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Q: Mr. President, could you tell us when you will announce that you will seek or not
seek the Presidency again?

A: At the last possible moment that | can announce a decision, and for a very obvious
reason. Number one, if the answer is no, I'm a lame duck and can’t get anything done.
If the answer is yes, they’ll charge that everything I'm doing is political — and | can’t get
anything done. So, I’'m going to wait as long as | can. (Ronald Reagan; Remarks and a
Question and Answer Session with writers for Hispanic, religious, and labor
publications, September 14, 1983)

The reports that journalists offer their readers, listeners, and viewers are not called
“stories” by accident. By arranging information into structures with antagonists, central
conflicts, and narrative progression, journalists deliver the world to citizens in a
comprehensible form. But the stories that journalists tell and the lenses that color their
interpretation of events can sometimes dull their fact-finding and investigative instincts.
(Kathleen Hall Jamieson and Paul Waldman, 2003)

Look, crises happen. As long as companies are made up of human beings, there will
be mistakes, controversies, and blowups. There will be accidents, theft, and fraud. The
cold truth is that some degree of unwanted and unacceptable behavior is inevitable.
(Jack Welch, 2005, from his book “Winning”)

There are two aspects of PR: PRomotion(promoting good news) and
PRotection(protect reputation from worst situations, i.e. crisis). (Hoh Kim, 2005)

If something can go wrong, it will...... A crisis can and will happen. “When?” is the
question. Thinking negatively is more appropriate than positive thinking in crisis
management. (Kathleen Fearn-Banks, 1996)
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155/ 3¥ 6<Y: Course Intro

FOCUS: Syllabus T4l o2 3+ &7] asted gigt 27 2 Ao §9S &3
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27/ 3¢9 134: Issues & Crisis Management Overview

FOCUS: Big picture. 9171#2]& & 299 9ol HEsts AlZkolt. 53
Encyclopedia of public relationsell Webd 97]#e]] 7|2 %ol #HE &l &

HEozXA, /ids &d3d] skt 545 =t

Reading
Kathleen Fearn-Banks'

» 173 91711 474 (pp 1-30)
» 3%_$171 =l A (pp. 55-71)

Encyclopedia of public relations (2005).
» Coombs, T. Crisis and crisis management (pp. 217-221). Vol. 1
» Coombs, T. Crisis communication (pp. 221-224). Vol. 1
» Heath, R. Issues management (pp. 460-463). Vol. 1

U2 =9 AZ A oA Kathleen Fearn-Banks"2} ZA1E ¢S Awls BT the A4S 23k
Kathleen Fearn-Banks (1996). Crisis communications: A casebook approach. Mahwah, NJ:
Lawrence Erlbaum Associates; %3, o] <(2005). ¢713%2 PR AFYAolA, A&
AR 7l o) A8 2
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» Palenchar, M. Risk communication (pp. 752-755). Vol. 2

Welch, J. (2005). Winning, New York: HarperCollins.
» Chapter 10_Crisis management: From oh-God-no to yes-we’re-fine. (pp. 147-
161)

3% (2005. 12). “M 3T o] WA o/Fw=n/ZFa/~ (pp. 128-129). A& ZALR AL
njt]of.
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35/ 3¢ 20%: Crisis Management Theories

FOCUS: 273 qie] Aol A ofdsl 2 a9 wefols 91712l tg 7]
B oo)2EE Avui Azteld.

Reading
Stocker, K. (1997). A strategic approach to crisis management. In C. Caywood (ed.),

The handbook of strategic public relations & integrated communications (pp. 189-203).
New York: McGraw-Hill

Fearn-Banks, K. (2001). Crisis communication: A review of some best practices. In R.
Heath, (Ed.), Handbook of public relations (pp. 479-485). Thousand Oaks, CA: Sage.
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45/ 39 27%¥: Crisis Communications Cases Review, both Classic and Modern/
Foreign and Local

FOCUS: #71#e]9] 14l Aol=E(=9 Atd)d d=uielA UAD GM
Daewoo #Alo]2~E AHHu, A 2L Q7|#g]e]l FHAA EZF )

Reading
Kathleen Fearn-Banks

» A #7132 ARy Aleld (pp. 91-121)

» A6 AteEl_ESAESA BroldlE AMY (pp. 122-137)

» A7 A dlEALe) WHH = V) E/-F (pp. 138-147)

> A197% AbaEl_AA A e FAAFE W - FA] FE A= FAE (pp. 342-355)

Sung, M. J. (2006). Global public relations in South Korea: A case study of a
multinational corporation. In M. Parkinson, & D. Ekachai (eds.), International and
intercultural public relations: A campaign case approach (pp. 187-203). Boston, MA:
Pearson.

