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Objectives

1. Provide students with knowledge, concepts and theories that enable them to plan well design, strategies and manage
resources for professional work in the field of public relations.

2. Develop students’ research and analytical skills in public relations activities and assessing their societal impacts and
stakeholder relationships.

3. Provide students with the ability to choose, and use current technologies, to assess their effects on the quality of public
relations activities and events

4. Understand the multiple cultures and to shape public perception of brands and products. making use of them in
supporting organizational events, managing campaigns, public relations and improving job performance.

5. Prepare students to work according to the rules of professional ethics, professional standards and practices of public

relations, legal obligations, and policies.
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(21) Suggested Labs

Item

Labs Name
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A = q S g 5
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English | e [ B g iiﬁ 2| CouseType English s English oy
9°g & | £
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(24) Achieving Programme Objectives through Courses
Please check (v) the related courses with programme objectives. e

Objectives in Item (3)

Programme Objectives

Course Code

Public Relations Theories and Practice

Media Economics

Event Management

Public Relations Campaigns

Crisis Communication Management

Media Ethics and Professional Practice

NIENIENIENIENIENEN

Online Public Relations

Reputation Management

<\

Public Diplomacy

Leadership and Strategic Communication

Organizational Communication

Protocol and Etiquette

Introduction to digital Media

Internship in Public Relations

N NN NN N NN NN ANEN
N NN N N N NN RN RN RN ANEN
SRV ANENENENENENENENENENEN

N NN NN N NN RN NN ANEN

SN N NS

Research Project
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Course description should include the following
elements:
1. Objectives in the cognitive, skills and emotional
dimensions
2. Topics
3. Assessment
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Black, S. (2013). Practice of public relations. Routledge.

Grunig, J. E. (2003). Constructing public relations theory and practice. Communication, another kind of horse race:

Essays honoring Richard F. Carter, 85-115.

Johnston, J., & Sheehan, M. (Eds.). (2020). Public relations: Theory and practice. Routledge.

Love, T. (2013). Introducing public relations: Theory and practice [Book Review]. Media International Australia,

Incorporating Culture & Policy, (148), 160.

Stoker, K. L. (2020). Paradox in Public Relations: A Contrarian Critique of Theory and Practice. Routledge.

Course Code Course Title Credits Prerequisite
PR 601 Public Relatlons_Theorles and 3 None
Practice

1. Objectives

e Demonstrate a critical understanding of key conceptual frameworks and approaches within the

Public Relation field.

e Competently apply communication theories studied to practical problems.
e Evaluate the relation between theory and practice and demonstrate an awareness of how they can

productively inform each other.

o Critically reflect on the range of social and professional contexts in which communication occurs.

Topics
e Contemporary theories of public relations
e Digital media
e Contingency and crisis
e Measurement and evaluation
e Ethics
e Social responsibility
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e Leadership
e Transparency and authenticity

IRV (IR
3. Assessment Y g aall Al yud Aalzsell yylally malill 754 -
 60% Exams (20% midterm exams, 40% final exams) el clslazsl 3 selaslly 2lasdl Aulys -Y
* 40% Individual essay Ao sy 5,151 o 283U l) B Julwtl) e 5,501 Y

Readings Lists: i . e . L
Ali Ferjani: Public Relations and C’Sdrﬁ“\rﬁuﬁfdﬁﬁ%'ﬁjs?ﬁ%gi‘éfﬁ‘ﬁ@ﬁgn?ﬁnﬁdjﬁ 1S ir‘rﬁ‘a‘ﬁd"ﬂ *

Distribution House, Amman, 2018. At L) ol sl Y g L) iy s o

- Abdel Nasser Ahmed, Lebanon Tel: Foundations of Public Relations between Theory and Practice, Al-
Yazouri Scientific Publishing and Distribution House, Amman, 2009.

Qubbat Al-Ali: Public Relations: Theories and Practices, Today's House for Press, Printing and
Publishing, 2018.

Mahdi Hassan Zewailf: Public Relations (Theories and Methods), Arab Society Library for Publishing
and Distribution, 2003.

Ranv Tench, Liz Bowmans: Public Relations Theories, Syrian International Academy, 2018.

Black, S. (2013). Practice of public relations. Routledge.

Grunig, J. E. (2003). Constructing public relations theory and practice. Communication, another kind of
horse race: Essays honoring Richard F. Carter, 85-115.

Johnston, J., & Sheehan, M. (Eds.). (2020). Public relations: Theory and practice. Routledge.

Love, T. (2013). Introducing public relations: Theory and practice [Book Review]. Media International
Australia, Incorporating Culture & Policy, (148), 160.

Stoker, K. L. (2020). Paradox in Public Relations: A Contrarian Critique of Theory and Practice.
Routledge.
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Albarran, A. B. (2016). The media economy. Taylor & Francis.

Doyle, G. (2013). Understanding media economics. SAGE Publications Limited.

Shameer, S. M. (2015). Media Economics Study Prominence and Relevance in India. Social
Networking, 4(04), 112.

Course Code Course Title Credits Prerequi

site

PR 603 Media Economics 3 None

1. Objectives

e Highlight the various schools and approaches to studying the media industry.

e Cover the transformation and shift in media economics.

e Enable students to critically analyse the relationship between management and media in

stitutions.

e Allow students to critically evaluate the media regulations and laws that were established to

create opportunities.
e Discuss competition methods and strategies.

2. Topics

e The basic concept of media economics.

e The relationship between media and economics.

e Introduction to economy

e Media markets, ownership, control and media specialisation
e Nature of media institutions

e Economic analysis and theory

e Censorship, regulation and deregulation

e Media mergers

e Economics of television broadcasting and networks
e Economics of advertising and public relations

e Economics of printed media

e Economics of social media

e Cultural imperialism

3. Assessment
70% Exams (30% midterm exams, 40% final exams)
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e 15% Group presentation about media economics
e 15% Individual essay (approximately 5000 words)
4. Reading Lists

Hamdi Bashir Muhammad Ali, (2016) Digital Media and the Economics of Its Industry, a working paper
at the Seventh Annual Media Forum of the Saudi Society for Media and Communication.
Website: samc.ksu.edu.sa

Mahrez Hassi Ghali, (2020) Knowledge Economics and Media Industry, Al-Arabi for Publishing and
Distribution, Cairo, 1st Edition.

