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PUBLIC RELATIONS 
 

 

Course code 

 

MNG229 

Course title Public Relations 

Stage of study Undergraduate 

Department in charge Undergraduate school 

Type of course Elective 

Year of study 3rd 

Semester Autumn 

ECTS 6  

24 hours of theory, 24 hours of practice, 112 hours of 
self-study, 2 hours of consultations 

Coordinating teacher                                            PhD Elena Martinonienė 

Study form                                                          Full-time 

Course prerequisites                                                            - 

Language of instruction English 

 

Course description 

This Public Relations course represents a comprehensive introduction to the theories and practices of the public relations
industry. Beginning with a short outline of the history and development of public relations, we distinguish between marketing 
and corporate communication and focus on the latter. How to communicate with media? How to conceptualize a
communication strategy? How to communicate in times of crises? Those are some of the question to be addressed in this
course. 

Course Aim 

 

Subject learning outcomes (SLO) Study methods Assessment methods 

SLO1. To understand the historical 
development of PR from past to present  

Lectures, seminars, self-study, group 
work  

Examination, group assignments 

SLO2.  To be able to distinguish between 
marketing and corporate communication 

Lectures, seminars, self-study, group 
work  

Examination, group assignments 

SLO3. To understand how to interact with 
media, e.g. in interviews 

Lectures, seminars, self-study, group 
work  

Examination, group assignments 

SLO4. To be able to use various PR tools 
and to know how and when to use them 

Lectures, seminars, self-study, group 
work 

Examination, group assignments 

SLO5. To be able to conceptualize a 
communication strategy 

Lectures, seminars, self-study, group 
work 

Examination, group assignments 

SLO6. To be able to measure the success of 
communication activities 

Lectures, seminars, self-study, group 
work  

Examination, group assignments  

Quality assurance 

The quality of the course is assured through a variety of teaching and learning methods, interim knowledge assessment,
continuous discussions of individual and/or group work and other assignment results. Students are encouraged to speak up
in class. Materials are available for students on the e-learning platform.

 

This course aims to provide both theoretical and practical knowledge of public relations and communication through lectures
and seminars using real case studies, case simulations, strategies creating, writing skills development and communication
techniques in communication with the different media. 
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Cheating prevention 

The ISM regulations on academic ethics, including cheating (see: ISM regulations) are fully applied to the course during the
entire module. A combination of evaluation methods, including student self-evaluation (of teamwork on the project), will be
employed to minimize the opportunity for cheating and freeriding.

 

Course Content 
# TOPIC CLASS 

HOURS 
READINGS 

THEORY SEMINARS 
1 Introduction to PR 

  
2 2 [1] 

2 
 

Basic communication theories and principles 2 2 

3 Types of communication 2 2 

4 Communication tendencies and main strategies 2 2 

5 What is the Message? 2 2 

6 

Planning and evaluating the results 

 
 

7 Midterm  

2 
 

 
8 

  
2 2 [1] [3] 

 

9 
 

2 2 [13] 

10 

Relations with media 

 
2 2 

11 

Fake News and Propaganda

 
2 2 

12 
 

2 2 [15] [21]

13 Course Finalization  2   
TOTAL 24 24 48 

 

Course assignments and evaluation 

Type of assignment Topics Total hrs. 
Contribution towards 
final course grade, % 

Group assignment  22 30% 

 

Midterm  1-6 40 30% 

Final examination  1-12 50 40% 

Total:  112 100% 

 
 
Explanation of assignments 

Group assignment 

The group assignment is the result of a collaboration with local businesses. Students are asked to develop  a PR 
strategy addressing current real-life communication issues, both in form of a written document as well as in form of a 
presentation. The evaluation will be based on content, form, and creativity and lastly, the presentation. The written 
assignment accounts for 60% of the grade, the presentation accounts for the remaining 40%.  

Overall, the group assignment will constitute 30% of the final course evaluation. 

 

Crisis Communication 

Communication Strategy 

Storytelling and Communication 

[1] [7] 

2 

2 

[16]

[18]

[18]

[9]

[10]

[19]

[20] 



 

Autumn SEMESTER, 2022 
 
 

3 

 

Midterm  

The  midterm  exam  will  be  organized  as  an  individually  written  exam  encompassing  items  1-6  of  the  course  (see 
above). The exam will consist of theoretical multiple-choice questions as well as open writing questions. The midterm 
exam makes up 30% of the final grade. Consultations will be set during practice time. 

Final examination  

The final exam will be organized as an individually written exam encompassing items 1-12 of the course (see above). 
The  exam  will  consist  of  theoretical  multiple-choice  questions  as  well  as  open  writing  questions.  The  final  exam 
makes up 40% of the final grade. Consultations will be set during practice time. 

 
Note that: 
All of the abovementioned tasks should be accomplished during the semester according to the schedule provided by 
the lecturer. None of the tasks might be accomplished later on, i.e. after deadlines. Graded papers might only be 
viewed at a time set by the lecturer. 
If the final grade is negative, the student is allowed to retake the exam during the exam retake session. In that case 
the exam will consist of all mid-term and final exam materials. The exam retake will consequently make up 70% of 
the final grade. The retake does not include the group assignment. The evaluation of the latter will be added to the 
grade received during the retake exam. 
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