Argenti, P. & Forman, J. (2002). The power of corporate communication: Crafting the
voice and image of your business, New York: McGraw-Hill; ©]<% %1(2006), 71 & X
o) 9, Ae: AR E 2
» 10 917 A9 ARFYACA #Hel: ddA B3 A% A7) (pp., 343-
385)

55/ 49 3%: Perspective 1_Relationship Management
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Coombs, T. (2000). Crisis management: Advantages of a relational perspective. In J.
Ledingham, & S. Bruning (Eds.), Public relations as relationship management:
A relational approach to the study and practice of public relations (pp. 73-94).
NJ: Lawrence Erlbaum Associates.

65/ 4¥ 10¥: Perspective 2_Media & journalism (A)

FOCUS (6-7): 9 7I(crisis) A-Aoll tist A7} gle] ¢17]32](crisis management)ll
gt A= st f7]el tiE AE o] HEiA e A dHA f71E
2 a7t Jdut 659 79+ medialjournalisme] Al Ztoll A 9 7)ol th3F =2 =

B},
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Reading
Bennett, W. (1996). News: The politics of illusion (3™ ed.). NY: Longman

» Ch.4_How journalists report the news (pp. 117-139)
Anderson, B. (2004). News flash: Journalism, infotainment, and the bottom-line
business of broadcast news. San Francisco, CA: Jossey-Bass

» Ch. 6_And the ugly (pp. 115-147)

%3} Mad City (Dustin Hoffman & John Travolta)

75149 174: Perspective 2°_Media & journalism (B)

Reading
Hazen, D. & Winokur, J. (eds.) (1997). We the media: A citizens’ guide to fighting for

media democracy. New York: The New Press
» The image factory (pp. 72-78)

Sonnenfeld, S. (2000). Media policy-what media policy? In Harvard business review
on crisis management (pp. 119-142). Boston, MA: HBS Press

Argenti, P. & Forman, J. (2002). The power of corporate communication: Crafting the
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voice and image of your business, New York: McGraw-Hill; ©]<%5 <(2006), 71351
o] 3], A& ARFYAl AT
> 9% U o figk £

rlo
B~
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. 27 vitiole] ek el (pp. 301-342)

5. (2004, 39). MtRES A AR G 3T} (pp. 66-70). 54 oFS) 815 <] (A
27, 1%). A& F=rA 2] 83

85/ 4% 24<: Mid-term Exam

95/ 5¢ 1Y: Perspective 3_Truth, Trust, Transparency, and Ethics

FOCUS: 23]t 18 aL ofA &, “olu] X (image)'et= ©oli= PRS AHst=d 3l
o] ahutel 7191=7t Holskth ey, JIHYIC R fiWE= AR Htole] T4
o=, AFE Azt FHE AxUAelds & F vl e Ao Hojrka Ak
olAl PR 7]91=% AE|(Trust)= A2 Aolefar Ert. ol|gh wxoA i 9
71 %23} stakeholdersAtol o] Ao Fo] 7tz Aoz E 4 Qo)

Reading
= Y23, o= EF (2005). 7 % (The naked corporation). A1-2: 71 g A}
» A4 WFaERkel ovke] & ARE (pp.177-221)

<3} The Insider (Al Pacino & Russell Crowe)
Edelman Trust Barometer (2006). New York: Edelman
Mitroff, I. (2001). Managing crises before they happen. New York: Amacom.
» Ch. 4 Should we tell the truth?: The varieties of truth and telling the truth.

(pp.53-79)
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127 91712l ¢k &2 (pp. 307-332)

10/ 5¢ 8<: Perspective 4_Message — Design & Delivery

FOCUS: PRe] publicityZ, =2 7% 7]5(management function)o.Z % 7}%] =,
communication©.Z A messaged] T84 5 T/ SHA Hrh FAA AH A
7] Astoll A message design} delivery:= o] @A &fof dl=7F?ets Hola Azt
EA F Ao|th

Reading
Hearit, K. (2001). Corporate apologia: When an organization speaks in defense of itself.