Ashour Fani (2012), Audiovisual Media Economics, Radio Research and Studies Series, Tunis

Gillian Doyle, (2015) Media Economics, translated by: Mohamed Abdel-Hamid, Al-Fajr for Publishing
and Distribution, Cairo, Edition 1.

Seham Al-Shujairi, (2014), Media Economics, University Book House, Abu Dhabi
Majzoub Bakhit Muhammad Tom, (2013), Media Economics, Experts Center for Training, Sudan.

Saad Al-Taie, (2011) Media Economics in Post-Industrial Societies - From Media Monopolies to
Economic Empires.

Zaid Muhammad Bin Al-Ramani, (2005) The Economy of Media, Al-Rushd Library, Kingdom of Saudi
Arabia, 1st Edition

Mustafa Kafi Youssef, (2015) The Economics of the Media Industry, Al-Hamed Publishing and
Distribution House, Jordan, Volume 1

Albarran, A. B. (2016). The media economy. Taylor & Francis.

Doyle, G. (2013). Understanding media economics. SAGE Publications Limited.

Shameer, S. M. (2015). Media Economics Study Prominence and Relevance in India. Social
Networking, 4(04), 112.
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Page, S., & Connell, J. (eds.). (2015). The routledge handbook of events. London: Routledge.

Jones, M. (2014). Sustainable event management 2nd ed. London: Routledge
Andrews, H., & Leopold, T. (2013). Events and the social sciences. Routledge: New York.

Foley, M., McGillivray, D., & McPherson, G. (2012). Event policy from theory to strategy. London:
Routledge.

Bladen, C., Kennell, J., Abson, E., & Wilde, N.(2012). Events management. An Introduction. New York:
Routledge.

Jones, M. (2014). Sustainable event management 2nd ed. London: Routledge

Course Code Course Title Credits Prerequisite
PR 604 Event Management 3 None
Objectives

Teach students to identify how to succeed in event management.
e Doing research regarding the technical, administrative and planning aspects of events.
e Enable students to comprehend the practical application of events both personally and
professionally.
e Discuss the economic effects of events.
e Identify of how to manage e-events cognitively and professionally.
2. Topics
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e Etiquette and protocols for events

¢ Range of services associated with effectiveness and insurance
e Theory-based lectures on each type of effectiveness

e Field visits to local events

e Preparation for conferences, exhibitions, seminars and fesﬂagigm%%memms °
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3. Assessment

~NO varmef Aarm-avarme—A

VA LaTaTaVAR=ESPA Y NOo/ 3
hd OU70 CAAITIS (ZU70 THTULETTIT TAAITIS, 4U70 TITTIAr TAAITS)
e 40% Assessment (20% group assignment, 20% individual assignment)
4. Readings List

Page, S., & Connell, J. (eds.). (2015). The routledge handbook of events. London: Routledge.
Jones, M. (2014). Sustainable event management 2nd ed. London: Routledge
Andrews, H., & Leopold, T. (2013). Events and the social sciences. Routledge: New York.

Foley, M., McGillivray, D., & McPherson, G. (2012). Event policy from theory to strategy. London:
Routledge.

Bladen, C., Kennell, J., Abson, E., & Wilde, N.(2012). Events management. An Introduction. New York:
Routledge.
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® train Larsen Andres: " differences across industries and the impact on firms performance ",
international journal of business and economic, vol.2m no.2,2003.
® Franz, M. M., & Ridout, T. N. (2010). Political advertising and persuasion in the 2004 and 2008

presidential elections. American Politics Research, 38.(Y)

Course Code Course Title Credits Prerequisite

PR 605 Public Relations Campaigns 3 None

24




1. Objectives

e Discuss public relations campaigns in terms of preparation, planning and implementation by
detailing the basic steps of planning media campaigns in various communication means. Then,
detail the process of evaluating campaigns in general, and taking advantage of previous
experiences of public relations campaigns.

e Enable students to understand public relations and functions.

e Cover public relations campaigns.

e Require students to plan a public relations campaign.

e Require students to establish a general or special institution and set the basic steps for a public
relations campaign.

e Allow students to set up public relations components.

Teach students how to write public relation evaluation elements.

2. Topics

e Introduction to the concept of public relations
e Public relations jobs

e Public relations campaign concept

e Public relations campaign elements

o Preparation of the general plan
o Message
o Communication means
o Tools and budgeting
e Prioritizing Stakeholders for Public Relations
o Identifying all potential stakeholders according to their relationship to the organization;
o Prioritizing stakeholders by attributes;
o Prioritizing stakeholders by relationship to the situation;
o Prioritizing the publics according to the communication strategy
Implementation of public relations campaigns
Follow-up in the field
Addressing weaknesses in the load
Assessment

60% Exams (20% midterm exams, 40% final exams)

10% Group presentation (about one issue related to the course topics)
e 10% Individual essay (approximately 2000 words)

e 10% Public relation campaign (Collective assignment)

[ ] _00. e o

4.Reading Lists

Abu Daih, Nasser Khalil Muhammad: “Communication in Electoral Campaigns: From Political
Announcement to Political Public Relations. State of 2017 Legislations in Algeria,” Journal of
Public Relations Research Middle East, No. 18, 2018.

Khalaf, Hanifa Zaidan: “Limits to Benefit from Public Relations Campaigns in Environmental
Awareness”, Al-Mustansiriya Literature Magazine, Al-Mustansiriya University, College of Arts,
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2015.

Fadl Al-Mawla - Karam Allah Hussein Al-Amin: “Public Relations and its Role in Achieving the
Objectives of Awareness Media Campaigns,” Journal of Media Studies, International Africa
University, College of Information, Volume 3, 2018.

Abdel Khaleq, Yousra Hosni: “The Role of Electronic Public Relations in the Management of Political
Campaigns: The Egyptian Presidential Elections for the Year 2014 as a Model”, The Egyptian
Journal of Public Opinion Research, Cairo University, Faculty of Information, Public Opinion
Research Center, Volume 14, Issue 1, 2015.

