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PR 492: Personal Branding
4 units 
 Fall 2015—Thursdays—6:30pm-9:50pm
Section: 21430
Location: ANN 406

Instructor: Jess Weiner
Office: N/A
Office Hours: Thursday 5:00pm-6:30 p.m. 
The instructor can meet outside of office hours if necessary. Please call or e-mail to schedule. 
Contact Info: jbweiner@usc.edu / jess@jessweiner.com 
(310) 497-4484

Teaching Assistant: Nadège Furman-Collot 
Office: N/A
[bookmark: _GoBack]Office Hours: Thursday 5:00pm-6:30 p.m. 
Please call or e-mail to schedule. 
Contact Info: nadege@jessweiner.com / (310) 902-2973








I. Course Description

This course will take a highly focused approach to understanding the strategic public relations discipline specifically as it applies to personal brands, including those of communication entrepreneurs who serve personal brands, those “client” personal brands themselves, and the students enrolled in the course. This will be achieved primarily through the analysis of contemporary case studies and creative problem solving. 

The course will help students gain real world practical experience by working with current personal brands in a variety of industries. It will equip each student with the tools needed to explore his or her own unique skill set, goals, and personal brand attributes as they prepare for a career in the public relations field. 

Special emphasis will be placed on the analysis and use of new and emerging digital/social media channels, which are, and will continue to have, a profound effect on the creation and maintenance of personal brands. 

Concepts to be covered include but are not limited to: 
· Strategy (as distinct from tactics) and how it serves as the basis for all public relations/ communication activities in support of personal branding efforts. 
· The current media environment as a whole, and the critical analysis of specific media channels and their applicability and roles in personal branding. 
· Creative and innovative thinking based on a variety of factors including analysis of data, media, and personal and professional experience.
· Crisis management strategies specific to personal brands. 
· Metrics for the measurement of progress in personal branding efforts, especially relative to the use of social media. 






II. Overall Learning Objectives and Assessment 

PR 492 is designed to enable students to: 
· Integrate a variety of PR modalities into application for personal brands including: verbal pitching, written pitching, project management, crisis management, negotiation and brand endorsement strategy. 
· Apply strategic thinking and creative problem solving to identify and utilize the best messengers for emerging media platforms. 
· Explore client relationship and management techniques for personal brands and entrepreneurs. 
· Practical knowledge and application of basic, effective media tools available to PR professionals in corporations, agencies or other environments. 
· Examine successful personal branding models and how they navigate and utilize various media channels. 
· Ability to create effective strategic media initiatives and tactical plans. 
· Understanding options for careers within the realm of PR or in associated fields. 


III. Description of Assignments

Vision, Values, and Mission Statement (10 percent of your grade) 
A key element to understanding personal brands, each student will prepare a vision, values and mission statement for their own individual personal brand. 

Critical Analysis of Personal Brand in Crisis (10 percent of your grade) 
Each student will be required to review and deconstruct a personal brand in the current or recent news that is in a crisis. You will pay close attention with an emphasis on its social media presence. You will be expected to assess the brand’s effectiveness in handling the crisis and provide recommendations for new and/or revised campaign elements. 

Platforms to be included in your analysis include, but are not limited to: Twitter, Facebook, YouTube, Tumblr, Pintrest, LinkedIn, Google+, Meetup, Ask.fm. Your analysis should include an assessment of how each platform is being used and for what purpose, i.e. publication of original content, curation, conversation, customer service, amplification, etc. 

The analysis should be between 6-8 pages. 

Content and format of the personal brand analysis: 
SUMMARY: Summarize the Vision, Values and Mission, as well as the communication activities, of the personal brand under study.
CHALLENGES and OPPORTUNITIES: Discuss the Challenges and Opportunities affecting the personal brand’s communication efforts. 
COMMUNICATION STRATEGY: Analyze the strategy, messaging and tactics in use and assess their strengths and weaknesses. 
RECOMMENDATIONS: Propose modifications you deem appropriate to any aspect of the campaign under study.

