODE/TITLE:
ADVOCPR (Advocacy Public Relations)

PRE-REQUISITE:

ADPRINS

PRE-REQUISITE TO:

ADVISUA, ADWRITE

TYPE OF COURSE:  

major course

FACULTY:




TERM/TIME/ROOM:



COURSE DESCRIPTION:

A course which focuses on the concepts and functions of Advocacy Public Relations (ADVOCPR) in the contemporary world of business and industry, in relation to other societal sectors, primarily the government, as a sub-specialization in Government Public Relations (GPR) and Public Affairs (CPA), corollary to Corporate Public Relations (CPR), Marketing Public Relations (MPR), within the spectrum of Public Relations (PR), further, as tied-up with Advertising. A study of the principles, philosophy, and dynamics of corporate “institutionalization” and corporate internship ingrained in CPR & MPR, embodied in PR’s strategy for decision-making and policy formulation, vis-a-vis the target publics, through the conceived integrated communications scheme.

COURSE OBJECTIVES

1. To understand the role of ADVOCPR in GPR & PA, CPR, MPR, Advertising and PR in general, and answer the quest for survival and “institutionalization” of a person or organization existing in a dynamic environment.

2. To grasp fully, the principles, philosophy, and dynamics of ADVOCPR which made it into a highly potent tool in the triad nature of PR, in a concerted effort to integrate communications to impact on the target publics.

3. To apply the basics and fundamentals of ADVOCPR to different situations and cases in the Philippine setting, as well as selected ones elsewhere in the world’s contemporary societies.

4. To know various concepts and strategies in advocacy or “enlightened” pr by developing socially responsible pr campaigns.

COURSE REQUIREMENTS


Students and/or student groups will interview members of the Philippine Association of Public Relations Counsellors, Inc., (APRC), Public Relations Society of the Philippines (PRSP), Association of Advertising Agencies (4As), Advertising Board of the Philippines and Marketing Opinion and Research Society (MORES) for their assigned papers. They will prepare a written study and orally present a proposed ADVOCPR advertisement in line with the requirements of Issues Management. The presentation will made before a panel composed of representatives from the APRC or PRSP, an Advertising Agency, and a faculty member.

PRESCRIBED TEXTBOOK


Seitel, Fraser B. 1995. The Practice of Public Relations (6th edition). Prentice Hall, HJ.

REFERENCES


Garcia, Leonardo R. Jr. 1999. Advocacy Advertising. DLSU Press


Santiago, Lucas E. 1997. Public Relations: A Call to Specialization. Graphic Line Enterprises, Makati


de la Cruz, R.R. 1992. Public Relations Theory and Practice. RR Public Relations, Inc., Manila

METHODS AND APPROACHES

1. Lectures/Discussions.

2. Case Studies/Caselets.

3. Resource Persons/Interviews

4. Problem-Solving/Analyses

5. Group Dynamics

TESTING METHODS

1. Written and Oral Reports.

2. Quizzes.

3. Field Assignments.

4. Field Assignments

5. Midterm and Final Examinations based on school calendar.

6. Class Attendance, Participation, and Attitudes.
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TOPICS

	SESSION NO.
	T O P I C
	NO. OF HOURS


	1
	Overview

The Spectrum of Public Relations

· The Field of Specialization in Public Relations

Interrelations of Government Public Relations & Public Affairs, Corporate Public Relations, Marketing Public Relations, and Advertising

Roles of Relationships

· Public Relations & Advertising

· AdvocPR & Institutional Advertising
	3

	2
	Advocacy Public Relations (ADVOCPR)
The Emergence of ADVOCPR

· Factors which stimulated its use.

The Nature and Role of ADVOCPR as a new sub-specialization in Government Public Relations and Corporate Public Relations

Government Public Relations & Public Affairs & Corporate Public Relations in ADVOCPR
	3

	3
	Communication & Its Vehicles

The Elements and Process of Communication

Contemporary Mass Media

Public Relations Communication, Mass Media and Advertising

Public Opinion & Public Relations Persuasion
	3



	4
	The Publics of Public Relations

The General Public

Internal & External Publics

Immediate Public

Application of Demographics, Psychographics
	3

	5
	Increments of ADVOCPR

Correlation with the Triad Nature of Public Relations

Issues and Issues Management

Lobbying & public Affairs

Methodology on ADVOCPR
	3

	6
	Public Relations & Ethics

The Public Relations Code of Ethics

The Journalists’ Code of Ethics

The Legal Considerations and Ethics in ADVOCPR
	3

	7
	Applications of ADVOCPR

Corporate “Personalities”

Government and Its Instrumentalities

Specialization in Public Relations
	3
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