Othman, Mazen Othman: “Effectiveness of Public Relations Campaign Strategies in Health Awareness:
An Analytical Descriptive Study on Public Relations Management of the National Program for
Reproductive Health”, Journal of Human Sciences, Sudan University of Science and Technology,
Volume 19, Issue 2, 2018.

Hussein, Iman Fathy Abdel Mohsen: “The Role of Advertising Campaigns in Awareness of the Services
Provided by the General Presidency for the Affairs of the Prophet's Mosque to its Visitors”, Cairo
University, Faculty of Information, Scientific Journal of Public Relations and Advertising
Research, No. 10, 2017.

Hussein, Iman Fathy Abdel Mohsen: “Media Awareness Campaigns on Community Issues for Youth”,
Egyptian Public Relations Association, Journal of Public Relations Research Middle East, Issue
11, 2016.

Al-Shehri, Yasser Bin Ali: “Promotion activities in social awareness campaigns and the factors affecting
their selection: a field study on a sample of governmental and community institutions in the
Kingdom of Saudi Arabia, Cairo University, College of Information, Scientific Journal of Public
Relations and Advertising Research, No. 4, 2015.

Train Larsen Andres : " differences across industries and the impact on firms performance ", international
journal of business and economic, vol.2m no.2,2003.
Franz, M. M., & Ridout, T. N. (2010). Political advertising and persuasion in the 2004 and 2008 presidential

elections. American Politics Research, 38(2)

Gl allaia <iaa gll e Lo—aal) oyl gis A a8 ey
Vool v JLas¥l § el 5yl WY ple

26




A RV A
Aigilally dpe LotV yoliatdV g 2umgJgulall il il 60 e ¢ Jo¥1 Hladdeadl allas Al qualally apuns @
Jeall 2y e
Aalisll 6,3Y1 bl b il Joe 2y § ezl [bliell iy codlad 28 pal il )Ll glas @
alaiall ol JuloealS Aalil | dislgzmy Aabarall Jlas¥l Ca8oll Juloes odlual 20 pal i 0l LAl ughes @
Adaiall bzl lallailly 45,01 cJaadl Ay § Orandlill Juloms «(610¥1 bl
Yy il 6yla¥ Aalusll dsliay 3o,all Le asds 1 2lEsll allly lai¥l 815 3,0 JuSid colwolasl clidlia @
Lebal aay ol BT adlang dasdl cLdT cdag¥ Jud
Sbledl e s Leodle) cala¥l pe Jalarld alisel| 4ade¥) Gorall Joloes olld 20,2l Lt LA sk @
Sleler po Slelarn¥l Aadall c¥EL s lsndl maladl § 35U o puandl cDLLAL ol ol paspll (LY
P‘QJ u}.l.'lm 5T @LIA-L\
ZQLG}.{@}-U Y
Crisis 4a3f @3 « Conflict ¢ 1,40 « Accident csu> ¢ Incidentdsl> :olo casyasll @
Aalaill Led Jaad a1 2audl Julig et dpulud qralie @
bl gl Liolgtdl BlSis cilaglas Lolsg cilaglall uiaty cinyaill @
eyl lisyadll @
Sl golard¥! gaill 2alazd¥l byl clagdazll Age a8 Auadll Slpaall Hlasdd) slls; @
Aadaill Jae Ay Jlas @) dagilall ol panl) (audladlly el lpadl galazsV
(aainll ISl § JLas¥l 1] adga ¢ 1Y deloetdl oyl Jeloeall o JLas¥l Cadall Jules @
raler @8 hlixs olal e @alass (8 ol e @ass (graler (ol e @ulass (JLas¥ 5l eubais 40,8 @
(Bl elad e qilais
.ﬁ}&.ﬁ' .y
(Sl Bt - (amiBY ) DhlasY %Y. @
029<%Y. ®
Baldl Mg as,Lally Jelaxll %Y. @
Belyallaasls .t

Bowen Zheng, Gongbing Bi, Hefu Liu, & Paul Benjamin Lowry. (2020). Corporate crisis management on
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social media: A morality violations perspective. Heliyon, 6(7). https://doi-
org.sdl.idm.oclc.org/10.1016/j.heliyon.2020.e04435
Burton St. John lll, & Yvette E. Pearson. (2017). Crisis Communication and Crisis Management: An

Ethical Approach. SAGE Publications, Inc. https://doi-org.sdl.idm.oclc.org/10.4135/9781506351421

Hodder, A. (2020). Crisis Communication: hoe to Get It Right. Plans & Trusts, 38(5), 18-22.

Ozanne, L. K., Ballantine, P. W., & Mitchell, T. (2020). Investigating the Methods and
Effectiveness of Crisis Communication. Journal of Nonprofit & Public Sector
Marketing, 32(4), 379—-405. https://doi-
org.sdl.idm.oclc.org/10.1080/10495142.2020.1798856

Sarolta Varnai. (2005). Crisis Communication as Effective Tool of Change Management. Proceedings-

3rd International Conference on Management, Enterprise and Benchmarking (MEB 2005), 209.

Tuong-Minh Ly-Le. (2020). The Use of Social Media in Crisis Communication — a Vietnam — U.S.
Comparison. [Penggunaan Media Sosial Dalam Krisis Komunikasi- Vietham - Perbandingan
As]. DeReMa (Development Research of Management): Jurnal Manajemen, 15(2), 153-170.
https://doi-org.sdl.idm.oclc.org/10.19166/derema.v15i2.2342

W. Timothy Coombs. (2014). Applied Crisis Communication and Crisis Management: Cases and
Exercises. SAGE Publications, Inc. https://doi-org.sdl.idm.oclc.org/10.4135/9781544308531

dalee zdlad g Ay Hlas Y gad rduad Il e laia ) Gl (e ) e Y1 Jlatl 3412 (YA (24 o 22 Journal of
Public Relations Research Middle East / Magallat Bhut Al-Lagat Al-Amh - Al-Srq Al-Aust, 20, 49—
74.