Oral Presentations and In-class Participation (15 percent of grade) 
Groups will prepare and present oral presentations on behalf of their assigned group client. Guest speakers and the instructor will live critique the pitches to give students the opportunity to think creatively about different strategic approaches. Oral presentations will be assigned throughout the semester. Students will be asked to present their ideas individually to the class. In-class participation is mandatory. Students must complete the mandatory weekly reading assignments to be adequately prepared for in class discussion.


Short Papers and Decks (20 percent of grade) 
Short papers and written homework assignments will be assigned throughout the semester based on weekly reading and class content. 

Midterm and Final Project (Group) (combined 45 percent of grade) 
The class will be divided into small working groups and each group will develop a comprehensive media plan for a real client. The media plan must follow the Strategic Planning Model and address numerous audiences and potential issues. Each group will be required to present their plan and materials to the class as part of the midterm assignment. 

Midterm Deliverables include: 
1. Revised bio
2. A vision, values and mission statement for the brand. 
3. Social Media Calendar
4. 2 written pitches  

You will present your work for your client in a 10-minute group presentation utilizing PowerPoint and/or other interactive platforms. 

The Final Project will have the same “client” as its subject. Final Project deliverables include: 
1. Revised, final Social Media Activation Plan 
2. 3-5 examples of exception from the social media activation plan 
3. Execute on 2-3 deliverables from the Midterm
4. Strategic messaging plan 

The written plans should be succinct and no more than 12 pages in length. Appendices are not considered in the page total. Each group will have 15 minutes maximum to present their plan. Class time will be set-aside for students to work on this assignment. 

IV. Grading

a. Breakdown of Grade 

	Assignment
	Points
	% of Grade

	Vision, Values, and Mission Statement
	10
	10%

	Brand Critical Analysis/Crisis Paper
	10
	10%

	Oral Presentations and In-class participation 
	15
	15%

	Short Papers and Decks
	20
	20%

	Midterm Project
	20
	20%

	Final Project
	25
	25%

	TOTAL
	
	100%



b. Grading Scale

A:	96-100
A-:	90-95
B+:	87-89
B: 	83-86
B-:	80-82
C+:	77-79
C:	73-76


c. Grading Standards

90-100:	Demonstrates thorough knowledge of the assignment; original thinking; well-researched; writing/presenting near professional level; enthusiasm shown. Writing near professional quality. All required elements included (catchy headline, solid lead, varied vocabulary; supporting facts/figures; quotes as required). Offers unique point of view. Made me want to keep reading!

89-80:	Understood assignment; some original ideas/concepts; adequate amount of research; writing required some editing; presentation good but could use some polish. Some creativity shown but could go deeper in original/critical thought.

79-77:	Seems to have struggled with assignment/presentation. Some ideas were rehash of what was discussed in class or in readings; writing not up to par/presentation choppy. Poorly edited and/or proofread. Little or no creativity shown.  

76-73:	Clearly didn’t understand assignment; nothing ventured in terms of original thoughts; little or no research shown; writing required major edits/unprepared for presentation. Poorly organized with little or no understanding of journalistic style/standards. 

Below 73:	Failed or didn’t turn in assignment (or turned in late).  If assignment turned in, it missed the mark and/or was poorly researched and written. 

V. Assignment Submission Policy
· All written assignments are to be double-spaced with at least 1 inch margins and 12 point font, ideally Arial, Times New Roman or some other readable font. 
· Grammar, spelling and writing ability are of critical importance. This is not a course in English and/or writing, per se, but the instructor expects students to have learned from prior courses and experience how to produce written materials that are error-free and meet the quality standards of this school. All students’ written work will be evaluated according to the same standards. Students who are not confident of their abilities in this area are urged to purchase and utilize a standard grammar reference work and an Associated Press Stylebook and/or seek remedial coaching (available in this school). 
· Due to the nature of the course, the visual aspect of student assignments is also of critical importance. All materials submitted or used in oral presentations, whether by individual students or groups, are expected to be clean, neat and attractive. 

