1.

Call to Order ........................................................................................................................... Alan Davis

2.

Confirmation of Agenda

3.

Approval of Minutes (December 17, 2012)

4.

Business Arising from the Minutes

5.

Chair’s Report ......................................................................................................................... Alan Davis

6.

5.1.

Appointment of Academic and Career Advancement faculty to Faculty of Business Dean Search

5.2.

Appointment of Search Advisory Committee for Provost Search

5.3.

Appointment of Faculty of Science & Horticulture faculty to Executive Director, Continuing &
Professional Studies Search

Senate Standing Committee on Curriculum ........................................................................... Dana Cserepes
6.1.

Transfer Agreement: Kwantlen Polytechnic University and the College of the Rockies
– Bachelor of Technology in Information Technology

6.2.

Program Revision: Sustainable Agriculture Degree

6.3.

Program Revision: Environmental Protection Technology Program

6.4.

Program Revision: BBA in Marketing Management, Diploma in Marketing Management,
and Certificate in Marketing

6.5

Program Revision: Computing and Information Systems Diploma and
Bachelor of Technology in Information Technology

6.6.

Program Concept: BBA in Communications

7.

Senate Executive Committee (No Report) ............................................................................. Alan Davis

8.

Senate Standing Committee on the University Budget .......................................................... Marc Kampschuur

9.

Board Senate Task Force on Bi‐Cameral Governance (No Report) ........................................ Task Force Member(s)

10. Senate Governance Committee ............................................................................................. Wade Deisman
10.1.

Revision to Election Rules

11. Senate Nominating Committee (To Be Distributed at the Meeting)...................................... Pam Stadnyk
12. Senate Standing Committee on Academic Planning & Priorities (No Report) ....................... Robert Wood
13. Senate Standing Committee on the Library ........................................................................... Dana Cserepes
13.1.

Appointment of Chair
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14. Senate Standing Committee on Policy Articulation (No Report)............................................ Bob Davis
15. Senate Standing Committee on Program Review .................................................................. Mary Androsiuk
16. Senate Standing Committee on Tributes (No Report)........................................................ Amandah Hoogbruin
17. Approval of Graduates ........................................................................................................... Robert Hensley
18. Items for Discussion ............................................................................................................... Alan Davis
19. For Information
20. Next Meeting: February 25, 2013, 4:00pm – 7:00 pm, Surrey Campus
21. Adjournment

SENATE
MEETING DATE:

January 28, 2013

AGENDA #:
PREPARED BY:

3
Kerry Thompson

Issue:

Approval of the Minutes of the December 17, 2012 Regular Senate meeting.

For Approval:

THAT Senate approve the Minutes of the December 17, 2012 Regular Senate meeting.

MINUTES
Senate
Monday, December 17, 2012
4:00pm
Surrey Campus Boardroom (2110)
Present
Androsiuk, Mary
Au, Jennifer
Cserepes, Dana (Vice Chair)
Davis, Alan (Chair)
Davis, Bob
Deisman, Wade
Girodat, Christopher
Haggith, Kathleen

Hensley, Robert
Hoogbruin, Amanda
Gray, Jane
Kazymerchyk, Stan
Lee, Gordon
Mundle, Todd
Pikios, Christina
Pritchard, Mark

Purvey, Diane
Reiser, Henry
Robertson, Carolyn
Rose, Kim
Royal, Wendy
Tebb, Wayne
Wade, Tally
Worobec, Elizabeth

University Secretariat
Thompson, Kerry
Regrets
Ash, Kristan
Bains, Harpreet
Bubber, Arvinder
Freeman, Tru
Ghahremani, Iman

Kampschuur, Marc
Michaels, Kari
Penland, Jared
Stadnyk, Pamela
Wood, Robert

1. Call to order
The meeting was called to order at 4:02pm.
Carolyn Robertson, Dean (pro tem), Faculty of Design and Kathleen Haggith, Dean (pro tem), Faculty
of Academic and Career Advancement were welcomed to Senate.
2. Confirmation of Agenda
The agenda was approved by consensus.
3. Approval of Minutes (November 26, 2012)
Moved by Christopher Girodat, seconded by Kim Rose:
THAT Senate approve the minutes from November 26, 2012.
MOTION CARRIED
4. Business Arising from the Minutes – No business to report.
5. Chair's Report
The Senate Vice Chair position has been re‐established effective January 1, 2013 and a position
description has been created.
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June 7, 2013 has been designated Kwantlen Polytechnic University Day. Activities will include
presentations, strategic plan launch, recognition/service awards, and food. Although primarily
focused on employee participation, KSA representatives will be welcomed.
The Chip and Shannon Wilson School of Design at Richmond campus is confirmed. The chair
acknowledged the amount of effort and work accomplished by Kwantlen to pull this large project
together successfully.
6. Senate Standing Committee on Curriculum
Tally Wade was thanked for her work in co‐chairing SSCC meetings from September through
December, 2012.
6.1 Program Revision: Bachelor of Arts, Minor in Economics
Moved by Dana Cserepes, seconded by Wayne Tebb:
THAT Senate approve the revision to the Bachelor of Arts, Minor in Economics list of electives.
MOTION CARRIED
6.2 Program Revision: Bachelor of Science in Nursing
Moved by Dana Cserepes, seconded by Wendy Royal:
THAT Senate approve the revision to the course numbering from NRSG 2221 to NRSG 2220.
MOTION CARRIED
6.3 Program Revision: Bachelor of Business Administration, Accounting
Moved by Dana Cserepes, seconded by Wayne Tebb:
THAT Senate approve the revision to the Bachelor of Business Administration, Accounting
program by adding CBSY 1105 as a required course and adding CBSY 2306 to the list of
optional courses.
MOTION CARRIED
6.4 Program Revision: Business Administration Diploma
Moved by Dana Cserepes, seconded by Christopher Girodat:
THAT Senate approve the addition of BUQU 1230 as an alternative to MATH 2341 in the
Business Administration Diploma program for 2013/2014.
MOTION CARRIED

6.5 Program Discontinuation: Graphic Design for Marketing ‐ Diploma Option
Currently there is no KPU policy for discontinuance of programs. A draft policy is in
development. This program discontinuance has been reviewed at SSCC and at SSCAPP. There
are no financial implications and therefore was not referred for review by SSCUB. Senate
recommendation would move the item forward to the Board of Governors for final approval.
The request for consideration of the program discontinuance is supported by:
 A full program review of the program was conducted. Elimination of the diploma was
recommended by external reviewers
Senate Minutes 12 17 2012
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A demonstrated lack of enrolment in the diploma option
Movement toward national/international accreditation in this field – accreditation
typically requires completion of degree level programs.

Moved by Dana Cserepes, seconded by Mary Androsiuk:
THAT Senate recommend the request to discontinue the Bachelor of Design in Graphic Design
for Marketing, Diploma Option to the Board of Governors for approval.
MOTION CARRIED
7. Senate Executive Committee (No report)
8. Senate Standing Committee on the University Budget (No report)
9. Board Senate Task Force on Bi‐Cameral Governance (No report)
10. Senate Governance Committee (Report received)
10.1 New Senate Bylaw ‐ Extension of Meeting Times
Moved by Wade Deisman, seconded by Henry Reiser:
THAT Senate approve the addition of the following to the Senate Bylaws:
2.12 Senate meetings will adjourn three hours after the scheduled time of commencement.
The time for adjournment may be extended for a maximum of 30 minutes at a time at any
meeting by a successful motion for extension, which is not debatable, and requires an
affirmative vote of two‐thirds majority.
MOTION CARRIED
10.2 Revision to Election Rules
A motion will be brought forward at the January, 2013 Senate meeting.
10.3 Formation of an Advisory Committee on Copyright
The Governance Committee considered the formation of a task force to research and advise on
copyright issues at KPU. It was agreed that an advisory committee, functioning as a sub‐
committee of the Senate Standing Committee on the Library would be appropriate.
Moved by Wade Deisman, seconded by Christopher Girodat:
THAT the Senate Standing Committee on the Library (SSCL) form an Advisory Committee on
Copyright as a sub‐committee of the SSCL, with the following mandate:
1)
2)
3)
4)

initiating and overseeing copyright and fair dealing information and educational activities
at the institution
liaising with other institutions for the purposes of sharing information about institutional
approaches, processes and best practices
proactively identifying grey areas in terms of intellectual and creative property protection
and seeking clarification
engaging in longer range thinking and investigation with regard to the future of copyright
and the emergence of other approaches to intellectual and creative property protection.
MOTION CARRIED
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11. Senate Nominating Committee
Moved by Mary Androsiuk, seconded by Jennifer Au:
THAT Senate approve the following as members of Senate Standing Committees:
Senate Standing Committee on Academic Appeals
Student ‐ Tonya Myhedyn, School of Business
Senate Nominating Committee
Senator ‐ Henry Reiser, Dean, Trades and Technology
Senator ‐ Stan Kazymerchyk, Faculty of Science and Horticulture
Senate Standing Committee on Academic Planning and Priorities
Senator ‐ Carolyn Robertson, Dean, Faculty of Design
Senate Standing Committee on the Library
Senator ‐ Carolyn Robertson, Dean, Faculty of Design
Senate Standing Committee on Program Review
Enrolment and Registrar Services ‐ Nadia Henwood
Associate Dean ‐ Terry Han, School of Business
MOTION CARRIED
12. Senate Standing Committee on Academic Planning & Priorities (Report received)
13. Senate Standing Committee on the Library (No report)
14. Senate Standing Committee on Policy Articulation (No report)
ACTION: a list of the status of policies currently in the system to be provided for the January, 2013
Senate meeting.
15. Senate Standing Committee on Program Review (Report received)
Program reviews will be supported by the Provost’s Office in future, moving away from Institutional
Planning and Analysis. A question on the committee report was raised regarding the number of
program reviews conducted at KPU over the past four years.
ACTION: M. Androsiuk to clarify the number of reviews conducted at the next SSCPR meeting.
16. Senate Standing Committee on Tributes
Information on a proposed Distinguished Award for Scholarship, and a copy of the motions passed
at the December 17, 2012 SSCT meeting were distributed.
16.1 Approval of Chair for the Senate Standing Committee on Tributes
Moved by Dana Cserepes, seconded by Mary Androsiuk:
THAT Senate approve Amandah Hoogbruin as the Chair of the Senate Standing Committee on
Tributes.
MOTION CARRIED
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17. Senate Task Force on Academic Rank & Advancement
The task force expects to present its final report to Senate in June, 2013
Concerns around Faculty representation and member’s ability to attend meetings were expressed
by the task force chair on behalf of the task force. It was noted that the task force has spent over
two years working on the Senate mandated assignment and is nearing completion.
ACTION: G. Lee to meet with the task force chair and Deans as appropriate to discuss
representation and attendance issues.
18. Approval of Graduates
Moved by Gordon Lee, seconded by Henry Reiser:
THAT Senate approve the graduates to December 17, 2012.
MOTION CARRIED
19. KPU Academic Planning Process
Senate reviewed and discussed the Academic Planning Process strategy. Simultaneous institution‐
wide academic planning and Faculty‐based academic planning will be integrated into a combined
Academic Plan. A 31 member task force that will include Deans, administrators, students, faculty
and staff will lead the consultations and reconcile results.
Caution was expressed around consultation fatigue at KPU, workload issues and the importance of
engaging Kwantlen community members who may not have had an opportunity to participate in
previous planning initiatives.
20. For Information
A KPU Strategic Plan Goals and Draft Strategies document was distributed. University‐wide
consultation on the proposed strategies will occur in January, 2013.
A Christmas reading was given by the chair.
21. Next Meeting: Monday, January 28, 2013
22. Adjournment
The meeting adjourned at 5:27 pm.
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SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

5.1

PRESENTED BY:

Alan Davis

Issue:

Appointment of Academic & Career Advancement faculty to Faculty of Business Dean
Search

For Information:

At the November 26, 2012 Senate meeting, the following motion was carried:
THAT Senate appoint the following members of the Dean, School of Business Search Advisory
Committee, with the addition of a faculty representative from the Faculty of Academic &
Career Advancement:
Valerie Warren Faculty – Accounting
Mehdi Talwerdi Faculty – Computer Science & Information Technology
Bob Benwick Faculty – Business
Guoren Zhang Faculty – Business & Quantitative Methods
Alexandra Richmond Faculty – Communications/Public Relations
Colleen May Faculty – Legal Administration Studies
Chamkaur Cheema Faculty – Marketing
Andrea Danyluk ‐ Business Student Representative

For Approval:

THAT Senate appoint the following faculty representative from the Faculty of Academic &
Career Advancement to the Dean, Faculty of Business Search Advisory Committee:
Colleen McGoff Dean

SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

5.2

PRESENTED BY:

Alan Davis

Issue:

Appointment of Search Advisory Committee for Provost Search

For Information:

At the November 26, 2012 Senate meeting, the following motion was carried:
THAT Senate approve the proposed composition for the Search Advisory Committee for the
Provost/VP Academic with revisions.

The following members of the Provost/VP Academic Search Advisory Committee have been
appointed by administration, the Board of Governors, or the respective unions:
Chair:
Alan Davis ‐ President
Committee Support:
Terri Jones, Human Resources
Five Regular faculty Members appointed by the Kwantlen Faculty Association
Bob Davis – Faculty of Trades & Technology
Gillian Dearle – Faculty of Arts
Diane Walsh – Faculty of Academic and Career Advancement
Chris Burns ‐ Library
Douglas Torrence – Faculty of Science & Horticulture
One Community Member of the Board of Governors appointed by the Board
TBD
One student Board member appointed by the Board
Jared Penland ‐ Student, Board of Governors
Two Professional Support Staff ‐ one appointed by the BCGEU, one appointed by the President
Dan Hall, Facilities Technologist ‐ BCGEU
Robert Hensley – Registrar ‐ Excluded
One Senior Administrator appointed by the Chair
Jeff Norris ‐ University Foundation, Chief Advancement Officer/Executive Director
Two Deans, appointed by his/her peers
Betty Worobec – Faculty of Science & Technology
Diane Purvey – Faculty of Arts

PAGE 2

Senate is responsible for appointing the faculty and student representatives on the advisory
search committee.
For Approval:

THAT Senate approve the following members of the Provost/VP Academic Search Advisory
Committee:
Three regular faculty members appointed by Senate:
Paola Gavilanez – Faculty of Design
Robert Wood – Faculty of Business
Donna Malyon Ginther – Faculty of Community & Health Studies
Two student Senators appointed by Senate:
Christopher Girodat ‐ Student Senator
Kari Michaels – Student Senator

SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

5.3

PRESENTED BY:

Alan Davis

Issue:

Appointment of Faculty of Science & Horticulture faculty to Executive Director, Continuing
& Professional Studies Search

For Information:

At the November 26, 2012 Senate meeting, the following motion was carried:
THAT Senate appoint the following members of the Executive Director, Continuing and
Professional Studies Search Advisory Committee, with the addition of a faculty
representative from the Faculty of Science & Horticulture:

For Approval:

Gordon Lee
Wayne Tebb
Jean Nicolson‐Church
Shannon Kloet

Chair, Provost & Vice President Academic
Administration, School of Business
Administration, Faculty of Community & Health Studies
Excluded Staff Representative, Registration & Scheduling

Joel Murray
Gillian Dearle

KFA Representative, Faculty of Academic & Career Advancement
KFA Representative, Faculty of Arts

Nancy Train

BCGEU Representative, School of Horticulture

Barb Steele

Human Resource Services Representative

THAT Senate appoint the following faculty representative from the Faculty of Science &
Horticulture to the Executive Director, Continuing & Professional Studies Search Advisory
Committee:
Bruce McTavish
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SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

6.1

PRESENTED BY:

Dana Cserepes

Issue:

Transfer Agreement: College of the Rockies

For Information:

At the November 28, 2012 meeting, the Senate Standing Committee on Curriculum
recommended that the Transfer Agreement between the College of the Rockies and Kwantlen
Polytechnic University for 3rd year entry into the Bachelor of Technology program be
approved.
The courses outlined in the transfer agreement have been reviewed by KPU’s Bachelor of
Technology program faculty, and using a one to one comparison were found to correlate as a
block transfer.

For Approval:

THAT Senate approve the Transfer Agreement between the College of the Rockies and the
KPU Bachelor of Technology program at a 3rd year level.

12666 – 72ND Ave.
Surrey, BC Canada V3W 2M8

TO:

Dr. Robert Hensley, University Registrar

CC:

Transfer Credit Department

FROM:

Terry Han, Associate Dean, School of Business; and Dr. Xing Liu, Chair of the BTech (INFO)
Department

DATE:

November 28, 2012

SUBJECT:

Transfer Agreement between Kwantlen Polytechnic University and the College of the Rockies

OBJECTIVES
By this agreement, applicants from the College of the Rockies (COTR) who meet the requirements
outlined below will be eligible for admission to Kwantlen Polytechnic University (KPU) with a full 60 credit,
block transfer into the 3rd year of the Bachelor of Technology in Information Technology (BTech in IT)
degree program.
We also request that this agreement be published by BCCAT.
Note: COTR’s Administrative Studies Diploma in Network Support (ASDNS) is a combination of the Computer
and Web Specialist (CWS) certificate plus the Network Support Technician (NST) certificate.
Direct credit will be granted as applicable with the remaining credits assigned as INFO 1XXX and INFO 2XXX.
REQUIREMENTS
Notwithstanding this block transfer, all students must meet the English entry requirements and all graduation
requirements of Kwantlen Polytechnic University.
Specifically, students must:
1) have successfully completed COTR’s 2 year ASDNS Diploma with a minimum GPA of 2.7; and
2) meet KPU’s general university admission requirements including the undergraduate-level English
Proficiency Requirement*.

T 604.599.3251

1

kwantlen.ca/business

12666 – 72ND Ave.
Surrey, BC Canada V3W 2M8

*One post-secondary English course, equivalent to KPU’s ENGL 1100, is a graduation requirement for all KPU
degrees. If English was not taken prior to admission to the 3rd year of the degree program, students must take
ENGL 1100 (or equivalent) in addition to the program requirements. This will require the completion of more
than 120 credits to meet graduation requirements.

APPROVED:
This agreement was approved by the Senate Standing Committee on Curriculum on November 28, 2012.

Date: ______________________________________

________________________________________
Robert Hensley, Ph.D., University Registrar

T 604.599.3251
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kwantlen.ca/business

SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

6.2

PRESENTED BY:

Dana Cserepes

Issue:

Program Revision: Sustainable Agriculture Degree

For Information:

At its January 9, 2013 meeting the Senate Standing Committee on Curriculum reviewed and
recommended to Senate for approval the attached program revisions for the Bachelor of
Applied Science in Sustainable Agriculture.

For approval:

THAT Senate approve the revisions to the Bachelor of Applied Science in Sustainable
Agriculture.

Attached: Program Revision Memo for the Bachelor of Applied Science in Sustainable Agriculture

SURREY CAMPUS
12666 – 72ND Ave.
Surrey, BC Canada V3W 2M8

MEMORANDUM
TO:

Senate

FROM:

Elizabeth Worobec, Dean, Faculty of Science & Horticulture

DATE:

January 15, 2013

SUBJECT:

Proposed Revision to Admissions Requirements of the Sustainable Agriculture Degree

At the December 6th Science Curriculum Meeting, the December 18th Faculty Council meeting and the
January 9, 2013 Senate Standing Committee on Curriculum meeting, the proposed revision to admissions
requirements of the Sustainable Agriculture Degree was passed.
Current Sustainable Agriculture Degree Program Requirements
English 12 with a B
Principles of Mathematics 11 with a C
Chemistry 11 with a C+
Proposed Revision
It is recommended that students who want to study Sustainable Agriculture be required to satisfy general
university entrance requirements only and that no specific program requirements be imposed and allow
individual course prerequisites to regulate progress through the curriculum and assure student academic
accomplishment. Enrollment category would remain as Selective Entry – Open Registration. The
implementation date for this revision would be September 2013.
The following disclaimer will be added to the calendar copy:
Acceptance into the Sustainable Agriculture Degree Program is not a guarantee of registration in any or all of
the courses or course sections within the program.
Rationale
As it now stands students not meeting the above requirements are admitted to the university as general Arts or
Science students. They are not tracked as Sustainable Agriculture students and therefore very difficult to
connect with them and nurture their engagement and retention. We need to “capture” students in the
program first and foremost. Not admitting students to the program is counter to this fundamental and powerful
educational precept.
Eliminating program specific entrance requirements will mitigate considerable angst for many applicant
students who do not meet one or more of the specific program requirements and the need for faculty to
intervene and/or deal with the negative connotations and ramifications embedded in program admissions
rejection.
The prerequisites for classes required in the curriculum can and will function to assure students have to obtain
necessary knowledge and skill to satisfactorily progress through the curriculum.

SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

6.3

PRESENTED BY:

Dana Cserepes

Issue:

Program Revision: Environmental Protection Technology Program

For Information:

At its January 9, 2013 meeting the Senate Standing Committee on Curriculum reviewed and
recommended to Senate for approval the attached program revisions for the Environmental
Protection Technology Program.

For approval:

THAT Senate approve the revisions to the Environmental Protection Technology Program.

Attached: Program Revision Memo for the Environmental Protection Technology Program

SURREY CAMPUS
12666 – 72ND Ave.
Surrey, BC Canada V3W 2M8

MEMORANDUM
TO:
FROM:
DATE:
SUBJECT:

Senate
Elizabeth Worobec, Dean, Faculty
January 16, 2013
Proposed Changes to Environmental Protection Technology Program

At the October 11th Science Curriculum Committee meeting, the November 19th, 2012 Faculty Council Meeting
and the January 9th Senate Standing Committee on Curriculum meeting, the proposed changes to the
Environmental Protection Technology program were passed.

The Environmental Protection Technology Program requests Senate approval for the three changes described
below with an implementation date of September 1, 2013.
Change One: modifications to the Physics component (lab separation)
Current

Proposed

ENVI 2307 (4) Environmental Physics

PHYS 1400 (3) Energy, Environment, Physics
PHYS 1401 (1) Environmental Physics lab

The course contents are not affected by the change. The key difference is that the physics course, as such,
would no longer include a laboratory component, while the laboratory component of the current course
would become a course on its own. The number of credits and contact hours of the program remains
unaffected. The laboratory component currently includes several modules that are as relevant to water
resources as to physics (fluid flow, static pressure, energy transfer), and would pair easily with ENVI 2410 (Water
Resources), a course that would be taught concurrently.

Rationale:
Accreditation: while we obtained our CTAB accreditation, the agency noted that having a course labeled
“physics”, taught by instructors from the physics department, would make the intent and rigour of such a
course clearer. As well, pairing a laboratory component to one of the courses that delivers a “major
competency” would also strengthen one key area of the program.
Flexibility: removing the laboratory component from the Physics course creates the possibility of offering the
course to a new audience, as well as facilitating a format such as on-line, which would be new to science. This
increases the ability of EPT, as well as Physics, to attract and retain non-traditional students such as
working/part-time students. The course-only option is also preferred by the B.A.Sc. in Sustainable Agriculture.

SURREY CAMPUS
12666 – 72ND Ave.
Surrey, BC Canada V3W 2M8

MEMORANDUM
Impact on students:
This is a straight swap, without changes to course material nor credit content, so there should be very little
impact on current students. Out of sequence students may be affected; this is addressed under “schedule
change”, item 2.

Change Two: change in the second year schedule
Currently: ENVI 2426 (3.5) offered in the summer of year 2, MATH 1115 (3) spring year 1
Proposed: ENVI 1226 (3) offered in the spring of year 1, MATH 1115 (3) fall year 2
Rationale:
One of the recommendations of the accreditation panel is to offer the safety course earlier than in the final
semester. This helps students be better prepared for some higher level courses as well as for their co-op work
terms. Until now, the curriculum progression prevented this change. With a less demanding schedule in Fall
Year 2 (because of the removal of the physics lab), it is now possible to offer an extra 3 credit course in the fall
of year 2 instead of the summer. This makes it possible to move MATH 1115, currently offered in the winter of
year 1, to the first semester of year 2, and add the (updated) safety course to the winter of year 1. Note that
this change is accompanied by revisions to ENVI 2426 (renumbered to a suggested ENVI 1226, with a credit
count of 3 instead of 3.5, change in prerequisites), as well as a change to the prerequisites of ENVI 2900 (the
changes to these courses have already been approved by the curriculum committee). Table 1 below highlights
the change in the sequence of courses.
Impact on current students:
EPT is a cohort program and students who follow the normal progression would not be impacted. Only students
who are out of sequence would be impacted.
Students who leave the program after completing the first year (or the first semester of year 2) and return the
following year would no longer be able to take ENVI 2307 or ENVI 2426. Instead, they would need to complete
the new offerings (PHYS 1400, PHYS 1401, and ENVI 1226). This may require extra time to complete the program.
This will need to be communicated clearly to students who are contemplating a leave from the program. This
out-of-sequence situation is rare and should not affect very many students, if any.

SURREY CAMPUS
12666 – 72ND Ave.
Surrey, BC Canada V3W 2M8

MEMORANDUM
Table 1: Current and Proposed Second Year (Changes Highlighted)
Year 1, Fall semester (21)
BIOL 1110 Intro. biology I (4)
CBSY 1105 Intro. computer apps. (3)
CMNS 1140 Intro. professional comms. (3)
COOP 1101 Job search techniques(1)
ENVI 1106 Environmental chemistry I (4)
ENVI 1121 Environmental issues (3)
MATH 1117 Environmental mathematics (3)

Year 1, Fall semester (21)
BIOL 1110 Intro. biology I (4)
CBSY 1105 Intro. computer apps. (3)
CMNS 1140 Intro. professional comms. (3)
COOP 1101 Job search techniques(1)
ENVI 1106 Environmental chemistry I (4)
ENVI 1121 Environmental issues (3)
MATH 1117 Environmental mathematics (3)

Year 1, Winter semester (19)
BIOL 1210 Intro. biology II (4)
ENVI 1206 Environmental chemistry II (4)
ENVI 1216 Intro. earth sciences (4)
ENVI 2315 Water and soil sampling (4)
MATH 1115 Statistics I (3)

Year 1, Winter semester (19)
BIOL 1210 Intro. biology II (4)
ENVI 1206 Environmental chemistry II (4)
ENVI 1216 Intro. earth sciences (4)
ENVI 2315 Water and soil sampling (4)
ENVI 1226 Health and safety (3)

Year 1, Summer semester (9)
COOP 1110 Work term (9)

Year 1, Summer semester (9)
COOP 1110 Work term (9)

Year 2, Fall semester (18)
BIOL 2322 Ecology (4)
COOP 2101 Leadership and the job search (1)
ENVI 2305 Environmental toxicology (3)
ENVI 2307 Environmental physics (4)
ENVI 2310 Solid waste management (3)
ENVI 2900 Research project (3)*

Year 2, Fall semester (20)
BIOL 2322 Ecology (4)
COOP 2101 Leadership and the job search (1)
ENVI 2305 Environmental toxicology (3)
ENVI 2310 Solid waste management (3)
MATH 1115 Statistics I (3)
ENVI 2900 Research project (3)*
PHYS 1400 Energy, environment, physics (3)

Year 2, Winter semester
COOP 2110 work term II (9)

Year 2, Winter semester
COOP 2110 work term II (9)

Year 2, Summer semester (18.5)
COOP 2301 Career search (1)
ENVI 2405 Environmental legislation (3)
ENVI 2410 Water resources protection (3)
ENVI 2415 Air quality monitoring (4)
ENVI 2420 Contaminated sites management
(4)
ENVI 2426 Health and safety (3.5)

Year 2, Summer semester (16)
COOP 2301 Career search (1)
ENVI 2405 Environmental legislation (3)
ENVI 2410 Water resources protection (3)
ENVI 2415 Air quality monitoring(4)
ENVI 2420 Contaminated sites management
(4)
PHYS 1401 Enviro Physics Lab (1)

*Note that ENVI 2900 Research is a 12 month duration course.

SURREY CAMPUS
12666 – 72ND Ave.
Surrey, BC Canada V3W 2M8

MEMORANDUM
Change Three: changes to the program entrance requirements
Current entrance requirements:





C+ or better in English 12 or Technical and Professional Communication 12
C or better in Principles of Mathematics 11 or Pre-calculus 11 or Applications of Mathematics 12 or
Foundations of Mathematics 12 (with a C+)
C or better in Principles of Physics 11 or Applications of Physics 11
C+ or better in Chemistry 11

Proposed entrance requirements:





C+ or better in English 12
C or better in Principles of Mathematics 11 or Pre-calculus 11 or Applications of Mathematics 12 or
Foundations of Mathematics 12
C or better in Principles of Physics 11 or Applications of Physics 11
C+ or better in Chemistry 11

There are two changes: the grade required in Foundations of Mathematics (from C+ to C), and the change to
English prerequisite, which is simpler wording suggested by the Registrar.
The change in Mathematics comes from a re-evaluation of the competencies delivered by Foundations 12.
While the EPT program is science based and the Pre-Calculus prerequisite is clearly preferable, the requirement
of a C+ in Foundations was perceived as arbitrary and unnecessary. Several institutions (UBC, SFU) accept
Foundations 12 as an appropriate substitution for Pre-Calculus 11.
Rationale:
These changes are simple housekeeping updates and do not constitute any change in substance or
orientation of the EPT program.
Effect on current students: none.
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Program Revision: BBA in Marketing Management, Diploma in Marketing Management and
Certificate in Marketing

For Information:

At its January 9, 2013 meeting the Senate Standing Committee on Curriculum reviewed and
recommended to Senate for approval the attached revisions to the Diploma, Certificate, and
the Bridging Requirements for the BBA of Marketing Management Program.

For approval:

THAT Senate approve the revisions to the Diploma, Certificate, and the Bridging
Requirements for the BBA of Marketing Management Program.

Attached: Program Revision Memo for the BBA in Marketing Management, Diploma in
Marketing Management and Certificate in Marketing.

To:
From:
Date:
Re:

Senate
Terry Han, Chair School of Business Curriculum Committee
January 16, 2013
Changes to Programs Offered by the Marketing Department

This program change has been approved by the School of Business Curriculum Committee at the November
2, 2012 meeting, Faculty Council at the November 16, 2012 meeting, and SSCC at the January 9, 2013
meeting.
This program change memo includes revisions to 3 programs offered by our department. They are presented
in several parts.
Part 01: Changes required for the BBA in Marketing Management (Year 1 and 2) and Diploma in Marketing
Management
Part 02: Changes required for the Certificate in Marketing
Part 03: Changes required for the bridging requirements for BBA in Marketing Management Degree year 3.
The proposed changes to be effective from September 1, 2013 (Fall 2013)

PART 01
CHANGES TO THE BBA IN MARKETING MANAGEMENT (YEAR 1 AND 2) AND DIPLOMA IN
MARKETING MANAGEMENT
1. Changes Required – Please see pages 2 to 4
2. Rationale
BBA in Marketing Management (Year 1 and 2)
The marketing department developed and successfully launched a BBA in Marketing Management degree
rd
th
in year 2010/2011. The degree was built on a 2 + 2 model where 3 and 4 year courses were built on
st
nd
the existing 1 and 2 year courses offered in the Diploma. Having developed these courses, the intent of
this revision is to realign courses in year 1 and 2 to better provide the background skills, knowledge and
competencies to students to excel in years 3 and 4. The rationale for specific changes requested is listed
in pages 2-4.
Diploma in Marketing
st

nd

It is intended that courses offered in the 1 and 2 year of the BBA in Marketing Management are the
same as courses in the Diploma in Marketing. However, the language included in the current Diploma
program does not correspond to the course list offered in the Degree years 1 and 2. This revision corrects
these discrepancies as well as captures the same revisions suggested to year 1 and 2 of the BBA in
Marketing Management degree above.
3. Impact on Students
st

nd

The suggested changes to the 1 and 2 year of the BBA in Marketing Management will strengthen the
foundation knowledge and skills required for years 3 and 4 of the program. The changes to the Diploma

rd

will allow a student who completes that program to successfully ladder to the 3 and 4th year of the BBA in
Marketing with the same foundation skills, knowledge and competencies.

Changes to the Core Marketing Courses
BEFORE THE CHANGE
Diploma in Marketing

BBA in Marketing Management

MRKT 1199 Introduction to
Marketing
MRKT 1299 Consumer Behaviour

MRKT 1199 Introduction to
Marketing
MRKT 1299 Consumer Behaviour

Prerequisites: MRKT 1199

Prerequisites: MRKT 1199

AFTER THE CHANGE

Rationale/Remarks

Diploma in Marketing/
BBA in Marketing Management (Year 1 & 2)
MRKT 1199 Introduction to
3 credits
Marketing
MRKT 1299 Consumer Behaviour
3 credits
Prerequisites: MRKT 1199

MRKT 2111 Introduction to EMarketing

3 credits

MRKT 2401
Introduction to IMC

3 credits

No change
No change

Prerequisites: MRKT 1299 and (ACCT
1230 or MATH 1115 or PSYC 2300)

Prerequisites: MRKT 1299 and (ACCT
1230 or MATH 1115 or PSYC 2300)

MRKT 2340 Marketing Research

MRKT 2340 Marketing Research

3 credits

MRKT 2360 Selling and Sales
Management

MRKT 2360 Selling and Sales
Management

MRKT 2360 Selling and Sales
Management

3 credits

This course provides foundation
skills required for MRKT 3311 and it
is proposed that it be offered as a
core course. MRKT 1299 as a prerequisite is to be removed to
provide flexibility for students to
take this course early in the
program.
This course provides foundation
skills required for MRKT 3211,
MRKT 4201 and it is proposed that
it be offered as a core course. The
name and the pre-requisites
required for this course have been
changed and it is going through the
approval process.
MRKT 1299 as a pre-requisite to be
removed to provide flexibility for
students to take this course early.
Add MRKT 1199 as a pre-requisite
No change

MRKT 2333 Marketing
Management I

MRKT 2333 Marketing
Management I

MRKT 2333 Marketing Management
I

3 credits

No change

MRKT 2444 Marketing
Management II

MRKT 2444 Marketing Management
II

3 credits

No change

Prerequisites: MRKT 1199 and MRKT
1299

Prerequisites: MRKT 1199

MRKT 2340 Marketing Research

Prerequisites: MRKT 1199

Prerequisites: MRKT 1299 and (ACCT
1230 or MATH 1115 or PSYC 2300)

MRKT 2444 Marketing
Management II

Prerequisites: MRKT 2333 and MRKT
2340

MRKT 1235 Small Business
Essentials

Prerequisites: MRKT 1199

Prerequisites: MRKT 1299 and (ACCT
1230 or MATH 1115 or PSYC 2300)

Prerequisites: MRKT 2333 and MRKT
2340

MRKT 1235 Small Business
Essentials

Prerequisites: MRKT 1199 and (ACCT
1230 or MATH 1115 or PSYC 2300)

Prerequisites: MRKT 1199

Prerequisites: MRKT 1299 and (ACCT
1230 or MATH 1115 or PSYC 2300)

Prerequisites: MRKT 2333 and MRKT
2340

To be discontinued

MRKT 1235 does not feed into any
of the new core degree courses and
so it is recommended that it be
discontinued.

Changes to the Marketing Electives
BEFORE THE CHANGE
Diploma in Marketing
MRKT 2111 Introduction to EMarketing

Prerequisites: MRKT 1199 and MRKT
1299

Any 2300-Level

BBA in Marketing Management
MRKT 2111 Introduction to EMarketing

AFTER THE CHANGE

Rationale/Remarks

Diploma in Marketing/
BBA in Marketing Management (Year 1 & 2)
Not offered as an elective any more

Prerequisites: MRKT 1199 and MRKT
1299

MRKT 2321 Retail Management

MRKT 2321 Retail Management

Prerequisites: MRKT 1199

Prerequisites: MRKT 1199

No change

MRKT 2235 Small Business
Entrepreneurship
Prerequisites: MRKT 1199

Any 2400-Level

This is now a required course and is
to be removed from the electives list

MRKT 2401 Advertising

Not offered as an elective any more

MRKT 2455 International
Marketing

Prerequisites: MRKT 1199

3 credits

MRKT 2455 International Marketing

This newly developed course is
offered as an elective in lieu of the
discontinued MRKT1235
This is now a required course and is
to be removed from the electives list
No change

Prerequisites: MRKT 1199

MRKT 2421 Retail Management II
Prerequisites: MRKT 1199

MRKT 2421 Retail Buying and
Merchandising
Prerequisites: MRKT 1199

MRKT 2430 Marketing Simulation
Prerequisites: MRKT2333

To be discontinued

This course was revised and was
approved at the September
Curriculum Committee meeting. It
continues through the approval
process.
The content of this course is not
relevant anymore and it is proposed
that it be discontinued.

Changes to the Liberal Education Electives
BEFORE THE CHANGE
Diploma in Marketing
Two courses chosen from the list of
the Faculty of Business liberal
education electives, or from the list of
Economics or Applied
Communications courses numbered
1100 or higher

BBA in Marketing Management
Two courses chosen from the list
of the Faculty of Business liberal
education electives, or from the list
of Economics or Applied
Communications courses
numbered 1100 or higher

AFTER THE CHANGE

Rationale/Remarks

Diploma in Marketing/
BBA in Marketing Management (Year 1 & 2)
Two courses chosen from the list of
the Faculty of Business liberal
6 credits
education electives, or from the list
of Economics or Applied
Communications courses numbered
1100 or higher

No change

Changes to the Core Non Marketing Courses
BEFORE THE CHANGE
Diploma in Marketing
English
Applied Communications
(CMNS 1140)
Economics
CBSY 1105 Introductory
Computer Applications
Mathematics

Statistics

Business
CBSY 2305 Advanced
Microcomputer
Applications
Or
CBSY 2310 Advanced
MS Office and Web Site
Applications
Accounting

Total

AFTER THE CHANGE

Rationale/Remarks

ENGL1100 Introduction to University
Writing
CMNS1140 Introduction to Professional
Communication
ECON 1150 Principles of Microeconomics

Diploma in Marketing/
BBA in Marketing Management (Year 1 & 2)
3 credits
ENGL 1100 Introduction to University
Writing
3 credits
CMNS 1140 Introduction to Professional
Communication
ECON 1150 Principles of Microeconomics 3 credits

Course specified in the Diploma
program/No change for BBA
Course specified in the Diploma
program/No change for BBA

CBSY 1105 Introductory Computer
Applications
ACCT 1130 Business Mathematics
BUQU 1130 Business Mathematics

CBSY 1105 Introductory Computer
Applications
ACCT 1130 Business Mathematics
BUQU 1130 Business Mathematics

BBA in Marketing Management

OR

Note: Students may earn credit for only one of
ACCT1130 or BUQU1130

ACCT 1230 Business Statistics
OR
BUQU 1230 Business Statistics
(or MATH 1115, or MATH 2341, or PSYC
2300, or SOCI 2365, or CRIM 2103)

Note: Students may earn credit for only one of
ACCT1230 or BUQU1230

BUSI 1210 Essentials of Management OR
BUSI 1215 Organizational Behaviour
CBSY 2305 Advanced Microcomputer
Applications
OR
CBSY 2310 Advanced MS Office and
Web Site Applications

ACCT 1110 Introductory Financial
Accounting I

OR

Note: Students may earn credit for only one of
ACCT1130 or BUQU1130

ACCT 1230 Business Statistics
OR
BUQU 1230 Business Statistics
(or MATH 1115, or MATH 2341, or PSYC
2300, or SOCI 2365, or CRIM 2103)

Note: Students may earn credit for only one of
ACCT1230 or BUQU1230

BUSI 1210 Essentials of Management OR
BUSI 1215 Organizational Behaviour
BUSI 2390 Business Law

ACCT 2293 Accelerated Introductory
Financial Accounting
OR
*ACCT 1110 Introductory Financial
Accounting I AND *ACCT 1210
Introductory Financial Accounting II

* Note: Diploma students, who choose this option,
may require more than 60 credits to graduate. BBA
in Marketing Management students who choose this
option may require more than 120 credits to
graduate

3 credits

Course specified in the Diploma
program/No change for BBA
No change

3 credits

Course specified in the Diploma
program/No change for BBA

3 credits

Course specified in the Diploma
program/No change for BBA

3 credits
3 credits

3 credits

60
credits

Course specified in the Diploma
program/No change for BBA
Business Law identified as an
important subject area for
marketing graduates. The
foundation knowledge provides
valuable skills at higher-level
courses.
ACCT 2293 is a bridging course
for entry into all BBA programs.
ACCT 2293 is a highly
recommended course for
students planning to take ENTR
3120, a required course for the
BBA in Marketing Management

4. Language for the Calendar
DIPLOMA IN MARKETING
PROGRAM REQUIREMENTS

BBA IN MARKETING MANAGEMENT
PROGRAM REQUIREMENTS
The degree program requires a minimum of 120 credits of required courses and electives. Students admitted to Year 3 will
have already completed a minimum of 60 credits. If a first year English course was not completed prior to Year 3 entry,
degree completion will require more than 120 credits in total. The third and fourth year courses are rigorous and
demanding. Students should carefully consider the time requirements of part-time versus full-time study based on their
individual work and personal situations.

