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Course Details
College/Faculty:  Communication Arts  Department:  Communication Arts (International Program)
Program: Bachelor of Communication Arts, Major in Communication Arts (International), 
        Academic Year 2024
Section 1: General Information
	IPR 234
	
	การตลาดประชาสัมพันธ์
	3
	(3-0-6)

	
	
	(Marketing Public Relations)
	
	

	Required Courses
	
	  None 
	
	

	Prerequisite Courses
	
	None
	
	

	ภาคการศึกษา
	
	S/2568
	
	

	Section
	
	90, 150
	
	

	Type of Course
	
	Foundation Course
	
	

	
	
	General Education Course
	
	

	
	
	Specialized Course
	
	

	
	
	Elective Course
	
	

	Responsible Instructor
	Asst. Prof. Dr. Duangtip Chareonrook
	
	Full-Time Instructor
	
	

	Instructor
	Asst. Prof. Dr. Duangtip Chareonrook
	
	Full-Time Instructor
	
	Guest Lecturer

	Teaching Venue
	11-704
	
	On-site
	
	Off-site

	Date of Preparation
	29 May 2025
	
	
	
	


Section 2: Objectives of the Course and Course Components
1.
Objectives of the Course

The objective of the course "Marketing Public Relations" is to equip students with the knowledge and skills necessary to effectively integrate public relations strategies into marketing campaigns. This course aims to provide a comprehensive understanding of how public relations tactics can be leveraged to enhance brand visibility, manage reputation, and cultivate positive relationships with various stakeholders. Through theoretical concepts, case studies, and practical exercises, students will learn to develop strategic communication plans that align with marketing objectives, utilize various media channels, and adapt to the evolving digital landscape. By the end of the course, students should be proficient in applying public relations principles to support marketing initiatives and contribute to the overall success of a brand or organization.
2.
Course Description

Marketing Public Relations explores the dynamic relationship between public relations strategies and marketing initiatives. Within this course, the pivotal role of PR in molding brand perception, influencing consumer behavior, and propelling organizational triumph is thoroughly examined. Through a comprehensive blend of theoretical frameworks, case studies, and practical applications, students are guided towards a profound comprehension of how PR tactics intertwine with and amplify marketing endeavors.


Covering a spectrum of vital topics, students delve into the fundamental principles and theories underpinning PR. This includes its multifaceted roles in reputation management, crisis communication, and fostering stakeholder engagement. Moreover, the course meticulously scrutinizes the integration of PR strategies within broader marketing frameworks. Students cultivate the ability to craft integrated communication blueprints, harnessing PR tactics to realize overarching marketing objectives.


Real-world examples and case studies illuminate the significance of PR in brand construction and positioning. Through these explorations, students glean insights into building brand equity, establishing strategic brand positioning, and navigating competitive markets adeptly. Emphasis is placed on understanding media relations dynamics, encompassing techniques for effective media outreach, adept press release composition, and spokesperson training. Additionally, students grasp the evolving landscape of digital media and the indispensable role of social platforms in contemporary PR endeavors.


A focal point of the course is the imperative of measuring and evaluating PR endeavors vis-à-vis their impact on marketing outcomes. Students gain proficiency in discerning key performance indicators (KPIs) and metrics crucial for assessing PR effectiveness. Moreover, ethical quandaries and legal considerations inherent in PR practices are meticulously examined. This includes grappling with issues of transparency, disclosure, and adherence to regulatory frameworks such as the Federal Trade Commission (FTC) guidelines.


Throughout the course, students actively engage in hands-on exercises, collaborative group projects, and stimulating discussions. These endeavors serve as conduits for the application of theoretical constructs to real-world scenarios, fostering practical adeptness. Ultimately, upon course completion, students emerge equipped with the requisite knowledge and skills to orchestrate strategic PR campaigns that catalyze marketing triumph and propel organizational growth.
3.
The number of hours per week that the professor provides academic consultation and guidance to students.
There are 12 hours per week.



             e-mail : doungtip.p@rsu.ac.th








Facebook : ……………………………








Line : dr.ten








Other, specify ..............................
4. Course Learning Outcomes: CLOs
    (For programs that follow the 2022 curriculum standards only)


1) Apply basic knowledge

2) Develop creative strategies

3) Evaluate advertising performance

4) Demonstrate ethical and professional practices
Section 3: Development of Student Learning Outcomes

The development of course learning outcomes according to the desired standards for each aspect is as follows.
1.
Knowledge 
	PLOs
	Course Learning Outcomes (CLOs)
	Teaching Methods


	Assessment Methods

	 1

 
	Demonstrate a comprehensive understanding of the principles and theories of public relations, including its role in reputation management, crisis communication, and stakeholder engagement.
	· Lecture.