In R. Heath, (Ed.), Handbook of public relations (pp. 501-511). Thousand Oaks, CA:
Sage.

5. (2004, 12)) AlSkelslEoo] A Aahiz oALE 98 AEH ARUAM: 1S
QEAW Zo] du AAYF Z AEXd AL D3t} (pp. 156-160). 354
oo 575 XJ( A2 H, 25). A& sHaA|oFo] )3

115/ 59 15%: Perspective 5_Story & Scenario

FOCUS: PR story making®} 3k ##S 7HA 2 vk, 97138 JA] o]okr] gt
= WHlA A8 HEY 249 des AEE 7 Aok HF AddAAE B2
A4S 7 AL A= story, 123l scenario®] #IHAA A 9 A E A
=3

Reading

Simmons, A. (2001). The story factor. Cambridge, MA: Basic books.
» 3 What story can do that facts can’t (pp. 49-81)
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Schwartz, P. (1996). The art of the long view: Paths to strategic insight for yourself and
your company, New York: Currency Doubleday; BF<} J(2004). Pl S o1& 7]
=, Aer Ry ais
m 1 s e A AlvE e A0 7Hpp. 41-58)

B 2% Al 7HA vl AuE e o9A 88 Q1 7Hpp. 59-76)
55 Ao 7 3 (pp. 350-369)

Harvard business essentials: Your mentor and guide to doing business effectively.

(2004). Crisis Management: Master the skills to prevent disasters. Boston, MA: Harvard

Business School Publishing
B Ch. 1_Taking stock of potential perils: What could go wrong (pp. 1-20)

125/ 5 22%: Perspective 6_Internet, Blogging/Individual Media, and Citizen
Journalism

FOCUS: <lEjUle] L 7)lut]o]Ql blogE 7HedkAl dFlal, 3 ohmynews
=2 ¥ AN AP F(citizen journalism)= 7FA Skt o] 23 mtofe] &7 A
shi= 9171 o' onE TP o= AL7?

Reading
Edelman & Intelliseek blog studies

Blackshaw, P. & lyer, K. (2005). Intelliseek white paper: Rumors and issues on the
internet. Cincinnati, OH: Intelliseek

Gillmor D. (2004). We the media: Grassroots journalism by the people, for the people.
Sebastopol, CA: O'Reilly Media, Inc.

» Introduction(pp. IX-XVIII)

» Ch. 6: Professional journalists join the conversation (pp. 110-135)

1%, (2005. 7.28.) Oh my news vs. Oh my PR! (blog content from www.edelman.co.kr)
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Kathleen Fearn-Banks
» A4 _AlelH 917]: FEJALO]E 9} o] H|Y At (pp. 72-90)

13/ 5¢ 29%: Perspective 7_Change Communication

FOCUS: §171¢e]= oA %& wsts #edvia 2 5 olvh ¥stdes o
" Wsiel: FR2H)E et & Q e
AfuAeldE of| #AE 2

al
2 dok @ AU EH, AF PF ol7E 2 WA A2 Holu,

Reading
Wetlaufer, S. (2000). After the layoffs, what next? In Harvard business review on crisis

management (pp. 143-170). Boston, MA: HBS Press

Larkin, T., & Larkin, S. (2004). Communicating big change using small communication
(available at www.larkin.biz)

Special Topic: Product Recall

Smith, N., Thomas, R., & Quelch, J. (2000). A strategic approach to managing product
Recalls. In Harvard business review on crisis management (pp. 61-86). Boston,
MA: HBS Press

14/ 62 5<: Practical Implication_Crisis Preparedness

FOCUS: 97]&elold Acts EdE=E= 97] 24 3 )-8 #2](crisis response)ol]
A 917] v A F=H](crisis preparedness)® 1 S4lo] %A7FAL Utk Aotk 1
b, A 9713 FHlE 2RF R ofdA sk Bl tEiA] s o)

Reading
Kathleen Fearn-Banks

» A2 97 AFYUAlA A (pp. 31-54)

Crisis management: Master the skills to prevent disasters. (2004). Boston, MA: Harvard
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Business School Publishing.

» 3_Contingency planning: preparing today for tomorrow’s problems. (pp. 35-51)
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