Students must complete 60 credits that include

CORE COURSES
All of

Note: Not all courses are offered at all times or on all campuses. It is important to ensure work and personal schedules
can accommodate the posted schedule times prior to committing to the program. It may be necessary for students to take
courses at both Surrey and Richmond campuses to complete the program.

ENGL 1100
CMNS 1140
ECON 1150
CBSY 1105
BUSI 2390
ACCT 2293
OR
1
ACCT 1110
AND
1
ACCT 1210

Introduction to University Writing
Introduction to Professional
Communication
Principles of Microeconomics
Introductory Computer Applications
Business Law

3 credits
3 credits

Year 1 & 2
CORE COURSES
All of
ENGL 1100
CMNS 1140

Introduction to University Writing
Introduction to Professional
Communication
Principles of Microeconomics
Introductory Computer Applications
Business Law

3 credits
3 credits
3 credits

ECON 1150
CBSY 1105
BUSI 2390

Accelerated Introductory Financial
Accounting
Introductory Financial Accounting I

3 credits

Introductory Financial Accounting II

3 credits

ACCT 2293
OR
1
ACCT 1110
AND
1
ACCT 1210

3 credits
3 credits

ACCT 1130 Business Mathematics
2
BUQU 1130 Business Mathematics

3 credits

Note 1 : Students who choose this option may require more than 60 credits to
graduate
2

ACCT 1130 Business Mathematics
2
BUQU 1130 Business Mathematics

3 credits
3 credits
3 credits
3 credits
3 credits

Accelerated Introductory Financial
Accounting
Introductory Financial Accounting I

3 credits

Introductory Financial Accounting II

3 credits

3 credits

Note 1 : Students who choose this option may require more than 120 credits to
graduate
2

3 credits
3 credits

Note 2: Students may earn credit for only one of ACCT1130 or BUQU1130

Note 2: Students may earn credit for only one of ACCT1130 or BUQU1130

One of

One of
3

OR
ACCT 1230 Business Statistics
3
BUQU 1230 Business Statistics
(or MATH 1115, or MATH 2341,
or PSYC 2300, or SOCI 2365, or
CRIM 2103)

3 credits
3 credits

3

ACCT 1230
3
BUQU 1230

Business Statistics
OR
Business Statistics
(or MATH 1115, or MATH 2341, or
PSYC 2300, or SOCI 2365, or
CRIM 2103)

3 credits
3 credits

Essentials of Management
Organizational Behaviour

3 credits
3 credits

Note 3: Students may earn credit for only one of ACCT 1230 or BUQU 1230

Note 3 : Students may earn credit for only one of ACCT1230 or BUQU 1230

One of

One of

BUSI 1210
BUSI 1215

Essentials of Management
Organizational Behaviour

3 credits
3 credits

BUSI 1210
BUSI 1215

DIPLOMA IN MARKETING

BBA IN MARKETING MANAGEMENT

LIBERAL EDUCATION ELECTIVES

LIBERAL EDUCATION ELECTIVES

Two courses chosen from the list of the Faculty
of Business liberal education electives, or from
the list of Economics or Applied
Communications courses numbered 1100 or
higher

6 credits

Two courses chosen from the list of the
Faculty of Business liberal education electives,
or from the list of Economics or Applied
Communications courses numbered 1100 or
higher

CORE MARKETING COURSES

CORE MARKETING COURSES

All of

All of

6 credits

MRKT 1199 Introduction to Marketing
MRKT 1299 Consumer Behaviour

3 credits
3 credits

MRKT 1199
MRKT 1299

Introduction to Marketing
Consumer Behaviour

3 credits
3 credits

MRKT 2111 Introduction to E-Marketing

3 credits

MRKT 2111

Introduction to E-Marketing

3 credits

MRKT 2340 Marketing Research
MRKT 2360 Selling and Sales Management

3 credits
3 credits

MRKT 2340
MRKT 2360

Marketing Research
Selling and Sales Management

3 credits
3 credits

MRKT 2401 Introduction to IMC

3 credits

MRKT 2401

Introduction to IMC

3 credits

MRKT 2333 Marketing Management I
MRKT 2444 Marketing Management II

3 credits
3 credits

MRKT 2333
MRKT 2444

Marketing Management I
Marketing Management II

3 credits
3 credits

MARKETING ELECTIVES

MARKETING ELECTIVES

One of

One of

MRKT 2235 Small Business
Entrepreneurship
MRKT 2321 Retail Management
MRKT 2455 International Marketing
MRKT 2421 Retail Buying & Merchandising

3 credits

MRKT 2235

3 credits
3 credits
3 credits

MRKT 2321
MRKT 2455
MRKT 2421

Small Business
Entrepreneurship
Retail Management
International Marketing
Retail Buying & Merchandising

3 credits
3 credits
3 credits
3 credits

1. Changes Required

PART 2
CHANGES TO THE CERTIFICATE IN MARKETING

Complete One of the Following
BEFORE THE CHANGE
The certificate specifies any three courses
numbered 1100 or higher as electives

AFTER THE CHANGE
*ACCT 1230 Business Statistics OR
*BUQU1230 Business Statistics
(or MATH 1115, or MATH 2341, or PSYC
2300, or SOCI 2365, or CRIM 2103)
* Note: Students may earn credit for only
one of ACCT 1230 or BUQU 1230

3 credits

Rationale/Remarks
ACCT 1230/BUQU 1230 is a pre-requisite for the
required MRKT 2333 course. It is proposed that
this course be made a required course for the
certificate

3 credits

No change

3 credits

No change

MRKT 2111
Introduction to E-Marketing

3 credits

MRKT 2340 – Marketing Research

3 credits

MRKT 2360
Selling and Sales Management

3 credits

This course is added to bring the certificate in line
with the core marketing courses required for the
diploma/BBA
This course is added to bring the certificate in line
with the core marketing courses required for the
diploma/BBA
No change

MRKT 2401
Introduction to IMC

3 credits

MRKT 2333
Marketing Management I

3 credits

Complete All of the Following
BEFORE THE CHANGE
MRKT 1199
Introduction to Marketing
MRKT 1299
Consumer Behaviour
Pre-Requisites – MRKT1199

AFTER THE CHANGE
MRKT 1199
Introduction to Marketing
MRKT 1299
Consumer Behaviour

Prerequisites: MRKT 1199

Prerequisites: MRKT 1199 and (ACCT 1230 or
MATH 1115 or PSYC 2300)

MRKT 2360
Selling and Sales Management
Prerequisites: MRKT 1199

Prerequisites: MRKT 1199

Prerequisites: MRKT 1199

MRKT 2333
Marketing Management I

Prerequisites: MRKT 1299 and (ACCT 1230 or
MATH 1115 or PSYC 2300)

MRKT 1235
Small Business Essentials

Prerequisites: MRKT 1299 and (ACCT 1230 or
MATH 1115 or PSYC 2300)

To be discontinued

Rationale/Remarks

This course is added to bring the certificate in line
with the core marketing courses required for the
diploma/BBA
No change

Discontinued to bring the certificate in line with the
core marketing courses required for the
diploma/BBA

Complete One of the Following
BEFORE THE CHANGE
MRKT 2444
Marketing Management II

AFTER THE CHANGE
MRKT 2444
Marketing Management II

MRKT 2340 – Marketing Research

Not an elective any more

MRKT 2401
Advertising

Not an elective any more

Prerequisites: MRKT 2333 and MRKT 2340

Prerequisites: MRKT 1199 and (ACCT 1230 or MATH
1115 or PSYC 2300)

No change

Rationale/Remarks

Prerequisites: MRKT 2333 and MRKT 2340

Prerequisites: MRKT 1199

MRKT 2235
Small Business Entrepreneurship

3 credits

This is now a required course to bring the
certificate in line with the core marketing courses
required for the diploma/BBA
This is now a required course to bring the
certificate in line with the core marketing courses
required for the diploma/BBA
This course is added to bring the certificate in line
with the marketing elective options for the
diploma/BBA
No change

MRKT 2321
Retail Management

MRKT 2321
Retail Management

MRKT 2455
International Marketing

MRKT 2455
International Marketing

No change

MRKT 2421 Retail Management II

MRKT 2421
Retail Buying & Merchandising

No change to the status. The course content was
revised and was approved at the September
Curriculum Committee meeting. It continues
through the approval process.

AFTER THE CHANGE
One course chosen from the list of the
Faculty of Business liberal education
electives, or from the list of Economics or
Applied Communications courses
numbered 1100 or higher

Rationale/Remarks
Allows a student to transfer this course to the
diploma/BBA in Marketing in future

Prerequisites: MRKT 1199

Complete One of the Following
BEFORE THE CHANGE
The certificate specifies any three courses
numbered 1100 or higher as electives.

Total

3 credits

30 credits

2. Rationale
This program is revised in a way that the full 30 credits required for the Certificate in Marketing can be fully transferred
to the Diploma in Marketing or BBA in Marketing Management program at a future date if a student wishes to do so.
Currently the program is structured in a way that a student registered for the certificate may have to take extra courses
(depending the way they select the electives) if they decide to continue to the diploma.

3. Impact on Students
This revision will allow students the maximum flexibility to transfer the courses that were taken for the Certificate, if
they decide to continue to the Diploma and/or Degree at a future date.

4. Language for the Calendar

PROGRAM REQUIREMENTS
Students must complete 30 credits that include
CORE COURSES
One of
ACCT 1230* Business Statistics
BUQU 1230* Business Statistics
(or MATH 1115, or MATH
2341, or PSYC 2300, or
SOCI 2365, or CRIM 2103)

3 credits
3 credits

* Note: Students may earn credit for only one of ACCT1230 or BUQU1230
All of
MRKT 1199
MRKT 1299
MRKT 2111
MRKT 2340
MRKT 2360

Introduction to Marketing
Consumer Behaviour
Introduction to E-Marketing
Marketing Research
Selling and Sales
Management
MRKT 2401 Introduction to IMC
MRKT 2333 Marketing Management I

3 credits
3 credits
3 credits
3 credits
3 credits
3 credits
3 credits

ELECTIVES
One of
MRKT 2444
MRKT 2235
MRKT 2321
MRKT 2455
MRKT 2421

Marketing Management II
Small Business
Entrepreneurship
Retail Management
International Marketing
Retail Buying &
Merchandising

3 credits
3 credits
3 credits
3 credits
3 credits

One of
One course chosen from the list of the Faculty of Business liberal education electives or from the list of Economics or
Applied Communications courses numbered 1100 or higher

PART 3
CHANGES TO BRIDGING COURSES: BBA in MARKETING MANAGEMENT 3rd Year Entry
Current: Bridging Courses for the BBA in Marketing Management Degree
The table below will highlight the fact that the bridging course requirement for the marketing degree is different from
the ENTR and the HRMT degrees. This is inconvenient to students who wish to change their program choice once
they are in year 3 and prevents them from meeting their career ambitions.
MKRT
ACCT 1230 OR BUQU 1230
Business Statistics (or MATH 1115,
or MATH 2341, or PSYC 2300, or
SOCI 2365, or CRIM 2103) with a
minimum grade of C+. NOTE:
Students may earn credit for only
one of ACCT 1230 or BUQU 1230
ACCT 2293 Introduction to Financial
Accounting (OR ACCT 1110 and
ACCT 1210) with a minimum grade
of C+
MRKT 1199 Introduction to
Marketing
ECON 1150 Principles of
Economics

ENTR
ACCT 1230 OR BUQU 1230
Business Statistics (or MATH 1115,
or MATH 2341, or PSYC 2300, or
SOCI 2365, or CRIM 2103) with a
minimum grade of C+. NOTE:
Students may earn credit for only
one of ACCT 1230 or BUQU 1230
ACCT 2293 Introduction to Financial
Accounting (OR ACCT 1110 and
ACCT 1210) with a minimum grade
of C+
MRKT 1199 Introduction to
Marketing
ECON 1150 Principles of
Economics

HRMT
ACCT 1230 OR BUQU 1230 Business
Statistics (or MATH 1115, or MATH
2341, or PSYC 2300, or SOCI 2365, or
CRIM 2103) with a minimum grade of
C+. NOTE: Students may earn credit
for only one of ACCT 1230 or BUQU
1230
ACCT 2293 Introduction to Financial
Accounting (OR ACCT 1110 and
ACCT 1210) with a minimum grade of
C+
MRKT 1199 Introduction to Marketing

ACCT 1130 OR BUQU 1130
Business Mathematics (or MATH
1120 or MATH 1140 or)*NOTE:
Students may earn credit for only
one of ACCT 1130 or BUQU 1130.

CBSY 1105 Introductory
Microcomputer Applications (or
CBSY 2205 Computers and
Information Processing)

CBSY 1105 Introductory
Microcomputer Applications (or CBSY
2205 Computers and Information
Processing)

BUSI 1210 Essentials of
Management (or BUSI 1215
Organizational Behavior I)

BUSI 1210 Essentials of Management
(or BUSI 1215 Organizational Behavior
I)

ECON 1150 Principles of Economics

Required Change: Change the bridging course requirement for the BBA in Marketing Management Degree to be
consistent with ENTR and HRMT degrees to provide maximum flexibility for students.
MKRT
ACCT 1230 OR BUQU 1230
Business Statistics (or MATH 1115,
or MATH 2341, or PSYC 2300, or
SOCI 2365, or CRIM 2103) with a
minimum grade of C+. NOTE:
Students may earn credit for only
one of ACCT 1230 or BUQU 1230
ACCT 2293 Introduction to Financial
Accounting (OR ACCT 1110 and
ACCT 1210) with a minimum grade
of C+
MRKT 1199 Introduction to
Marketing
ECON 1150 Principles of Economics
CBSY 1105 Introductory
Microcomputer Applications (or
CBSY 2205 Computers and
Information Processing)
BUSI 1210 Essentials of
Management (or BUSI 1215
Organizational Behavior I)

ENTR
ACCT 1230 OR BUQU 1230
Business Statistics (or MATH 1115,
or MATH 2341, or PSYC 2300, or
SOCI 2365, or CRIM 2103) with a
minimum grade of C+. NOTE:
Students may earn credit for only
one of ACCT 1230 or BUQU 1230
ACCT 2293 Introduction to Financial
Accounting (OR ACCT 1110 and
ACCT 1210) with a minimum grade
of C+
MRKT 1199 Introduction to
Marketing
ECON 1150 Principles of
Economics
CBSY 1105 Introductory
Microcomputer Applications (or
CBSY 2205 Computers and
Information Processing)
BUSI 1210 Essentials of
Management (or BUSI 1215
Organizational Behavior I)

HRMT
ACCT 1230 OR BUQU 1230 Business
Statistics (or MATH 1115, or MATH
2341, or PSYC 2300, or SOCI 2365,
or CRIM 2103) with a minimum grade
of C+. NOTE: Students may earn
credit for only one of ACCT 1230 or
BUQU 1230
ACCT 2293 Introduction to Financial
Accounting (OR ACCT 1110 and
ACCT 1210) with a minimum grade of
C+
MRKT 1199 Introduction to Marketing
ECON 1150 Principles of Economics
CBSY 1105 Introductory
Microcomputer Applications (or CBSY
2205 Computers and Information
Processing)
BUSI 1210 Essentials of Management
(or BUSI 1215 Organizational
Behavior I)

SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

6.5

PRESENTED BY:

Dana Cserepes

Issue:

Program Revision: Computing and Information Systems Diploma and the Bachelor of
Technology in Information Technology

For Information:

At its January 9, 2013 meeting the Senate Standing Committee on Curriculum reviewed and
recommended to Senate for approval the attached revisions to the Computing and
Information Systems Diploma and the Bachelor of Technology in Information Technology.

For approval:

THAT Senate approve the revisions to the Computing and Information Systems Diploma and
the Bachelor of Technology in Information Technology.

Attached: Program Revision Memo for the Computing and Information Systems Diploma and the Bachelor
of Technology in Information Technology.

MEMORANDUM
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Year

th

4 Year

Network Administration and Security
(NAS) Specialization
5 of :

•
•
•
•
•
•

INFO 4110 Cloud Computing
INFO 4120 Digital Forensics
INFO 4330 Data Warehousing and Data Mining
INFO 4370 Security of Wireless Networks
INFO 4380 Wireless Sensor Networks
INFO 4250 Special Topics in Network Administration
and Security (e.g. Data Centers)

Mobile and Web Application Development (MWAD)
Specialization
5 of:

•
•
•
•
•

INFO 4115 Website Design
INFO 4210 Human Factors and Computer Interface Design
INFO 4125 Website Security
INFO 4225 Animations
INFO 4235 Special Topics in Web/Mobile Application Development
(e.g. Facebook Social Media Application Development)

3 of:

• INFO 4190 Integration Project I
• INFO 4290 Integration Project II
• INFO 4310 Entrepreneurial Development in Information Technology

4 of:

rd

3 Year

•
•
•
•
•
•

INFO 3160 Network Operating Systems
INFO 3170 Security of Enterprise Networks
INFO 3180 Wireless Networks
INFO 3240 Enterprise Resource Planning Systems
INFO 3241 Identity Management
INFO 3290 Networking Technologies III (Server
Farm/Virtualization)

4 of:

•
•
•
•
•

!!
INFO 2311 Networking Technologies II
INFO 2312 Database Management Systems
INFO 2313 Object Oriented Programming
nd

2

Year

INFO 2411 Foundations of Computer Security
INFO 2412 Management Information Systems
INFO 2413 System Development Project

All of:

• 2 approved business liberal education electives

INFO 3125 Data Structures
INFO 3135 Advanced Web Application Development
INFO 3225 Web Multimedia
INFO 3235 Software Quality Assurance
INFO 3245 Mobile Programming I
INFO 3246 Mobile Programming II

INFO 3110 Professional Communications in Information Technology
INFO 3150 Object Oriented Software Engineering
INFO 3210 Distributed Systems
INFO 3250 Content Management and Information Architecture
INFO 3280 Information Technology Project Management

INFO 1111 Introduction to Computer Hardware and Software
INFO 1112 Principles of Program Structure and Design
INFO 1113 System Analysis and Design

Any five 4xxx courses from the
two specializations

2 of:

4 of:

•
•
•
•
•
•

General
(No Specialization)

Any four 3xxx courses from the
two specializations

2 of:

• PHIL 3033 Business Ethics or LBED 4210 Ethics and Social Issues
• 1 approved business liberal education elective

All of:

ENGL 1100 Writing, Reading and Thinking: An Introduction
BUSI 1110 Fundamentals of Business in Canada
Any 2 undergraduate 1100 or higher courses (will be CPSC 2302 and
BUQU 1130)

(CISY Diploma: 20 Courses, 60 Credits)
All of:

PHIL 1150 Basic Logic
CMNS 1140 Introduction to Professional Communications
BUQU 1230 Business Statistics

INFO 1211 Operating System Principles and Applications

2

INFO 1212 Networking Technologies I
INFO 1213 Web Application Development
INFO 1214 Discrete Mathematics for Information Technology

(CISY Certificate: 10 Courses, 30 Credits)
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SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

6.6

PRESENTED BY:

Dana Cserepes

Issue:

Program Concept: BBA in Communications

For Information:

The Senate Standing Committee on Curriculum recommends the Program Concept for the
Bachelor of Business Administration in Communications degree to Senate for approval.

For approval:

THAT Senate approve the Concept Proposal for the Bachelor of Business Administration in
Communications.

Attached: Concept Proposal for the Bachelor of Business Administration in Communications.

MEMORANDUM

I.
To:

Senate

From:

Terry Han, Chair, School of Business Curriculum Committee

Date:

January 18, 2013

Re:

BBA, Communications Program Concept

Please accept this concept document for the Bachelor of Business Administration in Communications
(BBAC) Degree. This concept document passed through the School of Business Curriculum Committee
on May 11, 2012 and the Faculty Council meeting on May 25, 2012. It was passed by SSCC on January
9, 2013. Revisions were recommended by SSCC and those recommendations have been implemented
in this document.

Rationale:
This is a new degree which will allow students with two-year diplomas in the School of Business to
complete a degree in Communications.
The Applied Communications department has been offering Communications courses at Kwantlen
for 23 years (formerly through the Humanities division and currently the School of Business). This
degree is a response to demand from industry partners for highly skilled graduates with a
concentration in Applied Communications.

Impact on Students:
This degree will not affect existing students as it does not modify existing programs. Rather, it will
provide a new opportunity for students to complete a degree in a field that is in demand in the
current workplace.

Proposed Implementation:
The proposed implementation date for the degree is Fall 2014.
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Program Concept
Bachelor of Business Administration (BBA) in
Communications
Include the following appendices: Appendix A – Internal Consultations; Appendix B – Library
Assessment Template; Appendix C - Development & Implementation Timetable. Additional
material may also be included as appendices. For information about submitting the completed
concept document, please contact the Chair of SSCC.

A.

Originating Group

1. Internal Developers
Developers:

Alexandra Richmond
Panteli Tritchew

Dean:

Arthur Coren/Wayne Tebb

Date:

Faculty:

Applied Communications
Department
Faculty of Business
Faculty of Business

Jan. 17, 2013

If joint educational offering, name of
other institution: N/A
Note: Requirements outlined in the joint educational policy must be met before
proceeding to full program proposal.

B.

Basic Information

B.1 Name of proposed program
BBA, Communications
B.2 Proposed credential to be granted
Bachelor of Business Administration (BBA) in Communications (BBAC)
B.3 Expected length of program (in years):
Two Years
B.4 Anticipated start date of program:
September 1, 2014
B.5 Is this cohort, selective entry, or open access program?
Selective entry
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B.6

How many students would you expect to enroll in each year of the program? How will the
program be rolled out if you are not using a cohort model?
BBA in Communications
Fall
Fall
2014
2015

Year One and Two
Year Three, BBA, Communications
Year Four BBA, Communications

Fall
2016

Fall
2017

Students will be enrolled in the business diploma of their
choice.
20
25
30
35
20
25
30
n/a

In Years One and Two students will be enrolled in the business diploma of their choice. This may be
at Kwantlen or another institution. Students will enroll in the BBA Communications in Year Three of
their studies after having completed an accredited 60 credit business diploma program. This will
enable students to enter the degree program immediately after completing their business diploma or
later in their careers after having spent some time in the workplace.
The program will be rolled out by advertising to internal Kwantlen students who are enrolled
in Diploma programs as well as to external students in Diploma programs who transfer to
Kwantlen.
See Appendix F2 (attached) for an Executive Summary of Student Demand Analysis
from the Office of Institutional Analysis & Planning, Kwantlen Polytechnic University
(September 2012) .

C.

Executive Summary

The Bachelor of Business Administration in Communications - (BBAC) will provide graduates
with the skill sets identified by business and government as critical to workplace achievement.
Skills include written and oral communications, effective use of information technology,
leadership and teamwork, strategic media selection and application, applied research and
creative problem-solving skills, as well as project- and document-management skills.
The primary objective of the BBAC program is to educate and prepare graduates with outstanding
written and oral communications and teamwork skills bolstered by a solid base of general
business acumen. We expect that our graduates will take leadership roles in communications for
non-profit, profit, and government organizations. Alternatively, graduates who acquire jobs in
fields outside of communications will be successful precisely because of their superb
communication skills. To accomplish the primary objective, the program will equip participants to
think strategically and critically about the contexts, audiences, and purposes of their messages,
select and synthesize media strategically, apply solid writing and editing skills, and leverage their
sound understanding of business practices, protocols and operational structures.
The BBAC is an applied degree, based on extensive industry consultation, which will prepare
graduates to transition seamlessly into the workforce and equip them for ongoing economic
and career success.
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Institutional Priorities
The BBAC supports Kwantlen’s principles and priorities as articulated in Kwantlen’s Mission and
Mandate (KMM) statement. As an applied degree, this will support and enhance Kwantlen’s evolving
Polytechnic mission because its structure will “respond to community, regional, industry, and
market needs.” (KMM) Furthermore, the BBAC touches on each aspect of the institutional
Mission: (http://www.kwantlen.ca/mission/mission-mandate.html).
Students can enter the program either with one of Kwantlen’s business diplomas or a
business diploma from another institution. They will have already met Kwantlen’s minimum
entrance requirement.
School of Business Priorities
The Kwantlen’s School of Business mission is “To provide students of diverse ages, backgrounds
and aspirations with a quality business education that prepares them for success in the
workplace and graduate school.”
The BBAC capitalizes on existing School of Business course offerings. Also, the BBAC has a Year
Three entry which allows for a broad base of students with different business diplomas to enter
our degree. The degree is based on industry and labour market surveys and will prepare students
for workplace placement and ongoing success and advancement. The emphasis on listening and
speaking, writing, interpersonal skills, research and critical thinking will prepare students for
success in the workplace, while the emphasis on academic research, critical thinking, and writing
skills will prepare them for graduate school.
Access and Relation to Existing Programs
The BBAC builds on Kwantlen’s existing strengths within the School of Business. It is designed to
provide a laddering option for students to complete a four- year BBA. Students will enter the
program in Year Three of their studies after having mastered a solid foundation of core business
studies by completing a business diploma at either Kwantlen or another recognized postsecondary institution.
It is also designed to allow student flexibility. Not only does the degree allow students to enter
with varied business diplomas, it provides for electives that will enable students to tailor their
degree to their personal strengths and interests.
Student Profile
Students may be either traditional 18 -22 year-old university students or they may be working
professionals who are upgrading their skills and completing a degree. Consequently the courses
will be offered to allow full-time, part-time, evening and weekend attendance and courses will be
offered through various delivery methods.
Degree Outcomes
This rigorous degree will require both traditional academic and applied community-based
research, and encourage creative and innovative problem-solving approaches through both casebased and real research projects. The degree culminates in a community-based, practicum course
that integrates the key learning outcomes from all of the BBAC courses and allows students to
apply those skills in a workplace setting.
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Educational Effectiveness
The degree will offer effective use of resources by utilizing existing diploma programs and
elective options. It will also allow students to re-enter postsecondary education after
having spent time in the workforce and build on previously completed two-year business
diplomas.
The degree has an applied focus which ensures that students apply theory to practical business
case studies. In addition, a six-credit capstone practicum course is offered in the final semester
to allow students to apply their skills in an employment setting.
Further study and Employment Options
The degree program has been designed to reflect the needs articulated through industry
consultation and labour market analysis. The new courses have been designed to take advantage
of the Applied Communications faculty’s educational and occupational expertise and to
incorporate the skills that have been prioritized by employers across a broad range of industries.
This will ensure that students’ skill sets will enable them to both enter the labour force quickly,
and maintain employability and mobility across the labour market.

D.

Access (Degree FPP section 6. Admission and Transfer/Residency)

D.1. What entry requirements should applicants be expected to meet? If there are multiple
entry points, please specify requirements for each. (A graphic representation of this may
be attached . Are entrance requirements appropriate? Are students likely to be
successful?
Students will enter the BBAC in Year Three of their studies.
YEAR THREE ENTRY:
Students may enter the program in Year Three provided they meet the following requirements:




Any Kwantlen School of Business Diploma that includes a minimum GPA of 2.7 and a
minimum grade of C+ in both English 1100 and Communications 1140 or equivalent. 


A 60 credit business-related diploma (from a recognized post-secondary institution) with
a minimum GPA of 2.7, a minimum grade of C+ in both English 1100 and Communications
1140 or equivalent, and the following courses or equivalent (with a minimum GPA of 2.7
in each course) : 

1. ACCT 2293 Introduction to Financial Accounting (or ACCT1110 and 1210)
2. ECON 1250 Principles of Macroeconomics
3. MRKT 1199 Introduction to Marketing
4. BUSI 1110 Fundamentals of Business in Canada
2.

Will the structure of the program allow for full-time, part-time, evening, weekend, online, mixed-mode delivery methods, or a combination of any of these? (Identify each as
appropriate).

Yes, the BBAC will provide structures allowing students to attend either full- or part-time. The
new courses to be developed for this degree will be offered through weekend, on-line and
mixed mode delivery methods as well as in traditional classroom and workplace environments.
D.3 Will the structure of the program allow for multiple entry and exit points? (Be specific –
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use flow charts for clarity)
Entry Points
Year One - Students study options for years one and two will vary depending on which
business diploma they choose to complete.
Year Three- Students will qualify to enter the program by completing a Kwantlen Business
Diploma or a two-year, business-related diploma from a recognized post-secondary institution
that meets Kwantlen’s minimum general entry requirements and meets the requirements
listed above.
Year Four Exit Point -Students who complete the required 60 credits in third and fourth year
and meet other university minimum requirements for graduation will graduate with a BBAC.

E.

Student Profile
E.1 Who are your target students (age, gender, educational background, work
experience)? Where do they come from (recent high school graduates, mature
students, transfers from other institutions)? How do you plan to recruit or attract
these students? Are there other characteristics applicants should have that you
identify as important?
Target Students
The following profiles describe the potential student recruitment base:






Kwantlen graduates who have a business diploma who wish to continue their
studies in the field of Communications and graduate with a Bachelor’s degree
Non-Kwantlen business diploma graduates who wish to continue their studies in
the field of Communications and graduate with a Bachelor’s degree
High School graduates who wish to pursue a Bachelor of Business
Administration degree in Communications
Mid-level working professionals who wish to upgrade with specialized
courses related to Communications
International students who wish to pursue a Bachelor of Business
Administration degree in Communications


Plan to Recruit and Attract These Students

With the assistance of Kwantlen’s recruitment offices, we will promote this program directly to
the high schools as well as internally to existing Kwantlen students and through Kwantlen’s
open house events.
Furthermore, we plan to network closely with the Society for Technical Communications, the BC
Securities Commission, the Canadian Investor Relations Institute, the Canadian Evaluation Society,
and the International Association of Communications to receive referrals to the program.

E.2. How will the program address the needs of under-prepared students? How will you get
these students into a qualifying year?
We would direct interested students who do not meet the entrance requirements to the
Faculty of Academic and Career Advancement programs (e.g., Qualifying Year) in order for
them to upgrade their qualifications as necessary. Students who have not yet completed their
business diploma requirements would be referred to the School of Business degree advisors.
E.3 How will the program address equity by decreasing systemic barriers? Is this type of
program
traditionally or historically underrepresented in specific cohort groups? (e.g., gender
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and/or age imbalance, First Nations) How will the program address these issues?
Applied programs in Communication Studies are relatively recent in academia. As such,
there is not a historical basis for underrepresentation.

F. Program Description (Degree FPP section 4. Curriculum/Program Content)
F.1 Provide a broad description of the program outcomes, and how this program relates to
existing or proposed programs at Kwantlen:
GENERAL PROGRAM OUTCOMES
The BBAC program aims to provide the skill sets identified by business, government and
academic advisory boards as critical to workplace achievement. It builds on demand for
existing courses and programs and is developed to meet feedback from industry on priority
skills for new hires.
In a broad sense, our students will develop and demonstrate critical thinking and analysis skills,
oral and written communication skills, teamwork and interpersonal skills, moral and ethical
frameworks, and a solid understanding of core business concepts, structures and processes.
Upon graduation, students will have







Knowledge of advanced communication concepts and an ability to communicate
successfully, orally and in writing.
An ability to develop messages in a variety of media, including digital and print.
An ability to communicate effectively, negotiate and manage conflict in a variety of
situations. The ability to use electronic technology to find, retrieve, store, organize
and disseminate information.
A broad understanding of media and trends in digital technology.
Knowledge of business organizations and structures and the impact of information and
communication on these
An ability to think critically and problem solve.

SPECIFIC PROGRAM OUTCOMES
In addition to the above general academic skills, the program will provide the following
core (specialized) outcomes for our graduates. Graduates of the BBAC will be able to
perform the following:
Critical Thinking and Problem Solving
 Use critical thinking and analysis skills to effectively evaluate, analyze and solve
complex written and oral communication problems.
 Adapt message(s) and media to changing audience and context conditions to
achieve new objectives.
 Strategically select a variety of media to create cohesive and integrated
communications solutions, taking into account multiple stakeholder interests
and perspectives. Communicate effectively, verbally and in writing, with
individuals and groups in a variety of business contexts.
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Written Communications
 Integrate concise language with visual design components to convey
increasingly complex messages for a variety of audiences and purposes.
 Revise and edit documents for correctness, clarity and accuracy.
 Develop and deliver rhetorically powerful and effective oral presentations.
 Use conventional and new media tools to develop and implement a
broad range of communication plans.
 Apply project planning and document management tools, skills and processes
to define appropriate implementation strategies for communication as well as
monitor and evaluate communication strategies and respond appropriately.
 Extract, outline and summarize essential material from both written and oral sources.
Research






Research and analyze data from primary and secondary sources, and evaluate data
for relevance and accuracy to facilitate and inform communication strategies.
Conduct and coordinate research and evaluation processes to develop and
implement communication plans and strategies.
Select and use contemporary electronic and web tools appropriate to specific
research projects. Communicate effectively with a broad range of functional units
and diverse stakeholders within the organization to solve or resolve complex
communication problems and issues.
Apply knowledge of corporate and business organizational theories, structures and
mechanisms to support strategic decision making.

Teamwork and Interpersonal
 Take a leadership role on teams by using teamwork, conflict resolution and
mediation skills within a variety of contexts.
 Take a leadership role in negotiations by using teamwork, conflict resolution and
mediation skills within a variety of contexts.
 Apply ethical, moral and legal principles to communication-related challenges and
problems
 individually and in teams.
 Discuss the legal, moral and ethical parameters of business decisions or actions.
 Apply and use intercultural and multicultural skills to take on leadership and
facilitation roles within teams.
Information Design and Management
 Design, develop, implement and evaluate sound communication policies and
procedures within an organization.
 Apply critical path and documentation management methodologies, and human
resource management and conflict resolution techniques to team and multiauthored documentation projects.
 Coordinate and contribute to strategic website design and implementation.
 Write effective user-guides and training manuals.
 Design, develop, write, implement and test a broad range of
policies and procedures suitable to advance organizational
goals.
 Understand and strategically use digital media to achieve and
advance organizational goals.
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Ongoing Industry Preparation and Community Stakeholder Engagement
In the development of the degree, the Applied Communications department has engaged in a
survey and consultation process to gain industry feedback and is currently soliciting applications
to join an industry advisory committee to provide ongoing feedback to inform the degree courses
and program.
For a comprehensive list of the skill-sets identified as critical by our Industry Contacts, please
see Appendix F3—External Consultations.
F.2 How does the proposed program support existing programs at Kwantlen?
The BBA in Communications will provide a degree option for business diploma students from
other institutions as well as from Kwantlen. This degree will assist with institutional recruitment
and retention by providing an innovative, industry driven, skills-based degree unlike any other
Communications degree in the region. Not only does the degree utilize current diploma
offerings, it integrates existing advanced core business courses in the third and fourth years.
Furthermore, the proposed program supports existing programs at Kwantlen as students will
be taking courses from arts, design and other faculties to fulfill their elective requirements of
the degree.
F.3. Identify how the proposed program supports Kwantlen’s mission, core values, and
strategic objectives? Please refer to policy L.10 Program Prioritization.
(NOTE: F.3 is not applicable for the academic year of 2008/2009.)
The BBAC supports Kwantlen’s mission and core values as articulated in Kwantlen’s Mission
and Mandate (KMM) statement.
1. Access, with a Year Three entry point accessible to students with a broad range of twoyear business diplomas.
2. Scholarship, with a rigorous set of new and existing courses that require traditional and
community-based research, creative and innovative problem solving, writing-intensive
courses, and a workplace-based, capstone course that integrates the key learning outcomes
from all of the BBAC courses.
3. Community, with community-based research and practicum requirement options that will
require students to engage the broader community (local, provincial and global) in a
variety of contexts.
4. Mentorship, with mentorship opportunities from degree instructors and industry
contacts in practicum placements.
5. Stewardship, with courses in Ethics, as well as ethics competencies that will be woven into
the curriculum throughout the degree.
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Strategically, as a degree with a heavily applied focus, the BBAC will support Kwantlen’s evolving
Polytechnic mission because its structure will “respond to community, regional, industry, and
market needs.” (KMM)
Furthermore, as the majority of research projects will require active research in Kwantlen’s
communities (industry, not-for-profit, and government), students participating in research
projects and practicum placements will be Kwantlen ambassadors to our local communities and
diverse stakeholders.
The BBAC supports Kwantlen’s academic priorities by providing a degree which reflects
community and labour market needs, and which is in keeping with Kwantlen’s values and
mandate as a
Polytechnic University.
F.4 How will the program ensure educational effectiveness (e.g., retention rates, completion
rates, success rates for progression)?
Does the program create opportunities for students to ladder from current programs?
The program will ensure educational effectiveness by developing clearly defined program and
course outcomes. The course sequence will be based on a careful analysis and strategic
integration of course outcomes, as well as appropriate prerequisites that will help ensure that
students are adequately prepared for each course as they progress through the degree
requirements.
Each course will have assessment techniques appropriate to the outcomes. Appropriate
assessment will be built into the degree to ensure that students are prepared for higherlevel courses, which will help to ensure retention and completion.
In terms of success and completion rates, students will be able to avail themselves of an
array of institutional resources, including but not limited to financial aid, counseling, career
counseling, program advising, and the Early Alert program.
Courses in this degree will be offered across the timetabling matrix, including in-class, online
and mixed-mode format. Since students can choose to study full- or part-time, as well as selfselect timetables and classroom modes suitable to their learning styles, this range of
registration options will have a positive effect on student achievement and retention.
The degree is uniquely designed to allow students from a variety of business diploma programs to
ladder into a degree program.
F.5 Describe how the proposed program incorporates co-op placements, work
experience, practicum, clinical practice, etc.: (if applicable)
Virtually all of the BBAC courses, including core BBA courses, require that students complete
applied business-based research projects as an outcome of the course.
In addition, the BBAC’s practicum course is a capstone project that provides students with an
opportunity to integrate the knowledge and skill-sets of the degree and apply them in a
workplace setting.
The BBA in Communications will not incorporate a co-op. Because students will be completing
only four study terms in the Communications department, we will not be able to meet the coop’s new requirement of three co-op terms.
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F.6 Does this program include Prior Learning Assessment (PLA) as per Policy B.14 Credit for
Prior Learning?
Yes, the BBAC will adhere to Kwantlen’s Policy B.14 for Prior Learning. The applied nature of
the degree ensures that BBAC courses will be accessible for PLA options, particularly for
working professionals who need to upgrade their skills or credentials for career advancement.
This group is on
All new courses in the program, with the exception of the Communication Practicum, will include
PLA options utilizing any one or combination of the following: Interview, Portfolio, Project or
Exam.
F.7 Explain how current faculty are able to deliver the program, and if they are not, how this
issue will be addressed.
The degree has been developed based on industry demand and with recognition of the
department’s core strengths. The existing faculty is able to deliver the program. The Applied
Communications Department has an applied focus and demanding qualifications for faculty
expertise. Specifically, the Minimum Qualifications to teach in the Applied Communications
department are as follows:
Academic Requirements

Teaching Experience
Post-secondary teaching

Master’s in English,
Communications, Journalism or
equivalent field

Industry experience
3 years directly related work
experience. Familiarity with
current communications
technology.

http://www.kwantlen.ca/policies/G-HumanRes/g07b.pdf

G.