· Assignments. 

· Exercises.
	· Assignments.

· Projects.



	2
	Develop the ability to align public relations strategies with broader marketing objectives, creating integrated communication plans that effectively leverage PR tactics to achieve marketing goals.
	· Lecture.

· Assignments. 

· Exercises.
	· Assignments.

· Projects.

	3
	Analyze and apply public relations techniques to build brand equity, establish strategic brand positioning, and differentiate products or services in competitive markets through real-world examples and case studies.
	· 
	· 

	4
	Master techniques for effective media relations, including media outreach, press release writing, and spokesperson training, while understanding the role of digital media and social platforms in modern PR campaigns.
	· 
	· 

	5
	Evaluate the impact of public relations efforts on marketing outcomes using key performance indicators (KPIs) and metrics, and develop the skills to measure and report on PR effectiveness.
	· 
	· 

	6
	Identify and address ethical dilemmas and legal issues in public relations practices, including transparency, disclosure, and compliance with regulations such as the Federal Trade Commission (FTC) guidelines.
	· 
	· 

	7
	Design and implement strategic public relations campaigns that drive marketing success, incorporating theoretical knowledge and practical skills gained throughout the course.
	· 
	· 

	8
	Demonstrate professional and ethical behavior in all public relations activities, adhering to industry standards and promoting ethical decision-making in PR practices.
	· 
	· 



By the end of this course, students will be equipped with the knowledge and skills necessary to effectively integrate public relations into marketing strategies, enhancing brand visibility, managing reputational risks, and fostering positive relationships with stakeholders.

2.
Skill
	PLOs
	Course Learning Outcomes (CLOs)
	Teaching Methods


	Assessment Methods

	1
 
	Students will be able to demonstrate a comprehensive understanding of the principles and theories of public relations, including its role in reputation management, crisis communication, and stakeholder engagement.
	· Lecture.

· Assignments. 

· Exercises.
	· Assignments.

· Projects.



	2
	Students will develop the ability to align public relations strategies with broader marketing objectives, creating integrated communication plans that effectively leverage PR tactics to achieve marketing goals.
	· 
	· 

	3
	Students will analyze and apply public relations techniques to build brand equity, establish strategic brand positioning, and differentiate products or services in competitive markets through the study of real-world examples and case studies.
	· 
	· 

	4
	Students will master techniques for effective media relations, including media outreach, press release writing, and spokesperson training, while understanding the role of digital media and social platforms in modern PR campaigns.
	· 
	· 

	5
	Students will evaluate the impact of public relations efforts on marketing outcomes using key performance indicators (KPIs) and metrics, and develop the skills to measure and report on PR effectiveness.
	· 
	· 

	6
	Students will identify and address ethical dilemmas and legal issues in public relations practices, including transparency, disclosure, and compliance with regulations such as the Federal Trade Commission (FTC) guidelines.
	· 
	· 

	7
	Students will design and implement strategic public relations campaigns that drive marketing success, incorporating theoretical knowledge and practical skills gained throughout the course.
	· 
	· 

	8
	Students will demonstrate professional and ethical behavior in all public relations activities, adhering to industry standards and promoting ethical decision-making in PR practices.
	· 
	· 



By the end of this course, students will be proficient in integrating public relations into marketing strategies, enhancing brand visibility, managing reputational risks, and fostering positive relationships with stakeholders.
3.
Ethic
	PLOs
	Course Learning Outcomes (CLOs)
	Teaching Methods


	Assessment Methods

	1
	Students will demonstrate a comprehensive understanding of ethical principles and standards in public relations, recognizing the importance of integrity, transparency, and accountability in all PR activities.
	· Assignments. 

· Exercises.
	· Observation from project/assignment and discussions.

	2
	Students will be able to identify potential ethical dilemmas in public relations practices, analyze these situations, and propose appropriate solutions that adhere to ethical guidelines and industry standards.
	· 
	· 

	3
	Students will develop the ability to apply ethical decision-making frameworks to real-world public relations scenarios, ensuring that their actions reflect ethical considerations and respect for all stakeholders.
	· 
	· 

	4
	Students will learn to promote transparency and honesty in their communication strategies, ensuring that all public relations efforts are truthful, accurate, and free from misleading information.