Course Code Course Title Credits Prerequisite

PR 611 Crisis Communication Management 3 PR 605

1. Objectives

e Determine the basic concepts of the first sensor system, such as the impact of technological,
economic, social and legal changes on the working environment.

e Analyse potential and other risks in the organisation’s work environment.

e Analyse the organisation’s communication position in various aspects, such as the historical
analysis of the organisation, management analysis, analysis of competitors in the work
environment and analysis of the vision and aspirations of the organisation.

e Define Data mining for social media to predict crises.

e Require students to form a crisis management team. Discuss the preventive tasks executed by

such teams in various administrative, technical and media categories prior to the crisis, during the

crisis, and to address the effects of the crisis after its occurrence.
e Analyse various media arts to deal with media crises starting from news statements, press

conferences, exclusive interviews, participation in talk shows, position articles and meetings with
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https://doi-org.sdl.idm.oclc.org/10.1016/j.heliyon.2020.e04435
https://doi-org.sdl.idm.oclc.org/10.1016/j.heliyon.2020.e04435
https://doi-org.sdl.idm.oclc.org/10.4135/9781506351421
https://doi-org.sdl.idm.oclc.org/10.1080/10495142.2020.1798856
https://doi-org.sdl.idm.oclc.org/10.1080/10495142.2020.1798856
https://doi-org.sdl.idm.oclc.org/10.19166/derema.v15i2.2342
https://doi-org.sdl.idm.oclc.org/10.4135/9781544308531

interest groups or their representatives.
2. Topics
e Basic concepts of sensing, analysis of the environment in which the organisation operates
e Definition of crises: incident, accident, conflict
e Crisis procedural definitions.

e Analysis of communication situation, historical analysis, management analysis, contact
management site in the organisational structure

¢ Organisation of communication management, organisation on a mass basis, organisation on a
technical basis, organisation on a mixed-mass technical basis, organisation on a contractual basis

3. Assessment

70% Exams (30% midterm exams, 40% final exams)

20% Student presentations

10% Interaction, participation and direct questions

4. Readings List

Bowen Zheng, Gongbing Bi, Hefu Liu, & Paul Benjamin Lowry. (2020). Corporate crisis management on
social media: A morality violations perspective. Heliyon, 6(7). https://doi-
org.sdl.idm.oclc.org/10.1016/j.heliyon.2020.e04435

Burton St. John lll, & Yvette E. Pearson. (2017). Crisis Communication and Crisis Management: An
Ethical Approach. SAGE Publications, Inc. https://doi-org.sdl.idm.oclc.org/10.4135/9781506351421

Hodder, A. (2020). Crisis Communication: hoe to Get It Right. Plans & Trusts, 38(5), 18-22.

Ozanne, L. K., Ballantine, P. W., & Mitchell, T. (2020). Investigating the Methods and
Effectiveness of Crisis Communication. Journal of Nonprofit & Public Sector
Marketing, 32(4), 379-405. https://doi-
org.sdl.idm.oclc.org/10.1080/10495142.2020.1798856

Sarolta Varnai. (2005). Crisis Communication as Effective Tool of Change Management. Proceedings-
3rd International Conference on Management, Enterprise and Benchmarking (MEB 2005), 209.

Tuong-Minh Ly-Le. (2020). The Use of Social Media in Crisis Communication — a Vietnam — U.S.
Comparison. [Penggunaan Media Sosial Dalam Krisis Komunikasi- Vietham - Perbandingan
As]. DeReMa (Development Research of Management): Jurnal Manajemen, 15(2), 153-170.
https://doi-org.sdl.idm.oclc.org/10.19166/derema.v15i2.2342

W. Timothy Coombs. (2014). Applied Crisis Communication and Crisis Management: Cases and
Exercises. SAGE Publications, Inc. https://doi-org.sdl.idm.oclc.orq/10.4135/9781544308531

Alarabi, Y.(2018) .Crisis Communication Management in the Era of Digital Social Networks: Theoretical
Shifts and Models of My Work, Journal of Public Relations Research Middle East / Magallat Bhut

Al-Lagat Al-Amh - Al-Srq Al-Aust, 20, 49-74.
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https://doi-org.sdl.idm.oclc.org/10.4135/9781506351421
https://doi-org.sdl.idm.oclc.org/10.1080/10495142.2020.1798856
https://doi-org.sdl.idm.oclc.org/10.1080/10495142.2020.1798856
https://doi-org.sdl.idm.oclc.org/10.19166/derema.v15i2.2342
https://doi-org.sdl.idm.oclc.org/10.4135/9781544308531
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Pearson, M. & Polden, M. (2019). The Journalist's Guide to Media Law. Allen & Unwin.

Breit, R. (2011). Professional communication: Legal and ethical issues. LexisNexis Butterworths.

Butler, D. A., & Rodrick, S. (2015). Australian media law. Thomson Reuters (Professional)
Australia Limited.

Course . . . .
Code Course Title Credits Prerequisite
PR 612 Media Ethics and Professional Practice 3 None
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Objectives:

Introduce students to the importance of media laws.

Allow students to prepare media that is morally qualified for sharing informational messages.
Impart knowledge on traditional and electronic media ethics.

Familiarise students with the information systems and policies and laws in place in Saudi
Arabia.

Allow students to review the international charters of information and determine media
controls for every means.

Topics:

Concept and management of ethics in public relations

Ethical values in public relations

Important qualities and professional and ethical standards for public relations employees
Relationship between the ethics and mental image of an organisation
Development of communication strategies in public relations

Laws that govern public relations legislation

Charters global honour

American Public Relations Association

Arab Public Relations Association

Gulf Public Relations Association

Saudi Association for Public Relations and Advertising (SAPRA).

. Assessment:

60% Exams (20% midterm exams, 40% final exams)
40% Research (individual research on the ethics of media)
Readings Lists

Pearson, M. & Polden, M. (2019). The Journalist's Guide to Media Law. Allen & Unwin.
Breit, R. (2011). Professional communication: Legal and ethical issues. LexisNexis Butterworths.