Outcomes

G.1 Will this program allow students to continue with further study?
Describe bridging, or post-credential continuation of education.
Students who complete the BBA in Communications degree will be able to continue their
education by enrolling in a variety of Master’s programs. The two most likely destinations for
our graduates would be Master’s of Business Administration and a Master’s in Communication
programs.
This four-year baccalaureate program will provide students with the 120 credits that are
required to enter a Master’s program.
G.2 What is the nature of the work students are being prepared for? Include current labour
market data that shows a demand for this type of graduate.
Graduates of the BBAC program will find employment in a broad spectrum of industry sectors,
all of which require superb communication, mastery of multiple media applications, and a
strategic, integrated approach to solving communication problems. They will integrate
emerging theories of audience/situational analysis, visual and information design, research,
critical thinking and interpersonal communications to provide “integrated communications”
solutions that can improve human performance in the workplace in order to advance the
organization’s mission and vision.
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Employment Prospects
This degree has been developed based on a thorough industry consultation and labour market
demand analysis. It has received support from leaders in a broad range of industries. The
demand for graduates with this skills set is supported by a number of key business surveys
including the BC Skills Survey 2010 which ranks our core communications skills –
listening/speaking, writing, team work, problem solving, and critical thinking - as five of the top
ten skills consistently in demand from industry (See Appendix I Business Council of BC page 11)
Please also see the research compiled from the Office of Institutional Analysis and Planning
(Appendix F2—separate document).
In addition to preparing students to enter the workforce in a variety of industries, the degree
will provide students with the skills set to advance within their places of employment.
Finally, the following table, taken from the Labour Market Assessment from the Office of
Institutional Analysis and Planning in Appendix E (attached as a separate document), shows solid
employment demand in the communications field projected over the next 7 years.
Projected Growth in Employment Demand by Selected Occupations in Business, Finance,
and Administration, BC and Lower Mainland/Southwest, 2009 – 2019

Total openings
(Expansion +
Retirement)

Occupation Title

NOC
Code

Projection
Period 20092019

BC Overall
Managers in Communication (except broadcasting)
Sales, Marketing, and Advertising Managers
Policy and Program Officers, Researchers, and Consultants
Writing, Translating, and Public Relations Professionals
Mainland/Southwest Overall
Managers in Communication (except broadcasting)
Sales, Marketing, and Advertising Managers

013
061

1,126,420
920
11,340
11,720
6,510
679,540
660
8,850

Policy and Program Officers, Researchers, and Consultants
Writing, Translating, and Public Relations Professionals

416
512

7,550
4,510

013
061
416
512

Source:
British Columbia Labour Market Outlook 2009-2019
Please note that each 3-digit National Occupational Cade can be further divided in 4-digit
occupations; however, no projections for the period 2009-2019 are available at the 4-digit
level.
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H.

Consultations (Degree FPP section 9. Program Consultation)

H.1 With whom have you consulted internally regarding this proposal? What were the results of these
consultations? Please provide names, dates, and summary of feedback. Refer to Appendix A.
INTERNAL STAKEHOLDERS—ACADEMIC DEPARTMENTS
DEPARTMENT

NAME (Chair)

RECEIPT STATUS

English

Paul Tyndall

Attached

Journalism

Beverly Sinclair

Attached

Human Resources

Duane Radcliffe

Attached

Entrepreneurial Leadership

Paul Leigh

Attached

Marketing

Paul Leigh

Attached

Accounting

Carol Stewart

Attached

Bachelor Technology

Andy Law

Attached

Business

Ron Shay

Attached

Economics

Sigrid Ewender

Attached

Legal Admin Assistants

Pam Galea

No response

Business Quantitative

Ulrieke Birner

Attached

Business Quantitative

Ali Hassanlou

Attached

Terri Smolar

Public Relations

Ange Frymire Fleming

Public Relations

As this is 136 pages.
This is attached as a separate document
Attached

Computer Systems

INTERNAL STAKEHOLDERS—ACADEMIC SUPPORT DEPARTMENTS
DEPARTMENT

TITLE

NAME/
LOCAL

Counselling

RECEIPT

Director, Student Development and SuccessLyn Benn
2467
Registrar Services (Admissions,Director, Registrar Services
Zena Mitchell
Records & Graduation)
2463

Attached

Enrolment Services

Attached

Director, Enrolment Services

Josh Mitchell

(Student engagement)

2474

Enrolment Support &
Retention

Director, Enrolment Support & Retention Warren Stokes

Information & Educational
Technology (IET)

Manager of User Support

Attached

Attached

3230
Paula Hannas

Attached

2390

INTERNAL STAKEHOLDERS—ACADEMIC SUPPORT DEPARTMENTS continued
Institutional Analysis &
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Director

Kathleen Bigsby
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Attached

Planning

3127

Library Services

Librarian

Elaine Samwald
3066

Attached.

School of Business

Advising

Attached

Awards

Director
Financial Awards
Director
New Student Programs
Director
Co-operative education

Jane Gray
3280
Julia Denker
2336
Craig Brown
3019
Shawn Ericksen
2013

Manager
Registration Systems

Kathy Wainman
3225

Via Warren
Attached

Enrollment Services
Co-operative education

Registrar

Attached
Attached
Attached

Please see Appendix F2(separate document)for the Degree Proposal Review Report prepared by the
Office of Institutional Analysis & Planning for the BBAC.
(Note—previous titles were BBA, Business Communications and BBA Communications Managment,
but the credential name was changed based on feedback from various stakeholders.)
H.2 With whom have you consulted externally regarding this proposal? What were the results of these
consultations? Please provide names, dates, and summary of discussions.

The table below lists external contacts that have been consulted.
External Contacts
NAME

TITLE

ORGANIZATION

Bowles, Patricia

Director, Communications and
Education,

BCSC (BC Securities Commission)

Dayson, Lily

Manager, Evaluation Programs &
Liaison

Certified General Accountants
Association of BC

Dickson, Ellsworth

Co-Publisher/Editor-in-Chief

Resource World Magazine

Freimond, Chris

Principal Partner,
Former President

Freimond Public Relations Inc
International Association Business Communications, BC

Gauthier, Charles

Executive Director -

Downtown Vancouver Business Improvement Association
(DVBIA)

Guterres, Tracy

Manager, Human Resources

BC Hydro

Herringer, Michael

Manager, Programming,

Shaw Cablesystems

Keeling, Chuck

General Manager
Vice-President, Racing Operations,

Fraser Downs Racetrack & Casino
Great Canadian Gaming Corporation

Kehler, Connie

Executive Director
Program Manager

Canadian Herb, Spice, and Natural Products Coalition
Canadian On-Farm Food Safety Working Group

Keigher, Tom

Distribution Centre Manager

TDL Group (Tim Horton’s )

Kidd, Kevin

Store Manager

The Brick

External Contacts Continued
Kirkbride,
Maureen

Governmental Affairs

Telus

Lee, William

Business Analyst

Ivanhoe Mines and Southgobi Resources, Vancouver. BC

Leonard, Pierrette

Senior Advisor,

Canadian Patient Safety Institute
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APR, FCPRS

National President,

Canadian Public Relations Society (CPRS)

McClanaghan,
Dale

Consultant

Clients include: Granville Island Trust, City of Vancouver
Planning Commission, Dr. Peter AIDS Foundation,
Katherine Sanford Housing Society

O’Reilly, Lisa

Professional Program Evaluator

Canada Evaluation Society

Plottel, Loren

Communications Manager
Former President

Faculty of Arts – UBC
Canadian Public Relations Society, -BC,

Seed, Darren

President, BC Chapter,

Canadian Investor Relations Institute

Trenaman, Bill

Manager of Investor Relations

Ivanhoe Mines

Tsui, Sophia

VP, Risk Management

HSBC

Vercaigne, Darhl

Proprietor and Consultant

Keystone Marketing Services
(Risk management and commodity trading)

Please see Appendix F3 for a summary of the feedback received from our list of External
Stakeholders.

I.1

Institutional Resources (Degree FPP section 8. Program Resources
What expertise, equipment, facilities and library resources will the program require to support
student learning? Ensure that any required new resources in these areas are identified in the Costs
section (I).

The BBA in Communications is designed to leverage from the many courses currently offered within
the School of Business and is within the scope of equipment, faculty and library resources that are
already available within the university.
Recent new hires within Applied Communications have been selected with an eye to the
requirements of the BBA, so faculty resources and expertise have already been largely met. Some
contract faculty may need to be hired to teach specialized courses.
Other resource requirements to support this degree are incorporated into this program proposal.
Please see section J.
I.2
Outline anticipated requirements for equipment, specialized space, etc.: (classrooms, labs, shops,
general space)

The only specialized space or equipment that may be required is electronic classrooms which the
Applied Communications Department already requires for existing courses.
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J.

Budget: _________________________________________________________________________________

School of Business - Bachelor of Business Administration in Communications
.

Costs and Revenue: (to be prepared by Dean/Associate Dean in consultation with developer). Budgetary
requirements are provided for information purposes only. Program approval does not ensure budgetary support.
Non-Recurring Costs
1) What will be the following costs? Please provide accurate estimates.
Academic non-recurring start-up costs (e.g., equipment costs/other)

Item
Program development.
Curriculum development
Faculty recruitment
Staff PD/enrichment
Marketing and promotion
Sub-total

No. of items

Yr 1

$2000

Yr 2

Yr 3

Yr 4

$1000

Total

$3000
$3000

Capital costs (Equipment,
Renovations)

Item

No. of items

Yr 1

Yr 2

Yr 3

Yr 4

Total

Sub-total

`

Item
Academic Non-Recurring
Capital Costs
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No. of items

Yr 1

Yr 2
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Yr 3

Yr 4

Total
$3000

J. Costs and Revenue continued
Ongoing Costs
Operating Costs

Item
Faculty
Required service courses
Administrative support
Advisor
Specialized IET
Specialized IT Support
Library (see Library
Assessment Template)
Lab operating costs – Salary
Lab operating costs – nonsalary
Ongoing research costs
Other Advisory Committee
Meetings
Sub-total

No. of items
1 fte
.25 fte
.125 fte

Yr 1

Yr 2

Yr 3
105,600
26,400
13200

Yr 4
105,600
26,400
13200

Total
211,200
52,800
26400

8815

0

8815

200

200

400
$299,615

Revenue
Item
Tuition (est. 20% international)

No. of courses
10

Yr 1

Yr 2

Yr 3
210,840

Yr 4
210,840

Total
$421,680

* summarize costs identified in Appendix A Internal Consultations, not including Library costs
** explain required service courses
Signature of dean submitting concept document
Signature(s) of dean(s) providing service courses
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Date
Date

J.2 Indicate the specific source(s) of funding for development, both internal and external.

Funding for the development of the BBAC will be obtained through Kwantlen’s budgeting process as
administered and coordinated through the Faculty of Business.

J.3 Indicate the specific source(s) of funding for delivery, both internal and external.

Funding for the development of the BBAC will be obtained through Kwantlen’s budgeting process as
administered and coordinated through the Faculty of Business.

List of Appendices
Appendix Number

Appendix Name

A

Program Structure Model

B

Analysis of Skills Demand Correlated with New Courses

C

Selection of Job Postings Descriptions of Skill Areas

D

Calendar Descriptions of New Courses

E

Job Titles of Postings Analyzed

F1

Internal Consultation:
Academic Departments and Academic Support Departments

F2

Internal Consultations:
Institutional Analysis and Planning Degree Proposal Review Report
Available as a separate document

F3

External Consultations:
Industry Survey, List of Contacts, and Collation of Responses

G

Library Impact Assessment Report
Available as a separate document

H

Business Council of BC Skills and Attributes Survey Report
Available as a separate document
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Appendix A: Program Structure Model

YEAR THREE AND FOUR PROGRAM STRUCTURE MODEL
BACHELOR OF BUSINESS ADMINISTRATION IN Communications(BBAC) —YEAR THREE AND 4
COURSES (60 credits)
YEAR
FOUR

CMNS 4xxx
External
Communications

30
credits
ENTR 4110

CMNS 3xxx
Digital
Communication
Media and Tools
ENTR 3110
Advanced
Organizational
Behaviour

Management

ENTR 3160
Information
Technology for
Business
Phil 3033
Business Ethics

↑

CMNS4xxx/4xxx
Communications Practicum
(6 Credits)

CMNS 4xxx
Managing
Communications
Projects and
Documentation

Human Resource

Leadership

30
credits

Advanced Report
Writing and
editing
ENTR 4120

Business

YEAR
THREE

CMNS 4xxx

CMNS 4xxx

CMNS 4xxx

Internal

Interpersonal

Communication

and Group
Communication
Mediation, and
Negotiation

CMNS 3xxx
Persuasive
writing/speaking

CMNS 3xxx
Advanced Oral
Communications

3xxx Elective

3xxx Elective

CMNS 3xxx
Visual
Communications

CMNS 3xxx
Theories of
Human
Communication

Students enter with a Business Diploma
Years 1 & 2
that includes a minimum GPA of
2.7 and a minimum grade of C+
in both English 1100 and
Communications 1140 or
equivalent.
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Appendix B: Analysis of Skills Demand Correlated with New
Courses
Our analysis of an industry survey and 49 communication job postings showed the following skills were priorities
for communications graduates. The skills are ranked according to the number of times each skill was mentioned as
a requirement. New courses were developed to meet industry demand. The final column shows the course that was
developed to meet priority skills.
Course developed to meet skills
Job Postings (49)
#
#
Industry Feedback
Demanded by industry.
1
26 Writing
1. Writing and Editing CMNS
Writing skills
67
4xxx
2
19 Verbal presentation
2. Advanced oral communication
Multimedia digital
63
CMNS 3 xxx
3
Internal
19 Interpersonal/mediation/team
3. Interpersonal, group, mediation,
Communications
51
negotiation 3xxx
4
Team
11 Analyze/summarize/synthesize
4. Internal Communications
player/Interpersonal
CMNS 4 xxx
skills
37
(also includes strategy)
5
8 Audience analysis
5. External Communications
External
Embedded in Cmns 1140 existing
CMNS 4xxx
communications
36
(also includes strategy)
6
7 Social media web
6. Digital Communication Media
Prepare & Deliver
and Tools
presentations
33
CMNS 3xxx
7
Communications
6 Networking/building rapport
7. Persuasive writing/speaking
Strategy
30
CMNS 3xxx
8
6 Problem solving
8. Visual Communications
Persuasion
28
CMNS 3xxx
9
Analytical Problem
6 Ethics
9. Communications Research
Solving
26
Phil 3033 existing
CMNS 4xxx
Managing Communications
10
4 Persuasion
10. Projects and Documentation
Organisational strategy

25

11

4 Critical thinking
Multitasking

16

12

13
14
15
16
17
18
19
20
21

4 Interview/body language
Project Management
Editing
Research
Event planning
Diverse communities
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20

16
12
12
10
5

4
4
4
3
3
3
2
2
2

Multitask/time management
Research
Graphic design
Document design
Leadership/management
Media
Cmns media & software
Strategize
Organisation & project
Management
2 Organisational behavior
ENTR 3110 existing
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CMNS 4xxx
Theories of Human
Communication
Overview of CMNS Theory
CMNS 3xxx
CMNS4xxx/4xxx (6 Credits)
Communications Practicum
Capstone course in a workplace
setting.

Appendix C: Selection of Job Postings Descriptions of Skill Areas
The following lists of requirements sampled from the job postings analyzed provide examples of the

skills sets in demand by employers.
I.

Analytical Problem Solving
1. Makes independent decisions using analytical and problem solving skills while remaining
calm, alert and high-functioning in stressful situations.
2. Client service orientation, driven to help clients meet needs or resolve problems
Resolve problems at first point of contact where possible and refer more complex
situations to senior officers.
3. The ability to prioritize and communicate client requests in a clear, efficient manner to
project delivery teams.
4. Track readership metrics
5. Address reader questions and feedback
6. Experience in client needs analysis,
7. Excellent problem solving skills
8. Experience in analyzing and meeting client needs and client service
9. Demonstrated analytical abilities and judgment
10. Problem-solving and decision-making skills

II.

Communications Strategy

1.

10.

Maintains a comprehensive knowledge of complex health care operations, and company
goals and objectives to deliver strategic communications.
Plan for future development and continuous improvement
Development and Implementation of Communication Programs
As assigned, works to develop communication plans and strategies to help support
various initiatives and programs
Knowledgeable of the principles of communication and community engagement
Track record of co-coordinating and implementing communications plans to achieve
objectives in a fast-paced environment with the ability to adapt to change and meet timelines
without sacrificing quality
Proven track record in developing and driving communications initiatives
Assist with strategic communication planning and ensure the integrity of company
image is maintained.
Assists the Director with the development of an annual Communications Plan for Operations
and
IT
Ensure the consistent application of the communications framework

III.

Internal Communications

1.

Leads the development and execution of customized communications plans for programs and
initiatives, ensuring that they integrate with the overarching Employee Communications
program and align to corporate priorities.
Applies solid knowledge of best practice business methods to help advance corporate
culture, executive communications, executive engagement with frontline staff, corporate
business practices and online and in-person communications.
Experience in meeting with senior staff, assessing their needs and delivering service
Communication advising and planning for internal clients as required
An in-depth understanding of internal communications principles and practices.
Coordinates corporate promotional efforts internally and externally

2.
3.
4.
5.
6.
7.
8.
9.

2.
3.
4.
5.
6.
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7.
8.
9.
10.
11.

Represents CCAC and works collaboratively on external and internal committees and
working groups as required.
Providing support for communications programs, meetings and events, new initiatives
and projects including coordination, planning, implementation and measurement of
internal communications.
Anticipates and addresses issues and opportunities that impact employees.
Supports the ongoing evolution and development of Employee Communications
vehicles, meetings and special events.
Ensures a coordinated approach with communicators and key stakeholders across the client
group to achieve effective internal communications.

IV.

Writing Skills

1.
2.
3.

10.

Draft letters with minimal support and coordinate follow-up activities;
Assisting in the development and dissemination of surveys
Manage incoming and outgoing communications (fax, photocopy, electronic e-mail) on
behalf of the COO;
Provide broad administrative leadership on document preparation as required
(correspondence, reports, tables, spreadsheets), including preparation for board meetings
(copying, collating, and binding etc.) which involves extensive collaboration between all
departments;
Write/Edit/Post communications for company News &Write/Edit/Post articles
for CompanyConnect
Maintain style guides and communications policy documents
The candidate will have exceptional writing skills
An ability to develop communications products based on direction from marketing
managers or client-facing senior staff
Writing, editing and the distribution of a number of communication materials including web
pages, newsletter articles, FAQs , announcements, posters, meeting invitations and system
outage notifications
Exceptional writing and editing skills

V.

Multimedia Digital Communication

1.
2.
3.

Contributing to development of a social media strategy
Maintaining and supporting the continuous improvement of IT Department intranet pages
Uses advanced skills and experience in journalistic and business writing, as well as the
skill to develop compelling written and multimedia presentations to target and engage a
variety of external and internal stakeholders.
Work with and direct agencies, freelancers and partners to develop and execute integrated
digital marketing and communication initiatives
Work with the look of our existing website to develop new, creative website content on a
regular basis
Write/Edit and maintain external website
Basic knowledge of graphic design and print production processes
Skill-set to work with online applications including html
Provides content and coordination of all social media efforts (Facebook, Twitter,
Foursquare, YouTube, company.com, etc.)
Responsible for all photo and video media, organization, coordination and archives.
Experience with writing for web and social media applications and tools required\
Maximize on-line communication through audio, streaming video, on-line surveys,
podcasts and blogs

4.

5.
6.
7.
8.
9.

4.
5.
6.
7.
8.
9.
10.
11.
12.
VI.

Team player/Interpersonal skills

1.

Team player, driven to ensure that the whole company team is successful in meeting client
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8.
9.
10.

needs
Excellent people skills,
Proven experience working with cross-functional teams
Demonstrated team and interpersonal communication skills
Exceptional interpersonal skills
Ability to work well both individually and in a team
Self-motivated, able to work in a team environment and balance the needs of a
number of individuals and the team
Must be able to work both independently and as part of a team
Demonstrated ability to establish and leverage effective working relationships
Ability to work independently as well as in a team setting

VII.

External communications

1.
2.
3.
4.

Handling stakeholder engagement, info session and town hall meeting logistics
Capturing and summarizing engagement and info session discussions and feedback
Sourcing and negotiating vendor services
Input into the development of "community relations" messaging.

5.

Oversees relationships with vendors (graphic designer, photographers, signage, postal,
database, etc).
Acts as representative for company at community engagement events
Experience working with external partners and stakeholders,
Execute & manage PR & Blogger relations, as well as Advertising (Print/TV)
Uses broad knowledge of the social, political and economic environment in the provision
of strategic advice to stakeholders across company relating to government, community and
media communications.

2.
3.
4.
5.
6.
7.

6.
7.
8.
9.

VIII.
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Prepare & Deliver Presentations
Excellent oral and written communication skills are required, as well as presentation
skills to prepares first drafts of speeches, speaking notes, presentations, briefing notes,
backgrounders, announcements and other communication materials for internal audiences
Outgoing with strong presentation skills
Respond to client-initiated contacts, delivering fast and efficient service,
Strong verbal and written communication skills, including tact and diplomacy
Excellent oral and written communications skills and customer orientation are also
essential elements of this position.
Excellent written and verbal communication skills
Retain knowledge about the features and benefits of a wide range of products and services
and convey the information to clients
Manages the company Speakers’ Bureau through coordination of requests,
modification of presentations as appropriate and acting as a resource to bureau
members.
Ability to speak confidently with the public and provide presentations to groups
Formal presentation skills
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IX.

Computer Skills

1.
2.
3.
4.

You will need strong computer skills
Excellent skills with MS Office (Excel, Word, PowerPoint, Outlook) and Internet.
Expert knowledge of all Microsoft Office applications, especially PowerPoint and Publisher
Advanced knowledge of, and experience using, relevant desktop and web publishing software
and hardware including Microsoft Office Suite products Word, Excel and PowerPoint as well
as Adobe Acrobat and Dreamweaver
Experience using complex databases; * Copy editing; * Adobe - Acrobat; * Photoshop
InDesign;
* Dreamweaver will be considered an asset
Proficiency with desktop publishing and design tools
Proficiency with web development tools and online communities
Proficiency in Microsoft Office is also required.
Must be computer literate: strong keyboarding and Internet navigation skills; type a
minimum of 25 wpm; basic arithmetic skills required

5.

6.
7.
8.
9.
X.

Multitask

1.

6.

The ability to work on several high-pressure projects, delivering high quality results in a
fast paced, results-driven environment.
Manage multiple priorities to deadline.
Ability to multi-task in a fast-paced and changing environment
Ability to multi-task in fast-paced environment
Ability to multi-task and prioritize, working with minimal supervision, completing tasks in a
fast paced environment
Ability to execute under tight timelines, pressure and competing priorities

XI.

Persuasion

1.
2.
3.
4.

Development of program promotional tools and materials;
Creates external media ads
Work closely with marketing/product managers on new product launches and related media events
Act as brand consultant on all media related issues including agency management and support

2.
3.
4.
5.

XII.

Research

1.

Information-seeking skills; the ability to probe, find out more and improve your
understanding of a client's situation or issue
Strong research skills
Excellent reading, writing, research and communications skills a must
Experience searching and populating on-line databases
Superior research and fact checking skills
Research (including on-line) and report writing experience

2.
3.
4.
5.
6.
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XIII.

Project Management

1.
2.
3.

5.
6.
7.

Developing and managing budgets.
Strong project management skills
Work with internal business clients to deliver project deliverables to the interactive
development team and external agencies on time and within predefined specifications
Proven experience using and working knowledge of standard project management tools
and processes
Document and report project timelines, work back schedules and milestones
Previous project management experience
accountable for project management from beginning to end

XIV.

Event Planning

1.

Assists with execution of all Jays Care Foundation fundraising events, programs, meetings,
and special activities.
Assists in the coordination of Community/Foundation-based programming including batting
practice visits, pre-game presentations, anthems, Jays Care Community Clubhouse hosting, etc.
Execution of annual recognition events
Plans and coordinates events, program launches, etc.
Represent the communications function and / or provide assistance in the management of
special events including those relating to CSR and sponsorship.

4.

2.

3.
4.
5.

XV.

Editing
1. The role involves writing, editing and translating a variety of corporate documents
2. Conducts regular reviews, provide oversight and management of the public facing websites
and intranet, including editing and updating copy, researching and suggesting new ideas for
content, design and navigation.
3. May include writing, editing internal and external communications
4. .....from strategy development and planning to writing and editing clean, clear copy on a
tight deadline
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Appendix D: Calendar Descriptions of New Courses
#3xxx Visual Communications
Students will examine common approaches to the visual representation of information. They will
learn to incorporate visuals such as figures and tables, photos and videos, and two-dimensional and
three-dimensional animations into their communications They will learn to create stand-alone visual
communications as well as incorporate visuals into, for example, brochures, webpages and
multimedia platforms.

#3xxx Theories of Human Communication
Students will examine the history of human communication, from print to digital media, as that history
is reflected in modern theories and practices among individuals and within organizations. Students will
learn techniques to apply traditional and contemporary communications theories as those theories
relate to professional contexts.
#3xxxElective
No description necessary
#3xxx Advanced Oral Communications
Students will apply principles, techniques and strategies for oral communication through a variety
of mediums. They will learn to analyze information to identify and deliver key messages in
multiple live and virtual presentation formats to diverse stakeholder groups. Focusing on
persuasive and informative communication challenges within professional settings, and taking into
account current technology, students will learn audience analysis, integration of visual elements,
application of non-verbal or paralinguistic features, impromptu and planned presentations, question
and answer sessions, rhetorical techniques, and overall time management.
#3xxxPersuasive Writing and Speaking
Students will learn the principles of persuasion and apply them to strategic conversations and
dialogues with a variety of audiences. Rhetorical strategies and techniques learned will include
various ways to identify audience needs, encourage audience attention, stimulate audience interest
and generate response and action from targeted audiences.
#3xxxDigital Communications Media and Tools
Students will examine principles and practices of traditional and emergent digital media. They will
learn how to evaluate and choose the most appropriate media to deliver a specific message to a target
audience. They will learn how to develop, analyze, and evaluate products such as social media
initiatives, media kits, and customer relations management products.
#4xxx Managing Communications Projects and Documentation
Students will learn how to plan and develop the communication products necessary to manage a
project from inception to completion. Students will apply critical path methodology, document
control, human resource management and conflict resolution techniques to team and multiauthored documentation projects.
#4xxxInternal Communications
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Students will focus on common principles and practices of effective internal organizational
communications. They will learn to manage issues through top-down, peer-to-peer and
interdepartmental communications. Students will learn to analyze, develop, implement and evaluate
communications plans.
#4xxxInterpersonal and Group Communications Mediation and Negotiation
Students will learn and practice interpersonal skills and study communications among individuals
and groups. They will learn mediation and negotiation skills that can be applied in organizational
settings. Internal examples might include negotiating about employee performance and
interdepartmental expectations; external examples might include, negotiating with suppliers, clients,
or community groups. Students will also learn numerous business cohesion techniques.
#4xxxExternal Communications
Students will learn principles and techniques for communication with diverse audiences, using
mass media, lives events and various social media platforms and tools. After the course, students
will know how to coordinate organizational efforts to develop an external communications plan
aimed at government regulators, community groups, relevant organizations, and/or the public.
#4xxxAdvanced Report Writing and Editing
Students will study theories and principles for writing correspondence including; electronic
proposals, business plans, executive summaries and other research reports, including a collaborative
report. They will complete written and oral communication assignments that emphasize interpersonal,
team-building and leadership skills. Students will apply editing principles to a number of publishing
and workplace projects. They will learn about creation of a house style for clients, and compare
market and strategies of current style guides (Chicago Manual, APA, AP, etc.). Students are also
introduced to the rhetorical effects of the choices that editors make with their clients and colleagues.
#4xxx/4xxx Communications Practicum (6 credits)
Students will propose and develop real world communications initiatives for chosen organizations.
They will be required to undertake a strategic planning process and to research, write, present,
monitor and evaluate these initiatives for management, appropriate stakeholders, and staff in support
of relationship building and decision-making, for that chosen organization. Students will work
directly with an organization or agency representative and the faculty practicum coordinator. A
graduation portfolio will also be produced.
#4xxxCommunications Research
Students will conduct primary and secondary research using tools they develop such as surveys, focus
groups, observations and interviews. Students will be required to manage their quantitative and
qualitative data and interpret their results. Students will also learn to collect, interpret and use
information taken from subject matter experts (SME), journals and informational databases in order to
support their written communications and publications.
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Appendix E: Job Titles of Postings Analyzed to Determine Skills in
Demand
The following list of job titles describes the positions that were analyzed to determine skills in
demand. Generally jobs were either entry level or required no more than three years of experience.
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.
31.
32.
33.
34.

28

Communications Leader
Client Service Representative
Client Services Representative
Executive Assistant
Communications Manager
Customer Service Agents
Digital Project Leader
Marketing Communications
Coordinator
Communications Coordinator
Co-ordinator, Communications
Communications Specialist
Communications Specialist
Communications Specialist
Internal Communications
Internal Communications Specialist
Communications / Publications / Sales
Manager
Marketing Communications Manager
Marketing and Communications
Manager
Bilingual Communications Associate
Senior Communications Officer
Manager, Employee Communications
Bilingual Communication Specialist
Manager, Internal Communications
Communications
and
Marketing Associate
Communications Specialist
Manager, Marketing &
Communications, Customer Service
Corporate
Communications
Coordinator
Membership and Communications
Coordinator
Marketing and
Communications Coordinator
Manager, Corporate Communications
Member Communications and Liaison
Administrative Assistant
– Communications
Manager, Communications
Communications Officer

35. Director of Marketing &
Communications
36. Marketing Communications
Coordinator
37. Senior Compliance Officer –
Communications
38. Project Coordinator - Visual
Communications
39. Specialist, Corporate
Communications
40. Communications
Coordinator/Accounts Payable
41. Senior Communications Specialist
42. Corporate Communications Specialist
43. Communications Officer
44. Communications Analyst
45. Marketing Communications and
Brand Manager
46. Communications Lead
47. Webmaster/ Communications Support
Coordinator
48. Manager, Communications
49. Communications Coordinator
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Appendix F1: INTERNAL FEEDBACK ACADEMIC DEPARTMENTS
This concept has been approved by the Applied Communications Department, the School of Business
divisional Curriculum Committee and the School of Business Faculty Council. This program will not
have impact on other departments as there are no dedicated service courses required outside of the
School of Business.
A compilation of responses from other Academic Departments is attached on the following pages, as
well as responses from the applied communications department.
DEPARTMENT

NAME (Chair)

RECEIPT STATUS

English

Paul Tyndall

Attached

Journalism

Beverly Sinclair

Attached

Human Resources

Duane Radcliffe

Attached

Entrepreneurial Leadership

Paul Leigh

Attached

Marketing

Paul Leigh

Attached

Accounting

Carol Stewart

Attached

Bachelor Technology

Andy Law

Attached

Business

Ron Shay

Attached

Economics

Sigrid Ewender

Attached

Legal Admin Assistants

Pam Galea

No response to-date

Business Quantitative

Ulrieke Birner

Attached

Business Quantitative

Ali Hassanlou

Attached

Terri Smolar
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FEEDBACK FROM THE ENGLISH DEPARTMENT (From: Paul Tyndall, Chair)
Sent: Wednesday, November 17, 2010 9:57 AM
To: Panteli Tritchew
Subject: feedback on Program Concept for BBA BC
Hi Pantelli
I just wanted to let you know that I've had a chance to look at the Program Concept for the BBA in
Communications Management that you sent me, and though I'm not really familiar with such
programs, the proposal looks very well thought out and well developed. I also think that there will be
a demand for such a degree, given the increasing importance of communications in the business
world.
I did have a few questions, however. For starters, I was wondering who your direct competition
would be in the area and how this program would compare to similar degree programs. For instance,
doesn't SFU have something similar? And I thought Douglas offered a program that resembled the
degree program that you're proposing. Also I noticed that at present you only have one
communications course that fits into the program, CMNS 1140, and that the upper level courses are
all in development. Given the provincial government's concern about duplication in post-secondary
programs and their current moratorium on new programs, I'm wondering if you'll be able to meet
your deadline for implementation, especially since so many of the program specific courses are still in
development. I'm sure that you've thought of all these things yourself but I don't see any reference
to similar programs in the region that are already in existence or to the rationale for a new program
in Communications Management. And while you do acknowledge that you need to develop many
new courses, you don't seem to say anything about the challenges involved in ushering these courses
through the approval process.
When we were developing our 4 year Major in English a few years ago, we faced similar challenges
but I think the climate for program development was different. I also think that the previous review
process moved a little more quickly than the new one that we've adopted since we became a
polytechnic. That said, it's very clear the program that you're proposing fits in well with the
university's mandate and it focus on applied learning and with our emphasis on training students for
the workplace. The program is also consistent with the institution's academic planning and priorites.
On another note, I was also wondering about the program structure as you've defined it. Am I right
to assume that students taking the BBA in Communications Management would still be required to
satisfiy the same breadth requirements as other degree students at Kwantlen? Obviously I'm biased
in this area, but I think anyone enrolled in a business program of any kind ought to be required to
take a variety of Humanities and Social Sciences courses. The emphasis on business ethics that you've
built in to the program makes perfect sense but there are still critical contexts and critical thinking
skills that are essential if students are to able to fully appreciate the complexity of ethical questions
and often these contexts and skills are the focus of Humanities and Social Science courses. Finally,
I'm glad to see that ENGL 1100 will be required for students in this program, but I was wondering if
there was any discussion of also requiring students complete either 1202 or 1204. As you probably
know, most programs at Kwantlen require students complete a minimum of 6 credits of first year
English. I realize that the proposed program will be writing intensive at every level. But exposure to
literature and film is valuable in its own right and normally students receive that exposure in 1202 or
1204.
Anyway, I wish you luck with the proposal because the BBA in Communications management looks
like a really valuable program and I hope my feedback proves useful. Thanks.
Dr. Paul Tyndall
Chair, Department of English
FEEDBACK FROM THE ACCOUNTING DEPARTMENT (From: Carol Stewart, Chair)
Sent: Wednesday, November 10, 2010 2:53 PM
To: Bob Basil
Subject: RE: Request for Feedback on BCNS BBA degree concept
Hi Bob,
Good to meet you too - I will endeavor to get to this in the next two weeks. The description of your
program in the email makes it sound like a very attractive program.
Carol
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FEEDBACK FROM THE CSIS/BTECH DEPARTMENT (From: Andy Law, Chair)
Sent: Wednesday, November 17, 2010 12:59 PM
To: Abhijit Sen; Andy Law; Catherine Maydan; Christopher Leung; Eugenia Culham; Kenward Chin;
Hi, CSIS/BTECH collegues,
Bob sent me the BCNS BBA degree concept and the Review report. The documents include very
detail study about the industry and the demand (across the unviersities). I am happy to see that
Kwantlen will have a BCNS degree. This would be excellent 2nd degree option for our BTECH
gradudates.
Please take a look at these documents and send your feedback directly to Bob (cc to me). Bob
requested that the comments to be sent by next Friday.
Thanks
Andy
FEEDBACK FROM THE HUMAN RESOURCES DEPARTMENT (From: Duane Radcliffe, Chair)
Sent: Sunday, November 21, 2010 9:38 PM
To: Duane Radcliffe; Bob Basil
Subject: RE: Request for feedback on BCNS BBA degree concept
Sorry forgot one other point. I would really encourage you to consider add ENTR 4200 - Business
Strategy.
________________________________________
From: Duane Radcliffe
Sent: November-21-10 9:34 PM
To: Bob Basil
Subject: RE: Request for feedback on BCNS BBA degree concept
Hi Bob
Here are some initial thoughts based on documents.
1. Have you considered offering a post Bac. program like the HRMT program. The core BC courses I
could see both ENTR, HRMT and MRKT BBA graduates using them as a continuing education / life
long learning program. I could also see graduates of UBC, SFU using the post Bac program to gain
applied experience that they don't get.
2. CMNS 3160, ENTR 3110, HRMT 3115 - Based on what I read and my knowledge of the ENTR 3110 (I
teach it) and HRMT 3115 I fear we are starting to duplicate the same content throughout designated
program courses. 3110 has significant team based content and goal theory application while 3115
has significant conflict resolution, individual communication and team based content. Since you
have 3110 already in the program and are considering HRMT 3115 as a pre-req and I am wondering if
the current two courses would meet your requirements or could add material to meet your
requirements. Personally I would like to see more integration of BBA students in as many courses as
possible. I also teach ENTR 3160 course as well and having MRKT, ENTR, ACCT, and HRMT students
all in the same class enhances the learning environment. I think this would be critical for this type of
course.
3. Preparing for the MFT. This has been a challenge for our HRMT students. I am happy to see the
depth of accounting courses in the program.
4. The other challenge you might see is students enrolling in the program to obtain a BBA but might
not really carry on or have a career passion for communications as a career. We have seen this in
the HRMT program where students have chosen HRMT over ENTR.
I will be on campus everyday this week as HRMT practicum is due Friday, so I if you would like to
meet I can arrange it.
Duane
FEEDBACK FROM THE ECONOMICS DEPARTMENT (From: Sigrid Ewender, Chair)
Sent: Tuesday, November 16, 2010 2:44 PM
To: Bob Basil
Subject: RE: Request for Feedback on BCNS BBA degree concept
Hello Bob,
congratulations to you, Panteli, and everyone who has put together this degree proposal. I think that
it is a fabulous addition to our range of BBA degrees. The program has a specific focus and equips
students with the knowledge and skills in the area of communication that today's employers are
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looking for. In today's world, it is more and more important to have excellent communication skills,
especially when dealing with media, the public, or in fact, any team.
I think that the inclusion of Principles of Microeconomics and Principles of Macroeconomics is
especially useful, since it gives students knowledge about economic concepts such as GDP, CPI, the
role of a central bank, what is a monopoly, etc. This is knowledge they need to know about once they
go out and join the workforce.
I would like to add one comment about ENTR 3150. All other BBAs (ACCT, ENTR, HRMT) have ECON
3150 (Managerial Economics) and ECON 2350 (Intermediate Microeconomics) as replacement
options for ENTR 3150. This opens up more choices for students, they can basically choose among 3
courses. Additionally, it would make it easier for students who transfer from a BBA ACCT to the BBA
BCNS and happen to have ECON 3150. I would like to ask, if this could be added to the BCNS degree.
Please feel free to contact me if you have any specific questions.
Kind regards,
Sigrid
Sigrid Ewender
Chair, Department of Economics
School of Business
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FEEDBACK FROM THE MARKETING DEPARTMENT
To: Bob Basil – Chair of Communications Department
From: Paul Leigh - Chair of ENTR & MRKT Departments at the time of the application
Date: October 14th 2012
I have reviewed the Bachelor in Communications (BC) proposal, and it looks to be very strong and
one that will fill a unique and needed niche in the marketplace. It is important and beneficial that KPU
provide our students with more degree choices, give students more options, and allow them to develop
more skills to better match the needs in industry for highly skilled professionals in the ever more
technically demanding field of communications.
However, as Chair of both the Entrepreneurial Leadership and the Marketing Department, at the time
of this application, I will provide two comments, each from the perspective of the respective Chair’s
positions.
With regards my role as Chair of the Entrepreneurial Leadership, I am pleased to see the inclusion
under the two different Program Structural Models, the first being for the BBAC where “Students
enter with a Business Diploma” and the second for the BC where “Students enter with 60 credits of
university studies”. In the former case for the BBAC you have included ENTR 4110, 4120, 3160,
3110 and in the latter (BC) you have included only ENTR 3160. This does seem backwards in that a
generalist student coming to KPU in their third year takes fewer ENTR courses than a student with a
Business Diploma. The reason I say this is that one would expect the Business Diploma student to be
better prepared and well versed on the material covered in these courses, whereas a generalist student
with 60 university credits does not gain the exposure to these higher level skills and learning’s. This
seems counter intuitive.
Additionally, to address this apparent deficiency, there is no discussion of any bridging courses
required of the “student enter with 60 credits of university studies”. This would also seem to be an
oversight to help students with little or no business background to be successful in the higher level
courses that would build upon the foundation of what the normal bridging courses would be for entry
into any of the BBA Programs at the School of Business.
This may be too late in the process, but given your emphasis on Critical Thinking in your degree
proposal for the BBAC, it would be a better fit to include ENTR 3140 Entrepreneurial Marketing
which is case based analytical critical thinking focused and would be a solid skill set that the BBAC
students should have and which would augment the other courses they take in years 3 & 4.
With regards to my role as Chair of the Marketing Department, I assume that for the (BBAC) Degree
it is assumed that the students with a Business Diploma have had exposure to an introductory
marketing course such as MRKT 1199.
With regards to the (BC) Degree for students with a generalist Diploma or “Students enter with 60
credits of university studies” I assume this to mean a student outside of a business program, who may
not have many business courses, will need exposure to marketing. You have included and introductory
marketing course, MRKT 1199, which we fully support as a way to expose the students in the BC
Degree to the survey course in marketing that, introduces students to a whole range and host of
marketing topics necessary to be effective in any communications position.
Finally, the course description below for your has a very similar description to two of our course
offerings in marketing.
#3xxxDigital Communications Media and Tools
Students will examine principles and practices of traditional and emergent digital media. They will
learn how to evaluate and choose the most appropriate media to deliver a specific message to a target
audience. They will learn how to develop, analyze, and evaluate products such as social media
initiatives, media kits, and customer relations management products.
The courses that they overlap with and appear to cover much of the same learning outcomes are:
MRKT 2111 CR-3
Introduction to e-marketing