VI. Required Readings and Supplementary Materials
Required Textbooks 
1. Start with Why, Sinek, 2009 
2. Daring Greatly, Brown 2012 
3. Jab, Jab, Hook, Hook: How To Tell Your Story In a Noisy Social World, Vaynerchuk, 2013 

Additional Reading Materials 
Additional, newly published reading materials, including relevant industry analyses, research studies, position papers, and/or thought leadership articles will be assigned throughout the semester. It is strongly recommended that students track on a weekly basis, and pay special heed to such items published by, these sources: 
1. PEW Research Journalism Project (http://www.journalism.org)  
2. Google Research (http://research.google.com/pubs/papers.html) 
3. Edelman Insights http://www.edelman.com/insights/intellectual-property) 
4. Center for Media and Democracy PR Watch (http://www.prwatch.org) 

VII. Laptop Policy	
[bookmark: _MON_1409031649][bookmark: _MON_1409031672][bookmark: _MON_1408969724][bookmark: _MON_1408973715][bookmark: _MON_1408973778][bookmark: _MON_1408973824][bookmark: _MON_1408973860]Effective fall 2014, all undergraduate and graduate Annenberg majors and minors are required to have a PC or Apple laptop that can be used in Annenberg classes.  Please refer to the Annenberg Virtual Commons for more information.  To connect to USC’s Secure Wireless network, please visit USC’s Information Technology Services website.

VIII. Course Schedule: A Weekly Breakdown

Important note to students: Be advised that this syllabus is subject to change – and probably will change – based on the progress of the class, news events, and/or guest speaker availability. 
	
	Topics/Daily Activities
	Readings and Homework
	Deliverables Due

	Week 1
8/25
	· Introduction to PR492 and syllabus review 
· Discussion of individual student backgrounds and academic/career goals 
· What is a personal brand?
· What media strategy means in today’s world 
· Class assignments 
· State of personal brands and entrepreneurs today 

	Identify a personal brand appearing in the news within the last seven days; be prepared to discuss their social media and messaging strategy

Reading: Sinek: Intro – Chapter 1, Chapter 4

	

	Week 2
9/1
	The Why: Vision, Values, and Mission 
· Exploring development of identity and audience 
· Introduction of critical analysis areas 
· How is a personal brand created? 
· What is a VVM Statement?
· Group Project Discussion
· Watch Simon Sinek TED Talk
	Vision, Values and Mission Statement Paper Assigned 

Short Paper Assigned: 
Write a 1 page, single-spaced paper on your favorite part of "The Brand Called You" article and WHY? Make sure you have a thought out argument 

Reading: “The Brand Called You” article
	DUE: Presentations on brands in the news

	Week 3
9/8
	
Strategy and Audience: Tactics and Relationships 
· Review previous class content 
· Identify how brands engage audience & leverage loyalty & equity 
· Pitfalls VS Personalities of personal brands
· How to Create a Media Strategy Plan
· Groups & Clients Assigned

	Reading: Sinek: Pages 122 – 130, Chapter 10.

	DUE: Short paper on reading

	Week 4
9/15
	The Art of the Pitch:  
· Verbal, written pitching and negotiation
· Tools and Tactics for Effective Communications Management
	Verbal Pitch Assigned

Research and meet w/ client and be prepared to discuss in next class

	DUE: Vision, Values and Mission Statement Paper 



	Week 5
9/22
	Benchmarking Goals for Personal Brands: 
· Measurement and metrics of success 
· Tools of personal brands (bios, websites, social media)
· GUEST SPEAKER
	One Page Pitch Assigned


Reading: Vaynerchuk: Round 1 pages 6-13, 82, 116, 134, 149, 169, 171- 176

	DUE: Verbal Pitch 


	Week 6
9/29
	Using Emerging Media and Events to Draw Audience 
· Ever expanding role of digital video in communications 
· Twitter’s impact on media consumption and pitching 
· Navigating the Blogosphere – how to identify influencers 
· The impact of smart phones and mobile technologies 
· Emotional Intelligence and cutting through noise 
· GUEST SPEAKER
	
	DUE: One Page Pitch


	Week 7
10/6

	Crisis Strategies: For Personal Brands
· Going back to basics
· Engaging core demo: loyalty vs. equity
· Crafting a crisis statement
· The boldness of authenticity
· GUEST SPEAKER 
	Prep for Midterms

Critical Analysis Paper Assigned: Choose a personal brand in crisis (from given list) and write 6-8 page paper on it’s handling of crisis w/ special attention to social media and audience engagement efforts
	