Butler, D. A., & Rodrick, S. (2015). Australian media law. Thomson Reuters (Professional)
Australia Limited.
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Ayish, M. 1. (2005). Virtual public relations in the United Arab Emirates: A case study of 20 UAE organizations’
use of the Internet. Public Relations Review, 31(3), 381-388. https://doi.org/10.1016/j.pubrev.2005.05.013

Barker, R. (2007). On-line public relations: Towards an integrated theoretical model: Communicatio: Vol 30, No
1.
http://0010c1i09.y.https.www.tandfonline.com.kau.proxy.deepknowledge.io/doi/abs/10.1080/02500160408537988
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Bekhit, E. (2009). Online Public Relations in the Arab Governmental Websites. Journal of Arab & Muslim Media
Research, 2(1/2), 53-80. https://doi.org/10.1386/jammr.2.1and2.53/1

Huang, Y.-H. C., Wu, F., & Huang, Q. (2017). Does research on digital public relations indicate a paradigm shift?
An analysis and critique of recent trends. Telematics and Informatics, 34(7), 1364-1376.
https://doi.org/10.1016/j.tele.2016.08.012

Kitchen, P. J., & Panopoulos, A. (2010). Online public relations: The adoption process and innovation challenge, a
Greek example. Public Relations Review, 36(3), 222-229. https://doi.org/10.1016/j.pubrev.2010.05.002

Seo, H., Kim, J. Y., & Yang, S.-U. (2009). Global activism and new media: A study of transnational NGOs’ online
public relations. Public Relations Review, 35(2), 123-126. https://doi.org/10.1016/j.pubrev.2009.02.002

Smith, B. G. (2010). Socially distributing public relations: Twitter, Haiti, and interactivity in social media. Public
Relations Review, 36(4), 329-335. https://doi.org/10.1016/j.pubrev.2010.08.005

Ye, L., & Ki, E.-J. (2012). The Status of Online Public Relations Research: An Analysis of Published Articles in
1992-2009. Journal of Public Relations Research, 24(5), 409-434.
https://doi.org/10.1080/1062726X.2012.723277

Course Code Course Title Credits Prerequisite

PR 613 Digital Public Relations 3 PR605

1. Objectives

e Provide knowledge on the concept, objectives and importance of digital public relations.

e Enable the students to directly interact with the public about immediate issues of interest to
organisations (e.g. disseminating information, responding to rumours, commenting on events).

e Writing-intensive practice of the fundamental skills expected of public relations professionals.

¢ Allow students to identify and improve the mental images of organisations using modern
technologies.

e Applications and experiences in online public relation

. Topics
¢ Digital public relations concepts, importance, goals, roles and challenges.
e Topics include the essentials of effective writing; persuasive, informative, and educational
writing; and the adaptation of writing styles for specific media and targeted publics. Emphasis is
on the use of Associated Press (AP) style.
Cultural Influences on Public Relations Writing
The use of digital public relations tools to achieve goals
The art of content management in digital public relations
The engagement of the e-government in digital public relations activities
The impact of digital public relations on media relations
The reality of digital public relations in Saudi Arabia and Arab government and private
institutions.
. Assessment
e 60% Exams (20% midterm exams, 40% final exams)
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Bekhit, E. (2009). Online Public Relations in the Arab Governmental Websites. Journal of Ar%&m‘usllm Media

Research, 2(1/2), 53-80. https://doi. 0rg/10 1386/jammr.2.1and2.53/1
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An analysis and critique of recent trends. Telematics and Informatlcs, 34(7), 1364-1376.
https://doi.org/10.1016/j.tele.2016.08.012

Kitchen, P. J., & Panopoulos, A. (2010). Online public relations: The adoption process and innovation challenge, a
Greek example. Public Relations Review, 36(3), 222-229. https://doi.org/10.1016/j.pubrev.2010.05.002

Seo, H., Kim, J. Y., & Yang, S.-U. (2009). Global activism and new media: A study of transnational NGOs’ online
public relations. Public Relations Review, 35(2), 123-126. https://doi.org/10.1016/j.pubrev.2009.02.002

Smith, B. G. (2010). Socially distributing public relations: Twitter, Haiti, and interactivity in social media. Public
Relations Review, 36(4), 329-335. https://doi.org/10.1016/j.pubrev.2010.08.005

Ye, L., & Ki, E.-J. (2012). The Status of Online Public Relations Research: An Analysis of Published Articles in
1992-2009. Journal of Public Relations Research, 24(5), 409-434.
https://doi.org/10.1080/1062726X.2012.723277
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Course Code

Course Title Credits Prerequisite

PR 602

Internship in Public Relations 3 None

1. Objectives

e Compile the student's experience and apply it in professional practices, including ethics and
related codes of conduct through oral and written media and other relevant media.

e Understanding and implementing various professional public relations activities, including
research, writing and coordination; thinking about applying theory to practice.

e Analysis and critical thinking about how knowledge relates to public relations with the
professional context of the workplace and then reaches a professional level through oral and
written media and other media.

e Collecting written and digital skills and tools needed to get a job.
e « Better performance in job interviews Compile the written and digital tools necessary to gain

employment

e Perform better in job interviews

2. Topics
e None

e o o W

Assessment

60% Evaluation by work placement

20% Individual Report

20% EMPLOYMENT PORTFOLIO by LinkedIn profile and Workplan
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Doorley, J., & Garcia, H. F. (2020). Reputation management: The key to successful public relations and
corporate communication. Routledge Dowling.

Dowling, G. (2000). Creating corporate reputations: Identity, image and performance: Identity, image
and performance. OUP Oxford.

Course Code Course Title Credits Prerequisite
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Impart knowledge on the concept and importance of reputation management and related
concepts.

Identify the main factors, pillars and requirements of corporate reputation management.

Discuss recent global practices in reputation measurement.

Teach the role of public relations in managing the reputation of the institution, especially in times
of crisis.

Highlight the dimensions of the term e-reputation management.

Showecase the most popular institutional models in building reputable management.

Topics

Concept of reputation management

Importance and objectives of reputation management

Reputation management factors and requirements

Pillars and rules of reputation management

Mechanisms for measuring corporate reputation management

Public relations strategies in reputation management and mental image building
Role of public relations practitioners in building and managing the reputation of an institution
Reputation management strategies during crises

Introduction to the management of organisations’ electronic reputation

Use of social networking sites in managing corporate reputation

Practical cases of reputable institutions in reputation management

Assessment

60% Exams (20% midterm exams, 40% final exams)

40% Individual essay 40%

Readings List

Doorley, J., & Garcia, H. F. (2020). Reputation management: The key to successful public relations
and corporate communication. Routledge Dowling.

