Learn the secrets of marketing
from the files of current practitioners.

The De La Salle Professional Schools partners with the Phil. Assn.
of National Advertisers Foundation to offer a post-graduate diploma
program in Marketing Communications Management. This coming
trimester, the initial module will be on Brand Activation with
lectures and workshops conducted by practicing experts,

Omher modules in coming nmesters will bs Mankating Research and Media Planning
Brand Equity. PR and Advocacy Managemeant, Customer Relatonship Marketrg
Integrated Marketng Commumications

%0 PANA

Course runs every Tuesday & Thursday (6:00
to 9:00 P.M.) from October 3 to November 19,
2013 at the RCBC Plaza in Ayala Avenue,

Makati City

This module is part of the Marketing
Communications Management Program, a
Post-Graduate Diploma Course being offered
by the De La Salle Graduate School of
Business in partnership with the Philippine
Association of National Advertisers

Foundation (PANAF)




Infroclwettion

The value of PR within the communications mix has increased
considerably since the 1980s.

Its role in building corporate brands had been extolled by no less than
noted marketing strategists Al and Laura Ries. In their book The Fall of
Advertising and the Rise of PR they discussed how advertising has
turned into a creative art rather than a sales tool, and how PR

supplanted it in effectively forging ties between the brand and the
consumer.

Today, corporations are exploring the use of more and more
alternatives to mass media advertising, which include PR and
Advocacy Marketing.

The rise of PR as a weapon in the corporate armory has been largely
based on how, as a communication tool, PR delivers credibility through
third party advocacy for corporations.

Given that the marketing environment has changed so radically over
the last two decades and with technology facilitating more marketing
convergence, it is not surprising that the role of PR and other IMC Tools
are currently being given more prominence by most companies.




Counse Beresfiss

Through this course, students will acquire the following:

A In-depth understanding of the important role of PR and
Advocacy Marketing within the framework of IMC.

Understanding on how to apply sound PR techniques as part
of the company & overall communications strategy.

Skills on how to create and effectively communicate public
messages.

Understanding of the mechanics of media relations and how
to use the appropriate media most effectively.

Greater appreciation of corporate communications, brand
and reputation management.

Understanding the concept and importance of good
corporate governance, CSR, business ethics and corporate
accountability.

Understanding of what role PR plays in Crisis Management.




Who Should Attend?

The course is aimed principally at marketing and corporate
communicators who are responsible for brand and corporate
Image building.

A The course will also be most useful for those who are looking at
job or career advancement and those trying to secure a first
job in PR and Advocacy Marketing.

A Marketing and sales personnel as well as marketing support
groups who are involved in marketing communications
strategies and programs will likewise benefit from this course.

A Knowledge gained in this course will help enrich the
participantods strategic decisio
planning and implementation skills.

Be prepared in dealing with and managing a corporate crisis.




Counse [Desahiption

The course consists of 12 x 3 -hour sessions, organized as a
series of lectures interspersed with guest speakers, class
discussions and group exercises.

Industry practitioners with extensive experience on the
subject will be tapped as resource persons to enrich the
perspective of classroom discussions.

Group work will revolve around the key subjects of PR and
advocacy marketing, and Crisis PR.

By the end of the course, participants will have been
exposed to a variety of situations that would give them
thorough grounding in PR and marketing advocacy

management skills.




Course Qullime

Session 1. Introductory: PR Basics

A Communications Overview, Quick Review of the Promotions
Aspect of Marketing, PR Within the IMC Framework, PR and its
Various Definitions, Components of PR, Traditional PR Functions, Key
Tools for PR Practitioners, PRO s
in PR, case Discussions

Session 2. Corporate Communications

A Aspects of Corporate Communications, Management Perspective
of CorpCom, Communications Strategy: Theory and Practice, The
Organization of Communications, Marketing, Public Relations and
CorpCom, Communications Practitioners, Skills Requirement, Case
Discussions

Session 3. Corporate Identity and Reputation Management

A Reputation Management Overview, Some Hot Issues on Corporate
Reputation, Brands and Reputation, Corporate Identity, Image
Formation, Reputation Metrics, Drivers of Reputation, Corporate
Governance, PR and Reputation, The Business Case for Reputation

Management, Strategy and Reputation, How to Develop a

Reputation, The Reputation Plan, The Reputation Audit, Case

Discussions




Session 4. Strategy and Planning, Research and Target Audiences

A The PR Strategy and Plan, Emergent and Prescriptive Strategies,
The Strategic Process - Analysis, Selection, Development and
Implementation, Research and Identification of Key Target
Audiences - Third Party Advocates and Stakeholders, PR Tactics
and Actions, In Class Team Project, Case Discussions

Session 5. Discussion of Final Project - A Marketing Advocacy Program
Session 6. Media Relations
A Finding and Generating News, Dealing with Gatekeepers, Some

Challenges, What is Newsworthy, Creating News, The Media
Strategy, Press Releases, Feature Releases, Tainted Journalism,
Handling Press Briefings and News Conferences, Dealing with
Radio and TV Interviews, Dealing with Bad Journalists, Case
Discussions

Session 7. Risks, Issues and Crisis Management

A Crisis Management Basics, Crisis Communications - Goals, Basic
Guidelines, Best Practices, Crisis Training, The Crisis Communications
Manual, Developing Key Messages, Working with Media,
Communicating with Various Publics: Myths & Actions, Managing
Hostile Situations, Case Studies and Discussions