33

Bachelor of Business Administration in Communications (BBAC)

Students will learn the techniques and principles of e-marketing in the rapidly changing Internet
environment. Students will study and evaluate various business models employing e-marketing
strategies with a range of outcomes. Students will learn about fundamental business and marketing
concepts, consumer behaviour, strategic objective setting, channel structures and examine such roles
in the Internet environment.
Prerequisites: MRKT 1199 and MRKT 1299
MRKT 3211 CR-3
Managing the Communication Process
Students will learn the essential project management skills associated with strategic planning, briefing
creative services, and delivering creative projects through a variety of traditional and modern
marketing media. They will learn how key messages and graphic standards are delivered effectively
and consistently to achieve marketing objectives.
As such there may be merit in not recreating the same course, but to utilize existing courses within the
marketing program that can achieve the same learning outcomes and utilize existing resources within
Kwantlen.
In summary:
I also strongly believe that your exciting new degree will draw additional students from the
community and I am therefore in full support of this program. Overall, the program concept indicates
that students will be very well prepared for today's labour market and that they will obtain
contemporary communication based skills and knowledge which today's employers are looking for in
the communications field and many others.
I further noticed that the program also provides opportunity for students to apply what they have learnt
while still studying through real world client based projects culminating in the Practicum. This, I
believe, constitutes an enormous benefit for students, employers, industries, and the community as a
whole. Therefore, I think that it is great to have this program added to the existing BBA programs and
that the above suggestions, points and concerns be considered.
Kindest regards
Paul Leigh – Chair – ENTR & MRKT Programs
FEEDBACK FROM THE ACCOUNTING DEPARTMENT
From: Carol Stewart
Sent: Tuesday, November 06, 2012 10:19 AM
To: Bob Basil
Subject: RE: BCMNS and BBA CMNS degrees outstanding - Clarification from Bob Basil, CMNS Chair
I appreciate the serious rigour involved in vetting courses through the Curriculum Committee and
Faculty Council. Our ACCT representatives, Jane Chong and Ron Messor have affirmed this. However,
in terms of the overall composition of the BC and BBAC would recommend the following changes:
Bachelor of Business Administration (BBA) in Communications (BBAC)
Require:
1. Introductory Financial Accounting ACCT 1110 and ACCT 1210 or ACCT 2293, with a C
2. Introductory Management Accounting ACCT 3320 or ENTR 3120, with a C
3. Finance ACCT 3180 or ENTR 3180, with a C
Bachelor in Communications (BC)
Entrance (not exit) requirement:
• Introductory Financial Accounting ACCT 1110 and ACCT 1210 or ACCT 2293, with a C
FEEDBACK FROM THE BUSINESS QUANTITATIVE STUDIES DEPARTMENT
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Bob,Business Quantitative Studies

From: Ulrieke Birner
Sent: Monday, October 08, 2012 9:24 AM
To: Bob Basil
Cc: David Wiens; Ali Hassanlou
Subject: RE: BCMNS and BBA CMNS degrees outstanding - Clarification from Bob Basil, CMNS Chair
Dear Bob,
Thank you for the opportunity to provide feedback on your department’s proposal for the Bachelor
of Communications (BC) degree.
I have read the proposal (both the initial 2010 version and the current 2012 version).
Congratulations to you and your department on producing a well-investigated and well-thought out
proposal.
I strongly support the proposed BC degree. The degree fits perfectly into Kwantlen’s mission and
mandate as a Polytechnic University. Moreover, based on the survey feedback provided by your
industry contacts, it appears that the skills BC students graduate with will be extremely well received
by the labour market. Notably these skills will be useful to graduates beyond the workforce (e.g.,
those that continue to complete their Masters and PHD degrees). I like how the degree is tailored for
third year students to enter from diverse business diploma backgrounds yet that it is designed so
that students exit with a standardized skill set that spans across disciplines.
I notice that BUQU 1230, Business Statistics, has been removed as one of the core required first year
courses for entering the BC degree. I suspect this is because students will likely have taken Business
Statistics within their initial business diploma studies? Successful completion of BUQU 1230
provides students with problem solving, research analytic and critical thinking skills. Students also
learn, at an introductory level, how to communicate statistical information and how to evaluate the
statistical communications they read. To this extent, BUQU 1230 will help the BC students with their
research projects in their third and fourth years. Please let our department know if we can further
help prepare students for the BC degree.
Again, congratulations to your department on the development of the applied BC degree. I have no
doubt that graduates of this degree will succeed in the workforce and beyond.
Sincerely,
Ulrieke
PS. I have included BUQUs current Chair, Ali Hassanlou on this e-mail so that he is aware of this
communication and in case he has any additional comments to provide about the proposal (Ali, the
link to the most current version is below).
Ulrieke Birner

FEEDBACK FROM THE BUSINESS QUANTITATIVE STUDIES DEPARTMENT (NEW CHAIR)
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Business Quantitative Studies Faculty, Business Quantitative Studies Department (BUQU) School of
Business Kwantlen Polytechnic University
Subject: RE: BCMNS and BBA CMNS degrees outstanding - Clarification from Bob Basil, CMNS Chair
Hello,
Thanks Ulrieke for providing feedback and support for a well designed program by our colleagues in
CMNS. I am certain that offering such a program at Kwantlen will give all the necessary tools to our
business students to succeed in the workplace and in their graduate studies.
Best
Ali Hassanlou, Ph.D.
Chair
Business Quantitative Studies
School of Business
FEEDBACK FROM THE BUSINESS MANAGEMENT DEPARTMENT BUSI
From: Ron Shay
Sent: Wednesday, October 10, 2012 11:56 AM
To: Bob Basil
Cc: Alexandra Richmond; David Wiens
Subject: Feedback on BCMNS and BBA-CMNS degree proposals
Hi Bob,
I have now had an opportunity to review the proposals for both the Bachelor in Communications and
BBA in Communications and would like to offer my congratulations to your team on these thoughtful
and well-developed programs. The research data and feedback collected to date clearly support the
addition of these degrees to our pool of offerings at Kwantlen.
However, I would like to make one recommendation for your consideration. The new course titled
#4xxx Interpersonal and Group Communications Mediation and Negotiation appears to substantially
duplicate the identical content of BUSI 2465 Business Negotiations. This course has been a required
course in the Business Management Diploma program for more than 20 years, and while it is difficult
to predict how many students may enter the new CMNS degree programs from that diploma stream,
there will be a strong likelihood that some students will have already taken this course. My
recommendation is that you grant an exemption from the new course to students who have
previously passed BUSI 2465 (i.e., essentially making the requirement 'one of' either BUSI 2465 or
4xxx Interpersonal and Group Communications Mediation and Negotiation).
Best wishes on the successful launch of these new degrees.

Ron Shay
Professor, Business Management Department Kwantlen Polytechnic University, BC, Canada
email: ron.shay@kwantlen.ca <mailto:ron.shay@kwantlen.ca>
phone: (604) 599-3369 (VM 9868)
fax: (604) 599-3277
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FEEDBACK FROM THE JOURNALISM DEPARTMENT
From: Beverley Sinclair, Chair of Journalism and Communication Studies
To: Bob Basil, Chair of Applied Communications; Senate Standing Committee on Curriculum
Re: Program Concept for Bachelor of Communications, submitted to S2C2 on Oct. 3, 2012
Date: Oct. 30, 2012
I am pleased that we have had a couple of good conversations following the presentation of this
proposal to S2C2, in particular regarding concerns about the name of the degree. Thank you for letting
me know that your department has agreed that the name needs to change to clarify that it is a degree in
professional/business/applied communications, as distinct from the Bachelor of Communications
degrees offered by other post-secondary institutions such as SFU and Capilano University.
I understand that the new name will be something like Bachelor of Applied or Professional (or
Similar) Communications.
The members of the Journalism and Communication Studies department agree that such a degree
would be a good addition to Kwantlen’s offerings, and also recognize that there are courses/expertise
in our department, and in the Public Relations department, that would be valuable to it.
For example, our Communication Studies courses provide cultural/media/political context for
communicators, and we note that this proposal includes development of such courses, along with the
“applied” communication courses specific to your department.
It is my hope that the Journalism/Communication Studies and Applied Communications departments
can discuss this further, with particular attention to avoiding duplication of courses with this degree,
and as our departments move forward. No doubt this is particularly important in a fiscally restrained
environment.
Given all of the above, I regret that my department cannot support this degree in its present
iteration. However, we hope to continue working with you so that in future we can offer our full
support.
Sincerely,
Beverley
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FEEDBACK FROM MARSHA D’ANGELO JOINT FACULTY PR AND COMMUNICATIONS
DEPARTMENTS
Date: January 3, 2013
To: Bob Basil
Chair, Applied Communications
From: Marsha D’Angelo
Faculty, Applied Communications and Public Relations
Re: Degree Proposal for Applied Communications
This is my letter of support for the Applied Communications Department’s:
a) Bachelor of Communications (BA)
b) Bachelor of Business Administration in Communications (BBA)
I write this letter as an Instructor fortunate to teach in both Kwantlen Polytechnic University’s (KPU)
Applied Communications and Public Relations Departments (each Department benefits from
exceptional leadership, faculty members and course content) and an industry professional with over 12
years high-level experience in some of the world’s largest communications agencies in Vancouver,
Canada and London, England.
For the past two years, I’ve worked closely with the Applied Communications Department to develop
a strategic direction and course headings for their BA and BBA degree proposals. My industry
experience has shown me repeatedly the demand, among clients, for communications professionals
with strong writing skills, strategic sensibility and business acumen. It is this combination of skills the
Applied Communications degrees, once fully designed and launched, will provide students and
employers alike.
I support the Applied Communications Department’s proposal and look forward to being a part of the
degrees’ launches and integration at KPU.
Marsha D’Angelo, MA
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FEEDBACK FROM THE PR DEPARTMENT (NEW COORDINATOR)
Date: December 14, 2012
To: Bob Basil
Chair, Applied Communications
From: Ange Frymire Fleming FCPRS APR
Co-ordinator, Public Relations Diploma Program
Re: Degree Proposal for Applied Communications
This is a letter of support for the Applied Communications’ two degrees being proposed, namely:
1. Bachelor of Communications
2. Bachelor or Business Administration in Communications (BBA)
This is written without prejudice to my predecessor, Terri Smolar, whose work with the PR Diploma
program has been outstanding. Due to Terri’s sudden medical leave, I was appointed as the new coordinator for the Public Relations Diploma program November 19, 2012, due to my 30-plus years in
the PR/Communications industry and running my boutique PR/Communications firm for over 20
years (see enclosed biography).
Applied Communications Degree Proposal
The Applied Communications department developed a multi-phased strategy to the degree process
that stretched out over two-plus years. It included collaboration, data mining and primary research
with a myriad of business leaders and other post-secondary educational institutions. During this
time, two members of the department – myself and Marsha D’Angelo – had been seconded by the
PR Diploma department to teach PR- specific courses to the diploma students, due to our extensive
experience in PR and other communications areas. As well, I was a faculty member teaching
communications courses for the departments of Applied Communications and Entrepreneurial
Leadership.
The Applied Communications department worked collaboratively as a team, wherein we collected
research, analyzed competing post-secondary educational institutions and consulted just under 100
senior managers from small, medium and corporate businesses, as well as from not-for-profit,
government, industry associations and sports organizations. There were no shortcuts taken, which
resulted in carefully crafted degree concepts that were hailed by business leaders as solid in
foundation, theory and application.
Evolution of the PR, Marketing & Other Communications Sectors
As a veteran and award-winning senior practitioner, I have been heavily involved in public relations
and its numerous cousins since 1984. In the last decade or more, multi-disciplinary sectors have
rebranded themselves under the umbrella of “communications.” Areas include:
1. Public Relations
2. Marketing
3. Journalism
4. Graphic Design
5. Human Resources
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Prior to the new millennium, many of these disciplines had little cross-over and maintained strict
boundaries within their foundational concepts. Marketing ruled the roost in textbooks, where public
relations was often a few bullet points under the marketing umbrella of “Promotions.”
As technology’s digital children reared exciting new designs in electronic applications, convergence
forced unusual bedfellows to live in the same house. Isomorphism invaded the boardrooms and
workplaces. Paradigms shifted, resulting in a blurring of boundaries that had previously been precise,
well-defined codas of operation.
Textbook definitions are no longer as taut. The phrase “Communications” has jumped on the merrygo-round, having different meanings, applications and approaches for different industries, as
demonstrated with those industries adding “communications” into their brand. Yet others have
claimed stakes, such as satellite communications and digital communications, further complicating
“naming rights.”
This acknowledgement of expanded territory is critical when looking at educational opportunities
that prepare graduates for the workplace, particularly when degree content appears to piggyback
onto other degrees or departments of seemingly similar applications.
Below is a brief overview of explicit differences between the Applied Communications Degree and
the KPU’s Public Relations Diploma program:
Applied Communications Proposed Degrees……. PR Diploma
Program…………………………………………..
1. It will appeal to younger executives, mid-level
managers and experienced administrators who
want to expand and round out their skills and
managerial prowess.
2. Top-level management surveyed will hire these
graduates as entry-, mid- and senior-level
employees/managers in the workplace.
3. It will also target those who choose to be
generalists, which keeps multiple doors open in
their career strategies.

1. The PR Diploma program is a specialized program
that falls under a widening umbrella of
communications possibilities.
2. It produces graduates ready to embark
immediately in entry-level PR jobs.
3. More than 75% of final-year students are hired
during their practicum periods in PR-specific jobs,
such as media relations, PR writers and socialmedia managers.

There exists some opportunities for collaboration within the two departments. As the PR Diploma
program continues its work in establishing its own degree, it will consult with a number of degreegranting departments for investigating joint-degree partnerships that include Applied
Communications, Marketing, Journalism and Graphic Design. Those conversations have begun
already and should not interfere with the Applied Communications’ application for its own degrees,
due to the distinct differences in application, job markets and specializations.
I am in full support of the Applied Communications degrees. I applaud the department for taking the
time to develop such well-founded proposals. From my 30 years of experience in PR and
communications, this degree will not thwart or threaten educational opportunities that our current
PR students have upon graduation.
Ange Frymire Fleming FCPRS APR
Attach: (1) Bio of Ange Frymire Fleming
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Unit 4 – 12300 English Avenue
Richmond, British Columbia CANADA V7E
6T1
Business 778.297.3743 | Fax 778.297.3834 |
Cell: 778.689.ANGE (2643)
ange-frymire@shaw.ca

Ange.Frymire.Fleming.FCPRS,APR, MBA
Ange Frymire Fleming has been working in public relations and communications since 1986.
CLIENTS This assertive dynamo’s diverse client list of more than 500 organizations spans the globe, including:
Bannerman Communications, Boat & Sportsmen's Show; Bravo Vancouver; CBC/Festival Vancouver; Downtown
Victoria Business Association; BC Onsite & Sewage Association (BCOSSA); BC Water & Waste Water Association
(BCWWA); Fraser Downs Raceway; GVRD Regional Steering Committee on Homelessness; Music West;
Okanagan Nation Alliance (ONA); Service Canada/HRDC; Sidney Health Fair; Sidney Integrated Wellness
Community Society (SIWC); Sunshine Coast Affordable Housing Task Force; Tartan PR; Taylor James; Tom Lee
Music Co.; Tony ‘n’ Tina’s Wedding; United Nations Conference on Money Laundering; Vancouver Crisis Centre;
Vancouver International Drum Show; Victoria Chinese Commerce Association; Victoria Dragon Boat Festival;
VirtualMagic Animation; Winter Harp; and, World Urban Forum III. From 1999-2001, she was the Downtown
Vancouver Business Improvement Association's Marketing & Communications Director.
EDUCATOR She is a professor and – as of November 2012 – the new Co-ordinator of the Public Relations
Diploma Program at Metro Vancouver’s Kwantlen Polytechnic University (KPU). She has also taught for two
other KPU faculty departments: Applied Communications and Entrepreneurial Leadership. From 1995-2009,
she taught several advertising, marketing, promotions and public speaking courses at a leading Canadian
polytechnic post- secondary institution – BCIT (BC Institute of Technology) – and was the lead Part-time Studies
instructor for “PR” and “Media Relations” (online and face-to-face). She taught “Media Relations” and "Writing
for PR" (online and face-to-face) at the University of Victoria, as well as “Marketing” and “Business
Communications” at Camosun College in Victoria, BC.
In October 2011, she was named Primary Faculty Advisor for the newly formed Kwantlen student group,
Enactus KPU (formerly SIFE or Students in Free Enterprise). The team develops projects within communities
that promote financial, social and environmental sustainability. Enactus works under the ACE umbrella
(Advancing Canadian Entrepreneurs), a national, charitable organization teaching and igniting young Canadians
to create brighter futures for themselves and their communities. In 2011-12, her team collaborated with
another Enactus team on the “Beyond the Bag Workshop,” where Kwantlen 2nd-year fashion students
mentored high school students on redesigning street banners into bags, umbrellas, garments and other
recyclables. Enactus KPU works with other community partners to promote business sustainability and social
responsibility.
HISTORY Born in Winnipeg, Manitoba, she lived in Ontario until her mid-teens. She graduated from the
prestigious Athol Murray College of Notre Dame of Canada, a private hockey high school in Wilcox,
Saskatchewan. She returned to Ontario, working with the Department of Veterans Affairs, Statistics Canada,
Revenue Canada and the Atomic Energy Control Board.
After moving to Vancouver, British Columbia in 1979, she worked in management for the banking industry.
While employed full-time, she graduated from UBC with a diploma in Urban Land Economics. In 1987, she
attended BCIT (BC Institute of Technology) in Metro Vancouver and graduated in 1989 with a communications
diploma in Radio Broadcasting. A whirlwind of professional growth was met during 1986-1992 with media
employers CKNW, CFMI, CJJR, Star FM, CKPG, KBS, 1040 KICKS and CKO. Positions included broadcaster, news
desker, voice-over personality, reporter, commercial producer, promotions director, features writer/producer,
community cruiser reporter and PSA coordinator.
In 1992, she founded Vocal Point Communications, a boutique communications company specializing in public
relations, strategic communications planning, media relations, issues management, marketing, event planning,
community development, stakeholder engagement, social media marketing and corporate social responsibility.
Bachelor of Business Administration in Communications (BBAC)
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CORE COMPETENCIES Core competencies include: fostering alliances with key stakeholders; developing
newsworthy awareness campaigns; procuring sponsorships/long-term partnerships: building profile through
corporate responsibility and social marketing platforms; engaging in sustainability and community relations;
developing communications pieces and collateral material; writing newsletters and business reports; and,
facilitating workshops. She also trains individuals and organizations for media grooming and public speaking.
She has facilitated over 500 workshops on advertising, board management, business writing, community
development, core-values creation, crisis communications planning, event planning, governance, key-message
development, marketing strategies, media relations, media training, public relations, public speaking,
sponsorship, strategic planning and vision development.
CPRS ACHIEVEMENTS An active and accredited member of the Canadian Public Relations Association (CPRS),
her professional CSR platform is reflected in her community roots. CPRS achievements include:
1.
2012: Honoured as a Fellow (FCPRS) with CPRS’s College of Fellows (Canadian Public Relations Society),
acknowledging over 20 years of proven leadership in public relations and communications with
exceptional contributions to the profession and community.
2.
2011: Named “CPRS Canadian Mentor of the Year.”
3.
2010: Liaised with CPRS Northern Lights and APR Accreditation Chair as senior advisor for 2011 APR
4.
5.

6.
7.
8.
9.
10.

applicants.
2010: Awarded “CPRS CN Emery LeBlanc Award” for the highest membership growth across Canada during her
presidency of CPRS-VI.
2009: Organized and moderated inaugural Communications Engagement Strategy to enlist involvement of PR and
communications professionals around Vancouver Island; created first-time partnership with Vancouver Island
University as host of the panel of experts.
2006-11: Recruited as director for CPRS-VI (Awards, VP, President, Past President).
2005: Created the CPRS Provincial Awards Committee, which she chaired from 2005-2008.
2005: Founded and launched inaugural PR Communications Leadership Awards (a provincial partnership with
Vancouver Island, Northern BC and Greater Vancouver).
2005-07: recruited as director for CPRS Vancouver (Awards portfolio).
2004: received APR, representing highest global professional standard of excellence in public relations; places her
with 1,600 other accredited PR professionals throughout North America.

OTHER AWARDS She has sat on dozens of other boards, including: Abbotsford Chamber of Commerce Vancouver
International Airshow Committee (1990-91); Abbotsford-Matsqui Arts Council (1990-91); Notre Dame Alumni Society (19962001); co-chair, Notre Dame’s North American Homecoming (2000 and 2005); Victoria Dragon Boat Festival Society (20052007); and the Victoria Chinese Commerce Association’s “150 Years in Golden Mountain Committee” (2007); SIFE Kwantlen
(2012-current). Awards include:
1.
2012: Honoured as a SIFE/ACE Fellow with the John Dobson College of Fellows for exceptional guidance and
mentoring of the SIFE Kwantlen student team. ACE (Advancing Canadian Entrepreneurs) is a national, charitable
organization teaching and igniting young Canadians to create brighter futures for themselves and their
communities.
2.
2010: Honourary Life Membership Award from SIWC.
3.
2006: Life Membership Award from Notre Dame of Canada.
WRITER As a freelance journalist, her passion for story-telling has resulted in published stories with Vancouver Lifestyles
Magazine, Georgia Straight, Celtic Connection, Vancouver Board of Trade, Common Ground, Vancouver Echo, West Coast
Blues Review, Voice, Link, Green Cart, Country Wave, Nelson Daily News and What’s On in Nelson. She also is one of
multiple authors of a post-secondary textbook led by William Carney “Fundamentals of Public Relations and Marketing
(2013 University of Alberta Press).
Ange lives in Metro Vancouver with husband, Jesse.

###
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INTERNAL FEEDBACK ACADEMIC SUPPORT DEPARTMENTS

INTERNAL ACADEMIC SUPPORT DEPARTMENTS CONTACTED
DEPARTMENT

TITLE

NAME/

RECEIPT

LOCAL
Counselling

Director, Student Development and SuccessLyn Benn
2467
Registrar Services (Admissions,Director, Registrar Services
Zena Mitchell
Records & Graduation)
2463

Attached

Enrolment Services

Attached

Director, Enrolment Services

Josh Mitchell

(Student engagement)

2474

Attached

Enrolment Support &
Retention

Director, Enrolment Support & Retention Warren Stokes

Information & Educational
Technology (IET)

Manager of User Support

Institutional Analysis &
Planning

Director

Library Services

Librarian

Elaine Samwald
3066

Attached

School of Business

Advising

Attached

Awards

Director
Financial Awards
Director
New Student Programs
Director
Co-operative education

Jane Gray
3280
Julia Denker
2336
Craig Brown
3019
Shawn Ericksen
2013

Manager
Registration Systems

Kathy Wainman
3225

Via Warren
Attached

Enrollment Services
Co-operative education
Registrar
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Attached

3230
Paula Hannas

Attached

2390
Kathleen Bigsby

Attached

3127
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Attached
Attached
Attached

Counselling
(support services anticipated for program students,
etc.)

Director, Student Development and
Success

2467

Response to the BBA Communications Management Degree
Submitted by Lyn Benn, Director Student Development
(Counselling)
This Communications Management Degree program has been extremely well researched and
developed. Students will need to work consistently through the program and will need excellent
organizational and personal management skills to achieve a balance in their work, study and home
life. Counsellors can assist students in these areas, in addition to the personal, academic or career
counselling that students can access. It may be useful to invite Counsellors to specific classes to
ensure that students are aware of the types of things they could be doing to encourage and support
their own success.
(Learning Centres)
The Learning Centres have three potential touch points with this program:
1.

2.
3.

Support for underprepared students as they are identified from time to time throughout the program. This
may be through one-to-one tutoring, help with study strategies, access to workshops offered throughout the
year, or through the weekly Peer Coaching program.
Students may wish to receive personal coaching through a writing tutor (peer or faculty tutor) as they work to
become better writers.
Students may wish to be trained and work as peer tutors for writing and help others to become better writers.

Applied Communications faculty would be welcome to come into the Learning Centre for office hours
or to provide writing support for students if they wish.
(Services for Students with Disabilities)
Any student who has a verifiable disability will receive assistance through Services for Students with
Disabilities. However if this program attracts students with disabilities to the extent that additional
staff is needed to support their progress, then the institution will need to provide funds to ensure
staffing levels meet legislative requirements.

Registrar Services (Admissions, Records & Graduation) Director, Registrar Services

2463

FROM: ZENA MITCHELL

Sent: Thursday, November 18, 2010 3:50 PM
To: Panteli Tritchew
Subject: RE: BBA Communications Management Degree Concept Proposal
Hi Panteli,
Thanks for the opportunity to review the Program Concept. From an admissions, transfer credit,
student records and graduation perspective, I have the following comments / questions:
Page 2: (under the Access section)
It states “Based on the highly successful BBA’s 2+2 model, this program also allows a Year One entry
point.” I might suggest two things: (1) the mention of the “2+2” model carries a college reference we
may want to avoid? (2) for clarity, it might be worth mentioning both entry points. You could
consider framing it as follows: “Based on the highly successful BBA model, this program provides
both a Year One and Year Three entry point.”
Page 4 (Section D.3):
For the year three entry point – you don’t note any required bridging or minimum GPA requirements
for entry – was this purposeful?
Page 19 (Appendix E1):
You note the courses that make up the first two years of the degree. Is the intention to offer a
diploma exit point? Or is this simply designed as the first two years of the degree (no exit option until
the end of year four)?
Page 20: (In the Access requirements section at the bottom)
The second paragraph references a degree that does not yet exist (the Bachelor of Communications
Management). So as not to confuse the two credentials (and create questions about a separate
degree), perhaps it’s best to leave the reference out at this time?
I hope you find this feedback useful. If you have any questions, please let me know.
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Regards,
Zena

Enrolment Services
(program advising & student loan eligibility; )

Director, Enrolment
Services

2474

Hi Panteli,
Thank you for providing me with the opportunity to provide feedback on the Program Concept for the BBA,
Communications Management. I am pleased to see the expansion of degree offerings in the School of
Business and the addition of a new degree option which appears to be aligned with our polytechnic
mandate. My only caution is the need for the marketing of this degree to differentiate it from the BA,
Communication offered by SFU which, despite some overlap, has a more traditional theoretical focus, but is
well known within the region in part because of a very strong Co-op program and a good breadth of
opportunities for further study at the graduate level.
I do feel that this degree will compliment other offerings within the School of Business and other faculties at
Kwantlen. Best of luck with the development of this program.
Josh
Applied Communications Response to Comments from Director, Enrolment Services

B.A. Advisor
(for B.A. degrees only - verify that program conforms with
B.A. Framework)

Not Applicable—See comments from BBA Advisor at end of this section.

45

Bachelor of Business Administration in Communications (BBAC)

2009

Enrolment Support & Retention
(scheduling and registration)

Director, Enrolment
Support & Retention

3230

FROM: WARREN STOKES
Sent: Monday, November 22, 2010 5:37 PM
To: Panteli Tritchew
Cc: Zena Mitchell
Subject: RE: BBA in Communications Management Degree Proposal
Hi Panteli,
Here’s my commentary. Comments and suggestions are intended to strengthen your proposal and are
intended as rhetorical not critical. Please get what value from them that you can.
D.1.
Year 1 Entry
Refers the reader to “a list of the required courses for Year One Entry” that has 18 courses in it. Is
it your intention that a student must have completed 54 credits before admission to first year?
Year 3 Entry
References the “Bachelor of Communications Management degree”. Is that a new degree? I can’t
find it in the Calendar.
It appears that you articulating, in both cases, requirements to access third and fourth year courses. I would
be concerned that Year 1 Entry will be mis-interpreted by a reader as indicating 54 credits must be
completed before studies in an additional 120 credits can commence.
F.2.
Second paragraph
Mentions “the pending” BBA – Marketing Management… I don’t think it’s pending anymore?
F.7.
Proposed BBA, Communications Management (CMNS) Courses
The current rubric for CMNS is “Applied Communications”. If you want to create a special subject area for
“Communications Management”, it will require creation of a new subject code. Given the recent dialogue
about communications subject/codes, you may want to clarify whether you intend to introduce a new
rubric, or remove the CMNS acronym from the F.7. title.
If you have any questions about my comments, please let me know.
Warren
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Information & Educational Technology (IET)
Paula Hannas Manager of
(planning re software needs; system capacity and limitations) User Support

2390

Good Morning
Both degrees look very interesting, I hope they go through. I have questions around the technology – both
hardware and software required to support the 3 courses below.
1. Visual Communications
2. Digital Communications Media and Tools
3. Communication Project Management
1. Have you consulted with Scheduling to ensure there would be computer lab time available for these courses?
2. What software would be required for these courses?
3. Would students be required to use their own laptops for these courses?
4. Would the existing computer labs at Kwantlen suffice for these courses in terms of hardware capacity and
power for the software you intend to use?
5. Is there an on-line or distance education component to these courses?
6. Have you considered open source software tools for these courses? Often less expensive and more affordable
for students.
I am wondering if you would send me the word version of Appendix C, very excellent resource for IET when
we need to create new job descriptions. 
Appendix C: Selection of Job Postings Descriptions of Skill Areas

Paula
Institutional Analysis & Planning

Director

3127

Via Research Assistant

NOTE: The report prepared by IA&P must be attached in full as an appendix. See Appendix F2.

Library Services
(collections, AV needs, etc)

Librarian

See Appendix G
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2680

Awards

Director

2336

Financial Awards

FROM: JULIA DENKER
Sent: Thursday, November 18, 2010 10:04 AM
To: Panteli Tritchew
Cc: John Boylan
Subject: Bachelor of Business Administration, Communications Management - Program Concept
Hello Panteli,
John Boylan (Manager, Student and Financial Awards Services) and I have reviewed the attached Program
Concept from a student loan perspective and we
are pleased to advise that the program does indeed qualify for student loans. Our focus is mainly on
entrance requirements, course load, course breaks, and 'practice education' components (ie. co-op).
In order to be eligible for StudentAid BC funding, the co-op portion of the program cannot constitute more
than 50% of the total program content. It appears that this is the case – and we see that co-op is optional
for students.
Given that this program is consistent with other School of Business BBA degrees, we can advise that the
program should indeed qualify for student loans.
We wish you great success!
Sincerely,
Julia
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Enrollment Services

Director

3019

New Student Programs

FROM: CRAIG BROWN
Sent: Monday, November 15, 2010 2:19 PM
To: Panteli Tritchew
Subject: RE: BBA, Communications Management Concept Proposal
Hi Panteli,
Sorry I have not been able to get back to you until now.
The research that you have put together is impressive, especially the Labour Market demand and
Analysis.
I think it is a program that befits an institution like Kwantlen. Off the top of my head, I think the
hardest part for us would be the distinction between our Communications program and those at
other institutions (especially the program at SFU). I also see that a lot of institutions offer a diploma
or certificate in this field. I would wonder if students will still see a greater value in getting a more
traditional BBA and then just “adding” the Communication side to a degree through these other
shorter term programs?
Please note that I am a fan of this proposal and I am quite certain that with some good co-op
programs, our students would be very successful in the job market.
While we have done a good analysis of local (Canadian) post-secondary programs along this line, has
there been inquiries made to US institutions who offer similar programs? To see if these students are
meeting student and industry expectations? Different I know but maybe would lead to some good
insights?
I appreciate the opportunity to comment on this Panteli. I think this looks like an excellent program,
that could certainly be marketed to a wide variety of audiences. I especially think that you might
attract some early or mid-career students who see this as a good addition to what they already have.
Thanks,
Craig
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Cooperative Education

Director

2013

FROM: SHAWN ERICKSON
Sent: Tuesday, November 23, 2010 4:40 PM
To: Panteli Tritchew
Subject: RE: BBA, Communications Management Concept Proposal
Hi Panteli, the Centre for Co-operative Education and Career Services fully supports the BBA Communications
Management degree and it’s Co-op option. Building on the success of other Kwantlen School of Business Co-op
programs, our Co-op office has established a significant presence in the local business community. While new
Co-op opportunities would need to be explored, some existing relationships would allow for an overlap of job
postings from existing programs and this new degree.
As identified in the industry feedback, there are many vital skills desired in the workplace by employers. This
degree addresses many of these skills including strong oral and written communication, independent and
critical thinking, and strong teamwork and project management. Co-op opportunities relating to
communication can be found with the federal and provincial government, not-for-profits and the private
sector. The skills that students would be learning or enhancing on a Co-op work term may include:
 Develop new concepts and content for corporate communications tools
 Write press releases, user-success stories and Web site content
 Organize promotional programs
 Respond to public inquiries
 Liaise with the media and community stakeholders
 Coordinate internal and external communication projects in support of market development
 Develop new product-launch programs and writing product collateral
 Research competitive market dynamics
 Manage corporate Web site
Attached are some of the Co-op positions from summer 2010 that would relate to this new degree. Though
this is not a complete list, it does confirm that Kwantlen has already established a relationship with several
organizations including BC Public Affairs Bureau, Ministry of Advanced Education, Terry Fox Foundation,
Volunteer Burnaby, BC Hydro and BC Public Service Agency.
While the admission requirements to Co-op as identified in F.5 of the Program Concept will likely remain
unchanged, it should be noted that all new four-year degrees will require a minimum of three full-time Co-op
work terms in order to graduate with that option. Further changes to a general Co-op model for all programs is
currently under review. In addition, budgetary consideration needs to be given to the cost of adding a new Coop program. Current resource levels do not allow for the addition of a new Co-op option.
Thank you for allowing me to comment on this new degree proposal. Should further questions arise, please do
not hesitate in contacting me.
Regards,
Shawn

School of Business

Advising

3820

Hi Panteli,
I promise I’m making my way through the proposal. Question though..Appendix E1: 60 credits in
years one and two. There seems to be a course missing, possibly the number of electives? The list
includes 18 courses, or 19 if a student goes the ACCT 1110 + 1210 route. 20 courses are required to
get to 60 credits, so should the number of electives read “2 or 3 depending on ACCT 1110/1210 vs
2293 choice?”
Also..typo. We refer to ACCT 1120, but it’s 1210.
I’ll get back to you once I get through the rest.
Cheers,
Jane
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School of Business
Advising
3820
From: Jane Gray
Sent: Friday, November 19, 2010 10:06 AM
To: Panteli Tritchew
Cc: David Wiens
Subject: RE: BBA, Communications Management Concept Proposal
Hi Panteli,
I strongly support this new degree; I think it will be a great addition to our stable of programs.
I do have some comments/questions:
Program Concept
pg 1 B.6: with reference to rolling this out to “university studies/transfer credit programs”…we don’t really have
transfer programs or programs called university studies. Maybe I’m being too picky – just a comment.
D.1 pg 4:
The sentence “students can ‘declare’ their intentions to enter the degree at any point in their studies at Kwantlen”
– we have yr 1 and yr 3 entry, so what does this mean? I find it a confusing statement after talking about year 1 and
year 3 entry.
“See Appendix E1: Program Entry Requirements – Year One Entry for a list of the required courses for Year One
Entry.” The list of courses is for years 1 and 2 of the program, so this should say something like See Appendix….for
a list of courses taken in the first two years of the program” and in Appendix E1:
In the list of 60 credits ACCT 1120 should be ACCT 1210.The list is only 18 (or 19 with the extra elective) long. 60
credits is 20 courses – is an elective missing?
Year 3 entry: Students may enter with a business diploma with C+ in BCNS and ENGL. I presume, then, that we do
not require the C+ in stats and acct as per the other BBA’s (which makes sense; just checking that it’s not an
oversight). But what about a bridging program for year 3 entry? Students aren’t going to come to us with business
diplomas that transfer courses exactly as our year 1 and 2 offerings. We see students with unassigned busi credits,
unassigned mrkt credits, etc . This is true for both domestic and international students – especially
international. Do we want an entry point for students with a minimum of 60 credits who may not have completed a
business diploma - similar to our other BBA’s? I realize that we will also have the other degree option (Bachelor of
Comm Mgt) which would be appropriate for those lacking core business courses, but what if a student has many
business courses – just not the right ones to add up to a business diploma? Do we want to automatically shut the
door to our BBA?
I strongly support this new degree, but I need clarification with regard to year 3 entry. I have a whole bunch of
“what if” scenarios bouncing around in my head - I’d be happy to discuss them in person.
Cheers
Jane

Ps - one last ‘housekeeping’ item: on the list of internal consultations (Appendix A) it mentions the BA
Advisor. I think this was created back in the day when the BA advisor was the only advising position
within a division. I think this needs to be updated. The SoB has an Advising Coordinator and SoB
Advisors (some refer to us as BBA advisors but we don’t like that title given that the SoB has more than just
BBAs).