Dowling, G. (2000). Creating corporate reputations: Identity, image and performance: Identity,
image and performance. OUP Oxford.
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Fitzpatrick, K. (2007). Advancing the New Public Diplomacy: A Public Relations Perspective. The Hague Journal
of Diplomacy, 2(3), 187-211. https://doi.org/10.1163/187119007X240497

Martino, L. D. (2020). Conceptualising public diplomacy listening on social media. Place Branding and Public
Diplomacy, 16(2), 131-142. https://doi.org/10.1057/s41254-019-00135-5

Ociepka, B. (2018). Public diplomacy as political communication: Lessons from case studies: European Journal of
Communication. https://doi.org/10.1177/0267323118763909

Pacher, A. (2018). Strategic Publics in Public Diplomacy: A Typology and a Heuristic Device for Multiple
Publics. The Hague Journal of Diplomacy, 13(3), 272-296. https://doi.org/10.1163/1871191X-13020004

Pamment, J. (2014). Articulating influence: Toward a research agenda for interpreting the evaluation of soft
power, public diplomacy and nation brands. Public Relations Review, 40(1), 50-59.
https://doi.org/10.1016/j.pubrev.2013.11.019

Rasmussen, R. K., & Merkelsen, H. (2012). The new PR of states: How nation branding practices affect the
security function of public diplomacy. Public Relations Review, 38(5), 810-818.
https://doi.org/10.1016/j.pubrev.2012.06.007
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Course Code Course Title Credits Prerequisite

PR 622 Public Diplomacy 3 None

1. Objectives

Provide students with the concepts and theories of public diplomacy

Allow students to apply public diplomatic practices in international relations

The role and importance of public diplomacy in promoting relations and understanding.

Enable students to implement public diplomatic practices through digital technologies and social
media to manage relations between the government and citizens

Topics

e Studies on public diplomacy, public affairs, public relations, strategic communication, soft
power, information operations, psychological processes and publicity

e Practices in public diplomacy, including active listening, advocacy, cultural diplomacy, exchange
of views and international broadcasting

e Context of public diplomacy, including networks, digital technologies, globalisation and social
media

e Comparative public diplomacy of large and small states and regional entities

Future of public diplomacy and critical issues in theory and practice

60% Exams (20% midterm exams, 40% final exams)

3. Assessment
[}
e 40% Group assignment (diplomatic and strategic plans)

4. Reading Lists
Fitzpatrick, K. (2007). Advancing the New Public Diplomacy: A Public Relations Perspective. The Hague Journal

of Diplomacy, 2(3), 187-211. https://doi.org/10.1163/187119007X240497

Martino, L. D. (2020). Conceptualising public diplomacy listening on social media. Place Branding and Public
Diplomacy, 16(2), 131-142. https://doi.org/10.1057/s41254-019-00135-5

Ociepka, B. (2018). Public diplomacy as political communication: Lessons from case studies: European Journal of
Communication. https://doi.org/10.1177/0267323118763909

Pacher, A. (2018). Strategic Publics in Public Diplomacy: A Typology and a Heuristic Device for Multiple
Publics. The Hague Journal of Diplomacy, 13(3), 272-296. https://doi.org/10.1163/1871191X-13020004

Pamment, J. (2014). Articulating influence: Toward a research agenda for interpreting the evaluation of soft
power, public diplomacy and nation brands. Public Relations Review, 40(1), 50-59.
https://doi.org/10.1016/j.pubrev.2013.11.019

Rasmussen, R. K., & Merkelsen, H. (2012). The new PR of states: How nation branding practices affect the
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security function of public diplomacy. Public Relations Review, 38(5), 810-818.
https://doi.org/10.1016/j.pubrev.2012.06.007

Kateb, Saud Saleh. (2019). Public diplomacy, Saudi soft power in the era of the information revolution. Jeddah:
Khwarazm Scientific Publishing and Distribution. First edition.

Al-Hwail, Faisal. (2020). Stories of Soft Power, Diplomacy and International Relations in the 21st Century. Riyadh:

Tashkeel House for Publishing and Distribution. First edition.
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Pfeffermann, N. (2020). New leadership in strategy and communication : shifting perspective on
innovation, leadership, and system design. Springer.

Johansson, Catrin, & Béck, Emelie. (2017). Strategic Leadership Communication for Crisis Network
Coordination. In International Journal of Strategic Communication (Vol. 11, Issue 4, p. 324).

De Bussy, N. (2013). Refurnishing the Grunig edifice: Strategic public relations management, strategic
communication and organizational leadership. In Public relations and communication management:
Current trends and emerging topics (pp. 79-92). Routledge.

Men, Linjuan Rita, & Stacks, Don. (2014). The Effects of Authentic Leadership on Strategic Internal
Communication and Employee-Organization Relationships. Journal of Public Relations
Research, 26(4), 301-324. https://doi.org/10.1080/1062726x.2014.908720

Men, L. R. (2014). Strategic Internal Communication. Management Communication
Quatrterly, 28(2), 264—-284. https://doi.org/10.1177/0893318914524536

Petersone, Baiba, & Erzikova, Elina. (2016). Leadership and public relations in two emerging
markets: A comparative study of communication management in Latvia and Russia. Public
Relations Review, 42(1), 192—-200. https://doi.org/10.1016/].pubrev.2015.09.007

Moreno, Angeles, Navarro, Cristina, & Alkazemi, Mariam. (2018). How the public and public

44



https://doi.org/10.1080/1062726x.2014.908720
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https://doi.org/10.1016/j.pubrev.2015.09.007

relations professionals interpret leadership in Spain. Corporate Communications, 23(1), 84—
99. https://doi.org/10.1108/CCIJ-11-2016-0076

Course Code Course Title Credits Prerequisite
PR 623 Leadership an_d SFrateglc 3 None
Communication

1. Objectives

e Explain strategic communication, its basic concepts and its importance as one of the most
important engines of institutional success.

e Help students use communication to manage all interactions with the internal public and groups
with interests surrounding the organisation.

e Enable students to focus on the different leadership styles, their roles and practical applications
so that they can manage transformation, build bridges and enhance the confidence of employees
and interest groups in leading the institution, adopting its direction and supporting its decisions.

