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Theoretical background is 
important in any university, 
but in the Journalism and 
Media Communication 
Department, it’s only part of 
the mix.   Regardless of their 
goals, students also need to 
graduate with professional 
skills.  

In fact, the national 
Accrediting Council for 
Education in Journalism and 
Mass Communications insists 
on a balance between theory 
and practical skills.  With that 
as a guide, The Department 
of Journalism and Media 
Communication focuses on 
educating versatile graduates 
with professional work 
portfolios, and portfolios in a 
growing public relations and 
advertising curriculum.

With five recently 
added courses ranging 
from Multiculturalism and 
the Media to Social Media 
Management, the Public 
Relations and Advertising 
coursework could easily 
be transformed into a 
professionally focused minor. 
Each of the 12 total classes 
offer a theoretical base, 
complemented by production 
experience. 

Alumna Ali Hicks-Wright 
graduated with a double 
major in JMC and Business 
Marketing. She said classes in 
which students actually build 
PR plans, advertisements and 
designs “have been the most 
helpful for me in my learning 
process and have helped me 

most to acquire the skills that I 
can now present to employers.”

At least seven of the 12 
classes have a final project that 
results in a multidimensional 
campaign. The workshop 
in university relations has 
students create a campaign 
for some aspect of the CSU 
campus and then implements 
the plan once the students 
have finished the semester.

One public relations 
class in particular stands 
out to upperclassmen: 
Communications Campaigns. 
In this class, students are 
split up into “agency” teams 
to create campaigns for the 

same client. They ultimately 
compete for a contract at 
the end of the semester. Few 
classes feel more “real world” 
than that.

“What we ended up 
with for the campaign was 
an awesome achievement 
and outcome,” Hick-Wright 
[HICKS-WRIGHT or HICK-
WRIGHT??] said. “I still 
reference that campaign, 
because we put so much work 
into it and it was such a strong 
campaign.”

Professor Cindy Christen 
has taught the campaigns 
class many times throughout 
her years at CSU, while also 

teaching the intro to public 
relations course, Publicity and 
Media Relations, Capstone 
classes and graduate-level 
courses. When asked to name 
her favorite, her answer was 
instinctive: Campaigns.

“I like the opportunity for 
students to work with real-
world clients. They get some 
great examples to use to line 
up internships and jobs, but 
it also provides networking 
opportunities,” Christen said.

In 2012, JMC shifted 
its program from focused 
coursework concentrations 
toward a more holistic 
approach. Now students 

simply get a degree in JMC 
and choose which classes they 
want to combine to create their 
ideal curriculum.

Public relations students 
can take photography and 
feature writing, video students 
can take reporting and 
advertising, and radio students 
can take field production and 
information graphics. Each 
degree represents a unique 
combination of students’ 
passions and interests, and 
thus creates multi-talented 
professionals. 

This department dynamic 
supports and encourages the 
creation of public relations 
and advertising courses to 
ensure a broad and in-depth 
understanding of the media 
for journalism students with 
any focus. 

“It’s a good idea for all 
students to know something 
about PR and advertising. 
It’s all around them and they 
can’t avoid it,” Professor Roger 
Lipker explained. “They need 
to know what’s going on 
behind the desk. Same goes for 
the other way around. I think 
it’s advantageous to have a 
broad journalism education.”

One of Lipker’s favorite 
courses is Public Relations 
Cases. The class covers a 
variety of potential career 
areas in the broad Public 
Relations spectrum, 
including employee relations, 
community relations, media 
relations and government and 
public affairs. The breadth 

gives students a better 
understanding of their options 
within the field.

“It helps students decide 
what they want to be involved 
in – sometimes things they 
never thought of before,” 
Lipker said.

New professional practices 

The JTC 450 class visiting CACTUS Public Relations Firm in Denver. CACTUS is alumni Joe Conrad’s adver-
tising/marketing firm that created YOU@CSU, a project this class worked on.

have been introduced to the 
curriculum through Professor 
Gaya Sivakumar’s class.  With 
professional experience as an 
account associate for Google 
India, Sivakumar first offered 
Media Buying and Selling in 
fall, 2015, re-conceptualizing 
the course to update it from 
traditional to new media. 

The class delves deeper into 
researching target audiences 
by using tools, psychographics 
and product-usage patterns. 
Students who have only 
worked on creating media 
products in past coursework 
have the opportunity to learn 
what goes on before the 
concept stage.

“You know who your 
audience is. You also know 
where they are, at what time 

(PLEASE REVISE CAPTION) Jane Dvorak, chair-elect of  the PRSA; (NEED NAME); Kimberly Stern, social 
media for CSU.

should you catch them, can 
you catch them with different 
media, et cetera,” Sivakumar 
explained.

Research and copywriting 
students now using their 
degrees at work have reported 
that their JMC education 
truly set them apart from 
their competition through 
combining the “how” with 
the “why” – in other words, 
blending theory with practice. 

“It has really helped to be 
able to say that I understand 
multiple aspects of media, 
and how to produce them,” 
recent PR graduate Gabby 
Dennard explained. “If there is 
a problem with the company 
website, I can look at it. If we 
need some basic video editing 
done, I can do that, too.”

“It’s a good 
idea for all 
students to 
know something 
about PR and 
advertising. It’s 
all around them 
and they can’t 
avoid it,” 

Professor Roger Lipker