Appendix F2: INSTITUTIONAL ANALYSIS AND PLANNING DEGREE PROPOSAL REVIEW REPORT
Please see separate attached document.
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Appendix F3: FEEDBACK FROM EXTERNAL INDUSTRY PARTNERS
BACKGROUND
As part of the degree development process for the Degree Concept Proposal, the Applied Communications
Department contacted professionals who work in the communications field in a broad spectrum of industry
sectors. The purpose of this survey was to solicit feedback on the types of general skills and communications
skills that employers look for in graduates. Once the data was collected, the department spent two full
meetings reviewing it and using the input to further inform the degree model (i.e., proposed courses.).
Furthermore, the department will use this data as a framework for course outcomes development during the
Full Program Proposal stage of our degree development.
The survey was prefaced with an introductory email that was tailored to each of the recipients.
Appended below are the following items:
1. The survey that was sent out.
2. An alphabetical list of the industry professionals who were contacted.
3. A collated list of the responses, grouped according to the questions, as well as emergent patterns. We
have made the feedback anonymous as the survey for the Degree concept was essentially an “electronic “
focus group. We will be soliciting letter support in future stages of the degree development process.
External Stakeholders Survey
We need your input on the following five questions:
1.

What do you think are the top Communication skills that a Bachelor’s graduate should have today?
(Please list at least six.)

2.

What do you think are the top skills (outside of Communication skills) that a Bachelor’s graduate
should have today? (Please list at least six.)

3.

What Communication skills do you see generally lacking in your industry or within the workforce?

4.

What additions or deletions would you make to the proposed content areas on the Draft Degree
Framework attached? (Note: An initial draft of the Degree Program Model that is in our Degree
Proposal was sent to the industry contacts.)

5.

Do you have any additional comments?
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INDUSTRY CONTACTS
NAME

TITLE

ORGANIZATION

Bowles, Patricia

Director, Communications and Education,

BCSC (BC Securities Commission)

Dayson, Lily

Manager, Evaluation Programs & Liaison

Certified General Accountants Association of
BC

Dickson, Ellsworth

Co-Publisher/Editor-in-Chief

Resource World Magazine

Freimond, Chris

Principal Partner,
Former President

Freimond Public Relations Inc
International Association Business
Communications, BC

Gauthier, Charles

Executive Director -

Downtown Vancouver Business
Improvement Association (DVBIA)

Guterres, Tracy

Manager, Human Resources

BC Hydro

Herringer, Michael

Manager, Programming,

Shaw Cablesystems

Keeling, Chuck

General Manager
Vice-President, Racing Operations,

Fraser Downs Racetrack & Casino
Great Canadian Gaming Corporation

Kehler, Connie

Executive Director
Program Manager

Canadian Herb, Spice, and Natural Products
Coalition
Canadian On-Farm Food Safety Working
Group

Keigher, Tom

Distribution Centre Manager

TDL Group (Tim Horton’s )

Kidd, Kevin

Store Manager

The Brick

Kirkbride, Maureen

Governmental Affairs

Telus

Lee, William

Business Analyst

Ivanhoe Mines and Southgobi Resources,
Vancouver. BC

Leonard, Pierrette
APR, FCPRS

Senior Advisor,
National President,

Canadian Patient Safety Institute
Canadian Public Relations Society (CPRS)

McClanaghan, Dale

Consultant

Clients include: Granville Island Trust, City
of Vancouver Planning Commission, Dr.
Peter AIDS Foundation, Katherine Sanford
Housing Society

O’Reilly, Lisa

Professional Program Evaluator

Canada Evaluation Society

Plottel, Loren

Communications Manager
Former President

Faculty of Arts - UBC
Canadian Public Relations Society, -BC,

Seed, Darren

President, BC Chapter,

Canadian Investor Relations Institute

Trenaman, Bill

Manager of Investor Relations

Ivanhoe Mines

Tsui, Sophia

VP, Risk Management

HSBC

Vercaigne, Darhl

Proprietor and Consultant

Keystone Marketing Services
(Risk management and commodity trading)
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HAVE TODAY
































Writing - thorough and appropriate analysis. Executive
summaries are a MUST HAVE to draw a reader to the
conclusion easily.
Professional - documents HAVE to look professional as
this gives a sign as to the quality of the work Presentations
- keep succinct, get to the point. Long presentations are
hard to follow.
Verbal - clear and easy to understand.
Interpersonal and teamwork - see comments below.
Relevance - all communications must demonstrate
relevance to the audience.
Content - balance written with visual. A picture is worth a
thousand words. I generally find that visual
(pictures/graphs) is the way to go. Words supplement the
point you are trying to make (drive it home with words).
‘Succinctness’ - workplace is far more fast-paced even in
the last 5 years. Time is valuable and there's not enough of
it. Get to the point quickly - especially with senior mgmt.
and executive levels.
Organizing your concepts and prioritizing.
Writing a presentation outline in a concise format
Preparing visual support (for paper, PowerPoint, and web
delivery).
Being comfortable in delivering oral presentations
(Recommends joining Toastmasters or taking a Dale
Carnegie course).
Presentation – selling others on ideas.
Written - clear and concise.
Non verbal- reading body language.
Interviewing - need to be able to read people and make
correct assessments.
Voice - projection and tone.
Vocabulary - a good command of the English language
Ability to present in large group settings.
Comfort in networking through communications(e-mail,
conversation, letters).
Detailed Report writing including structure and style for
business not for looks
Language Educate for business and format of written
letters, e-mail
Structured reports showing Situation, Action, Results,
What you need fix, How you will solve it, What did it
accomplish.
Networking Skills and importance of building your
network, how to keep up communications from a business
point of view – Not Facebook Surfing.
Social media skills
Dealing with difficult people.
The fine art of answering questions and presenting
materials in as few words as necessary.
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Verbal/oral communication skills.
Written skills.
Presentation skills.
Empathy.
Listening & Comprehending.
Knowledge of customer.
Building Rapport.
Diplomacy and tact




Problem Solving skills/Decision making skills.
Aggregate information to communicate
effectively.
Speech writing & speech delivery skills.
CClear, concise, professional written
communication skills (e.g. emails, letters).
Ability to present information verbally
(presentation skills).
Ability to tailor information needs to audience
verbally or in writing (e.g. brief for the executive
vs a detailed business case).
Ability to influence/persuade through
written/verbal communication.
Communicating technical information to nontechnical audiences.
Ability to organize thoughts into verbal or written
communication.
Mediation skills -- how to get collaboration among
diverse groups.
Analysis and strategic planning.
Multi-tasking and time management.
Listening and non-verbal communication skills -understanding what people mean, even when they
don't say what they mean.
Answering questions correctly. Sometimes if
you are not thoughtful and diplomatic, people
will misinterpret and use what you said against
you.
Writing skills, first and foremost. Writing for the
media, writing for in-house magazines, writing
annual reports, in-house newsletters, writing for
the web. But clear, thoughtful, well-researched
writing.
Graphic design skills. As a senior level
communicator, I need someone who can run
rings around me in terms of their technical
abilities in design and layout. I began my career
when we laid down type with hot wax, and
edited with an exacto knife. I don't have those
skills; and I'm too expensive to an organization
to spend my time doing that. But I sure need
someone in my group who can.
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“Fluent” written and verbal skills. This may seem
basic, but I am continually surprised by the number of
individuals in senior positions that possess poor verbal
skills and especially poor written skills.
In addition to a strong foundation on the elements of
the R-A-C-E formula, I would include ethics and
business training to prepare students to eventually
compete for a spot in the C-Suite, which usually
means having to bring skills and knowledge that go
beyond the confines of traditional communications
practice.
A basic understanding of financial management and
the ability to translate those skills into an ability to
communicate with them. Those outside of the
accounting profession learn their financial skills
almost exclusively while on the job. This
compromises one’s opportunities, especially early in
their career.
In my opinion, ethics and personal integrity in
communication are generally lacking.
Besides the obvious skills of spelling correctly with
good grammar, it's important to be able to write a
press release or report on your company's project.
Write for your audience! If you are writing a press
release for your publicly-trading company, remember
that the average intelligent investor will probably not
be an engineer or geologist (if you work for a mining
company). This means you must write the press
release on two levels.
Start off by summarizing your message in plain,
understandable English that a lay person can
understand. Then, if necessary, go on to describe the
technical or geological details for the more
sophisticated investors and requirements of the TSX
or TSX Venture Exchange, for example. Don't forget
to include some background details for readers that
may not be familiar with your company's activities.
Never try to impress the reader with fancy or unusual
words unless they are really needed. When
communicating the features of your company's
project, be careful with forward-looking statements.
It's always better to "under-promise" and "overdeliver" (which will make you a hero) than to "overpromise" and "under-deliver" (then you are a jerk).
This would come under ethics.
Understand the various methods of communicating
your company's message: advertising, research
reports, editorials in suitable publications, trade and
investment conferences, etc. If writing for a
government agency, again, remember to write for your
audience. If your target audience doesn't understand
what you are trying to say, you have failed as a
communicator.

























Above all, the ability to write well and to be able to
adopt the writing style to suit the audience/opportunity
The ability to develop a strategic communication plan
that aligns to the strategic goals of the employer
At least a passing familiarity with:
1. Stakeholder relations
2. Media relations
3. Governmental relations
4. Investor relations
5. Employee/executive communications
6. Crisis communications.
A thorough knowledge of the numerous
communications vehicles available, as well as the
existing and emerging technologies.
Be able to constantly scan his / her audience to
determine if the crowd is losing interest and if so take a
break and refocus the presentation on the fly. Strong
Public Speaking skills as I still hear too many “Umms
and You Know” as filler words. Use of Pictures is a
powerful tool especially in News Releases for Publicly
Traded Companies trying to explain the areas being
Drilled or mined. Investors immediately have a better
understanding of the written NR. So a Picture is worth a
1000 words!
Ability to examine issues & topics in-depth.
Clarity of thought and strong writing skills.
Interact with specialists in various disciplines
Adept with emerging media and accomplished at
learning new software.
“Not a spin doctor” or overly captivated by visual
images.
Understand the limitations of popular media and be
prepared to challenge conventional approaches by
examining evidence-based research and examining
many sides of debate.
Technical ability to generate the variety of presentation
material. A print example - The Economist – charts,
graphs, graphics, editorials and summary of specialized
topics and general interest topics drawn from business,
politics, arts and culture and science.
Web content and some web design.
Writing clear and concise reports.
Being able to relate examples with real life situations
has more impact and the audience can relate better as
well.
Spoken & Written – looks for lots of English courses in
someone she will hire.
Engage & Inform – know how to capture and hold
someone’s attention.
Mind the Big Picture – being goal orie11nted and not just
process oriented, thinking beyond the delivery system and
being driven by content, being more of a generalist that a
specialist.

SURVEY QUESTION # 1: TOP COMMUNICATION SKILLS THAT A BACHELOR’S GRADUATE
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SHOULD HAVE TODAY











Have familiarity even fluency with social media
– knowing their capabilities, strengths, and
weaknesses.
Understand the role of Visual and Gfx – what
do the artists need to do their job.
Interviewing: as a valuable subset of research.
Know what the news media want – they
determine what is news.
Understanding key business success factors.
Being able to read and understand a balance
sheet.
Understanding macro- and micro-economics (at
a high level).
Understanding good (and bad) management
practices.
Developing good leadership/team-building
skills.
"The top communication skills that a Bachelor's
graduate needs include several key acumen
based on the fundamentals of investor relations.
Strong financial acumen, great written and oral
communication skills and project management
are integral components for the investor
relations professional on a day-to-day basis. A
Bachelor of Communications Management
program that integrates these core necessities
will make the graduate employable not only in
the investor relations profession but any public
company position."

56














Written – clear, concise, jargon-free, grammatically
correct.
Verbal – ability to present ideas in an articulate,
convincing, balanced and considered manner to
individuals, small groups or larger gatherings.
The ability to understand and interpret complex
information and then convert it into language that will be
comprehensible to a range of audiences.
A good understanding of the role of the media – traditional
and emerging – in communication, including the ability to
provide advice, guidance and coaching in dealing with the
media.
Community relations including an understanding of and the
ability to deal with special interest groups and specific
communities such as ENGOs, First Nations,
neighbourhood associations etc.
A working knowledge of public affairs: what’s the
government’s role in business, what’s the most effective
way of communicating with elected officials, policy
makers and regulators etc.?
Internal/employee/stakeholder communications –
understanding the needs of employees, shareholders,
suppliers, customers etc. and knowing how to
communicate with them.
The Ethics of communication – particular in a digital age
where image and text manipulation is so easy.

Bachelor of Business Administration in Communications (BBAC)

SURVEY QUESTION # 2: TOP SKILLS (OUTSIDE OF COMMUNICATIONS) THAT A BACHELOR’S
GRADUATE SHOULD HAVE TODAY


























Critical thinking and making a contribution to
effective decisions.
Networking – how to build and maintain a business
network
The basics of sustainability.
Knowing how to work successfully in teams.
Research and information analysis – particularly
online
Business basics – how organizations work and
what makes them success or fail.
Flexibility/adaptability - organizations are
constantly changing to meet demands to compete.
Change management - similar issue to above but
this is an ability to assist in driving the change and
identify ways to work with it rather than against it
(more like an ability to act and think like a project
manager).
Strong work ethic - often find that people are
unwilling to roll up their sleeves and get into
details which is often required.
Taking ownership/responsibility and seeing issues
through to resolution -demonstrates your
commitment to an organization.
Problem solver - bring solutions not problems, but
also bring alternatives for consideration - not just
one answer. The answer is often a mix of issues
and considerations.
Strong interpersonal skills/social networking - all
companies are diverse and often have to deal with
individuals at multiple levels or departments.
A person that can navigate their way through by
being able to relate to others is extremely
important.
Analytical Skills.
Problem Solving.
Inter-personal Skills.
Time Management Skills.
Planning and Scheduling Skills.
Results Oriented.
Financial.
Managerial.
Management of People, Process and Outcomes.
Research and analysis skills. They need to know
what they are saying. They also need to know when
to say "I think....", "I have good reason to
believe...", "I know ...." and "I can prove....". An
important preface in doing evaluation "I wonder if
xxx is true.... what do you think?"
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Ability to work well with others and contribute as part
of a team.
Critical thinking skills.
Problem solving ability.
Ability to work independently.
Proactive, willingness to learn, willingness to accept
responsibility for actions.
Business acumen.
Using Microsoft Excel for generating and working with
data.
- Dressing appropriately for the situation and the people
involved.
- Publishing software and skills.
- Dealing with statistics.
- Project management.
- Writing contracts and requests for proposal.
- Working with volunteers. Motivating them and
keeping them on track. Rewarding them appropriately.
Setting up a mentoring program and transition program
when volunteers "burn out".
Writing applications for funding from government
sources.
Teamwork.
Stress management: How to develop a well-balanced
work/home life. How to "play".
Problem solving- thinking outside the box.
Time Management- how to be efficient with your
resources.
Leadership- learn how to lead instead of push.
Innovation - challenge the status quo.
Organization –personally and professionally.
Planning- take the time to think about your objectives
and how best to achieve them.
Management Information Systems.
Organizational Behaviour.
International Business.
Project Management.
Sales. Everyone does it. (Ask, "How did you get your
wife? That had to be a sales job.)
Social skills -- learn to enjoy people.
Analytical skills.
Learning to be persistent. Being unafraid of "no" and
not becoming discouraged.
Closing skills. Learning to ask for the sale. Knowing
how to get the client to sign.

SURVEY QUESTION # 2: TOP SKILLS (OUTSIDE OF COMMUNICATIONS) THAT A BACHELOR’S
GRADUATE SHOULD HAVE TODAY











As above regarding financial skills. For instance,
one’s ability to understand the basic differences
between an income statement, a balance sheet, or
a cash flow statement. In my experience, one
learns these basic skills either on the job or
through an accounting course. It is important as a
means of communication in the business world,
so I do include them as part of one’s
communication “arsenal.”
Similarly, an understanding of the basics
regarding IT. Whether it’s the use of social media,
how the use and understanding of IT can improve
efficiency, etc., there is a lack of understanding
unless they have a personal interest in this area. A
popular belief amongst professionals- especially
those over 40- is that they don’t need to worry
about this area of business because “someone else
in the company can do it for them.” Such a
reliance on others is becoming more and more
compromising to those that don’t understand the
basics of computer technology.
Critical thinking and making a contribution to
effective decisions
Networking – how to build and maintain a
business network
The basics of sustainability
Knowing how to work successfully in teams
Research and information analysis – particularly
online
Business basics – how organizations work and
what makes them success or fail.
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How to work in a team atmosphere.
Critical thinking and capacity for research, synthesis &
presentation.
Strong quantitative skills and knowledge of applied
statistics
Exposure to economics.
The business emphasis looks very good and the
inclusion of accounting is excellent.
Writing a variety of formats (articles, briefing notes,
consulting reports, abstracts and web copy…).
Graphic design and integrations with text and charts
and graphs.
Being knowledgeable about current events and history.
Fluency in English.
Teamwork – working in varied and diverse teams.
Understanding and appreciating the value of
communication in the social process.
Understanding key business success factors.
Being able to read and understand a balance sheet.
Understanding macro- and micro-economics (at a high
level).
Understanding good (and bad) management practices.
Developing good leadership/team-building skills.

SURVEY QUESTION # 3: COMMUNICATION SKILLS GENERALLY LACKING IN INDUSTRY OR THE
WORKFORCE



















Writing - they seem to lack a sense of purpose in
written communications. The style is very
theoretical/text book vs practical and more
importantly, relevant to the organization.
Oral - could be stronger. Those that have strong oral
communication and presence tend to present
themselves more confidently and allows them to shine
against others. But people must know what they are
talking about. Some people have no problem with oral
but you can easily see through them if they can't
support their position.
Problem solving/critical thinking - tends to be
weaker. Focus should be bringing solutions rather than
problems which would require them to have done
appropriate analysis of the situation before
communicating it.
Teamwork is strong but strong work ethic seems less
important with the younger generation. Not sure
purely 'communications' could address this.
The ability to provide context and scope. The speaker
should give the listener enough information to weight
the importance of what is said. How often and under
what circumstances is the statement true. Motherhood
statements are meaningless and belie a lack of
knowledge. Plastic words are useless and fill time then
the speaker is not competent to answer a question.
Attention to detail.
Strategic planning and creative thinking.
I worry about the younger generation’s increasing
reliance on social media as a replacement to face-toface contact. I believe their ability to develop basic
interpersonal skills has been impacted, and I fear it will
only get worse as their reliance on social media grows
(and the bad habits inherent with this form of
communication). Despite the positives associated with
social media, it will never replace the importance of
face-face contact and the communication skills
necessary to succeed in the business world.
Corporate Communications - Lack of perspective of
non-business interests and a “them-us” mentality
towards critics or outside interest groups. Industry
communications are often targeted to other industry
participants and not adept at identifying or responding
to broader public concerns. A concentration on crisis
management without taking the effort to establish
credibility in the community.
How to give brief and relevant updates on projects at
meetings.
Written communications skills – especially attention to
detail. Writing that doesn’t get in the way.
Knowledge of current events – context and examples.
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Presentation skills:
- Sales and social skills
- Strategic planning skills
- Collaborating with others; sharing the credit with
others.
Presentation skills- the ability to present yourself in a
positive way so that others will want to follow and or
take your lead.
Detailed information formatted in a concise manner.
Misuse of similar words or form of word.
Disregard for Grammar and poor spelling skills.
Need for improved skills in presentations and group
settings.
Structured presentations not filled with fluff.
Written skills – reports, letters, memos minutes,
recommendations.
Presentation skills.
Communications to the masses.
Grammatical errors.
The possibility of co-op or mentorship for students in
industry.
A project based in 4th year that ties all learning knowledge
and skills together.
Working well across different areas of the organization
(i.e., may work well as part of a small team, but not
across areas where interests may differ).
ESL – we have a lot of highly technical professionals who
have difficulty communicating verbally or in writing and
have spent lots of $$ on accent reduction and
communications courses.
Written skills specific to our industry – there are a lot
regulatory filings, reports, board briefs, business cases,
etc that have specific requirements/formats.
Confusion between content and presentation. The notion
that difficult news or unpopular positions can be
promoted if only the communications plan is well-crafted
enough. I recently saw a corporate communication firms
slogan, “Reality is perception”, and I think this is meant
to imply that we can shape perception and therefore alter
reality. An ethics course may be in order and a discussion
on objectivity and self-interest.
Public Sector Communications – Tendency to gloss over
problems, disinterest or hostility to interests outside of
jurisdiction or mandate of that particular organization e.g
parkland expansion without consideration of jobs or other
impacts. Many single perspective pursuits (green-space at
any cost) to the determent of other public goals (housing,
employment or other land use needs for successful urban
development.
The most important communication skill lacking in
business today is the ability to write clearly and concisely.
Understanding the difference between information and
knowledge and wisdom.

SURVEY QUESTION # 3: COMMUNICATION SKILLS GENERALLY LACKING IN INDUSTRY OR
THE WORKFORCE













Written communications skills.
Strategic thinking (as opposed to tactical
thinking).
Client services skills (how to build and maintain
good relationships). This could apply to clients of
consultants as well as internal clients that
communicators may have within larger
organizations.
An understanding of business and where
communications fits in the overall business
strategy.
The ability to measure the success of
communications programs.
The most important communication skill lacking
in business today is the ability to write clearly and
concisely.
There is also a fundamental lack of understanding
of the philosophy behind effective
communications: many businesses and
individuals forget that it’s as important to listen as
it is to speak.
Oftentimes, communications specialists don’t
have a broad enough understanding of business
dynamics to be as strategic and effective as they
should be.
Inadequate knowledge about the audience the
subject matter. They tend to have good
knowledge only on their Specific areas and lack
the overall knowledge of the Big Picture.
Knowing just the Financial information without
the Technical knowledge reduces the ones
Credibility or vice versa. Also they don’t know
enough about their competition strengths and
weaknesses.
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There is also a fundamental lack of understanding
of the philosophy behind effective
communications: many businesses and
individuals forget that it’s as important to listen as
it is to speak.
Oftentimes, communications specialists don’t
have a broad enough understanding of business
dynamics to be as strategic and effective as they
should be.
Most Investor Relations people I know do a good
job of communicating their company's activities to
investors. To communicate effectively and with
authority, the Investor Relations writer must
understand three things: his or her company's
project, the stock market (if it is a publicly-trading
company); and how to write clearly and concisely
about his or her company.
Part of communicating your company's activities
to the public or investors is to understand the
power of photography. It is a constant struggle for
me to acquire good photographs from companies
that we cover in our magazine. If a company has
excellent photos available to the media, it is that
company’s pictures that will be chosen by editors
to include in its coverage. It is also important to
understand the technical requirements for good
photographic reproduction in a publication. It
goes without saying that all good communicators
understand how to use the various computer
programs related to the job: Word, Excel, Power
Point, etc.

SURVEY QUESTION # 4: ADDITIONS OR DELETIONS TO THE PROPOSED CONTENT AREAS ON DRAFT
DEGREE FRAMEWORK A





















Corporate vision and strategy - in any job, employees
have to think about their particular role and/or job
function and understand how they contribute to the overall
vision/strategy. All communications should incorporate
how the document or presentation relates to the strategy.
Graduates have to learn to respect those who do not have
degrees or other credentials. They have to learn how to
deal with people from all backgrounds and learn how to
manage all kinds of people.
They all look like useful areas…definitely spending time
on the “soft skills” is worth it…companies like ours pay
lots of $$ to send employees on communications courses
(especially business writing, presentations, working in
teams, negotiation skills)
The only piece of the puzzle I see missing is something
outside the core discipline such as a course in General
Studies or Humanities. I was asked to participate in a
similar session for SAIT in Calgary a number of years
back, and almost all of the business people involved said
the school did a wonderful job teaching the core studies
but the kids were graduating without the soft skills needed
to round out their employment tool kit. Your situation is a
little different as this is specific to communications and
just by its nature most of the students will bring some of
those skills along.
The theory of conflict resolution, project management,
etc. is really far more useful mid-career.
Fundamentals of employee performance appraisals as well
as self-evaluation, 360 degree
Thinking on your feet assisted by simulation, if available
Strategic planning and strategic thinking
Scenario development for planning and projection
purposes
Career planning – what is a consultant – agency or selfemployed? what is a career in non-profit sectors,
government, etc.?
Thorough knowledge of Software applications (MS Suite)
and manipulation of social media
My key pint is including the Public Policy component for
the business oriented course load. Conversely, I advocate
business and accounting exposure for the public policy
types.
More courses with an emphasis on ethics and personal and
corporate integrity.
More business writing courses.
Given my focus on Government Relations, my bias would
be to add a section on understanding government (at the
local, provincial and federal level): how government
works, how government action (or inaction) can impact
business, and how government policy can be influenced.
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Risk taking and risk management (This means learning
how to assess a risk, not just the courage to take the
risk.)
Building confidence in yourself and others.
Overcoming fear of failure.
Under Survey and Research Methods: Concept design - knowing how to plan a project and organize it for
presentation.
Marketing Overview.
Operations Management.
Professional Sales Course.
Business Law,(Labour, Business).
Under either Business and Management or Writing and
Documentation, you may want to add something
specific on debate, critical analysis and the best way to
challenge an argument. Just a thought.
Ditto my comments above, but there is a huge gap in
what I see that's been outlined in your program re social
media. I know it's there in one course and mentioned in
another, but in my view, this is the most influential
change in communications and PR in three decades.
There has to be a huge emphasis on audiences, reaching
audiences, responding to audiences, entering the social
media conversation and initiating social media
conversations. It's big, and it's changed everything.
Interview skills. I have seen over many years that
communicators don't generally know how to elicit the
most from an interview. They don't understand the
difference between a conversation and an interview and
they are too polite to get the best answers that are
useful for their purposes. I don't see any emphasis on
interviewing in the proposed program.
Looks very comprehensive, and on paper, it addresses
the concerns I cite above.
Exposure to Public Policy and Government and
Regulatory Issues. In our mixed economy all business
have some dealings with government and many are
highly regulated (telecom, resources, manufacturing,
real estate development, consumer products). Graduates
that understand business and government relations
within a public policy framework will be better
equipped to excel.
Visual or graphic design.
No. It looks like a good course.
No I like what has been proposed but consider
approaching the Middle Management staff in various
Corporations to enroll in your Course like the MBA
Program for Executives.

SURVEY QUESTION # 5: DO YOU HAVE ANY ADDITIONAL COMMENTS?








The course content looks amazing. As an active
employer, I do find strong communication skills
challenging to find but those (new or existing
employees) that can demonstrate strength in this area
often excel at their jobs and are more readily
promotable. The program content appears excellent.
Some form of this program should be part of other
disciplines. For example, those getting other degrees
in Finance, Accounting, Marketing, etc would greatly
benefit from elements of this program. I am not sure
whether there is a requirement for that but it would
be worthwhile to investigate this. We often hire
Finance/Economics types and communications can
be challenging, particularly in writing. They also
have to know how to motivate and reward people
from all kinds of backgrounds. Sometimes praise is
not enough, you have to be prepared to write a note
to the person's boss if the person does an exemplary
job or is particularly helpful for your project.
Very impressive content.
You have a Great Proposal and will make Toast
Masters enrollment drop significantly
If available, and not already considered, I would use
a simulation lab for the elements in Advanced
Presentation Skills, especially the elements having to
do with any form of presentation, especially those
involving rapid fire delivery when you have nano
seconds to convince a CEO of a point.
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Looks very thorough!
I think the program is a great idea. Good luck on
Kwantlen's new role. Let me know if there is anything
else I can help with.
Communicating verbally: In the business world, it is
often necessary for an Investor Relations or company
executive to make a presentation to investors, the
media and/or other groups. Therefore, it is a great
advantage to be able to get up in front of strangers to
speak. Perhaps your students could make a company
presentation to the class. Let them choose which
company they would like to speak about. It gets easier
with practice. Also, a valuable talent is to know how
to speak and behave when being interviewed by a
reporter.
This is particularly important if it is a TV interview.
I especially appreciated seeing the modules on
Advanced Organizational Behaviour, Ethics of
Communication for well rounded graduates.
Overall, I looked at the syllabus with the R-A-C-E
formula in mind to determine how prepared the
students would be to enter the APR process for the
Canadian Public Relations Society. I see Research
and Communications covered, but not as much the
elements devoted to analysis, unless this would be
covered by the Module on Communications Research
Methods. Same would apply to the importance of
evaluation, also maybe covered by the latter module.
Finally, as discussed, I would also consider
consulting the Pathways to the Profession from CPRS
for additional ideas on the development of curriculum
to prepare students to eventually reach their career
potential.

Appendix G:

LIBRARY IMPACT ASSESSMENT REPORT

Please see separate attached document.

Appendix H:

BUSINESS COUNCIL OF BC BIENNIEL SKILLS AND ATTRIBUTES SURVEY REPORT:
WHAT ARE BC EMPLOYERS LOOKING FOR?

Please see separate attached document.
.
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Bachelor of Business Administration in Communications (BBAC)

From: Coordinator of the Kwantlen Public Relations Diploma Program
To: Degree Developer, Applied Communications; Senate Standing Committee on
Curriculum
CC: Chair, Journalism
Re: Written Response to Program Concept: Bachelor of Communications (BC)
and Bachelor of Business Administration in Communications (BBA)
Submitted to: Senate Standing Committee on Curriculum Wednesday, Oct 3, 2012
Date: October 28, 2012
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Appendix 1 – Selection of job postings for communications positions in
British Columbia for the month of October, 2012
Appendix 2 – Description of NOC 1123 Professional occupations in
advertising, marketing and public relations, Human Resources and Skills
Development Canada
Appendix 3 – Example of PR Jobs email publication that is sent to all
graduates of the Kwantlen Public Relations Diploma Program since 2003
(and other “industry friends” who have opted to receive it.)
Appendix 4 – Pathways to the Profession: An Outcomes Based Approach
Towards Excellence in Canadian Public Relations and Communications
Management Education produced by the National Council on Education of
the Canadian Public Relations Society (CPRS)
Appendix 5 - It’s Your Move: Communication Competencies and
Expectations, International Association of Business Communicators. The
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necessary for success in the discipline of corporate communication. . .”
Appendix 6 – Survey of students and graduates of the Kwantlen Public
Relations Diploma Program in 2009 to ask “If Kwantlen was to develop a
communications degree program in future suitable for PR students, would
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Memo to: Degree Developer, Bachelor of Communications (BC) and Bachelor of Business
Administration in Communications (BBA), Applied Communications; Chair, Senate Standing Committee
on Curriculum
cc: Chair Journalism
From: Terri Smolar, Coordinator Public Relations Diploma Program
Date: October 28, 2012
Subject: Lack of Support for Degree Concept
It is with regret that, as Coordinator of the Public Relations Diploma Program at Kwantlen from 2003 to
2012, I am not able to support the concept for the Bachelor of Communications (BC) and Bachelor of
Business Administration in Communications (BBA) as submitted to the Senate Standing Committee on
Curriculum, Wednesday, October 3, 2012.

Rationale
It is my opinion, based on my professional and academic experience, the two communications degrees
proposed by Applied Communications have a number of flaws that have the potential to negatively affect:
1. Kwantlen’s position as an educational institution in terms of:
o Effective curriculum development
o Allocation of financial resources
o Integrating into the educational landscape for communications programs across Canada
o Liaison with other programs, universities and institutions
2. Current students at Kwantlen who might consider enrolling in this degree program
3. Current students enrolled in the Public Relations Diploma Program
4. Graduates of the Kwantlen PR Diploma over the last 20 years
5. Professional communicators and employers in the province

1. Impact on Kwantlen as an Educational Institution
Effective Curriculum Development:
 The design of these degrees, in my experience, does not display a traditional integration of skills,
knowledge, competencies and intellectual development across all four years of the degree plan.
 I believe that Bachelor in Communications degree plan does not display a sound curriculum
framework because of:
o
Too many courses throughout years Three and Four of the degree that could be described
as “general knowledge” or “survey” courses as opposed to upper level courses that provide
not just an introduction to a subject but more in-depth thought, analysis, and synthesis.
(Bloom’s Taxonomy)
o
The selection of degree courses does not display a well balanced program that incorporates
hands-on skill development in lab-based courses at successive levels of mastery along with
theory courses at ever increasing levels of complexity and depth.
o
Lack of foundational courses incorporating visual and media literacy as well as relevant
background in journalism, public affairs, and popular culture. (Kwantlen’s Journalism
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program has excellent courses in all of these subject areas yet these have not been
incorporated into the Applied Communications degrees)
Lack of hands-on technical skills required for communications positions such as: Page
layout & Design (Adobe Creative Suite); Web Design (Dreamweaver, Content
Management Systems, etc.); media relations, (Cision, Media Net Central databases)
corporate photography; video production & editing; event planning, sponsorship &
production; etc – all of which are being specified as required by employers in the written
job postings for entry-level communications positions in British Columbia. (See Appendix
#1 – selection of actual job postings for communications positions in B.C. for October,
2012)
Overly-generalized nature of specific communications courses such as “External
Communications,” “Internal Communications,” etc., which are so broad as to be
inappropriate at the third and fourth year levels of a degree. (Imagine a third year level
course simply called “Business” or “Science” or “Art” – what are the immediate questions
that would come to mind about the credibility as a third or fourth year level course?)
Interjection of specific courses without foundational skills building:
 BUSI 1110, MKTG 1199 at a third year level which should more properly be
placed in Year one of a program
 ACCT 2293, a second year Accounting course, which is in Year Four of the
Bachelor in Communications program.
o This is too late in a program for a course like this without having a solid
foundation in Years 1, 2 and 3.
o Accounting courses are frequently the cause of failure on the part of
communications students who are typically “numbers averse” and who
require more support in the handling of courses like math, statistics and
accounting than business students.
o This awareness is generally acknowledged by academic planners and
departments, such as Kwantlen’s math department, for example, which has
accounted for this known math weakness in arts-oriented students by
offering MATH 1116 Mathematical Explorations, which is described as
“an exploratory course in mathematics for students who have minimal
mathematical background and whose major interests lie outside of the
sciences.”
 ENTR 3160 Information Technology for business which is a course on the strategic
allocation of Information Technology in an organization when the program has not
accounted at an earlier stage for ensuring that students have mastered the hands-on
computer skills in a lab context such as Microsoft Word, Excel, PowerPoint,
Dreamweaver, WordPress, and various content management systems, etc.
 Potentially unnecessary new course development when Kwantlen already has
existing courses with substantial content that should be examined for applicability
before commitment to the financial impact of developing entirely new courses:

CMNS Digital Media and Tools

CMNS Internal Communications
CMNS External Communications

PRLN 1140 Digital Apps for Print Media
PRLN 1250 Digital Apps for Electronic Media
MRKT 3311 Marketing in a Digital World
PRLN 2441 Organizational Communications
PRLN 1210 Media Relations
PRLN 1220 Writing for Media Relations
Page 2 of 9

CMNS Persuasive Writing &
Speaking
CMNS Visual Communications
CMNS Communications Research




PRLN 2310 Issues Management & Crisis Response
PRLN 2350 Publicity and Promotion
PRLN 1120 PR Writing Fundamentals
PRLN 1236 Visual Presentations
COMM 1200 Visual Literacy
PRLN 1230 Public Relations Research

General skills like “teamwork,” “presentation skills,” “communication, mediation and negotiation”
etc. are useful skills for any university graduate to possess, however they are largely expected by
the professional associations to be included within the content of industry relevant courses, not
isolated as stand-alone courses in themselves – especially at the third and fourth year levels.
What is missing from the section on letters of support is an extremely critical response from the
then Chapter President of the Canadian Public Relations Society, Vancouver - Judith Walker.
Ms. Walker informed me via a telephone call, upon receipt of the Applied Communications degree
proposal last year, that she had been extremely clear with the degree developers that:
“I would not hire a graduate from this degree for a communications position. However, I
would hire a graduate of Kwantlen’s Public Relations Diploma Program.”





Ms. Walker made her comments on the basis that, in her 25 years of experience, the proposed
degree from Applied Communications would not incorporate the basic skills she felt were needed
for entry level positions in communications in British Columbia. She also wondered why a
department was attempting to launch a communications degree without seeming to reference the
Kwantlen PR Diploma Program which has had a strong relationship with the professional
communications community in the province for almost 20 years.
The selection of courses and the integration of curriculum across the Bachelor of Business
Administration in Communications degree concept will provide an educational pathway that is
very non-standard. It combines traditional business administration courses with communications
courses when the students who typically take both of those programs are very far apart in interests
and aptitudes. Those institutions who have tried to combine those two curriculum streams in one
program, such as the MBA in Public Relations offered by Royal Roads University, have failed
badly and, in the case of the Royal Roads MBA, had to be abandoned for lack of enrollments. That
happened at about the same time as the Royal Roads Masters in Professional Communication was
experiencing record growth. So, the one program that tried to combine traditional business
courses with communications failed, while the other that created a specialized program for
communicators succeeded and is doing well today.
New developments in the creation of professional communications degrees recognize that fact. For
example, the new Bachelor of Professional Communication just developed by McMaster
University, in collaboration with Mohawk College, has not included typical business courses from
the university inventory of such courses, but rather developed unique “numbers” courses
specifically for this target market of communicators, such as:
o PROCOMM 3G03 Finance and Accounting
Understanding the role of finance and accounting is critical for professional
communicators. Whether it is a non-profit or a top-tier corporation, the communication of
financial information is critical to the organization’s overall success.
o PROCOMM 3H03 Statistical Methods for Data Visualization
This course will examine how to tell the story of data using visual representations such as
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infographics, charts and graphs, heat maps amongst other means. The statistics necessary
to generate these visualizations will be covered.
http://bpc.mcmaster.ca/courses.html
According to Dr. Alex Sevigny, Associate Professor, Department of Communication Studies and
Multimedia, with whom I spoke at the CPRS National Conference in Victoria, June 2012:
“We realized that we had to design specialized numbers courses for communicators or they
would not be successful. So, we created new courses that would relate financial data to the job
of a professional communicator.”