	Week 8
10/13
	
MIDTERM PROJECT DUE


	Week 9
10/20
	Entrepreneurship & New Realms of PR & PR Practitioners 
· 10 rules of entrepreneurship
· How to innovate from within a business
· Dynamics, influence and wealth on entrepreneurs 
· Identifying cross over opportunities for PR within: CSR, Marketing, and Biz Dev 
· GUEST SPEAKER
	Reading: Brown, Intro – Chapter 1, Chapter 6


	

	Week 10
10/27
	
NO CLASS SESSION

*Homework will be assigned over email 
	
Watch Brene Brown TED Talk

Vulnerability Short Paper Assigned

	

	Week 11
11/3
	Intrapreneurship: How to Make Change From Within 
· Discussion of intrapreneurship and case studies of success 
· Using media to create change from within 
· Industry dynamics and the strategic implications of making social change
· GUEST SPEAKER
	Reading: Vaynerchuk Chapter 10

	DUE: Vulnerability Short Paper 

DUE: Critical Analysis Paper

	Week 12
11/10
	Emerging Media Trends and Micro-influencers
· Moral courage: Using personal brands for positions of power/activism
	Micro-Influencer Deck Assigned 
	

	Week 13
11/17
	Career Dos & Don’ts
· Preparation for the final project 
· Managing client expectations and outcomes 
· In-class small group brainstorm session on applying non traditional roles and opportunities to a real world public relations scenario 
· GUEST PANEL
	
	DUE: Micro-Influencer Deck 

	Week 14
11/24
	THANKSGIVING – NO CLASS

	Week 15
12/1
	Final Class Session
· Review Deliverables for Final
· Working Class Session

	
	

	Week 16
12/8
	FINAL PRESENTATION DUE







IX. Policies and Procedures 
Additional Policies
Students must have an active Internet account and check e-mail regularly as it will be used to stay in touch and update assignments. 

Students are expected to attend all classes, whether held on or off campus. If you are going to miss a class, please let the instructor know in advance. If a regularly scheduled class will be held off-campus, students will be given at least two weeks advance notice so that transportation or other special arrangements can be made. Unexcused absences, tardiness, and failure to meet deadlines will have a negative impact on the student's final grade. Students who unavoidably miss a class are still responsible for getting the assignments for that class in on time, getting any new assignments from other students, and completing the work by the assigned due date. All written assignments must be typed unless otherwise approved in advance by the instructor. 

Cell phones and other personal communication devices are to be turned to vibrate and only answered for emergencies. If you have an emergency call, please step out of the class to have your conversation. Additionally, please do not use gchat, instant messenger, facebook, etc. to have conversations online while we’re in session – it is distracting to the instructor and the other students. 

Students and instructor must work collaboratively to maintain the feel of a true seminar experience. To that end, the instructor intends to manage the class as he would an agency brainstorming or professional development session, with similar ground rules applied: 
· There are no bad ideas. All ideas are to be treated with respect for their creators and acknowledgement that ideas of all stripes and types can contribute to ultimate success. Nonetheless, it is always wise to mentally review the strategic appropriateness of any idea before vocalizing it. 
· Constant student/instructor interaction and feedback are extremely important. Everyone is expected to contribute. 
· Only one meeting/discussion can take place at a time, and it must be the one in which the instructor is participating. Avoid disconcerting side conversations. 
· Always pay attention, because to do otherwise is a sign of an unprofessional attitude. 

Internships
The value of professional internships as part of the overall educational experience of our students has long been recognized by the School of Journalism. Accordingly, while internships are not required for successful completion of this course, any student enrolled in this course that undertakes and completes an approved, non-paid internship during this semester shall earn academic extra credit herein of an amount equal to 1 percent of the total available semester points for this course. To receive instructor approval, a student must request an internship letter from the Annenberg Career Development Office and bring it to the instructor to sign by the end of the third week of classes. The student must submit the signed letter to the media organization, along with the evaluation form provided by the Career Development Office.  The form should be filled out by the intern supervisor and returned to the instructor at the end of the semester. No credit will be given if an evaluation form is not turned in to the instructor by the last day of class.  Note:  The internship must be unpaid and can only be applied to one journalism class. 