2. Topics

e Concept of strategic communication, its importance, its elements and its art.

e Strategy in communication, and factors affecting it.

e Various traditional and modern methods as means of influence and interaction

e Styles, skills and behaviours of different leaders and the distinctions between them and patterns,
skills and management behaviours

3. Assessment
e 70% Exams (30% midterm exams, 40% final exams)

e 20% Student presentations
e 10% Interaction, participation and direct questions

Pfeffermann, N. (2020). New leadership in strategy and communication : shifting perspective on
innovation, leadership, and system design. Springer.

Johansson, Catrin, & Back, Emelie. (2017). Strategic Leadership Communication for Crisis Network
Coordination. In International Journal of Strategic Communication (Vol. 11, Issue 4, p. 324).

De Bussy, N. (2013). Refurnishing the Grunig edifice: Strategic public relations management, strategic
communication and organizational leadership. In Public relations and communication management: Current
trends and emerging topics (pp. 79-92). Routledge.

Men, Linjuan Rita, & Stacks, Don. (2014). The Effects of Authentic Leadership on Strategic Internal
Communication and Employee-Organization Relationships. Journal of Public Relations
Research, 26(4), 301-324. https://doi.org/10.1080/1062726x.2014.908720

Men, L. R. (2014). Strategic Internal Communication. Management Communication
Quarterly, 28(2), 264—-284. https://doi.org/10.1177/0893318914524536

Petersone, Baiba, & Erzikova, Elina. (2016). Leadership and public relations in two emerging
markets: A comparative study of communication management in Latvia and Russia. Public
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Boholm, A. (2019). Risk Communication as Government Agency Organizational Practice. Risk

Analysis: An International Journal, 39(8), 1695-1707. https://doi-
org.sdl.idm.oclc.org/10.1111/risa.13302

Canessa, E., & Riolo, R. (2003). The Effect of Organizational Communication Media on
Organizational Culture and Performance: An Agent-Based Simulation Model. Computational &
Mathematical Organization Theory, 9(2), 147.

Chen, L., Gable, G. G., & Hu, H. (2013). Communication and organizational social networks: a
simulation model. Computational & Mathematical Organization Theory, 19(4), 460

Huang-Horowitz, N. C., & Evans, S. K. (2020). Communicating Organizational Identity as Part of
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the Legitimation Process: A Case Study of Small Firms in an Emerging Field. International
Journal of Business Communication, 57(3), 327-351. https://doi-
org.sdl.idm.oclc.org/10.1177/2329488417696726

5- Fish, S. L. (1990). Interpretive Research: A New Way of Viewing Organizational
Communication. Public Administration Quarterly, 14(1), 67-74.

6- Garcia-Orosa, B. (2019). 25 years of research in online organizational communication. Review
article. El Profesional de La Informacion, 28(5), 1-18. https://doi-
org.sdl.idm.oclc.org/10.3145/epi.2019.sep.17

7- FRUNZA, S., & GRAD, I. (2020). The Role of Ethical Factors in Organizational
Communication. Postmodern Openings / Deschideri Postmoderne, 11(1), 178-194. https://doi-
org.sdl.idm.oclc.org/10.18662/po/114

Course Code Course Title Credits Prerequisite
PR 624 Organizational Communication 3 None

1. Obijectives

e Highlight the importance of communication within organizations.

e Allow students to interpret networks and communication patterns within organizations.

e Help students identify barriers that can limit the effectiveness of communication within
organisations.

e Discuss the communication means used in organizational communication.

2. Topics

e Definition of organization

e Theoretical approaches to organizational study

¢ Organizational environment and contemporary characteristics

e Organizations’ staff

¢ Internal staff, skills and impact of career communication on the effectiveness of the organization.

e Organizational communication (definition, origin, importance, functions, objectives and types)

e Methods and models of organizational communication

¢ Organizational communication components

3. Assessment

o 60% Exams (20% midterm exams, 40% final exams)

e 40% Individual essay

4. Readings List

1- Boholm, A. (2019). Risk Communication as Government Agency Organizational Practice.
Risk Analysis: An International Journal, 39(8), 1695-1707. https://doi-
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org.sdl.idm.oclc.org/10.1111/risa.13302

2- Canessa, E., & Riolo, R. (2003). The Effect of Organizational Communication Media on
Organizational Culture and Performance: An Agent-Based Simulation Model. Computational &
Mathematical Organization Theory, 9(2), 147.

3- Chen, L., Gable, G. G., & Hu, H. (2013). Communication and organizational social
networks: a simulation model. Computational & Mathematical Organization Theory, 19(4), 460
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Course Code Course Title Credits Prerequisite

PR 659 Protocol and Etiquette 3 None

.._Qo.

Objectives

Gain advanced skills for gaining social, business and international exposure

Learn principles of international business protocol and professional etiquette

Understand how to behave correctly in both business and social situations including formal
dinners, networking and online webinars, and social media.

Learn how to establish an effective communication with different types of guests, from different
counties and levels of management

Demonstrate appropriate personal and professional conduct and follow both social and business
rules

Understand how to apply proper communication and professional etiquette at all levels and at all
times

Implement different variations in protocol and professional etiquette from different cultures,
nations and regions

Plan VIP visits and formal occasions while executing the role of the ideal host

Learn International and Local variation in Business Etiquette & Protocol

Apply the foundations of meetings and concerts official reception protocol

Learn new communication and multi-cultural skills by telephone, online, email and face to face
Topics

Introduction to Social Etiquette, Everyday Manners and Business Protocol

Formal Events and Professional Conduct

International Etiquette — Northern Cultures

International Etiquette — Southern and Eastern Cultures

Communication Etiquette and Work Ethics

Assessment

70% Exams (30% midterm exams, 40% final exams)
30% Student presentations
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Webster, James, 2014, The Marketplace of Attention: How Audiences take Shape in a Digital Age, MIT Press, 2014. 1-22.

http://ebookcentral-proquest-com.ezproxy.library.uq.edu.au/lib/UQL/detail.action?docID=3339857.
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Tufekci, Zeynep 2018, 'YouTube, the Great Radicalizer, The New York Times, 10 March.
http://nytimes.com/2018/03/10/opinion/sunday/youtube-politics-radical.html

Curtin, Michael, Jennifer Holt, and Kevin Sanson. “Introduction: The Making of a Revolution.” Distribution Revolution:

Conversations About the Digital Future of Film and Television. Berkeley: University of California Press, 2014. 1-20.