2. Impact on Students and Graduates
There is the potential for these proposed degrees to:
 Alienate the 50 current students enrolled in the Public Relations degree program at Kwantlen, who
have expressed concern about the lack of a suitable communications degree for them at their home
institution which forces them to go outside of Kwantlen to complete their education
 Disappoint 20 years of graduates of the Kwantlen Public Relations Diploma Program (approx.
400+) many of whom are patiently waiting for Kwantlen to develop a degree so they can continue
their education. ( See Appendix #6)
o The PR students could perceive this new degree as deliberately not meeting the needs of
actual Kwantlen graduates in favour of projected new enrollments for these more general
communications degrees.
o However, the internal market for these proposed degrees is speculative in that there are no
hard numbers to prove the demand because the department has no record of student interest
nor has not done any research among Kwantlen students to prove the concept.
 Perhaps, most seriously, this degree proposal could fail to deliver to students the appropriate level
of skills and competencies that are needed for today’s professional communications jobs in
Canada in that the labor market data on which some of the assumptions are based is obsolete.
o The BC Labor Market data (2009-2019) used in the proposal was taken from the 2006
National Occupation Codes (NOC) based on the statistical models developed by Human
Resources Development Canada more than seven years ago.
o In 2011, the NOC Codes were completely revamped and the category of NOC 512, on
which the BC market data was based, was retired permanently. It was replaced by NOC
1123, which was streamlined considerably to provide a more accurate picture of the jobs of
professional communicators. (See Appendix #2 –description on HRDC web site of NOC
1123)
o As one of the industry people consulted by HRDC on this change to the occupational codes
for professional communicators, I spent an hour on a conference call with three people
from the Ottawa office. They asked for my input on the written description of the NOC
1123 category, and were also very interested in the employment data that I had gathered
over the previous five years in B.C. related to jobs in professional communications.
o Bottom line: The NOC 1123 category is much clearer about what kind of position a
“communications specialist” or “communications officer” is and both jobs are clearly
located in the NOC category of “Professional occupations in advertising, marketing
and public relations”
o This contention is borne out by review of the more than 3000 job postings that the PR
Diploma Program has sent out to Kwantlen PR graduates from 2008 to 2012 in the PR
Jobs email publication.(See Appendix #3 )
o Therefore, the job description of a “communications officer” or “communications
specialist” is recognized by Human Resources Development Canada to be inextricably
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linked to the careers of marketing and public relations. Communications positions do not
exist in some alternate category that is “not public relations,” as the Applied
Communications degree would seem to assert.
http://www5.hrsdc.gc.ca/noc/english/noc/2011/ProfileQuickSearch.aspx?val=1&val1=1123

3. Impact on the Communications Profession
There is the potential to:
 Alienate the Educational Councils and curriculum advisors of the professional associations who
monitor educational initiatives for undergraduate education in professional communications.
o The curriculum framework does not match the CPRS Pathways to the Profession: An
Outcomes Based Approach Towards Excellence in Canadian Public Relations and
Communications Management Education, which was released across Canada in early
2012. (See Appendix #4) The Applied Communications degree proposal is lacking in
many of the specific hands-on technical skills and knowledge recommended by CPRS for
successful integration into a communications career.
o The same comment could be said about the lack of specific skill development according to
the It’s Your Move: Communication Competencies and Expectations, produced by the
International Association of Business Communicators, Copyright © 2009 by Tamara L.
Gillis, Ed. D., ABC. (See Appendix #5)
 The IABC report states that: “The content analysis of 514 position descriptions supported existing
matrices and illuminated expectations for professionals at numerous levels of career development.
As they advance in their careers, communication professionals are engaged in the strategic
management of core communication processes for businesses and organizations.
o These professional communicators are presumed to have mastered fundamental skills
before taking on more advanced projects, which allows practitioners to move from
advocacy level positions (tacticians or technicians) to advisory positions (management)
(Broom and Dozier, 1986). (These fundamental skills are not provided by the Applied
Communications degree proposal; however they are provided by Kwantlen Public
Relations Diploma Program.)
 Compromise the 20-years of successful integration of academic communications programs in
communications among university communications programs as developed by Kwantlen’s
Journalism Degree.
o This degree will be seen as incompatible with the already existing academic models of
communication degrees at Simon Fraser University, Capilano University, etc.

4. Impact on Kwantlen Polytechnic University (Corporate)
There is the potential to:
 Fail to incorporate within the degree the appropriate level of technology education that befits a
polytechnic institution and which Kwantlen currently has the capacity and resources to deliver.
o Simple knowledge of “social media” is the most basic level of technology that is accessible
to anyone who has access to the Internet and a digital cell phone. The technology skills and
competencies required to perform the job of a professional communicator are much more indepth and require software training in such program as the Adobe Creative Suite beyond
anything specified in the Applied Communications degree plan.
 Create actual harm to the successful practicum program developed by the Public Relations
Diploma Program by developing a competing “practicum” that:
o Differs in length (a six credit course versus a three credit course with the resulting
incompatibility in hours and credits);
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o
o

o

Has a completely different level of technical skills on the part of students participating
Has a different level of English language skills, since the entrance requirement for the PR
Diploma Program (B+ in English 12) is higher than that of general entrance into Kwantlen
(C in English 12)
Will target the same employers, for the same positions as professional communicators
within British Columbia, thereby causing confusion in the marketplace

Impact on Kwantlen’s Public Relations Diploma Program
Kwantlen’s Public Relations Diploma Program has been around for 20 years. (It was created in 1991). In
that time, the program has graduated more than 400 alumni who now occupy positions at every level of
professional communications within British Columbia, many of them senior levels of Manager, Director
and Senior Consultant.
With the support of this alumni network of communications professionals, Kwantlen PR has become
known as the “field school” for communications jobs in British Columbia. The track record of
professional communications jobs, practicums, client projects, volunteer assignments, guest speakers, and
special events that the program has developed over the years has distinguished the program here in British
Columbia and across Canada.
This reputation has caused a demand for this type of access to professional communications jobs in the
province. The pressure on enrollments to gain access to the Kwantlen PR Diploma Program has increased
each year (In 2011 we had 100 applicants for 25 seats) and that trend will only continue because of the
reputation of the program and the close links between Kwantlen PR and job placements in British
Columbia.
Problem: The one complaint that current students articulate is the lack of a recognized professional
communications degree program at Kwantlen whereby they could complete their education. There is
considerable pressure from current students and literally hundreds of PR grads for Kwantlen to develop a
degree program that would allow these students to complete their education.
Issue: The two degrees proposed by Applied Communications – the Bachelor in Communications and
the Bachelor of Business Administration (BBA) in Communications – are unsuitable for current
students of the Kwantlen Public Relations Diploma as a possible degree path for the following
reasons:
 The course structure repeats many of the areas of knowledge that the PR students have already
received from Kwantlen; therefore the degree path has little intellectual challenge for current PR
students
 The progression of the degree courses in Years Three and Four is not built on a model of
successively increasing difficulty and depth that would be typical of third and fourth year level
courses. Instead, many of the communications-specific courses would take current PR or
Journalism students right back to first principles and repeat whole sections of what the these
students have already learned rather than provide more in-depth theory or more advanced
professional development
 The degree is lacking in the technical and professional skills that distinguish Kwantlen PR
Diploma students from those who attend other, more general or theoretical programs. Kwantlen
PR students develop high level skills in media relations; issues management & crisis response;
publicity & promotion; event planning; sponsorship & production; organizational
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communications; as well as strong technical skills in page layout & design using the Adobe
Creative Suite and the production of marketing communications through promotional writing &
design.
Kwantlen PR students would be frustrated in trying to work with peers in the proposed Applied
Communications degree courses who do not possess the level of technical software skills, industry
knowledge, client relations and direct industry experience that the PR students possess, which they
have gained from client work throughout the PR diploma program as well as working for a full
month in a practicum setting. This imbalance would create frustration and a poor educational
experience for PR students and for their peers who would quickly realize that the PR students have
a level of skill and knowledge that these degree students simply would not have.
There are courses built into the structure of the Applied Communications degrees such as third
level Accounting, which are not suitable for communications students who are typically “arts
students” who have no background, or interest in, traditional “numbers courses.”

Conclusion








It is not appropriate for the degree developers in Applied Communications to assert “Our degree is
not intended for PR students; it is for “other students at Kwantlen.” In my opinion, no
communications degree should go forward that does not serve the needs of existing students at the
expense of projected enrollments that have not been sufficiently proven.
As we have learned from the input of the professional associations regarding competencies and the
HRDC description of the NOC 1123 category of “Professional occupations in advertising,
marketing and public relations,” there is no artificial separation between “public relations”
and “communications” in Canada. Therefore, there should be no artificial separation in the
curriculum that educates students and prepares graduates for these professional communications
positions.
Kwantlen needs to get on board with the professional curriculum initiatives such as the CPRS
Pathways to the Profession framework as well as the IABC It’s Your Move: Communication
Competencies and Expectations and other national movements to rationalize curriculum for
communications and other degree development in Canada. This would be consistent with leading
edge thinking about the rationalization of curriculum across professions and across countries. The
Globe and Mail newspaper published a special supplement on October 20, 2012 entitled “What
Canada Needs: A national strategy for students”
http://www.theglobeandmail.com/news/national/time-to-lead/what-canada-needs-a-nationalstrategy-for-students/article4626039/
The folio describes a vision where this “best of both worlds program - theory-based, hands-on,
job-friendly – might happen if Canada had a national strategy for postsecondary education, one
that clarifies what the country expects form the institutions creating its next generation of
leaders and skilled workers and defines how Canadians will know when they’re getting it right.”

Recommendation
This degree proposal from Applied Communications should not be approved by the Senate Standing
Committee on Curriculum as currently constituted.
Instead, Applied Communications should work with Kwantlen Public Relations and Journalism programs
to craft from the ground up, a relevant communications degree proposal that would incorporate the
needs and the curriculum of all three communications departments and be suitable for all qualified
Kwantlen students.
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This integrated degree model could build on the strongest curriculum design that is integrated with the
existing Kwantlen communications faculties of Journalism and Public Relations and Applied
Communications, thereby taking the best of all three approaches to professional communications
education. Then, it could add business, liberal education and other electives to round out a degree
program.
Such an integrated communications degree model would:
 Virtually guarantee enrollments from public relations students and graduates for the first year of
the new integrated degree (as opposed to Kwantlen losing all these students to other degreegranting institutions such as Royal Roads University)
 Benefit from the support of the more than 400 Kwantlen PR diploma grads, many of whom hold
senior positions in professional communications in B.C. and who would hire degree graduates, as
well as graduates of Kwantlen’s Journalism program, many of whom have also migrated to
professional communications jobs
 Enable the Canadian Public Relations Society and the International Association of Business
Communicators to unequivocally support the integrated degree
 Allow graduates to participate fully in the new Public Relations Knowledge (PRK) credential
being developed by CPRS for entry-level communications positions in Canada (Kwantlen’s PR
Diploma Program is a partner in this development and current students will be involved in pretesting the new PRK exam in early November, 2012)
 Equip Kwantlen communications graduates appropriately for professional communications
positions as specified by N0C1123
 Link appropriately to the professional associations, in particular the Pathways to the Profession
curriculum framework of CPRS and the It’s Your Move: Communication Competencies and
Expectations of IABC
 Alleviate the concerns of the more “academic” communications programs who might otherwise
want to attack any new communications degree as “not appropriate” for this degree category
 Meet the needs of all Kwantlen students & grads for a professional communications degree
 Position Kwantlen with international students as a credible source for academic explorations in
professional communications

Final thoughts
I am sure it would be disappointing for Applied Communications to go back to the drawing board and
design a new communications degree in collaboration with the Kwantlen Public Relations and Journalism
programs. However, I believe this would create a much stronger degree that would benefit many more
students.
A new integrated communications degree incorporating the technical skills and industry knowledge of the
PR Diploma Program, along with the broad-based cultural perspectives and creative skills of Journalism
aligned with the business communications expertise of Applied Communications, would result in a
stronger product that could withstand any kind of internal or external scrutiny.
It could allow for a common framework for the development of all applied communications degrees and it
could position Kwantlen as the leading institution for professional communications education in Canada.
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Respectfully submitted:
Terri Smolar, B.A.; B. Ed.

Coordinator Public Relations Diploma Program, Kwantlen Polytechnic University

Professional Experience T. Smolar














Award-winning broadcast journalist with the Canadian Broadcasting Corporation
Communications Manager, BC Lottery Corporation
Manager of Organizational Communications, Insurance Corporation of British Columbia
Director of Marketing, Open Learning Agency
Faculty & Coordinator Public Relations Diploma Program, Kwantlen Polytechnic University
(2003-2012)
Past Chapter President, IABC BC
Program Chair, IABC International Conference
Program Chair, two national IABC Canada Conferences
Program Chair, 2009 CPRS National Conference
Member, CPRS National Educational Council
Member, Sub Committee on Education Standards of the CPRS National Educational Council
Contributing author, CPRS Pathways to the Profession curriculum framework for public
relations and communications management in Canada
Kwantlen representative for development and pre-testing of new CPRS Public Relations
Knowledge (PRK) credential, November 2012
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Job Postings - Communications - Vancouver, October, 2012
#1

JOB POSTING

COMMUNICATIONS SPECIALIST
BC Non-Profit Housing Association
Posted: 10/23/12 | Closes: 11/26/12

Location: Vancouver, British Columbia
Position: 24 hours/week
Background: The BC Non-Profit Housing Association (BCNPHA) is an umbrella organization
of 575 members, serving non-profit housing providers across the province through leadership,
support, and advocacy.
Purpose and Scope: The Communications Specialist reports to the Executive Director of
BCNPHA and serves to implement all of the organization's public and member
communications in support of BCNPHA's clearly defined mission and vision.
She/he will work with a cross-functional team to create a multi-tier and multi-year strategy
encompassing a range of behavioural and operational opportunities for communication and
promotion, as well as the technical expertise to facilitate such opportunities. The
Communications Specialist participates in working groups to plan, coordinate and execute
original communications products and publications related to special events and programs.
She/he develops content for information brochures; reviews and edits drafts of
correspondence, reports, and brochures for mass distribution; drafts articles and reports on the
status of major initiatives for distribution to members, prospects, the general public, volunteer
support groups, and special interest groups.
The primary purpose of this position is to communicate information to the membership on
BCNPHA's major activities and services; and to raise the profile of BCNPHA.
Responsibilities: Include, but are not limited to:
Communications planning, including the identification and implementation of key
communications objectives.
Managing issues and creating key messages on major issues once identified, in
collaboration with the Executive Director.
Media relations: proactive and reactive to position BCNPHA as a credible and
reputable organization in the province.
Writing, designing and editing BCNPHA communications materials, and
supporting their production and distribution.
Supporting the planning of major events, particularly the annual conference.
Providing background information and support to government relations.
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Supporting the Executive Director with background for speaking engagements, speech
writing and presentation materials.
Collate commercial materials and information relevant to BCNPHA aggregated
purchasing programs.
Overseeing the redevelopment of www.bcnpha.ca (including content and advising on a
new platform with an effective CMS) and managing overall development of its content.
Skills:
Extensive knowledge of the principles, practices and techniques of oral and written
communications and interpersonal relations skills in order to determine the most
effective proposals and presentation materials, persuade organization personnel to
accept suggestions and proposals, and to foster effective relationships between
BCNPHA and members and other stakeholders.
Solid understanding of media requirements and techniques in dealing with
media outlets in the province.
Professional level skills in graphics and knowledge of desktop publishing for inhouse graphics design and production.
Knowledge of fund-raising techniques including, but not limited to: proposal
writing; public relations; prospect research; donor relations and stewardship;
volunteer management; and correspondence management.
Skill in writing for a variety of audiences. Skill in writing and editing news and
feature articles.
Ability to write/edit in a variety of writing styles, ability to draft materials on a wide
range of topics. Strong editing and proofreading skills.
The ability to translate complex technical language and ideas into language easily
comprehensible to non-specialists.
Interpersonal skills to facilitate work with a wide range of individuals and groups from a
culturally diverse public.
Skill in interviewing a variety of people and gathering and synthesizing information
from many sources.
Ability to use a variety of personal computer software applications, including
desktop publishing.
Familiarity with electronic outreach, social media and online research and
content development.
Knowledge of the housing sector (public and private) in BC and related government
policy is desirable.
Please apply to Kate Nielsen, BCNPHA Education Program Coordinator kate@bcnpha.ca on
th
or before November 26 2012. NO TELEPHONE CALLS PLEASE. Previous applicants for
this position need not reapply.

© 2012 Canadian Public Relations Society of Vancouver. All Rights Reserved.

Canadian Public Relations Society of Vancouver
102 - 211 Columbia Street
Vancouver, BC V6A 2R5
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Job Postings - Communications - Vancouver, October, 2012
#2

JOB POSTING

CONTRACT MARKETING & COMMUNICATIONS COORDINATOR
Mitacs
Posted: 10/23/12 | Closes: 11/01/12

Through unique research and training programs, Mitacs is developing the next generation of
innovators with vital scientific and business skills. In partnership with companies, government
and academia, Mitacs is supporting a new economy using Canada's most valuable resource –
its people. In order to be successful at Mitacs you thrive in an entrepreneurial environment and
promote a team atmosphere. You are an "out of the box" thinker who strives to implement
continuous improvements to the programs we design and deliver. Mitacs prides itself on
delivering quality, innovative programs to specific markets and encourages all staff to have a
strategic approach to the projects they are working on. Mitacs fosters a culture where all
employees are valued and respected. More information can be found at www.mitacs.ca.
Position Outline
Mitacs has an immediate opening for a temporary (6 months), full-time marketing and
communications coordinator in our Vancouver office. Reporting to the Director,
Communications, this position will play a key role on the team, focusing on communications,
marketing and promotions for the suite of Mitacs programs. This will involve the use of
social media, researching and writing stories, media pitching and most importantly,
developing strategic, marketing content for a suite of products. On any given day, this
coordinator will be juggling numerous projects in a fast-paced and dynamic environment.
Position Responsibilities
Participate in the implementation of a large-scale marketing initiative
Research and write marketing content for a suite of products
Participate in the Mitacs social media strategy through Facebook, Twitter and LinkedIn
Research and write articles about Mitacs and its programs
Support the daily communication requirements of Mitacs programs and initiatives
Secure coverage in third-party publications such as Chambers of Commerce, business
associations, etc
Other projects as they arise
Skills & Experience
4 - 5 years of experience working in marketing and communications
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High proficiency with social media tools such as Facebook, Twitter and LinkedIn
Highly-organized, proactive, self-starter who enjoys "owning" projects and following
through from start to finish
Ability to develop, plan and implement short-term objectives
Completion of a marketing or communications diploma or a Bachelors Degree in
Communications is preferred
Excellent research, editing and proofreading skills as well as strong attention to detail
Mitacs fosters a culture where creativity and innovation is valued and encouraged. We offer a
comprehensive benefits package and a team based work environment.
APPLY NOW
Interested applicants are encouraged to apply immediately; interviews will begin as soon as
suitable candidates come forward.
Qualified applicants are encouraged to submit their application directly to hr@mitacs.ca
indicating "Contract Communications Coordinator – Vancouver – YOUR NAME" in the subject
line. Applications must include a CV, cover letter and 2 – 3 writing samples in word or PDF
format. We thank all applicants but only those considered for an interview will be contacted.
Mitacs values the contributions of a diverse workforce and is an Equal Employment
Opportunity employer.

© 2012 Canadian Public Relations Society of Vancouver. All Rights Reserved.

www.cprsvancouver.com

Canadian Public Relations Society of Vancouver
102 - 211 Columbia Street
Vancouver, BC V6A 2R5
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Job Postings - Communications - Vancouver, October, 2012
#3

JOB POSTING

COMMUNICATIONS COORDINATOR
Vancouver Coastal Health
Posted: 10/01/12 | Closes: 10/17/12

If you can find stories and tell them with compelling words and pictures, Vancouver Coastal
Health's Communications & Public Affairs team needs you.
We are looking for up to two enthusiastic entry-level communicators with one to three years
experience to join our department as Communication Coordinators. You possess
outstanding original writing and journalistic skills, and you know how to quickly edit
copy to make it appropriate for a newsletter, web site, news release, blog, executive
memo, or a tweet. You also take great pictures and know how to shoot and edit short
videos – you need not be a Hollywood producer, but you have worked with a handheld
camera and then edited and posted professional-looking projects for same day use.
The Communications Coordinator will report up to the Director, Corporate Communications,
but on a daily basis will work closely with virtually all team members, taking direction on story
ideas, writing, editing and producing various internal and external communication materials,
contributing to communication plans and social media strategies, helping to manage and edit
content on our web site, maintaining our document and photo archives, managing our media
clippings, and proactively suggesting new ways to get the word out to clients, staff, physicians
and media, about the great work happening in Vancouver Coastal Health.
Our ideal candidate is experienced with virtually all social media channels – such as You Tube,
Twitter, Facebook, Flickr and more – and can apply his/her skills in a corporate setting by
developing and integrating new and existing social media tools, generating content, monitoring
trends, building communities, and tracking results. To aid you in this work, experience with
web content management systems, such as Wordpress, SharePoint, Dreamweaver and
Drupal, as well as Adobe Creative Suite programs including, Photoshop, Illustrator and
InDesign, is a definite asset.
Our department is fast-paced and fun. We are looking for people who thrive on being part of a
team, and who can communicate well with colleagues and clients, manage their workload
independently and meet deadlines. In addition to your rock-solid writing skills, you should have
strong interpersonal skills, the ability to problem-solve on the fly, and the savvy to handle
highly confidential and sensitive issues with skill, tact and diplomacy while acting with a high
degree of ethical and professional behaviour.
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The official requirements are: Completion of a university degree in a related field such as
communications or journalism, plus one (1) to three (3) years experience in organizational
communications, or an equivalent combination of education and experience. Exceptional
writing skills are essential. (We mentioned that before, right?) Expertise in information
architecture, content management, graphic design and video production would be
assets. The role is based in Vancouver, but travel to different sites and locations within VCH,
including the North Shore and Richmond, will be required.
For more information and how to apply please visit us at http://jobs.vch.ca/ and reference job
number 053515
Thank you for your interest in Vancouver Coastal Health!

© 2012 Canadian Public Relations Society of Vancouver. All Rights Reserved.
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Job Postings - Communications - Vancouver, October, 2012
#4
MARKETING AND COMMUNICATIONS COORDINATOR FULL-TIME
Location: Vancouver
Date: October 1st, 2012
Company Name: Alzheimer Society of B.C. (http://www.alzheimerbc.org/)
Category: Communications, Copywriting / Writing, Social Media

Are you passionate about promoting an important cause, understand the value of
strategic communications and dedicated to advancing a strong brand?
Currently there is an opening at the Alzheimer Society of B.C. for a Marketing &
Communications Coordinator to help raise awareness about the disease, increase the
profile of the Society as a go-to resource, and promote a strong brand.
The position offers an opportunity to promote an emerging cause and take on an
integral role in the implementation of local, provincial, and national marketing and
communications initiatives. The successful candidate will drive implementation of
communications initiatives through an integrated approach consisting of print, web
and social media, media relations, event marketing and intranet channels.
Reporting directly to the Director, Marketing & Communications, the Coordinator is a
member of a small and dynamic team at the Society that works closely with
departments across the organization. The Marketing & Communications Coordinator is
suitable for a candidate:
•
•
•
•
•
•

currently in an agency or in-house marketing and communications role with
minimum three years experience implementing projects/campaigns
possessing extensive writing and editing experience (please provide samples)
experienced in liaising with media from story pitching to coordinating
interviews
versed in technical knowledge of production for print, graphic and online
materials
who is a consummate professional and dedicated team player with a positive
attitude
exceptionally organized and able to effectively and efficiently implement multiple
projects/campaigns

The Alzheimer Society of B.C. is a trusted non-profit organization that delivers a
province-wide network of support services and education, advocates to improve
dementia care in B.C. and raises money to fund support for families impacted by
dementia and research to find the causes and cures for Alzheimer’s disease and other
dementias
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Job Postings - Communications - Vancouver, October, 2012
#5
Job Details
Are you interested in this job opening? Click on Apply Now! at the bottom of this page and we will
walk you through our online application process.
Location : City Hall, Abbotsford
Subgroup : Exempt
Other Details A closing date has not been set for external applications and this posting may remain
: open until the position is filled. Qualified candidates are encouraged to apply as soon
as possible as shortlisting and interviews may begin immediately.
Job Status : Full Time Regular
Position Title Communications & Marketing Assistant
:
Position Posting # E12-09
Overview :
We are currently offering an exciting opportunity in our Corporate Communications
and Marketing department, for a dynamic, self-motivated professional with proven
skills, knowledge and abilities as a Communications & Marketing Assistant. Acting
under the direction of the Director, Communications, Marketing & Strategic Planning,
the Assistant provides support to the Communications & Marketing department,
including coordination of a wide variety of marketing and communications functions.
This position also supports the planning and execution of all internal and external
communications and marketing materials produced within the City of Abbotsford.
Specific responsibilities include:
• Using Adobe Creative Suite software creates variety of promotional
materials including brochures, posters, information booklets, flyers and
pamphlets;
• Drafts advertising copy, media releases, bulletins and advisories, grant
and award applications and council reports;
• Updates content on the City website, city staff Intranet, the Abbotsford
International Airport website, the City in the Country website and all social media
channels;
• Coordinates and supports city wide special events, such as Airshow Chalet,
Canada Day, Airport Trade Shows, Media conferences;
• Receives media inquiries and coordinates responses and interviews;
• Provides support for film production, responds to location inquiries and
liaises with senior department staff, Police, Fire and Engineering for film
shoots;
• Acts as point of contact for internal and external communications
mediums such as the City Page, Internal Staff newsletter, and Intranet;
• Drafts communications materials and services for internal and external
customers as required.
As the successful candidate you have a Grade 12 diploma or equivalent,
supplemented by a one or two year business Communications and/or Marketing
diploma or certificate from a recognized education institution, and a minimum of two
years’ experience in direct operations of a communications function, preferably in
local government. You must also have a solid understanding of Adobe
Creative Suite software, website administration and HTML, media relations
training and excellent oral and written communication skills.
If you are customer service focused, looking for a challenge and an opportunity to
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make an impact in a fast growing municipality, this is the opportunity for you!
Compensation We offer a comprehensive, competitive compensation and benefits program to our
& Benefits : employees. The annual salary range for this position is from $46,936 - $55,219
dependent on the strength of the applicant.

Conclusion: As anyone can read in these attached job descriptions that are current in
the Vancouver market for October, 2012 - the stated requirements for hiring of
Communications positions in B.C include well-developed skills in:
 Graphic design & page layout using the Adobe Creative Suite, Photoshop and
Illustrator
 Managing print production
 Design, layout and production of marketing materials
 Video production and editing to create content for web sites, YouTube, etc.
 Media relations - media pitching; writing news releases; creation of media
kits; creation of media lists using databases such as Cision, Media Net Central
or building a media list from scratch;
 Special event management, including fundraising and sponsorship
 Web design and content management systems, such as WordPress,
SharePoint, Dreamweaver and Drupal
 Managing issues and creating key messages on major issues
 Writing, designing and editing communications materials (newsletters, web
pages, information sheets, advertising pieces, etc.)
All of these skills are taught in-depth in the Kwantlen Public Relations Diploma Program not just in theory classes but through hands-on intensive labs.
As a result, Kwantlen PR grads have the opportunity to build a solid portfolio of as many as
70 pieces of written and designed work. Grads are also trained how to explain the design and
production pieces to an employer in an interview. They can articulate not only the creative
and production aspects but also the business strategy behind all of the creative pieces.
With this kind of education and skill development, Kwantlen PR graduates are able to
successfully compete for positions that are asking for two or three years of experience.
Employers report that Kwantlen grads have more skills going into the interview than many
practitioners who have been doing a communications job for several years.
Any degree program that does not allow graduates to develop this same level of skill and
expertise that are stated requirements for communications positions is shortchanging
graduates. Those degree grads will not be as prepared to complete for professional
communications positions as graduates of Kwantlen’s Public Relations Diploma Program.
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Unit Group

Proactive
Disclosure
| Skip to institutional links
Skip to content

Human Resources and Skills Development Canada
www.hrsdc.gc.ca
Français

Home

Contact Us

Help

Search

canada.gc.ca

Welcome > Quick Search - Result > Unit Group

Search the NOC
Search the NOC...
NOC
Welcome to NOC
About the NOC
New @ NOC
Occupational
Structure
Matrix
Tutorial
Career Handbook
Employers'
Handbook

Unit Group
1123 Professional occupations in advertising,
marketing and public relations
This unit group includes specialists in advertising, marketing and public relations who
analyse, develop and implement communication and promotion strategies and
information programs, analyse advertising needs and develop appropriate advertising
and marketing plans, publicize activities and events, and maintain media relations on
behalf of businesses, governments and other organizations, and for performers, athletes,
writers and other talented individuals. They are employed by consulting firms, advertising
agencies, corporations, associations, government, social agencies, museums, galleries,
public interest groups, and cultural and other organizations, or they may be selfemployed. Agents such as entertainment, literary and sports agents are included in this
unit group.

FAQ
Order Our products
Ask Us
Need help?
Related Sites
NOC Code List
Working in Canada
Our Department
Ministers
About Us
Newsroom
Publications and
Resources
Explore our site
Topics
Policies and
Programs
A to Z Index

Example Titles
advertising consultant
communications officer
communications specialist
event marketing specialist
fundraising consultant
information officer
literary agent
media co-ordinator
media relations officer
museum educator
performers agent
press secretary
public affairs officer
public relations consultant
public relations officer
publicist
publicity agent
View all titles

Proactive Disclosure
Quick Search
Enter a 4-digit NOC
code or your job
title (required).

Main duties
Specialists in advertising, marketing and public relations perform some or all of the
following duties:

http://www5.hrsdc.gc.ca/noc/english/noc/2011/ProfileQuickSearch.aspx?val=1&val1=1123[10/28/2012 11:31:32 AM]

Unit Group

GO

Assess characteristics of products or services to be promoted and advise on the
advertising needs of an establishment
Advise clients on advertising or sales promotion strategies
Develop and implement advertising campaigns appropriate for print or electronic
media
Gather, research and prepare communications material for internal and external
audiences
Develop, implement and evaluate communications strategies and programs
designed to inform clients, employees and the general public of initiatives and
policies of businesses, governments and other organizations
Conduct public opinion and attitude surveys to identify the interests and concerns
of key groups served by their organization
Prepare or oversee preparation of reports, briefs, bibliographies, speeches,
presentations, Web sites and press releases
Develop and organize workshops, meetings, ceremonies and other events for
publicity, fundraising and information purposes
Prepare and deliver educational and publicity programs and informational materials
to increase awareness of museums, galleries and other tourist attractions
Initiate and maintain contact with the media
Arrange interviews and news conferences
Act as spokesperson for an organization and answer written and oral inquiries
Co-ordinate special publicity events and promotions for internal and external
audiences
Assist in the preparation of brochures, reports, newsletters and other material
Represent and act as an agent for talented individuals or individuals with specific
occupational expertise
Prepare or oversee preparation of sports, literary, performance or other contracts.
Literary agents specialize in representing specific types of authors and writers.
Performance agents specialize in representing singers, musicians, actors or other
performers. Sports agents specialize in representing specific athletes or sports
teams.

Employment requirements
A university degree or college diploma in business marketing, public
relations, communications, journalism, museology or a discipline related to a
particular subject matter is usually required.
Practitioners in public relations may require an APR (Accredited in Public
Relations) designation.

Additional information
Progression to managerial positions in public relations, communications and
fundraising is possible with additional training and experience.

Classified elsewhere
Authors and writers (5121)
Conference and event planners (1226)
Marketing consultants (in 4163 Business development officers and marketing
researchers and consultants )
Public relations managers (in 0124 Advertising, marketing and public
relations managers )
Classification Structure - 1
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The email publication, “PR Jobs” is sent to graduates of the Kwantlen Public Relations Diploma Program
twice a month. I have been sending these out for almost ten years.
Since communications employers know this vehicle is available, I get direct job postings sent to Kwantlen for
this email blast. As well, any Kwantlen grads that learn of opening will send me a notice that a job will be
available soon. This creates a “Community of Interest” around the hiring of Kwantlen PR grads for
communications positions in British Columbia thereby giving Kwantlen PR grads the “inside track” for the most
valuable and desirable communications jobs in the province.

PR Jobs for Oct 20, 2012 – To date 515 jobs
Program Update
In this edition of PR Jobs, you will notice an increasing emphasis in the jobs postings on “Intermediate skills in
Adobe Creative Suite, HTML, and content management software.” This bears out the department research
that employers are increasingly requiring a high level of expertise in the Adobe Creative Suite as well as
page layout & design skills in order for graduates to be able to write, design, create and manage the
production of brochures, flyers, posters, web content, etc. As a result, the Kwantlen PR Diploma Program has
expanded the design training to add a new course, PRLN 2338 Advanced Visual Design with instructor, Susan
Harman.
Design Workshop
As grads (and friends) of the Kwantlen PR Diploma Program, do you have a need to brush up on your design &
software skills using the Adobe Creative Suite? Would you be interested in an intensive one-day design
workshop to improve your skills, not only in design but also in the presentation of your design ideas to gain
internal or client buy-in? If so, respond to this email. The department will explore the possibility of creating an
intensive one-day workshop concentrating on improving your design skills. (Note: This workshop would only
be useful to those grads of the PR Diploma program who have the basics of the Adobe Creative Suite or others
who have similar training. It would be too advanced for someone who has no knowledge of the software. )

PR Jobs
Marketing & Communications Coordinator, Deadline Oct 21, BC Wildlife Federation
https://charityvillage.com/jobs/search-results/job-detail.aspx?id=262347&l=2
Communications Coordinator, Impact BC http://www.impactbc.ca/about/careers/2012-1018/communications-coordinator
Director Communications & Marketing, Surrey Memorial Hospital Foundation
https://charityvillage.com/jobs/search-results/job-detail.aspx?id=262569&l=2
Media and Public Relations Office, Greenpeace, https://charityvillage.com/jobs/searchresults/job-detail.aspx?id=262466&l=2
Marketing Assistant, South Surrey http://vancouver.en.craigslist.ca/rds/mar/3308889410.html
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Marketing Assistant, Annacis Island http://vancouver.en.craigslist.ca/rds/mar/3351008792.html
Director of Marketing, Coquitlam (helps to have knowledge of golf sport industry)
http://vancouver.en.craigslist.ca/pml/mar/3343946778.html
Marketing Manager, Richmond http://vancouver.en.craigslist.ca/rch/mar/3349988933.html
Director of Marketing Communications, being sourced by a recruiting firm, Altitude
Recruiting, Vancouver http://vancouver.en.craigslist.ca/van/mar/3344643364.html
Marketing Specialist, Vancouver http://vancouver.en.craigslist.ca/van/mar/3349925647.html
Director Communications & Corporate Marketing http://www.tm8.ca/current-opportunities/
Social media & Marketing Assistant, part-time, till December 12th, three hours daily
http://vancouver.en.craigslist.ca/van/mar/3348152614.html
Marketing and Communications Coordinator, Alzheimer Society
http://www.freshgigs.ca/jobs/marketing-and-communications-coordinator-vancouver
Marketing Coordinator, one year term position
http://vancouver.en.craigslist.ca/van/mar/3345604972.html
Marketing Coordinator, Vancouver http://vancouver.en.craigslist.ca/van/mar/3308791559.html
Communications Manager, 1-800-GOT-JUNK?
http://www.1800gotjunk.com/ca_en/about/Careers_Communications_Coordinator.aspx
Senior Communications Manager, Telus
https://telus.taleo.net/careersection/10000/jobdetail.ftl?job=COM00192-12&lang=en
Internal Communications Coordinator, Golder Industries, Burnaby https://cajobsgolder.icims.com/jobs/8528/internal-communications-coordinator/job
Communications & Marketing Assistant, City of Abbotsford
http://careers2.hiredesk.net/viewjobs/JobDetail.asp?Comp=COA&sPERS_ID=&TP_ID=1&JB_ID=&PROJ_ID
={C419394E-D3C6-4863-AA92-4FAB4B080CC5}&LAN=en-US&BackUrl=ViewJobs/Default.asp
Communications Coordinator, ZE Software, Richmond, http://www.ze.com/careers/communicationscoordinator.htm
Manager, Marketing Communications, Telus
https://telus.taleo.net/careersection/10000/jobdetail.ftl?lang=en&job=530796
Manager Corporate Communications, Pacific Blue Cross, Burnaby, Contract, 15 months
http://www.pac.bluecross.ca/Corp/company/careers/careersearch.aspx
Director of Communications, Mogo
http://www.linkedin.com/jobs?viewJob=&jobId=3957786&srchIndex=58&trk=njsrch_hits&goback=%2Efj
s_*1_*1_*1_I_ca_*1_10_3_R_true_*1_*2_*2_*2_*2_*2_mrkt_*2_*2

About the PR Jobs email:
This email is strictly a voluntary service provided to the alumni of the Kwantlen Public Relations Diploma Program and
other industry friends who have opted to receive it. If there is anyone on this list who does not want to receive these
emails, please reply with the word Unsubscribe in the subject line and your email will be removed. Terri Smolar
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Pathways to the Profession – An Overview
A new relationship for CPRS and educators

As a professional association, CPRS has worked closely for several years with many of Canada’s post secondary institutes
in supporting the development and implementation of programs in public relations (PR) and communications management
(CM). Our role was to provide advice to educators about current public relations practice for use in curriculum. In recent
years, institutes have asked us to step up even more by providing processes and support for consistency in curriculum
and program planning that would lead to the formal recognition and endorsement by CPRS of educational programs. In
addition, they asked for options to enrich students’ learning experience with direct links to the profession.
In response, the CPRS Board established a National
Council on Education. Included in its mandate was
the need to develop guidelines and a clear overview
that – from a professional association’s perspective –
reflected what was required in programs that would in turn
reflect current practice. This project began by looking
at requirements for curriculum standards but it quickly
became apparent that PR education in Canada is offered
in diverse ways within many autonomous institutes.
Attempting to develop, for example, one set of learning
criteria for PR and CM programs that could reflect a
national standard proved impossible. Further, it negated
the unique nature of the current slate of programs along
with the independent decision making incorporated by
the respective institutes which offer them. Yet clearly
there was a strong interest in CPRS being involved; formal
recognition of programs was valued by institutes. As a
way to address this while respecting the independent
nature of programs, the CPRS National Council on
Education developed the Pathways program introduced in
this document.
The Pathways program uses an integrated program
planning model that includes an emphasis on program
outcomes along with recommendations for a course
framework. The Pathways presented here will give the
CPRS National Council on Education the “yardstick”
needed to recognize programs and support learners.
More importantly, this approach also offers institutes a
way to assess their own programs and to provide context
for ongoing and future curriculum development. We
hope this will be a highly useful document to program
developers and we look forward to working with
educational institutes that incorporate this content as a
starting point for either new development or renewal.
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The Pathways Program includes these highlights:
SECTION 1 provides a context for education in Canada
by looking at an historical overview, reviewing the
approach of PRSA in the United States, reviewing current
employment trends in Canada and briefly highlighting
feedback from current employers on PR and CM
graduates’ strengths and weaknesses.
SECTION 2 emphasizes a framework for current
education programs in Canada and incorporates a new
Canadian definition of public relations which has been
endorsed by the National Board of CPRS.
SECTION 3 reviews planning principles which the Council
used in this process, including the incorporation of CPRS
values which, while stated for professional practice, should
also be woven as general themes in program content.
SECTION 4 introduces the Pathways, with five levels
identified. Institutes can “self select” where their programs
– current and planned – best fit. This will be particularly
important should institutes wish to pursue a formal
recognition process with CPRS for their programs.
This section also looks at program outcomes for each
of the levels as well as possible performance measures.
Finally, a framework for course development is provided
and will be useful in both new development and review.
SECTION 5 looks at how CPRS can further build
relationships with institutes and faculty by discussing
formal recognition of educational programs by CPRS.
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SECTION 1

Setting the Context for Educational
Standards
1.1 – Introduction
As a professional association, the Canadian Public
Relations Society (CPRS) has a responsibility to play an
active role as advisor in the development and maintenance
of post secondary education programs to ensure they
reflect current theory, practice, professional values, and
relevancy. Further, it has a mandate to ensure high levels
of professionalism and undertakes this by:
•

ensuring that an ethical code of standards is adhered to;

•

developing professional standards through
accreditation;

•

providing professional development opportunities
that bring forward current issues, trends and best
practices to its members;

•

supporting and promoting best practices through an
awards program.