	· 
	· 

	5
	Students will understand and adhere to legal and regulatory standards affecting public relations, including compliance with the Federal Trade Commission (FTC) guidelines and other relevant laws and regulations.
	· 
	· 

	6
	Students will be able to advocate for and contribute to the development of an ethical corporate culture within organizations, emphasizing the role of ethics in building trust and maintaining positive relationships with stakeholders.
	· 
	· 

	7
	Students will evaluate the ethical implications of public relations strategies and campaigns, assessing their impact on the organization's reputation and on various stakeholder groups.
	· 
	· 



By the end of the course, students will be proficient in recognizing and addressing ethical issues in public relations, ensuring that their practices uphold the highest standards of professionalism and integrity.
4.
Personality Traits
	PLOs
	Course Learning Outcomes (CLOs)
	Teaching Methods


	Assessment Methods

	1
	Students will develop an understanding of personal branding and its importance in the field of marketing public relations, recognizing how personality traits contribute to shaping individual and organizational identities.
	· Lecture.

· Assignments. 

· Exercises.
	· Assignments.

· Projects.



	2
	Students will be able to identify and analyze key personality traits that are relevant to effective communication and relationship-building in public relations contexts, such as empathy, adaptability, and assertiveness.
	· 
	· 

	3
	Students will learn to apply their understanding of personality traits to tailor communication strategies and messages to different audiences, fostering effective engagement and connection.
	· 
	· 

	4
	Students will develop the ability to adapt their communication styles and approaches based on their own personality traits and the preferences of their target audience, enhancing their effectiveness as communicators.
	· 
	· 

	5
	Students will learn techniques for managing interpersonal relationships in public relations contexts, leveraging their own personality traits and interpersonal skills to build trust and rapport with stakeholders.
	· 
	· 

	6
	Students will cultivate professionalism and emotional intelligence, recognizing the importance of self-awareness and self-regulation in navigating complex interpersonal dynamics in public relations settings.
	· 
	· 

	7
	Students will evaluate their own personal effectiveness in public relations roles, reflecting on how their personality traits influence their performance and seeking opportunities for growth and development.
	· 
	· 



By the end of the course, students will be equipped with the knowledge and skills to leverage their personality traits effectively in marketing public relations contexts, enhancing their ability to build relationships, communicate persuasively, and achieve organizational goals.
Section 4: Lesson Plans and Assessment
1.
Lesson Plan
	Week
	Topic
	Teaching and Learning Activities and Resources
	Hours
	Lecturer

	1
	Introduction
	Lecture, PowerPoint, Discussions
	12
	Asst. Prof. Dr. Doungtip Chareonrook

	2
	Chapter 1: Introduction to Marketing Public Relations
Chapter 2: The Role and Importance of PR in Marketing
	Lecture, PowerPoint, Discussions, Class assignment
	12
	Asst. Prof. Dr. Doungtip Chareonrook

	3
	Chapter 3: Understanding Consumer Behavior
Chapter 4: Market Research and Analysis
	Lecture, PowerPoint, Discussions
	12
	Asst. Prof. Dr. Doungtip Chareonrook

	4
	Chapter 5: Branding and Brand Management
Chapter 6: Integrated Marketing Communications
	Lecture, PowerPoint, Discussions, In-class Assessment
	12
	Asst. Prof. Dr. Doungtip Chareonrook

	5
	Chapter 7: Strategic Planning in PR Campaigns
Chapter 8: Digital Marketing and Social Media PR
	Lecture, PowerPoint, Discussions
	12
	Asst. Prof. Dr. Doungtip Chareonrook

	6
	Chapter 9: Crisis Management and Reputation
Chapter 10: Event Management and Sponsorship
	Lecture, PowerPoint, Discussions, Class assignment
	12
	Asst. Prof. Dr. Doungtip Chareonrook

	7
	Chapter 11: Influencer Marketing and Endorsements
Chapter 12: Measurement and Evaluation in PR
	Lecture, PowerPoint, Discussions
	12
	Asst. Prof. Dr. Doungtip Chareonrook

	8
	Chapter 13: Future Trends in Marketing Public Relations
Wrap-Up
	Lecture, PowerPoint, Discussions, In-class Assessment
	12
	Asst. Prof. Dr. Doungtip Chareonrook