Statement on Academic Conduct and Support Systems 

a. Academic Conduct
Plagiarism
Presenting someone else’s ideas as your own, either verbatim or recast in your own words – is a serious academic offense with serious consequences.  Please familiarize yourself with the discussion of plagiarism in SCampus in Section 11, Behavior Violating University Standards 
https://scampus.usc.edu/b/11-00-behavior-violating-university-standards-and-appropriate-sanctions/. Other forms of academic dishonesty are equally unacceptable.  See additional information in SCampus and university policies on scientific misconduct, http://policy.usc.edu/scientific-misconduct/.
USC School of Journalism Policy on Academic Integrity
The following is the USC Annenberg School of Journalism’s policy on academic integrity and repeated in the syllabus for every course in the school:

“Since its founding, the USC School of Journalism has maintained a commitment to the highest standards of ethical conduct and academic excellence. Any student found plagiarizing, fabricating, cheating on examinations, and/or purchasing papers or other assignments faces sanctions ranging from an ‘F’ on the assignment to dismissal from the School of Journalism.” All academic integrity violations will be reported to the office of Student Judicial Affairs & Community Standards (SJACS), as per university policy, as well as journalism school administrators.”

In addition, it is assumed that the work you submit for this course is work you have produced entirely by yourself, and has not been previously produced by you for submission in another course or Learning Lab, without approval of the instructor.

b. Support Systems
Equity and Diversity
Discrimination, sexual assault, and harassment are not tolerated by the university.  You are encouraged to report any incidents to the Office of Equity and Diversity http://equity.usc.edu/ or to the Department of Public Safety http://capsnet.usc.edu/department/department-public-safety/online-forms/contact-us.  This is important for the safety whole USC community.  Another member of the university community – such as a friend, classmate, advisor, or faculty member – can help initiate the report, or can initiate the report on behalf of another person.  The Center for Women and Men http://www.usc.edu/student-affairs/cwm/ provides 24/7 confidential support, and the sexual assault resource center webpage https://sarc.usc.edu/ describes reporting options and other resources.

Support with Scholarly Writing
A number of USC’s schools provide support for students who need help with scholarly writing.  Check with your advisor or program staff to find out more.  Students whose primary language is not English should check with the American Language Institute http://dornsife.usc.edu/ali, which sponsors courses and workshops specifically for international graduate students.

The Office of Disability Services and Programs http://sait.usc.edu/academicsupport/centerprograms/dsp/home_index.htmlprovides certification for students with disabilities and helps arrange the relevant accommodations.

Stress Management
Students are under a lot of pressure. If you start to feel overwhelmed, it is important that you reach out for help. A good place to start is the USC Student Counseling Services office at 213-740-7711. The service is confidential, and there is no charge.

Emergency Information
If an officially declared emergency makes travel to campus infeasible, USC Emergency Information http://emergency.usc.edu/ will provide safety and other updates, including ways in which instruction will be continued by means of blackboard, teleconferencing, and other technology.

X. About Your Instructor
Jess Weiner is changing cultural messages one brand at a time. From Barbie’s latest body evolution to Dove’s memorable Real Beauty campaign, the results of her work behind the scenes have come to light over the years, making significant waves in terms of how we approach women, girls and confidence.

Jess is an acclaimed writer, speaker, author and entrepreneur with over two decades of experience as a thought leader on social and cultural change. 

She is the CEO of Talk to Jess, a consulting and strategy firm that acts as a thought partner for companies who seek to change their messaging toward women and girls.

She leverages the insights gained through her hands on work with girls and women to advise educators, advocates, brands and businesses on the issues that truly impact their lives.

She’s the author of two best-selling books, and currently serves as Dove’s Global Self-Esteem Ambassador, a position she’s proudly held for the past decade.

Jess is an adjunct professor at USC’s Annenberg School of Journalism where she teaches personal branding and entrepreneurship. She’s also an affiliated faculty member of USC’s Media, Diversity, &amp; Social Change Initiative (MDSCI) headed by Dr. Stacy Smith.

Jess recently received the Innovator of the Year award by the National Association of Women Business Owners (NAWBO). Her work has been recognized by outlets including Fast Company, Darling Magazine, Forbes, and INC. Magazine.
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