1.2 – An Overview
Historically, public relations practice was recognized in the
1940s as a business function in both the public and the
private sectors. The first Canadian university courses in
public relations were offered in 1948 and 1949. Leonard
Knott taught the first PR course at McGill in 1948 and
in 1949 the University of Toronto launched its course,
co-sponsored by the Public Relations Association of
Ontario and the Advertising & Sales Club in Toronto. By
1958, a Canadian conference on education included
discussion on the need for public relations education and
acknowledged the work being done by organizations like
CPRS. In 1961, CPRS signed its Code of Professional
Standards which outlines the ethical standards for the
practice. During the 1960s and 1970s, public relations
education continued to be developed across Canada
with the assistance of CPRS local societies. By 1977, the
first national recommended standards in education were
developed with CPRS involvement and the public relations
Bachelors Degree program was launched at Mount Saint
Vincent University in Halifax.
In 1979, the Communications and Public Relations
Foundation was established with a focus on increasing
the knowledge and awareness of the practice of public
relations and communications by providing support to
educational initiatives.
© The Canadian Public Relations Society Inc.

By 1985, in response to the growth of programs and
courses throughout Canada, educational standards were
revised along with the development of a curriculum review
process. This work was followed by the publication of a
curriculum guide for public relations education.
Since then, many Member Societies of CPRS have played
active roles in partnering with post secondary institutes
to ensure that educational opportunities exist for regional
learners. Canadian institutes have been well served by
such support and local CPRS boards have contributed
to this process by participating on program advisory
committees; sponsoring activities, bursaries and awards
programs; and developing and maintaining student
membership and programming. Individual members of
CPRS have further supported this by acting as instructors
and teachers, guest speakers, mentors, and employers.
In a few instances, the relationship has been formal and
has included the Local Member Society endorsement of
academic programs.
While this decentralized relationship has produced
some creative options for learners in many communities,
institutes at the forefront of PR and CM education have
indicated both a need and an interest in taking this further
and in establishing a relationship with CPRS at a national
level. Further, CPRS National has long recognized that
a key service it can provide to institutes and Member
Societies alike is through the standardizing of curriculum
and program outcomes. Such a service would aim to
balance existing key commonalities in offerings across
Canada while continuing to recognize autonomous
and unique elements of educational programs. This
link has the potential to allow for a clear and common
understanding of PR and CM program outcomes and
supports a much higher level of portability of skills,
knowledge and abilities for today’s highly mobile
workforce.
Since CPRS first began to explore this option in the
1980s, there has continued to be wide proliferation of PR
and CM education programs. This has corresponded
with the increased acceptance and understanding of
public relations as a key management tool and the
greater awareness of career opportunities available to
the incoming work force. To that end, programs are
increasingly shifting from a basis in communications arts
and journalism to a management orientation.
To support institutes and Member Societies and to
ensure a level of sound and reasonably consistent
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core programming that meets professional guidelines
and standards, CPRS has worked to establish general
guidelines for curriculum development that are in sync
with the profession’s values today. These guidelines not
only match where the profession is right now, but where it
is going in the future.
This document is therefore offered as a primer to
institutes considering offering programming in PR and
CM education, as well as offering a benchmark for
educators who might be reviewing or updating programs.
CPRS welcomes the opportunity to work mutually with
institutes to meet the education standards set here, to
support institutes by providing state-of-the-art PR and
CM programming and ultimately, to meet the needs of the
practice and our learners.

advertising and PR programs. Since 1992-93, the
number of public relations programs increased by 14,
while advertising dropped by 25.

On yet another very important front, the Public Relations
Student Society of America (PRSSA) has grown to more
than 270 chapters.
A 2008 report from Leeds Metropolitan University in
England takes a global look at PR education. Towards a
Global Curriculum highlights that education is critical to
establishing a professional basis. Further, with a merging
economy, a global perspective in PR that highlights a
“planning attitude” will require some standardization of
shared approaches worldwide that education can and
should address, along with clarification of what PR and
CM can – and cannot – do for the organization.

1.3 – Background
Reflective of the evolution of PR and CM as a strategic
management tool, CPRS is not alone as a professional
society in looking both to its influence, ability, and
responsibility for establishing what it requires from the
post secondary education system. CPRS first began to
look at the issue of standards related to this in the 1980’s.
The Commission on Public Relations Education, managed
by The Public Relations Society of America (PRSA), has
been a leader in working with American institutes in
endorsing and accrediting education programs and in
establishing educational standards that are to be met for
this recognition to occur. The Port of Entry (1999) and
The Professional Bond (2006) were developed by The
Commission to highlight what is expected of education
and offered an overview of curricula based predominantly
on recommended courses. These reports offer a clear
philosophical approach to PR education while recognizing
the autonomy of educational programmers and faculty in
their development.
Similarly, The Commission is responding to the need for
standards as demands from both the profession and
programs swing upwards. The Professional Bond states
that:
Growth in public relations education is not just a
matter of raw numbers, such as those reflected
in the ever-increasing classroom enrolments. It
is also occurring relative to other areas within
communication, journalism and related fields, such
as marketing and management. For example, the
May 2005 newsletter of the Association for Education
in Journalism and Mass Communication (AEJMC)
reported that in just the 197 universities responding
to a survey, there were 281 relevant programs – 133
in public relations, 95 in advertising and 53 in joint

6 | Pathways to the Profession – March 2011

1.4 – Employment Trends
CPRS has noted a series of trends indicating that
opportunities for PR and CM practitioners continue
to be plentiful. In 2006, Human Resources and Skills
Development Canada (HRSDC) highlighted growth
in PR-related job classifications in both full and part
time categories, offering opportunities in both contract
(consulting) and organizational corporate communications.
Unemployment in this sector is still significantly under the
national average, currently standing (as of September
2009) at 4.18% compared to a national average of nearly
8.01%. (retrieved from www.Jobfutures.ca, 2010, NOC
Code 5124).
Two regional focus group sessions undertaken in 2007
with industry representatives from the non-profit, public,
transportation, private, and agency sector indicate that
there is a real need for PR and CM education to “round
out” the skill set of current and future practitioners.
Work exists at an entry junior management level for
those who can manage projects well; write for a variety
of organizational needs; understand the organizational
context; work well in teams; and develop and implement
a range of public relations and communication plans for
different situations.
In addition, the public sector at all three levels of
government across Canada is expanding opportunities for
practitioners at the early and mid stages of their careers.
Trends from local and provincial government sectors
indicate a shortage of entry level PR and corporate
communications practitioners, which began as a trend in
late 2006. This trend is reflective of shifting demographics
as baby boomers leave the workforce, freeing up
opportunities for both organizations and new employees.
Indeed, CPRS’ membership data for 2008 indicates that
©The Canadian Public Relations Society Inc.

29 – 34% of members will be eligible for retirement within
the next four to 10 years.
While the need exists for new practitioners, current
employers highlight that overall, graduates have a
respectable skill set, but some gaps remain.
While new graduates are creative and entrepreneurial,
employers comment on the ongoing need for:
•

even more accomplished writers;

•

more critical analysis within the workplace;

•

better understanding and application of research;

•

higher exposure to business practices, including
a fundamental understanding of management,
economics, financial management, organizational
behaviour, project management, self direction, and
leadership skills.

The need for critical thinking, teamwork and analytical
ability, along with a strong work ethic and an ability to
multitask and manage time effectively under the pressure
of competing deadlines, continue to be cited by employers
as skills required from new graduates.
There is concern that many new practitioners are unaware
of broader current and global events and issues that may
have an impact on their organizations. Graduates need
to have a higher level of awareness of trends and current
events, be more curious and mindfully aware of their
environment, government, and community and have an
understanding of how these link with one another.
Finally, a commitment to lifelong learning is expected
of graduates. When considering employee attributes,
employers now consider building on formal education
and professional development a “must” (through either
continuing education programs at the undergraduate or
post graduate level or most appropriately through CPRS’
professional accreditation program) for graduates.

© The Canadian Public Relations Society Inc.
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SECTION 2

A Framework
2.1 – A Canadian Definition of
Public Relations
Program developers, instructors, and faculty in public
relations need to be familiar with how the profession
defines itself, as this provides a philosophical context for
curriculum. As an important starting point, CPRS has
approved the following definition:
Public relations is the strategic management
of relationships between an organization
and its diverse publics, through the use
of communication, to achieve mutual
understanding, realize organizational goals,
and serve the public interest. (Flynn, Gregory,
Valin, 2009)
As such, a key orientation for PR and CM today is its
role within a management framework. Defining PR as a
management function is important to its positioning as a
discipline for educators.

2.2 – The Evolution of PR Education
in Canada
As a profession, PR and CM have undergone dramatic
changes in the past twenty years. Increasingly, it is
transforming from an applied art to a management
function, designed to support the modern organization
and senior management team in building relationships;
enhancing and keeping reputation; building support
and awareness for an organization’s mission, mandate,
and objectives; and ensuring clarity and consistency in
its purpose. Its key tool for effectively supporting these
functions is an understanding of the use of strategic
communications.

CPRS has had direct relationships with well over half of
these programs.
Programs are offered in a number of formats and delivery
styles. Many are adding more online availability and/or
using hybrid (face-to-face with online components) and
fully online models, reflecting learners’ needs for flexible
options.
Educational institutes are increasingly addressing the
needs of its various learners, including more part timers,
mature learners, and individuals undergoing a career
change into this profession, many of whom already have
other academic backgrounds.
The following table provides broad definitions of the
most common of these formats and includes a general
description of what these programs might look like. It
should be noted that there are different mandates for
institutes, including colleges and universities, because
expectations differ depending on provincial jurisdictions.
Different funding models impact these broad categories
and the general definitions offered here give a sense of
the scope and type of programming currently available.
CPRS is aware that different schools may define programs
in different ways and hence this table provides context
only. However, it serves as a starting point for discussing
and developing outcomes for PR education. CPRS
welcomes the opportunity to further refine this list with
interested institutes.

Canadian PR and CM education has also changed and
grown exponentially. This is due to the development of the
profession as well as the growing interest among learners
at various stages of their own professional development
who seek current and relevant PR and CM courses. At
the time of writing, CPRS has noted that there are more
than 12 certificate and continuing education programs,
12 diploma programs, five baccalaureate degrees with
three more in development, nine post graduate diploma
or certificate programs and two post graduate degrees in
communications management, public relations or both.
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Table 1: General Categories of PR Education Programs in Canada and the Typical Learner
Note: in SECTION 4, these categories are woven into a curriculum framework that builds on the concept of educational “laddering” by
indicating pathways for learners, based on their career and professional goals.

Program

Learner

Individual courses in PR theory and practice,
offered through schools of journalism,
communications, and management at the
undergraduate and graduate level

May include the full time learner in a discipline or program area that takes a PR course as an
elective or students in programs such as marketing or journalism who are required to complete
introductory courses to better understand the principles of public relations in relation to their own
program area.

Certificate programs (defined for this report
as entry level but with some minimum
admission requirements) usually offered as
full time equivalent of one-year courses.

Typically this learner is part time and defined as mature or career, and might be upgrading or
seeking a career change into public relations.

These courses may or may not be for credit.

Diploma programs, reflecting up to two
years full time equivalent (FTE) of credit
studies.
Entry level.

The education objective of this learner is often to “round out” academically what they may in
effect already be doing professionally.
These programs are often, but not exclusively, offered through continuing education departments
of universities and colleges.
This program is designed for the full time student who wishes to focus on an area of study in PR
with the intent of completing the program and finding employment within PR.
As a result, there is frequently an applied element to the program which provides an element of
work experience, including volunteer, internship, co-op, or paid employment.
A growing trend within this type of offering is the move for students to undertake their studies
as part timers. Several Canadian institutes report that up to 40 per cent of students in PR
diploma programs are part timers. Most are working to supplement studies and gain appropriate
experience.
These programs are offered in management, media, communications and arts schools.

Undergraduate degree, applied and
bachelor, providing three to four years of full
time equivalent (FTE) credit studies.

This learner mirrors that of the diploma program. However, there is an interest in developing
more depth and breadth in the area of public relations along with electives in social sciences and/
or management.
Students in applied degrees often have a work component as part of their program requirements
through internships, co-op and/or community/volunteer based projects.

Post graduate certificate / diploma.
The courses are for credit, offering one to
two years of full time equivalent (FTE) study.

These programs are frequently aimed at the mid-career learner who wishes to keep abreast of
current trends in the management practice of public relations or the learner who has already
completed a degree or diploma in another discipline and wishes to enhance employment
opportunities by adding public relations to the academic mix.
They seek a focus that will enhance their strategic skills and build their careers to a higher
management level.

Post graduate degrees (Masters)
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Currently in Canada, most programs at this level are designed to provide an advanced theoretical
and research based component. Most students have experienced careers in PR and CM
at a management level and may even have an undergraduate degree in this area. Many of
these students are part time, incorporating research and other course based activities in their
workplace.
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SECTION 3

Planning Principles
3.1 – The Industry / CPRS Perspective
PR and CM are part of a rapidly changing profession that
has undergone considerable change in a very recent
timeframe. As a professional association, CPRS needs
to provide support to members and their employers to
ensure high levels of professionalism and competence,
resulting in strategic and ethical practitioners.
CPRS has a commitment to education, professional
development and accreditation which are key pillars
in providing these standards to our current and future
members.
Ideally, CPRS seeks a core of PR academic courses
offered throughout Canada that are consistent with the
practice and profession. It is critical that post secondary
institutes have the autonomy to manage content,
instruction, structure, enrolment, admission, faculty
selection, and resourcing for such courses and programs.
However, CPRS believes that it has a role to play in
supporting programming by collaborating with educators
to ensure that relevant and current practices are reflected
in the Canadian PR and CM curriculum.

3.2 – The Education Perspective
CPRS is mindful that educational institutes are also held
today to higher levels of accountability from students,
graduates, employers, and industry. Graduates of
Canada’s PR and CM programs are expected to
be career-oriented and able to move into effective
employment with a sound understanding of current and
relevant practice, principles and theory.
In addition, institutes are confronted with operating in an
environment of reduced resources and therefore need
to look at programming opportunities that will meet
enrolment and financial requirements, by being cost
effective and meeting student needs.

3.3 – Curriculum Approach
The approach reflected in the following is learner and
industry centered and is designed to give institutes who
are considering establishing PR programs or undertaking
reviews of current programs a framework for the decisionmaking that needs to accompany this development.
What follows are recommendations from CPRS that
acknowledge the independent role of programmers and
faculty in development and delivery, and is in no way
intended to be prescriptive.
10 | Pathways to the Profession – March 2011

However, CPRS does have a strong interest in ensuring
that curriculum provided by Canadian institutes reflects
what is germane to the profession as it currently stands
and will be addressing in the future, and is most willing to
collaborate with institutes undergoing these processes.
Finally, the approach recommended here will form part
of CPRS’s review and formal recognition of educational
programs.

3.4 – Weaving in CPRS Values
CPRS has developed value statements that can be
incorporated as guiding principles for education programs.
Ideally, these would run as themes throughout all content
and could be further reflected in individual courses.
They give a focus or “lens” with which to assess content
delivery.
These include:
An Ethical Practice that is:
•
Transparent (open, honest, and willing to share
information)
•
Accountable
•
In the public interest
•
Built on integrity and independence
A Strategic Practice that is:
•
Managed and accountable
•
Aligned with the overall goals and objectives of the
organizations we serve
•
Intentional and deliberate
•
Measurable and relevant
Achieving Mutual Benefit through:
•
Meaningful engagement with priority publics
•
Creating strong and reciprocal relationships
•
Engaging in symmetrical and balanced
communication
•
Developing programs that are socially responsible
Demonstrating Leadership and Engagement through:
•
Volunteer opportunities within the profession and the
communities we serve
•
Mentorship programs
•
Commitment of resources (advisory, financial, and
human) to advance the profession
A Commitment to Continuous Learning through:
•
Professional development
•
Advancing the body of knowledge
•
Teaching and scholarship
•
Sharing of knowledge
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SECTION 4

The Pathways Model for PR and CM
Educational Program Development
4.1 – The Pathways
Because diverse educational opportunities and offerings for
PR and CM studies exist within Canada, CPRS wishes to
take an approach that will accommodate the nomenclature
and credentialing of institutes with its own need to have
graduates of PR and CM programs reflect skills, knowledge
and abilities based on assessed program outcomes.
Thus, this report will reflect a “pathways” approach to
programming. It is assumed that institutes will best see
their goals and objectives for programming reflected in the
following and that program development will also reflect
this. In addition, pathways can “ladder” into one another,
allowing a relatively seamless progression for the learner.

the outcomes have been achieved. Many of the outcomes
are highly complex and meeting them within a program will
likely involve more than one course.
Performance measures, which provide more detail for each
outcome, follow each outcome.
Course content is offered as a general guideline. While
individual courses may be developed to address content
recommendations, this report acknowledges that some
content might be woven into several courses throughout a
program.
Course Framework presents key areas which guide
program development:

As part of CPRS’ recognition of educational programs,
institutes may self select the pathways category which best
reflects the education program they are offering.

•

Public Relations Theory and Practice provides
context for models, research and theory that supports
the profession.

There are five pathways to the profession:
Level 1 – The Technical Pathway
Level 2 – The Career Pathway
Level 3 – The Management Pathway
Level 4 – The Leadership Pathway
Level 5 – The Scholar Pathway

•

Management Theory and Practice incorporates PR
and CM into organizational structure and strategy.

•

Personal and Group Competencies speaks to ways
of work and skills sets required in the management of
self.

The intent and parameters for each will be highlighted
throughout this section.

•

Applied/Integrative Practice reflects how theory is
applied, either in the classroom with “real world”
experiences or through external opportunities,
including projects and work experiences.

4.2 – Applying the Pathways Model
In this section,
recommendations are made
for program and course
content. The pathways model
allows programmers to “self
select” where their program
best fits, while still keeping
in mind proposed program
outcomes and courses. Details
of proposed courses and
performance measures for
learning outcomes follow.
Program Outcomes are
statements of the capabilities
CPRS believes graduates
should have after completing
programs integrating the
pathways model. Assessments
tools can be developed by
instructors that highlight how
© The Canadian Public Relations Society Inc.

Diagram 1: Foundation of the Course Framework
Values to be woven into
and reflected in content
• Ethical practice
• Strategic practice
• Mutual benefit
• Leadership and engagement
• Continuous learning

Program
Outcomes

Course
Framework

The Pathways Model for PR and CM Educational Program Development
Public relations is the strategic management of relationships between an organization and
its diverse publics, through the use of communication, to achieve mutual understanding,
realize organizational goals and serve public interest.

See Table 2 on next page for details on Course Framework
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Table 2: Pathways to the Profession Course Framework
PR Theory and
Practices

Management Theory
and Practice

Personal and Group
Competencies

Applied / Integrative
Practice

Pathways
Level

Introduction to PR and
CM theory, principles and
practices
Communications theories
Writing for PR
Communications tools
overview
Introductory media
relations
Tactical communications
and special event
planning

Introduction to ethical
decision making
Introduction to advertising,
web design and social media
Software tools and
applications

Group and team work
Management of self
Critical thinking

Applied and experiential
projects as part of course
work

Level 1

The theory and practice
of PR and CM
Media relations
Communications
planning
Communications tools
and production
New and social media
Advanced writing
Print production

Basic research and evluations
Ethics
Introduction to management
Basic financial management
including budgeting
Organization development
Basics of project
management
Basics of planning

Theory of groups
Team charter process
Effective business
communications
Time management

Case studies
Co-op, work term or
internships
Mentorships and learning
from external experts

Level 2

Strategic
communications planning
Issues management
Crisis management
Reputation management
Principles of persuasion
Stakeholder relations
Advocacy

Financial management for PR
Corporate social
responsibility
Managing team processes
Business ethics
Public opinion
Internal and external
consulting skills
Introduction to corporate and
communications law
Introduction to HR
management

Managing and leading
teams
Current events and
media literacy

Case studies
Work experience

Managing the PR
function
Stakeholder
management
Reputation management
Areas of specialization
including investor
relations, government
relations and public
affairs
Consulting and
collaboration
History and evaluation of
PR and CM

Organizational policy
Financial reporting and
accounting
Risk management
PERT analysis
Strategic planning
Operational planning
Principles of influence
Strategic management
Corporate social
responsibility

Internal consulting
Managing change
Personal leadership
Personal learning
planning
Motivation
Negotiation and conflict
management

Ongoing management
work experience
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Technical
Pathway

Career
Pathway

Level 3
Management
Pathway

Level 4
Leadership
Pathway
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4.3 – Level 1 – The Technical Pathway
At the first level is the technician. Programming here is
aimed at ensuring that basic PR and CM skills are taught,
along with elemental theory and practice. Learners at this
level have often entered from high school or are making
a program change. Programs are often one to two years
full time in duration and may result in the granting of a
diploma or a certificate. Programs offered at this level
might be incorporated in the vocational or career track
within an institute. Graduates are work-ready for positions
at a junior and technical level of public relations.
Program Outcome 1: Communicate effectively at both
a personal and organizational level by using a variety of
communication tools and techniques
Performance Measures:
•

•

Understand and use clear writing and demonstrate an
appropriate command of grammar, punctuation, and
spelling, free of errors.
Write and produce a wide range of communications
tools including brochures, correspondence, and
organizational material.

Program Outcome 3: Apply knowledge of public relations
theories and practices to develop and execute basic
tactical communication plans
Performance Measures:
•

Describe the goals of a communication plan from a
public relations perspective.

•

Develop and implement a tactical plan.

•

Develop and implement a special events plan.

•

Support planning for more complex processes.

•

Explain simple models of social communications
theory.

•

Define the impact of theories on public relations
programs.

•

Explain the impact of current events and trends on
the individual and the organization.

Program Outcome 4: Use appropriate software and
hardware to support organizational and public relations
functions
Performance Measures:

•

Write speeches to persuade, influence and inform.

•

•

Plan and prepare newsletters for both internal and
external use by an organization.

Proficient in current software applications used in
organizations.

•

•

Produce feature articles for newsletters, newspapers,
or magazines.

Use basic applications of software packages suitable
for desktop and web publishing.

•

Demonstrate writing for the web.

•

Monitor and implement strategies using social media.

•

Develop material that is graphically and visually
appealing including print material and websites.

Program Outcome 2: Develop and support
media relations strategies as part of organizational
communications
Performance Measures:

Program Outcome 5: Develop a personal ethical
framework for decision making
Performance Measures:
•

Examine organizational values and ethics.

•

Develop a personal code of ethics for use in the
workplace and identify personal values as they
pertain to career expectations and aspirations.

•

Assess his/her fit within an organization based on
shared values and ethics.

•

Recognize and explain basic PR values in relation to
ethical dilemmas.

•

Explain the difference between reactive and proactive
media relations strategies.

•

Compose all elements of a media kit, including news
release, media advisory, biography, backgrounder,
and fact sheet.

Recommended Course Content for Level 1 – The
Technical Pathway

•

Prepare news releases and information materials
using Canadian Press (CP) and related journalistic
style.

Recommended course content might be incorporated into
specific courses or, because of the complexity, be woven
into several courses.

•

Monitor media response to organizational and
industry related issues.
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Table 3: Course Framework for the Technical Pathway
PR Theory and
Practices

Management Theory and
Practice

Personal and Group
Competencies

Introduction to PR and CM
theory, principles, and practice

Introduction to ethical decision
making

Group and team work

Communication theories

Introduction to advertising, web
design and social media

Management of self

Writing for PR

Software tools and application

Critical thinking

Applied / Integrative
Practice
Applied and experiential projects
as part of course work

Communication tools overview
Introductory media relations
Tactical communication planning
and special events planning

4.4 – Level 2 – The Career Pathway
At this next level, the learner may enter a program after a
gap from high school or with other undergraduate post
secondary education behind them. They are looking
to gain a skill set that will support career objectives of
entering PR. Programs here are three and four years in
duration leading to a degree in PR and CM. Programs are
also likely career track. Institutes may have these students
as a result of “two plus two” models whereby students
have completed their first two years in a diploma program
and are now laddering into the final two years for an
undergraduate degree.

•

Formulate evaluation strategies reflective of the
measurable objectives.

•

Manage projects.

•

Ensure that communication planning objectives are
aligned with organizational goals.

Program Outcome 2: Complete all work in accordance
with public relations codes of professional ethics,
standards, and practices and relevant law.
Performance Measures:
•

These programs overall provide a greater level of depth
and breadth to the PR and CM education. Graduates
will leave with an undergraduate baccalaureate degree.
They will be ready for positions as junior managers or as
information and communication officers.

Recall and understand the CPRS code of ethics for
PR professionals and apply to real business situations
and cases.

•

Identify corporate values.

Program Outcome 1: Develop clear and measurable
communication objectives and identify techniques to
evaluate the achievement of these objectives

Performance Measures:
•

Classify campaigns by type and objective.

Performance Measures:

•

Conduct formative research.

•

Differentiate between goals and objectives.

•

Devise a campaign strategy.

•

Establish and differentiate between reputation
management goals, relationship management goals,
and task management goals.

•

Create communication tactics.

•

Conduct evaluative research.

•

Apply knowledge and build skills by planning and
proposing a public relations campaign.

•

Write measurable objectives.
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Program Outcome 3: Apply creative approaches to
communications planning, execution and problem solving
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Program Outcome 4: Use research skills to meet specified
communication objectives

•

Delegate and monitor the progress of plans.

•

Manage the implementation of plans.

Performance Measures:

•

Develop and monitor project budgets.

•

Set measurable objectives for communication
outcomes.

•

Choose the most appropriate metrics that apply to
the right aspects of the communication plan.

•

Explain and apply qualitative and quantitative
research techniques for measuring messages,
communication channels, and organizational
outcomes.

•

Manage a research project.

•

Analyze and communicate research findings using
independent critical thinking.

•

Incorporate an awareness of ethical issues associated
with conducting research on human participants.

Program Outcome 5: Implement project management
strategies in support of PR plans and activities

Program Outcome 6: Implement management strategies
to ensure accountability and effectiveness
Performance Measures:
•

Liaise with staff and vendors to ensure that
communication objectives are met.

•

Manage project budgets.

•

Function as an effective and responsible member of
an organizational team.

Recommended Course Content for Level 2: The Career
Pathway
Recommended course content might be incorporated into
specific courses or, because of the complexity, be woven
into several courses.

Performance Measures:
•

Develop, execute, and monitor action plans as part of
communication planning.

Table 4: Course Framework for the Career Pathway
PR Theory and
Practices

Management Theory and
Practice

Personal and Group
Competencies

Applied / Integrative
Practice

The theory and practice of PR
and CM

Basic research and evaluation

Theory of groups

Case studies

Media relations

Ethics

Team charter process

Co-op, work terms or
internships

Communication planning

Introduction to management

Effective business
communications

Mentorships and learning from
external experts

Communication tools and
production

Basic financial management
including budgeting

Time management

New and social media

Marketing, IMC

Advanced writing

Organizational development

Print production

Basic of project management
Basics of planning
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4.5 – Level 3 – The Management Pathway
At the third level is the learner who is approaching this
to build a management skill set suitable for mid-entry
management positions. The emphasis here is more on
working with corporate communications as a strategic
organizational function with greater depth in planning and
strategy. In addition, it is assumed that programs at this
level include more in-depth business literacy. Programs
may include post graduate certificates and continuing
education certificates or diplomas. Learners are often
already working in PR and CM and are using such
programs to supplement their “on the job” experience
to further career aspirations to work as PR and CM
managers. They may also ladder in from different
disciplines. These graduates may have aspirations to
undertake the accreditation program offered by CPRS.

•

Generate creative ideas for strategies and solutions
considering organizational dynamics, concepts,
themes, and opportunities.

•

Critique problems and recognize opportunities.

Program Outcome 3: Display a commitment to lifelong
learning, both within and outside the work environment
Performance Measures:
•

Debate public relations and organizational
communication issues and trends.

•

Compare and assess own skills and knowledge.

•

Adapt own skills, knowledge, and values to new
situations.

•

Display enthusiasm for continued learning and
personal growth.

Program Outcome 1: Apply knowledge of public relations,
corporate communications, and organizational theories
and practices that support a strategic role for the function

•

Demonstrate an interest and a plan for professional
accreditation.

Performance Measures:

Program Outcome 4: Apply principles of advocacy and
ethics and be able to make decisions or recommendations
for action based on sound principles of each

•

Apply knowledge of contemporary organizational
theories.

•

Use strategic thinking to develop and execute
communication plans, incorporating research,
analysis, communications, and evaluation.

•
•

Execute a complex communications plan using
appropriate strategies and tactics.
Examine the influence of organizational and
community dynamics on the communications
planning process.

•

Develop and define communication objectives based
on needs and criteria for projects and plans, in
consultation with stakeholders.

•

Develop communication plans to support the needs
of internal and external stakeholders.

•

Examine the impact of corporate culture on
communications.

•

Develop a budget for communication plans.

Program Outcome 2: Apply creative approaches to
complex communications and organizational issues using
a range of communication planning processes that define
appropriate strategy, implementation, and problem solving

Performance Measures:
•

Work within established organizational culture
and acknowledge its impact on an organization’s
changing needs.

•

Follow correct organizational process when preparing
and submitting work.

•

Compare and contrast organizational behaviour
theories used to influence corporate/organizational
culture.

Program Outcome 5: Display mindful awareness of events,
trends and cultural shifts that impact the organization
and can be used in proactive ways in communications
management activities
Performance Measures:
•

Examine current trends and issues and their potential
impact on the organization.

•

Translate issues from the particular to broader
implications.

•

Identify how events, trends and cultural shifts might
be used in communication activities.

Performance Measures:
•

Choose and apply critical thinking skills and
strategies.

•

Analyze ideas, concepts, and programs to determine
influencing factors.
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Program Outcome 6: Function in a responsible,
professional, trustworthy, and accountable manner
respecting the legal, moral, and ethical practice
•

Examine ethical, legal, and moral issues facing
organizations.
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•

Conduct oneself within professional and
organizational codes of conduct.

•

Prepare plans in teams.

•

Work on events in groups.

•

Recognize the significance and implications of
relevant laws (such as privacy, defamation, intellectual
property, investor relations) on the communication
function or plans.

•

Collaborate/brainstorm ideas with partners for group
projects in-class.

•

Prepare and present group presentations.

Recognize the importance of corporate social
responsibility frameworks on organizational
reputation.

•

Provide counsel and advice in a persuasive and
tactful manner.

•

Program Outcome 7: Conduct and co-ordinate research
and evaluation processes to support communications and
public relations strategies
Performance Measures:
•

Conduct strategies to effectively implement and
monitor the outcomes of plans, issues, and activities.

•

Monitor and evaluate methods of output, process,
and outcomes.

•

Report on project status.

Program Outcome 8: Function as an effective member of
a team

Program Outcome 9: Provide leadership in implementation
of PR and CM objectives
•

Advises and counsels managers and team leaders.

•

Executes organizational public relations plans.

•

Aligns PR and CM function with organizational
business objectives.

•

Supports the development of communication
procedures and policies.

Recommended Course Content for Level 3 – The
Management Pathway
Recommended course content might be incorporated into
specific courses or, because of the complexity, be woven
into several courses.

Table 5: Course Framework for the Management Pathway
PR Theory and
Practices

Management Theory and
Practice

Personal and Group
Competencies

Applied / Integrative
Practice

Strategic communications
planning

Financial management for PR

Managing and leading teams

Case studies

Issues management

Corporate social responsibility

Current events and media
literacy

Work experience

Crisis management

Managing team processes

Reputation management

Environmental analysis and
trends

Principles of persuasion

Business ethics

Stakeholder relations

Public opinion

Advocacy

Internal and external consulting
skills
Introduction to corporate and
communications law
Introduction to HR management
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4.6 – Level 4 – The Leadership Pathway
At this level, the learner has been in the workforce
(often already as a PR manager) and the context for PR
management has been undertaken “on the job.” These
learners are looking for programming that will provide
theory for what they currently do and skills to move them
into an organizational leadership position. There is indepth analysis of strategy, production, and leadership.
Because of their previous experience, learners are likely
already Accredited in Public Relations (APR) or on the path
to accreditation. Programs can be offered at the graduate
level and could either ladder into or are part of masters
programs.
Program Outcome 1: Apply theory models and concepts
of PR and CM based upon a critical analysis of their
relevance to individual practice and to the profession as a
whole
Performance Measures:
•

Compare and contrast current models of PR and CM
and explain the application of each to the work place.

•

Summarize the role of PR and CM in society.

Program Outcome 2: Use research to develop and expand
on a body of knowledge
Performance Measures:
•

Deliver original quantitative and qualitative research to
support projects.

•

Create original work that supports areas of PR and
CM specialization, based on industry or area.

•

Identify the appropriate use of qualitative and
quantitative methods.

Program Outcome 3: Provide leadership to the
organization on reputation, relationships and positioning

Program Outcome 4: Articulate the status of PR and
CM within a broad social context and apply this to the
immediate organizational one
Performance Measures:
•

Appraise current thinking on PR and CM and
determine its applicability to the work place.

•

Compare the historical context of PR and CM to the
present.

•

Describe the evolution of PR and CM based on a
theoretical framework.

Program Outcome 5: Engage in professional opportunities
that support a deeper understanding of the self and of the
profession
Performance Measures:
•

Self reflect on the application of work to career
planning and personal objectives.

•

Engage in professional and personal activities that
highlight an ongoing plan for learning.

•

Develop personal learning plans.

•

Interpret current content and knowledge to assess
best practices.

•

Construct theory about professional practice.

•

Engage in professional opportunities that support the
search of excellence.

Program Outcome 6: Display mindfulness of the role of the
organizational leader
Performance Measures:
•

Discuss current management theory.

•

Appraise the impact of global, national, and local
events on the organization and its operations.

•

Understand fundamental elements of business,
including financial, organizational, and human
resources.

•

Exhibit high levels of trustworthiness and
professionalism.

Performance Measures:
•

Plan and implement organizational communication
priorities.

•

Develop high-level reputation management strategies.

•

Provides counsel and strategies in support of the
reputation management of the organization.

Recommended Course Content for Level 4 – The
Leadership Pathway

•

Generate planning processes aligned with
organizational strategy.

•

Evaluate issues, opportunities, and challenges facing
the organization and develop strategies to address
these factors.

Recommended course content might be incorporated into
specific courses or, because of the complexity, be woven
into several courses.

•

Relate leadership theories and identify and exhibit
personal leadership traits.
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Table 6: Course Framework for the Leadership Pathway
PR Theory and
Practices

Management Theory and
Practice

Personal and Group
Competencies

Managing the PR function

Organizational policy

Internal consulting

Stakeholder management

Financial reporting and
accounting

Managing change

Reputation management

Risk management

Personal leadership

Areas of specialization including
investor relations, government
relations and public affairs

PERT analysis

Personal learning planning

Consultation and collaboration

Strategic planning

Motivation

History and evolution of PR and
CM

Operational planning

Negotiation and conflict
management

Applied / Integrative
Practice
Ongoing management work
experience

Organizational leadership
Principles of influence
Strategic management
Corporate social responsibility

4.7 – Level 5 – The Scholar Pathway
Learners at this level have identified an interest in pursuing
public relations at the scholarly level, involving a higher
level of research, theory and discourse. Learners here are
looking for a career in academia rather than as managers
of the PR function. While important to note this pathway
in this document, there are currently a limited number of
Canadian-based opportunities in this track. Therefore, the
report will only offer a limited response to program and
outcome-based learning.

Program Outcome 2: To articulate public relations and
communications management as a distinct scholarly
discipline
Program Outcome 3: To integrate knowledge and
perspectives from multiple relevant disciplines to deepen
and broaden understanding of public relations theory and
practice

Program Outcome 1: To develop original thought on
Canadian PR and CM through research, analysis, and
teaching
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SECTION 5

CPRS Recognition of Education Programs
5.1 – CPRS Recognition of Education
Programs

•

Sound curriculum and program design

•

A clear vision for the program

CPRS has worked with a few programs over the years
to support PR and CM education. This recognition
offers mutual benefits in that particular programs are
appropriately acknowledged by a Canadian professional
association and CPRS in turn can influence PR and CM
program offerings.

•

A commitment from the institute for the PR program,
which includes appropriate resourcing

•

The professional accreditation of core faculty
members or teaching instructors such as the APR
designation

With the establishment of the Pathways program,
CPRS will partner with institutes whose programs
effectively demonstrate all or most of the following or
who demonstrate a strategy towards incorporating the
following:

•

Promotion of the CPRS annual National Conference
and the Educators’ Forum to teaching faculty

•

Active consultation with CPRS on the Pathways
program

•

•

A commitment to five-year review cycles which will
correspond with the endorsement timelines

•

Incorporation of Pathways program outcomes into
those of the educational program and inclusion of
performance measures into courses
Incorporation of recommended content elements in
program design

Applications will be reviewed by the CPRS National
Council on Education four times a year. CPRS recognition
will be outlined in correspondence to the respective
program and will be valid for a period of five years.

SECTION 6

Resources
6.1 – Instructing Faculty

6.2 – Faculty and Instructor Forums

Recognizing that institutes have their own processes in
place for faculty qualifications and credentials, and that
recognition for teaching excellence is the responsibility of
institutes as employers, CPRS strongly recommends that
instructors, professors, teachers, and faculty engaged in
PR and CM instruction and teaching have professional
accreditation as part of their credentials. Other
designations are certainly respected; however for CPRS
recognition of a program, efforts to incorporate the APR
are recommended. This is especially the case for core
faculty teaching in the PR discipline.

Beginning in 2011, the CPRS annual National Conference
will include an Educators’ Forum for PR and CM faculty
and instructors, where they can meet and discuss current
issues in the classroom.
CPRS has introduced an educator’s rate for National
Conferences to encourage and support faculty
attendance.