	Total
	96
	


2.
Learning Assessment Plan
	Learning Outcomes
	Assessment Methods
	Evaluation Week
	Proportion of Assessment

	-
	Class attendance
	Every class
	10%

	-
	Class interactions
	Every class
	10%

	1.1, 1.2; 2.1
	Class assignment
	Week 2; Week 6
	20%

	1.1, 1.2; 2.1; 3.1; 4.1
	Mid-term exam
	Week 4
	30%

	1.1, 1.2; 2.1; 3.1; 4.1
	Final exam
	Week 8
	30%


3.
Alignment of Course Learning Outcomes (CLOs) with Learning Outcomes
       (For programs that follow the 2022 curriculum standards only.)
	CLOs
	1.Knowlege
	2.Skill
	3.Ethic
	4. Personality Traits

	
	1.1
	1.2
	2.1
	2.2
	3.1
	3.2
	4.1
	4.2

	CLO 1 Apply basic knowledge
	(
	(
	
	
	
	
	
	

	CLO 2 Develop creative strategies
	
	
	(
	
	
	
	
	

	CLO 2 Evaluate advertising performance
	
	
	
	
	(
	
	
	

	CLO 4 Demonstrate ethical and professional practices
	
	
	
	
	
	
	(
	


Section 5: Teaching and Learning Resources
1. Textbooks and Reference Books

   - Scott, D. M. (2017). *The new rules of marketing and PR: How to use social media, online video, mobile applications, blogs, news releases, and viral marketing to reach buyers directly* (6th ed.). Wiley.

   - Smith, R. D. (2020). *Strategic planning for public relations* (5th ed.). Routledge.

   - Wilcox, D. L., & Cameron, G. T. (2012). *Public relations: Strategies and tactics* (11th ed.). Pearson.

2. Academic Journals

   - Journal of Public Relations Research. Available at: https://www.tandfonline.com/toc/hprr20/current

   - Public Relations Review. Available at: https://www.journals.elsevier.com/public-relations-review

   - Journal of Marketing Communications. Available at: https://www.tandfonline.com/toc/rjmc20/current

3. Case Studies

   - Public Relations Society of America (PRSA). (n.d.). Case studies. Retrieved from https://www.prsa.org/

   - Harvard Business School. (n.d.). Case studies. Retrieved from https://www.hbs.edu/faculty/research/Pages/default.aspx

4. Online Databases and Resources

   - PR Newswire. (n.d.). Retrieved from https://www.prnewswire.com/

   - Cision. (n.d.). Retrieved from https://www.cision.com/

   - JSTOR. (n.d.). Retrieved from https://www.jstor.org/

   - EBSCOhost. (n.d.). Retrieved from https://www.ebscohost.com/

   - Google Scholar. (n.d.). Retrieved from https://scholar.google.com/

   - Institute for Public Relations. (n.d.). Retrieved from https://instituteforpr.org/

5. Industry Reports and White Papers

   - Nielsen. (2023). The Nielsen Total Audience Report. Retrieved from https://www.nielsen.com/us/en/insights/reports/

   - PwC. (2023). Global Entertainment & Media Outlook. Retrieved from https://www.pwc.com/gx/en/industries/tmt/media/outlook.html

   - Deloitte. (2023). Global Marketing Trends. Retrieved from https://www2.deloitte.com/global/en/pages/consulting/articles/global-marketing-trends.html


These resources will provide students with comprehensive and up-to-date information to enhance their learning and understanding of marketing public relations.
2.
Documents and Important Information

-

3.
Documents and Recommended Information

-
Section 6: Evaluation and Improvement of Course Implementation
1. Strategies for Evaluating Course Effectiveness by Students
 Evaluation of teaching effectiveness by students using a course evaluation form

 Focus group discussions between instructors and students

 Reflective thinking based on student behavior

 Suggestions through online channels established by the instructor for communication with students

 Others (specify) ...................................
2. Strategies for Evaluating Learning Management
 Instructor evaluation form

 Reflection by students

 Examination results

 Reviewing the assessment outcomes

 Evaluation by academic standards oversight committee

 Observation of teaching by co-teachers

 Others (specify) ................................
3. Mechanism for improving learning management 
(
Seminar on teaching management
(
Research within and outside the classroom

Others (specify) Student interviews
4. Review process of student learning outcomes for courses
(
Establish a committee in the department to review student learning assessment results by examining exam papers, scoring methods, and behavior grading.

      (  Review scoring of student work by departmental and faculty committees.

Reviewing the grading of student assignments by departmental and faculty committees.
(
Reviewing grading from randomly selected assessment of student work by professors or other qualified individuals who are not regular course instructors.
(
Others (specify) ................................
5. Reviewing and planning improvement measures for course effectiveness.

Improving courses annually based on suggestions and assessment results as per item 4.
 Improving courses annually based on instructor evaluations by students.
(
Others (specify) ................................
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