Napoli, Philip M. "Media Economics and the Study of Media Industries.” Media Industries: History, Theory, and Method. Ed.
Jennifer Holt and Alisa Perren. Wiley-Blackwell, 2009. 161-70.

Picard, Robert. "Chapter 1. Media Firms as Economic and Business Entities.” The Economics and Financing of Media Companies.

2nd ed. New York: Fordham University Press, 2011. 1-24.

Webster, James, 2010, "User Information Regimes: How Social Media Shape Patterns of Consumption,” North Western

University Law Review, 104, pp.593-612.

McDonald, Kevin P. "Digital Dreams in a Material World: The Rise of Netflix and its Impact on Changing Distribution and

Exhibition Patterns.” Jump Cut 55 (2013). http://www.ejumpcut.org/archive/jc55.2013/McDonaldNetflix/index.html

Andrejevic, Mark, and Mark Burdon. "Defining the Sensor Society.” Television and New Media 16.1 (2015): 19-36.

Sandvig, Christian. "The Internet as the Anti-Television."” Signal Traffic: Critical Studies of Media Infrastructures. Ed. Lisa Parks

and Nicole Starosielski. Champaign: University of lllinois Press, 2015. 225-45.

Cohen, Julie, 2017, "Law for the Platform Economy", U.C. Davis Law Review, 51, pp.133-174.

http://heinonlineorg.ezproxy.library.uq.edu.au/HOL/Page?handle=hein journals/davlr51&id=139&collection=journals&index=

O’Regan, Tom and Li, Nina Luzhou, 2019. “Recalibrating China in a Time of Platforms”, in Adrian Mabbott-Athique and Emma

Baulch eds., Digital Transactions in Asia New York: Routledge, pp. 63-82

Bell, Emily and Owen, Taylor, The Platform Press: How Silicon Valley Reengineered Journalism, Tow Center for Digital
Journalism, Columbia University, New York 2017.

https://www.cjr.org/tow_center_reports/platform-press-how-silicon-valley-reengineered-journalism.php
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Lessig, Lawrence. “What Things Regulate.” Mass Communication. Vol. 2. Ed. Denis McQuail. London: SAGE, 2006. 203—23.

SAGE Benchmarks in Communication

Australian Competition and Consumer Commission (ACCC), 2019, Digital Platforms Inquiry - Final Report. Canberra: ACCC.

June. https://www.accc.gov.au/focus-areas/inquiries-ongoing/digital-platforms-inquiry/final-report-executive-summary

Zuboff, Shoshona. 2020. “You are Now Remotely Controlled”, New York Times, January 4.
https://www.nytimes.com/2020/01/24/opinion/sunday/surveillance-capitalism.html

Course Code Course Title Credits

JCOM 650 Introduction to Digital Media 3 None

1. Objectives

e Provide students with a contemporary view of the role and importance of integrated marketing
communication in the planning and coordination of various company functions.

e Allow students to apply and integrate marketing practices and theories to equip them with oral
communication, career, vocational, problem-solving, decision-making, conceptual and analytical skills.

e Give students the opportunity to examine social and ethical considerations in marketing communications.

e Discuss advanced theoretical and applied understandings of the advertising and promotional theories and
concepts involved in marketing communications.

2. Topics

e Technical structure for communication and Informaion on the Internet.
e Digital media (concept - characteristics - levels - functions).

e Interactive in digital media (tools - determinants - measurement tools).
e Multimedia and hypermedia.

e Web Journalism.

e Media applications for smartphones.

e Interactive Map applications in press coverage.

e Virtual reality applications and enhanced reality.

e Blogs and social networks.

e Introduction to data journalism.

70% Exams (30% midterm exams, 40% final exams)
30% Assignments (Student Presentations)
4. Readings List

Webster, James, 2014, The Marketplace of Attention: How Audiences take Shape in a Digital Age, MIT Press, 2014. 1-22.

3. Assessment
[ ]
[ ]
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University Law Review, 104, pp.593-612.
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O’Regan, Tom and Li, Nina Luzhou, 2019. “Recalibrating China in a Time of Platforms”, in Adrian Mabbott-Athique and Emma
Baulch eds., Digital Transactions in Asia New York: Routledge, pp. 63-82

Bell, Emily and Owen, Taylor, The Platform Press: How Silicon Valley Reengineered Journalism, Tow Center for Digital

Journalism, Columbia University, New York 2017.
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Australian Competition and Consumer Commission (ACCC), 2019, Digital Platforms Inquiry - Final Report. Canberra: ACCC.
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Objectives

Defining the concept of multimedia and the factors that led to its emergence.
Recognizing the standards of multimedia computing components.

Introducing multimedia elements (text, digital audio, still graphics, sound effects).
Introducing the mechanisms and strategies for building an integrated multimedia proj
Topics

Multimedia: concept and characteristics

Multimedia computer requirements

Multimedia elements

Multimedia design and configuration

Multimedia authoring systems

Steps and stages of multimedia design

Application programs for multimedia authoring

Multimedia applications in the field of media (e-book - electronic newspapers - digital radio - interactive
cinema - interactive TV)

Assessment
70% Exams (30% midterm exams, 40% final exams)

30% Student presentations
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PR 698 Research Project 3 PR 602

1. Objectives

e Enable students of the basics of research meethodolgy and how to deal with them.

e Develop students' abilities in critical thinking skills and objective analysis.

e Train them on brainstorming activity and helping them to learn it.

e Select valuable research problems and develop their research questions to contribute to Scientific
and cognitive accumulation and literature reviews.

2. Topics

¢ Identification and formatting of research problem

e Formulation of research objectives

e Previous studies and literature of the study

e Preparation of hypotheses or questions of study

e Theoretical framework of research study

e Selection of research methodology

e Identification of sample or study community

e Data collection

e Data analysis

e Discussion writing

e Examination of research validity and reliability

3. Assessment

e 10% Research proposal

e 20% General discussion of the research through a mechanism to be taken by the Higher
Education Committee

e 70% Individual research
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