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PUBLIC RELATIONS STRATEGIC PLANNING 

 

COURSE: SECOND 

SEMESTER: FIRST 

TYPE: OBLIGATORY 

CREDITS: 3 

LANGUAGE: ENGLISH 

SENIOR LECTURER: ISAM ALEGRE 

 

 

OBJECTIVES 

 

This subject develops students’ understanding of the role of public relations as a strategic 

communication function. It is designed to build on the concepts and theories introduced in the 

introductory Public Relations Policies and Techniques course and to pave the way for the 

future courses including Public Relations in Specialized Areas and Foundations and Strategies 

of Advertising and Public Relations. Students develop skills in planning, analyzing, executing 

and evaluating public relations strategy, both for a public relations agency client and within an 

organization.   

 

 

COMPETENCES  

 

To be able to apply knowledge acquired to students' work or vocation in a professional manner 

and to have the competences typically demonstrated through devising and arguments and 

solving problems within their field of study. 

 

GENERAL 

 

 To develop language skills and express themselves adequately and convincingly in the 

different communication situations, both oral and written, using languages of their own 

community and in English. 

 

 

 

 

https://es.eserp.com/profesor/isam-alegre/
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SPECIFIC  

 

 To design, plan and manage corporate identities, graphics and visual elements that are 

to be applied in the study of marketing and advertising campaigns. 

 To manage key marketing tools strategic for application in the field of advertising, public 

relations and marketing in both domestic and and, specially, international markets. 

 To listen, negotiate, persuade and communicate effectively (both orally and in written 

form), using real world business examples, such as preparing for and reporting on 

specific situations in the advertising and public relations field. 

 

 

LEARNING OUTCOMES 

 

Students will: 

 Analyze the basic principles of public relations. 

 Distinguish the different theoretical schools (American, European and Spanish) from 

the management and analysis of numerous definitions of public relations. 

 analyze the different audiences to be targeted (external, internal, ...) through a public 

relations strategy 

 Be able to discuss strategies and tools for communication success and reach the goals 

set by each organization. 

 Use strategies and tools for communication success and reach the goals set by each 

organization. 

 

 

CONTENT 

 

1.- INTRODUCTION: WHAT DO WE KNOW ABOUT PR? 

 

 PR communication in English 

 PR vs Advertising 

 First approach PR strategic planning 

 

2.- THE PR PLAN 

 

 Publics: internal and external 
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 Consumer vs. Target. vs. Public 

 Setting goals and devising strategies 

 Temporization: the Gantt Chart 

 Measurement: devising and setting KPIs  

 

3.- CRAFTING THE MESSAGE 

 

 How should it be 

 Where should it be 

 The press release 

 The press note 

 

4.- THE PR SCHOOLS 

 

 The European Doctrine 

 The American School 

 

 

EVALUATION SYSTEM 

 

The course will have two kinds of evaluation activities: practical (50% of your grade) and 

theoretical (the other 50%). Practical activities will be Case Studies: I will present you with a 

situation and I will ask you to solve it using an appropriate Public Relations Strategy. 

Theoretical will be two exams that will be taken the same day.  

 

I understand evaluation as an integral part of the learning process. As such: 

 

1. Case studies will have two turn in dates: you make something, I evaluate it (that means 

I give you meaningful feedback on the strengths and weaknesses of your work), you 

work on it some more, you give it to me again, and I provide some more feedback and 

a final grade. 

 

2. We’re not here to test your “memory skills”: studying for an exam, regurgitating what 

you read and then forgetting all about it is not a learning-teaching dynamic that I 

endorse. You’ll be able to bring whatever material you wish to the exam. That’s 

because I care about your understanding of the topic, not your ability to recall pieces 

of data. 
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ACTIVITIES % 

Co
mp. 
& 
RAs 

1.- Case Studies - group / individual 
Through the course I will present you with 4 case 
studies. I will explain the background and 
problem/opportunity of an organization and you’ll 
have to present a a strategy containing an analysis 
of the publics, goals of the campaign, PR 
techniques, written messages, timeframe, 
estimated budget and KPI’s. Each case will count 
10% of your grade except the final one that you will 
present orally and will count 20% 

50 
% 

R1, 
R4, 
R6 - 
CB2

, 
CG1

, 
CE2 

2.- One message three audiences - Exam 
During a class session, I’ll present you with a 
situation (e.g. a company is launching a new 
product). You’ll produce three texts communicating 
this situation: one for the media through a press 
release, one for your hardcore-fans through a 
newsletter, and one that will appear in the 
company’s monthly memo for the employees.  

25 
% 

R5 - 
CB2

, 
CG1

, 
CE6 

3.- Find the school, then turn it around - Exam 
During a class session you’ll receive a text 
describing a PR action from an undisclosed 
company. You’ll have to determine to which school 
it pertains, explain why, and then suggest a new 
PR action that would fit better under the ideals of 
the opposite school. 

25
% 

R2 - 
CB2

, 
CG1

, 
CE4 

SUBTOTAL COMPUSORY ACTIVITIES  
10
0% 

 

 
 

 
You need to pass the two exams in order to pass the course. If you don’t, you’ll get a second 

chance at the Complementarias. 

You don’t need to pass all the Case Studies (in fact, I expect most of you will fail the first one), 

but it is compulsory to pass the final Case Study in order for the rest of your grades be 

averaged. You need a minimum average of 5 in order to pass the course. 

 

 

METHODOLOGY 

 

I’m a big fan of enabling my students to talk a lot. As such, my ideal session looks more like a 

space of opinion exchange and debate, rather than a master class where I lecture on THE 
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THEORY and you take notes in sync with your shiny McBook Airs. We’ll see examples, watch 

videos, and comment on the news as much as we see fit. I will use many of your assignments 

as an example of what works, what doesn’t work and why, so be ready for everything you 

produce to be shared with the rest of your classmates. My experience tells me that the best 

way of learning is to work on something, make mistakes, reflect on them, and then try again. 

So that’s what we’ll do.  

 

I think empathy is much more important than discipline, so I tend to be flexible with almost 

everything. However, I have two rules:  

 

1. Be on time. 5 minutes after the beginning of the class I’ll shut down the check-in 

application, and it will count as “non-attended” for you. You can still come in, and I 

encourage you to do so -we all can have a rough night and be late, plus you’re only 

required 80% of attendance, so don’t panic if you arrive 6 minutes late. Just be more 

careful the next day and that’s that. If you can justify your tardiness or lack of 

attendance, please do so in advance (“Hey, Isam, I work in the World Mobile Congress 

next week, here’s a letter from my employer”) or at the end of the class (“I’m sorry I 

was late, RENFE is the bane of my existence, here’s the justification”), but don’t 

interrupt the class. Just sneak in quietly. 

 

2. Respecting your classmates is much more important than respecting me. If a class gets 

boring, or you’re not feeling very productive or, OMG your Instagram feed is so much 

more interesting than whatever I’m saying… that’s fine. We are not machines, we get 

distracted, we all have wonderful inner worlds to explore. However, when a classmate 

is sharing their opinion out loud, I demand absolute, untarnished, crypt-like 

silence.  
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 Newsom, H. Public Relations Writing. Strategies & Structures. Published in 

2016 by Cengage Learning 

 

 

https://bluebottlebiz.com/search/Cengage%20Learning?within=editorial