In addition, professional experience as a public relations
practitioner or communications manager would add a real
world context and understanding of issues that graduates
will face.
Faculty with degrees and credentials at a post graduate
level in PR and CM would be highly desirable by CPRS,
though it is recognized that there are very few in Canada
with such credentials.
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EXECUTIVE SUMMARY

The objectives of this study were to gain insight into the competencies necessary for success in the
discipline of corporate communication through career maturity, and the impact of professional
development or accreditation on a corporate communication career. To satisfy these objectives,
three research activities were conducted: a review of existing academic and practitioner research to
identify existing expectations, a content analysis of position descriptions representing the continuum
from entry-level to senior-level positions, and expert interviews with communication professionals
regarding expectations and competencies.
When the data was collected for this study, the U.S. watched as major ﬁnancial and manufacturing
entities struggled for economic survival. The U.S. government was bailing out ﬁnancial institutions
and weighing the decline of U.S. auto manufacturing. Around the world, Europe and Asia
experienced similar scenarios of organizational survival. Amid this turmoil, the job posting boards of
IABC, PRNews and Ragan continued to experience regular postings for communication positions.
New practitioners embark on corporate communication careers with traditional formal education
backgrounds as well as non-traditional backgrounds, especially during times of economic upheaval.
As professionals from other disciplines are displaced by layoﬀs and closings, knowing the general
expectations and competencies for advancing in the communication discipline is powerful
knowledge in positioning a candidate for career success.
From the literature review emerged the foundation of fundamental skills in general communication
and speciﬁc areas of practice, such as formative and summative research, communication planning,
writing across the media, relationship development with numerous constituencies (including but
not limited to media, employees, community, investors, government, advocacy groups), and general
management. These skills are aﬀected by societal trends and communication technology. Trends and
technology continue to advance; corporate communication practitioners must be keen to understand
and forecast trends as well as use new technology in a client’s or an employer’s best interest.
Success for entry-level communication specialists rests in their preparation and ability to
complete primary, essential tasks. To continue to be successful in the development of a corporate
communication career, practitioners must be prepared for more advanced activities, i.e., strategic
planning, crisis management and program measurement.
The content analysis of 514 position descriptions supported existing matrices and illuminated
expectations for professionals at numerous levels of career development. As they advance in
their careers, communication professionals are engaged in the strategic management of core
communication processes for businesses and organizations. These professional communicators are
presumed to have mastered fundamental skills before taking on more advanced projects, which
allows practitioners to move from advocacy level positions (tacticians or technicians) to advisory
positions (management) (Broom and Dozier, 1986).
The most common skill sets and knowledge sets across the career continuum included:
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• Skill sets: writing and editing, relationship building, presentation skills, project management,
new media acumen, visual communication, business acumen, measurement (research and
evaluation skills), communication planning, communication management and special events
planning/management.
• Knowledge sets: media relations, marketing communication, employee relations/internal
relations and community relations
No skill sets or knowledge sets were found to be exclusive to senior-level positions. Expertise within
the above areas were greater and more precise at the most advanced levels, i.e., labor relations as a more
sophisticated practice of employee relations or lobbying as a more advanced practice in government
relations.
By the completion of the entry-level period of practice or experience (three years), practitioners
are expected to have working knowledge and some expertise to work independently as well as lead
assigned projects in the following knowledge sets with the following skill sets:
• Knowledge sets: media relations, marketing communication, employee relations/internal
relations, executive communication, community relations, issue management, investor/donor
relations, consumer/customer relations, client relations, government relations, crisis
communication, negotiation skills, change management, corporate social responsibility, and
advocacy relations
• Skill sets: writing and editing, relationship building, presentation skills, visual
communication, business acumen, new media acumen, communication planning,
measurement (research and evaluation), communication management, project management,
special events planning/management, human resource management, cultural literacy
diversity, vendor and agency contract relations, leadership, professional development, foreign
language, business development, fundraising and grant writing, ethical concerns, recruitment
and training, RFP process management, and managing volunteers.
This observation alone makes apparent the importance of educational preparation and the
experiences new practitioners gather during college preparation and initial career-related work
experiences (compensated jobs, internships and volunteer positions).
The most basic skills of writing and editing were explicitly deﬁned as an expectation for all positions
analyzed. For entry-level positions, this included the ability to write and edit reports, collateral
materials or news releases. For mid-level positions, this included managing the writing and editing
process and producing specialized writing and editing deliverables. For more advanced or seniorlevel positions, this included the supervision of the writing and editing process produced by staﬀ or
writing policies and executive communication.
Business acumen was also found to be an expectation at each career level with the expectation of
greater understanding of business goals and communication contributions toward reaching these
goals at higher levels of experience.
As practitioners mature, move up the chain of command and supervise more employees,
they become more generalists than specialists (unless they supervise a unit of specialists) in
communication. Additionally, experience gained from working in a particular industry was also
a popular expectation of successful candidates, i.e., health care communication, fundraising and
development, or specialized computer software programs.
Quantifying the presence of skills and knowledge sets makes apparent that communicators at all
levels participate in deﬁned areas, but at diﬀerent degrees of expertise or complexity. Similar to the
8
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IABC Communicator Competency Model (2008), this analysis supports skill growth and knowledge
expectations over a period of time—a career. Some skills or knowledge sets may not be present
in all cohorts (groups by years of experience) because these skills are speciﬁc to an industry, i.e.,
fundraising and donor relations would be skills and knowledge sets that are expected of practitioners
at the advanced levels in the nonproﬁt sector, but this sample included few position descriptions for
that sector at that level.
The interviews with communication professionals, while anecdotal in nature, conﬁrmed the
ﬁndings from the content analysis and addressed the expectations of accreditation for mid-level and
advanced-level communication professionals as a means for documenting their professional expertise.
While only a snapshot of skills necessary at this particular point in time regarding a ﬁnite population
of entries, regular investigation of expectations and competencies is necessary for professional
communicators to keep pace with traditional skills as well as strategies and new advances in corporate
communication. This study reinforces the need for traditional communication skills, business
acumen, and ongoing learning of skills and strategies in new media technology and industry trends.
While not the primary intent of this report, the analysis as a whole supported the viability of
the IABC Communicator’s Competency Model (2008) as a starting point for plotting career
advancement competencies for communicators from entry-level to advanced-level positions;
however, this model is not a complete composite of skills and knowledge sets necessary for career
advancement.
Exposure to preliminary knowledge sets and skills in formal educational development (college or
university education) is the foundation for building a sound career plan. While practitioners will
continue to be tasked with learning new skills and keeping pace with technology and social trends,
elements like writing, planning and measurement continue to serve as a sound foundation.
As the ﬁeld of corporate communication continues to grow with new technology and industry
advances, practitioners will be well served to develop career advancement plans that include advanced
formal education, informal professional development opportunities and professional accreditation.
These educational opportunities will provide evidence of skill and knowledge set attainment through
formal measurement and evaluation that is respected by employers and fellow practitioners.
This study can be considered a benchmark work, in the sense that it recognizes that there is
much that remains to be done to improve the procedures for evaluating career expectations and
competencies across the career continuum.
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1.0 INTRODUCTION

□
The practices that punctuate the discipline of corporate communication and the competencies
of public relations can be traced back to Edward Bernays’ theories of engineering consent. Today
the rapid pace of technology development compounds the traditional competencies of corporate
communication1 practitioners.
A number of studies (Stacks, Botan & Turk, 1999; Commission on Public Relation Education,
1999 & 2006; Sriramesh & Hornaman, 2006; Stacks & Watson, 2006; Turk, 2006) have posed the
question to educators and practitioners: What should be included in an undergraduate education for
public relations and corporate communications practitioners to be successful practitioners? Others
(Claussen, 2008 and Hatzios & Lariscy, 2008) have questioned the success of higher education
programming in preparing communication professionals. Another approach to this conundrum
may be to ask: What are today’s employers’ expectations of competency at numerous levels of a
communicator’s career?
This project investigated current expectations (education and experience) and competencies
(strategies and tactics) required to succeed and advance in corporate communication. Research
questions included:
• What expectations do employers have for communicators of diﬀerent experience levels
from entry-level to senior-level communicators?
• What is the demand for accreditation in career advancement in corporate communication?
Answering these questions will lead to a greater understanding of the process of preparation necessary
for a successful career path in corporate communication. Potential uses of this study include a
career-planning tool suitable for use by academics who are developing communication curriculum,
corporate executives and human resources executives who are evaluating corporate communication
positions, and individual practitioners who are planning corporate communication career paths.
It is anticipated that the outcome from this research will support and amplify existing planning
models for professional development and advancement in the ﬁeld of corporate communication.
Additionally, understanding levels of career maturity may be an asset for facilitating communication
department organization in organizational development.

1 As deﬁned in The IABC Handbook of Organizational Communication (Gillis, 2006, xi) and the IABC
Proﬁle Study 2008: Trends in Communication Professional Compensation, respectively, “Based on a survey of
scholarly literature, we use these three terms—organizational communication, corporate communication, and
business communication—interchangeably to describe the internal and external communication functions of
an organization or company” and “Corporate communication is the descriptor used to include those functions
of both internal and external communication.”
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□
Most research studies conducted to assess competencies and expectations of acumen at various
levels of career maturity in corporate communication2 have been based on opinions or perceptions
collected by surveying educators and practitioners (Stacks, Botan & Turk, 1999; Commission on
Public Relation Education, 1999 & 2006; Sriramesh & Hornaman, 2006; Stacks & Watson, 2006;
Turk, 2006; Hatzois & Lariscy, 2008).
This project included a combination of methodologies: a literature review, a content analysis of
communication position descriptions and interviews with communication leaders.
First, a literature review of existing academic and practitioner research provided a foundation of
existing expectations and competencies for the discipline of corporate communication. This included
curricular standards. Findings from the literature review were used to develop the coding catalog for
the content analysis investigation.
Second, a content analysis was conducted on a population of position descriptions as primary sources
on which to base employer expectations of competencies. Position descriptions (not recruitment
copy3) are organizational documents that are regularly evaluated through organizational assessment
processes, i.e., communication department audits, organizational assessments, strategic planning
activities and individual annual human resources evaluations. Several studies (Gardner, Reithel,
Foley, Cogliser & Walumbwa, 2009; Breaugh, 2008; Templer, Tay & Chandrasekar, 2006; Brandon,
2005) indicate that the more realistic the position description or use of realistic job previews, the
higher the recruitment success and employment retention and satisfaction rates. To locate a wide
selection of position descriptions, three prominent corporate communication portals with job
posting/recruitment sections were used: IABC.com, myragan.com and PRNewsonline.com. Position
descriptions were collected at two times to generate a large sample of companies and organizations:
the week of 10 July 2008 and the week of 16 September 2008 (an in-depth description of the
content analysis process is located in Chapter 8).
FIGURE 2.1: POPULATION OVERVIEW
Number of entries
Number of countries represented
Number of companies/organizations represented
Number of industry types represented

514
21
409
32

2 See previous footnote.
3 Recruitment copy is often a truncated version of a position description used to recruit applicants to a job
opening with an organization. It is not the oﬃcial description of the position in full.
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The intent of this project was to represent an
international population that included corporate,
nonproﬁt, and government entities. The ﬁnal
population included 514 position descriptions
representing 409 organizations and 21 countries.
Finally, expert or elite interviews were conducted
with an international group of corporate
communication professionals regarding
expectations of competencies at numerous levels
of career development as well as expectations
of professional development and accreditation.
The professionals represented the United States,
Canada, Europe, Australia and South Africa.
Twenty-three professionals were invited to
participate in the qualitative interviews; 18
accepted the invitation.

FIGURE 2.2: COUNTRIES REPRESENTED IN THE POPULATION
Country & Number of Entries
United States
Canada

402
77

FIGURE 2.3: INDUSTRY TYPES REPRESENTED BY
POPULATION
Industry

No.

%

Nonprofit Organization

84

16.3

Healthcare

52

10.1

Education

48

9.3

Professional Services
(adverting, marketing, PR
agencies)

48

9.3

Computer Technology
(hardware and software)

46

8.9

Energy/Utilities/Gas/Oil/
Electric

31

6

Banking/Accounting/
Financial

27

5.3

Government

18

3.5

Insurance

17

3.3

Telecommunications

16

3.1

Manufacturing

14

2.7

Entertainment/Media

10

1.9

Pharmaceutical

8

1.6

Retail

8

1.6

Broadcasting/Radio/TV

7

1.4

United Kingdom

8

Construction

7

1.4

Indonesia

3

Consumer Products

7

1.4

Netherlands

3

E-commerce

7

1.4

Australia

2

Electronics

7

1.4

France

2

Hospitality/ Tourism

7

1.4

Hong Kong

2

Legal

7

1.4

Qatar

2

Publishing

7

1.4

Switzerland

2

5

1

Austria

1

Biotechnology/Medical
Research

Belgium

1

Technology

5

1

Environmental

4

0.8

Transportation

4

0.8

Automotive

3

0.6

Engineering

3

0.6

Agribusiness/Agricultural

2

0.4

Architecture/Design

2

0.4

Real Estate

2

0.4

1

0.2

514

100

Bermuda

1

China

1

Germany

1

Iraq

1

Kenya

1

New Zealand

1

Singapore

1

Tanzania

1

Airline/Aerospace/
Aviation

United Arab Emirates

1

Total
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2.1 LIMITATIONS OF THE STUDY
Since this study is based on a non-probability sample (available sample), the results and conclusions
drawn from the data represent a snapshot in time and may only be generalized to the sample
population. Additional implementation of this study design on a probability sample is suggested
for the future (see Conclusions for suggestions for future research designs). Position descriptions
represented 32 diﬀerent industries. With such a diverse population, sample sizes from each industry
were too small to extrapolate industry-speciﬁc ﬁndings.
2.2 ASSUMPTIONS OF THE STUDY
A number of assumptions should be considered when reviewing the ﬁndings:
• Minimum years of experience information presented in the position descriptions represents
an expectation of the least amount of experience necessary to enter the position, while the
position description may represent duties currently being performed by the sitting
communicator who has more than the minimum years of experience since that individual has
been on the job for a few years.
• The communicator may be the only communicator within the organization or company, thus
the position description may deﬁne tasks related to all levels of the career spectrum.
• Some skills or knowledge sets may not be present in all cohorts (years of experience) because these
skills are speciﬁc to an industry, i.e. fundraising is a skill that is expected of communicators at the
senior level in the nonproﬁt sector, but this sample included few position descriptions for that
sector at that level.
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3.0 LITERATURE REVIEW

This review of literature deﬁnes the discipline of corporate communication and its impact on
organizations, the necessary preparation for career success (both formal education and continuing
professional development), expectations for professional practice and career advancement.

3.1 DEFINING THE DISCIPLINE
As deﬁned in The IABC Handbook of Organizational Communication (Gillis, 2006, xi) and the IABC
Proﬁle Study 2008: Trends in Communication Professional Compensation, respectively: “Based on a
survey of scholarly literature, we use these three terms—organizational communication, corporate
communication, and business communication—interchangeably to describe the internal and
external communication functions of an organization or company” and “Corporate communication
is the descriptor used to include those functions of both internal and external communication.”
Management communication, business communication, organizational communication and
corporate communication—while these terms may have diﬀering connotations in academic research,
the underpinning of these concepts are one in the same (van Riel, 1997).
In an attempt to precisely deﬁne corporate communication as a discipline, Argenti (1996) concluded
that the macro function of corporate communication has evolved in organizations from an
organic need to communicate with internal and external constituencies to a formalized function;
organization of the function became more structured as the business environment became more
regulated and law bound. “The responses to constituencies became frequent enough because of
the changing environment that someone who was not responsible for another function, such as
marketing or administration, has to take control of certain aspects of communication” (p. 75).
Corporate communication moved from tactical responses on behalf of the company to more strategic
development of messages to inﬂuence constituent behavior and opinions in the marketplace. Today,
corporate communication includes both the management of external communications and internal
communications. Argenti concluded that corporate communication practitioners must be competent
in both the discipline of communication as well as business management.
According to Argenti (1996) the subfunctions that comprise corporate communication include
image and identity management, corporate advertising, media relations, ﬁnancial communications,
employee relations, community relations, corporate philanthropy, government relations, and crisis
communications. “Although this is not an all-encompassing list of activities, it represents the most
important subfunctions within a large corporation” (p. 77).
The communication model, whether internal or external1, is deﬁned as a four-stage process. It
goes by many acronyms: RACE (Marston, 1963), ROPE (Hendrix, 2004), RPIE (Seitel, 2004),
RPIM (Ragan, 2008), to name a few. Hendrix’s model includes the stages of research, objectives,
programming and evaluation. Marston’s model addresses the stages as research, action planning,
communication and evaluation. Seitel’s model includes research, planning, implementation and
evaluation. While not as catchy as a mnemonic device, Ragan’s abbreviation simply deﬁnes the
stages: research, planning, implementation and measurement.
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Skills associated with the ﬁrst stage of the communication process, the research stage, include
audience analysis—quantitative and qualitative research skills, and strategic planning skills—aligning
communication activities to meet organizational strategic goals and objectives, communication
audits, and best practices analyses. Research by Van den Bosch, de Jong and Elving (2006) concluded
that connecting the business strategy through communication campaigns to all key publics relies
on leveraging consistent messages across the media; consistency in applying visual communication
guidelines and standards is key to enhancing organizational identity with key publics for both public
and private organizations. “Knowing about the organization strategy seems to help them implement
the [corporate visual identity] guidelines, which results in greater consistency” (p. 155).
Skills associated with the second stage of the process, the planning stage, include articulating
organizational goals; working independently or with a team of associates to develop the strategy
and tactics to reach organizational goals; audience segmentation; and developing message strategies
using preferred media or channels to reach target audiences. This stage of the process includes the
development of the communication plan, whether that is for a year, a single event or a campaign. At
an organizational level, business communication plans include strategic long-term planning, annual
plans, crisis communication plans and knowledge management plans, to name a few.
Pavlik (2008) suggests that leveraging technology (choosing the appropriate media, producing
messages for multiple media and planning to manage the two-way relationship that Web 2.0
technologies enable) will continue to be a critical skill set of corporate communication. This includes
mastering writing and production for technologies including “digital, or computer-based, and
network-enabled, such as wired and wireless technologies that reach globally through the Internet
and World Wide Web” (p. 2).
Skills associated with the third stage of the process, the communication implementation stage,
include writing and producing the elements deﬁned in the communication planning documents.
This may include print and multimedia production as well as the business transactions of placing
advertisements or working with agencies to provide these services. Key to implementation is
integrating the deﬁned messages of the plan in both internal and external channels across multiple
media to reach the intended audiences. As Pavlik (2008) and Argenti (2006) suggest, using new
media to reach target audiences is critical to the ongoing leveraging of the two-way symmetrical
model of communication4.
Leveraging technology also includes an individual’s ability to multitask (Turner and Reinsch, 2007).
Business communicators are frequently expected to multitask to complete communication work for
clients and organizations, as well as be able to use multiple media to coordinate company messages
and reach audiences who are also using multiple media for news and information. Turner and
Reinsch (2007, p. 47) conclude that business communicators are presence allocators: “an individual
can survey the available communication technologies, choose a medium that provides the right cues
for each interaction, and divide his or her presence among two or more interlocutors.”
Skills associated with the fourth stage of the process, the measurement or evaluation stage, include
developing measurement processes or tools to assess the success of the plan and the implementation
4 Grunig (1984) outlined four models of the public relations process. Two of these were one-way
communication models—press agentry and publicity. Both disseminated information through the mass
media to various publics, and usually did not include research. The other two models were based on two-way
communication and relied on research: two-way asymmetrical and two-way symmetrical communication. The
asymmetrical model used research to help determine which messages would be the most likely to persuade
publics. The symmetrical model used research to help foster mutual understanding between organizations and
their publics.
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of the plan. Additionally, measurement of return on investment (ROI) of organizational
communication activities —both internal and external—includes assessment of employee
engagement, productivity, organizational trust and continuous improvement of the organization.
According to Swerling et al. (2007) “The imperative to evaluate PR spending and activity now has
equal footing in organizations of all sizes” (p. III−19). According to Swerling et al. (2007, p. III−39)
measurement methods used for communication ROI and impact on the organizational bottom line
include the following in order of most prevalent to least prevalent:
• Inﬂuence on corporate reputation
• Crisis avoidance/mitigation
• Inﬂuence on stakeholder awareness
• Total circulation
• Inﬂuence on employee attitudes
• Inﬂuence on share of voice
• Content analysis of clips
• Ad equivalency of clips
• Inﬂuence on stakeholder opinion
• Contribution to sales
• Total number of clips
• Contribution to market share
• Inﬂuence on corporate culture
• Contribution to proﬁtability
• Total impressions
• Inﬂuence on stock performance
• Total number of clips in “top tier”
media
Additionally, Swerling’s ﬁndings indicate that public relations oﬃcers use data from other corporate
functions (i.e., marketing, ﬁnance and human resources) in ROI analysis, thus implying that
integrated communication is necessary to assess corporate communication impact on organization
bottom lines. This stage brings the cycle full-circle in that practitioners must be able to measure
communication impact on reaching strategic organizational goals.
Organizational structure has an impact on the performance and contribution of any organizational
function. According to the science of structure (Meyer, 2007a), organization structures deﬁne
reporting lines, workﬂow and an organization’s ability to react to change. “There is no one right
organization chart. Every organization is diﬀerent” (Meyer, 2007a, p. 2). Thus, reporting structures
diﬀer across industry type (i.e., public and private company, nonproﬁt organization, governments,
educational institutions, health care organizations).
In a blog entry titled “The blurring line between external and internal communications” Shel Holtz
(2006) reﬂected on the ﬁndings of a Watson Wyatt report that supports the impact of internal
communication on external business success. He continues with a discussion of the placement of
the communication functions in organizations and concludes with a popular contention that the
placement of employee communication is often a political decision. But his preference would be
for employee communication to report directly to the CEO to recognize the impact that internal
communication has on business goal satisfaction and reputation. Additionally, he adds that in an era
when employees are blogging publicly about the daily activities of their companies, it is imperative
that employees understand how their work contributes to the company’s business goals and
reputation.
In addition to placement of communication within the organizational structure, building the right
communication team is another consideration. Researchers and practitioners (Solis, 2004; Swerling
et al., 2007; Hess, 2008; Collura, 2008; Eschbach, 2008) contend that using outsourced agents is a
popular solution for providing the resources necessary to meet communication needs of clients and
companies. Many companies rely on an internal team of communication professionals to provide
internal and external communication strategies. Agencies are often engaged to help during periods
of high demand to complement the company’s in-house team of communication practitioners.
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Outsourcing is also a common strategy for companies that are restructuring communication
functions during times of turmoil and change.
From a study of external communication in the United Kingdom, Cornelissen and Thorpe (2001)
contend that the organizational relationship between external communication departments, such as
public relations and marketing, are correlated with internal environmental conditions such as the
similarity of the work of the departments, resource dependence, and the prevailing organizational
norms and cultural conditions.
Regardless of formal reporting lines, organizational charts and restructuring schemes, Whitworth
(2008) reminds communicators: “Proximity to the senior management team is not necessarily the
same as access to the senior management team. What you need to do your job eﬀectively is access”
(p. 1).
Respondents to the Annenberg Generally Accepted Practices (GAP) study (Swerling et al., 2007, p.
III−21) reported that the communication function reporting lines include the following in order of
most prevalent to least prevalent:
• C-suite (chairperson, CEO, COO)
• Marketing
• Head of operating unit
• Human resources
• Legal
• Strategic planning
• Finance
Multiple reporting line relationships represented at least one-quarter of the responses. For example,
the communication function in colleges and universities usually reports through an oﬃce of
advancement that coordinates public relations, college relations, and alumni relations in what might
be described as an integration of internal and external communication functions (Simpson and
Parrot, 2008; Meyer, 2007a, 2007b). The oﬃce of advancement reports directly to the institution
president.
3.2 PREPARING FOR A CAREER IN CORPORATE COMMUNICATION
Hand-in-hand with deﬁning the breadth of the functions, strategies and tactics of the ﬁeld is
identiﬁcation of appropriate preparation for success as a practitioner. A cursory review of the
Accrediting Council on Education in Journalism and Mass Communications (ACEJMC) curriculum
and instruction standards bring to light the “chicken-and-egg” struggle of studying, forecasting and
developing plans of study to prepare professionals for corporate communication careers. Scholars
often argue that through the academic study of the discipline, curriculum improvements should be
made. But practitioners argue that academics cannot forecast future developments and cannot study
trends and new strategies until these practices are in regular use. Thus the profession should inﬂuence
the development of curricula—plans of study. It is a phenomenological debate that neither side
appears to be winning; both sides beneﬁt more from compromise (Thomas, 2007).
The ACEJMC requires the following of mass communication curricula (of which public relations or
corporate communications is regarded).
That graduates are able to:
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•

•
•
•
•
•
•
•
•
•
•

understand and apply the principles and laws of freedom of speech and press, including
the right to dissent, to monitor and criticize power, and to assemble and petition for
redress of grievances;
demonstrate an understanding of the history and role of professionals and institutions in
shaping communications;
demonstrate an understanding of the diversity of groups in a global society in
relationship to communications;
understand concepts and apply theories in the use and presentation of images and
information;
demonstrate an understanding of professional ethical principles and work ethically in
pursuit of truth, accuracy, fairness and diversity;
think critically, creatively and independently;
conduct research and evaluate information by methods appropriate to the
communications professions in which they work;
write correctly and clearly in forms and styles appropriate for the communications
professions, audiences and purposes they serve;
critically evaluate their own work and that of others for accuracy and fairness, clarity,
appropriate style and grammatical correctness;
apply basic numerical and statistical concepts;
apply tools and technologies appropriate for the communications professions in which
they work. (Standard 2, ACEJMC Accrediting Standards, 2003)

In 1999 the Commission on Public Relations Education5 set out to answer the question of what
elements are required for a complete public relations education. The members of the Commission
were forward thinking while also reﬂective of the traditional concepts and theories that continue
to provide a foundation for successful public relations career development. The Commission
recommended that students graduate with an undergraduate degree and gain both knowledge (“what
graduates should know and understand”) and skills (“areas of competence necessary to enter the
profession”).
Necessary knowledge includes:
• Communication and persuasion concepts and strategies.
• Communication and public relations theories.
• Relationships and relationship building.
• Societal trends.
• Ethical issues.
• Legal requirements and issues.
• Marketing and ﬁnance.
• Public relations history.
• Uses of research and forecasting.
• Multicultural and global issues.
• Organizational change and development.
• Management concepts and theories.

5 The Commission on Public Relations Education has regularly surveyed communication educators and
practitioners regarding progress in curriculum and professional outcomes since 1974 to maintain the pulse of
corporate communication education.
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Necessary skills include:
• Research methods and analysis.
• Management of information.
• Mastery of language in written and oral communication.
• Problem solving and negotiation.
• Management of communication.
• Strategic planning.
• Issues management.
• Audience segmentation.
• Informative and persuasive writing.
• Community relations, consumer relations, employee relations, other practice areas.
• Technological and visual literacy.
• Managing people, programs and resources.
• Sensitive interpersonal communication.
• Fluency in a foreign language.
• Ethical decision-making.
• Participation in the professional public relations community.
• Message production.
• Working with a current issue.
• Public speaking and presentation.
• Applying cross-cultural and cross-gender sensitivity.
The Commission recommends that the undergraduate public relations curriculum be grounded in a
strong traditional liberal arts and social science education” (CPRE, 1999, p. 3−4).
The Commission continued to conduct research on corporate communication education and
preparation and published two additional studies following up on these ﬁndings (2002 &
2006). In 2006 the Commission (Turk, 2006) produced a comprehensive report on the state of
corporate communication education—public relations education. They concluded that “an ‘ideal’
undergraduate major in public relations” (p. 7) should include the following course work:
• Introduction to public relations (including theory, origin and principles)
• Case studies in public relations that review the professional practice
• Public relations research, measurement and evaluation
• Public relations law and ethics
• Public relations writing and production
• Public relations planning and management
• Public relations campaigns
• Supervised work experience in public relations (internship)
• Additional directed electives
Participation in professional and pre-professional organizations is also strongly suggested.
The Commission’s ﬁndings also suggest that “the graduate student should master the following content
areas beyond undergraduate competencies: Public relations theory and concepts; Public relations
law; Public relations ethics; Global public relations; Public relations applications; Public relations
management; Public relations research; Public relations programming and production; Public relations
publics; Communication processes; Management sciences; Behavioral sciences; Internship and
practicum experience; [and] Thesis and capstone project and/or comprehensive exam” (Turk, 2006, p.
7).
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In 2006, Stacks and Watkins noted that educators and practitioners reported the following
curriculum areas (courses) as essential to public relations education:
•

Educators:
º Origins and Principles of Public Relations (Nature and role of PR: deﬁnitions)
º The PR Field (Duties of PR practitioners; Publicity and media relations)
º PR Research (PR research designs, processes, techniques; Fact-ﬁnding, applied research)
º PR Planning (Problem-opportunity analysis; setting goals, objectives, long-term, strategic
planning; Audience segmentation; Issues management; Contingency, crisis planning)
º Ethics and Law (Credibility; Transparency; Ethics, codes of practice; Corporate social
responsibility; PR law)
º PR Action/Implementation (Campaigns, as opposed to single activities)
º PR Communication (Message strategy; Interpersonal communication; Print communication
planning, writing and production; Multimedia communication—planning, writing,
production of audio, video and electronic media; New PR tools and technologies)
º PR Performance Evaluation/Measurement (Setting performance, success criteria; Methods of
evaluation; Measurement program eﬀectiveness; Reporting on results of PR eﬀorts; Decision
making based on results)
º Courses in PR-Related Disciplines (Courses in journalism)

•

Practitioners:
º Origins and Principles of Public Relations (Nature and role of PR: deﬁnitions; Societal forces
aﬀecting PR)
º The PR Field (Duties of PR practitioners; Publicity and media relations; Community relations;
Employee relations)
º PR Research (PR research designs, processes, techniques; Public opinion polling, surveys; Issue
tracking; Fact-ﬁnding, applied research; Focus groups)
º PR Planning (Problem-opportunity analysis; Organizational background, culture; Setting
goals, objectives, long-term, strategic planning; Timetables; Planning theory, techniques,
models; Audience segmentation; Issues management; Contingency, crisis planning)
º Ethics and Law (Credibility; Transparency; Ethics, codes of practice; Corporate social
responsibility; PR law)
º PR Action/Implementation (Campaigns, as opposed to single activities; One-time incidents,
crisis communication)
º PR Communication (Communication theory; Persuasion; Message strategy; Interpersonal
communication; Print communication—planning, writing and production; Multimedia
communication—planning, writing, production of audio, video and electronic media;
Employee, internal communication; New PR tools and technologies)
º PR Performance Evaluation/Measurement (Setting performance, success criteria; Methods of
evaluation; Measurement program eﬀectiveness; Measuring staﬀ, counsel eﬀectiveness;
Reporting on results of PR eﬀorts; Decision-making based on results)
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Additionally, both educators and practitioners reported that internships or other structured work
experiences are beneﬁcial to the success of new hires. Integrating business research methods and
communication skills in a holistic curriculum has been found to provide undergraduate students
with the communication and business skills employers require for initial success in business
communication positions (Neﬀ, 1990; Zhao and Alexander, 2004). Additionally, in a survey of
educators and practitioners, Kelley and Bridges (2005) concluded that introducing professional and
career development skills in marketing curricula increases the readiness of undergraduate students
for success in entry-level marketing positions.
According to Sriramesh and Hornaman (2006), scholars, educators and practitioners are in some
agreement that the best preparation for a successful career in public relations includes a broad liberal
arts background—including exposure to the humanities, ﬁne arts, social sciences, government,
business management, law, and scientiﬁc and technical issues; understanding of business and
management; understanding of ethics; understanding of communication theory; understanding of
research; a background in writing for a wide range of media; training in new media technology; and
experiential learning in the form of internships or practica.
The conclusions of Sriramesh and Hornaman (2006, p. 168) indicated that public relations
graduates ought to know the following (in rank order):
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.

Communication and persuasion concepts and strategies
Communication and public relations theories
Ethical issues
Relationships and relationship building
Use of research and forecasting
Societal trends
Marketing and ﬁnance
Management concepts and theories
Legal requirements and issues
Multicultural and global issues
Organizational change and development

Graduates should have the following skill levels (Sriramesh & Hornaman, 2006, p. 169):
1. Mastery of language in written and oral
communication
2. Informative and persuasive writing
3. Problem solving and negotiation
4. Strategic planning
5. Ethical decision making
6. Research methods and analysis
7. Public speaking and presentation
8. Working with a current issue
9. Management of information
10. Management of communication
11. Issues management

12.
13.
14.
15.

16.
17.
18.
19.

Message production
Audience segmentation
Sensitive interpersonal communication
Community relations, consumer
relations, employee relations, other
practice areas
Managing people, programmes and
resources
Technological and visual literacy
Applying cross-cultural and crossgender sensitivity
Participation in the professional public
relations community

Only one skill component, “fluency in a foreign language,” was not seen to be as important as the
others.
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According to Sriramesh and Hornaman (2006, p. 169) scholars, educators and practitioners
identiﬁed the following undergraduate courses as necessary to an education in public relations:
1.
2.
3.
4.
5.
6.
7.

Public relations writing and production
Supervised work experience in public relations (internship)
Public relations planning and management
Public relations research, measurement and evaluation
Introduction to public relations
Public relations campaigns
Case studies in public relations

Scholars, educators and practitioners identiﬁed the following topics as most important in the
preparation of successful corporate communication professionals (Sriramesh & Hornaman, 2006, p.
170):
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Critical thinking and problem-solving skills
Knowledge about mass media
New PR technologies (computers, Internet, Web design, etc.)
Public opinion concepts/research (surveys, focus groups, etc.)
Setting goals/objectives
Long- and short-term strategic planning
General liberal arts knowledge (English, history, etc.)
Knowledge about crisis management
Courses in marketing
Leadership skills
Publicity techniques
Courses in journalism
Courses in management/organization behaviour
General social science knowledge (sociology, psychology, etc.)
PR law/privacy/defamation/copyright/product liability/ﬁnancial disclosure, etc.

In editorial commentary, Claussen (2008) noted that United States and European counterparts
in public relations, integrated marketing communications and advertising curricula are weak in
instilling business acumen through required course work:
PR practitioners (not excepting practitioners of government or other nonproﬁt PR) need
to know as much as they can about various aspects of business and economics generally, as
well as speciﬁcs of their own business sector (if in-house) or their clients’ (if at an agency).
… [B]usiness and economics have only become increasingly complex … in addition to the
fact that PR practices are increasingly integrated into more and more aspects of all business
(and other) organizations and PR practitioners are increasingly working directly with top
executives and involved in making major decisions. (p. 192)
From a survey of public relations educators and practitioners, Hatzios and Lariscy (2008) report the
importance of international public relations, globalization and diversity considerations in curriculum
development to correspond with the growing internationalization of the corporate environment.
“International courses help the future practitioner understand the intercultural aspects of practicing
PR in an international, or global, context” (p. 254).
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3.3 EXCELLENCE IN PUBLIC RELATIONS AND COMMUNICATION MANAGEMENT
As the academy and professionals reﬂected on preparation for career success, additional research was
conducted regarding best practices and excellence in the practice of the discipline.
In 2002, the IABC Research Foundation published the last of three tomes (Grunig, 1992, Dozier,
Grunig & Grunig 1995, Grunig, Grunig & Dozier, 2002) that deﬁned and explained universal
criteria for excellence in public relations and communication management. In the ﬁrst of the three
books (Grunig, 1992), the researchers identiﬁed a set of principles that public relations professionals
can use to measure this excellence. This is also known as best practices. To summarize their
contributions to communication management research here would trivialize their watershed work.
Many of the principles they identiﬁed address advanced practice and status.
The following elements of the “Excellence Study” research (Grunig, 1992, Dozier, Grunig &
Grunig 1995, Grunig, Grunig & Dozier, 2002) should be reﬂected in the knowledge of entry-level
practitioners as well as more advanced positions. The communication function of an organization
must be integrated with an organization’s executive management. The leader (manager, director)
of the communication oﬃce must be a member of the executive management of the organization.
Corporate communication is an integral part of the strategic planning process of the organization,
and its programming is developed from sound formative and evaluative research. This strategic
planning is evidenced in the segmenting and planning of programming to strategic publics. The
public relations and communication management activities of an organization are practiced ethically
and by using the two-way, symmetrical model of organizational communication. Communication
programs are developed for building and maintaining relationships through good and bad times.
The impact of the “Excellence Study” axioms continues to stand the test of time. A 2007 study
by Watson Wyatt contends that high-performing companies communicate better, i.e., when
communication is an integrated and valued business function, it contributes as much as other
business functions to the outcomes and goal-satisfaction of the company (Sweetland, 2007).
The Watson Wyatt study identiﬁed six characteristics of high-performance companies: “1) Their
managers and workers focus on customer needs. 2) They engage employees in running the
business. 3) They help managers communicate well. 4) They hire superior internal communicators
who manage change eﬀectively. 5) They measure the eﬀect of employee communication. 6) They
brand their employee experience” (as cited by Sweetland, 2007, p. 1).
Boundary-spanning activities associated with corporate communicators—both internal and external
communication activities—enhance opportunities for the diﬀusion of innovation, learning and
resource acquisition within organizations and between collaborating entities (Johnson and Chang,
2000). As new organization structures develop, external communication becomes increasingly
important for dealing with complex inter-organizational relationships (partnerships, mergers,
acquisitions, etc.). Congruence of internal and external messages and the frequency of boundary
spanning within the organization are important to support the diﬀusion of innovation.
According to the Annenberg GAP study (Swerling, et al., 2007, p. III–61), public relations
practitioners reported the following communication-related functions for which their departments
have primary budgetary responsibility (listed here in rank order):
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1. Corporate communications
2. Marketing PR/product PR
3. Employee/internal communications
4. Corporate image—graphic standards
5. Crisis management
6. External web site
7. Community relations
8. Corporate reputation
9. Advertising—corporate image
10. Executive communications
11. Public aﬀairs
12. Issues management
13. Advertising—issues
14. Corporate intranet

15. Advertising—product
16. Monitoring and participation in the
blogosphere
17. Philanthropy
18. Corporate social responsibility
19. Monitoring and participation in other online
media
20. Monitoring and participation in online social
networking
21. Government relations
22. Investor relations
23. Ethics/ombudsman
24. Governance/standards

3.4 EXPECTATIONS OF COMPETENCIES
As this review reﬂects, this discussion of competencies and expectations is ongoing among academics,
researchers, and practitioners regarding basic skills and knowledge sets necessary for professional
success.
Scholars and practitioners (Argenti, 1996; Williams, 2007; IABC Heritage Region, 2007; Dewhurst
& FitzPatrick, 2008; Butler, 2008; IABC Accreditation Council, 2008; IABC Victoria, 2009) agree
that since corporate communicators supervise employees and report to other associates (i.e., human
resource oﬃcers, marketing oﬃcers, or chief executive oﬃcers/company presidents) (Grunig et al.,
2002; Swerling et al., 2007; Gillis, 2008b), general management skills are important. The following
skills are identiﬁed as general management skills:
• Strategic planning
• Professional development participation
• Negotiating and coaching senior
management
• Benchmarking best practices
• Leveraging technology
• Developing policy

• Project management
• Change management
• Crisis management
• Issues management
• Communication audits
• Measuring return on investment
• General business literacy

Dewhurst and FitzPatrick (2008) advise that the basics are still key: understanding business needs,
analyzing and planning communication approaches, and selecting the best strategies and tactics to reach
business goals.
Cirillo (1996) deﬁned the following skills as necessary for public relations practitioner success:
strategic planning, problem-solving, marketing, ﬁnance, client relations and information technology.
In a 1999 survey of educators and practitioners, Stacks, Botan and Turk reported the following top
outcomes were required for hiring entry-level, hiring advanced-level, and promoting advanced-level
corporate communication professionals:
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• Outcomes for entry-level hires: writing skills, communicating publicly, interpersonal skills,
and practical experiences
• Outcomes for advanced-level hires: ﬁeld experience in public relations, understanding of
public relations’ management team role and working well in a team eﬀort
• Outcomes for promoting advanced-level professionals: organizational leadership, attendance
at professional development programs and presenting at professional conferences
According to Forman (2005, p. 213), European corporate communication professionals preparing for
senior management positions are expected to understand:
• Corporate governance (“operations of the board of directors in both the public and private
sectors; duties and responsibilities of individual board members; analysis and advice that
corporate communication oﬃcers can oﬀer to help the CEO inﬂuence the board”).
• Human resource management (“understanding of key human resources strategy models, that
is, models for considering changes in people, jobs, and leadership styles, among others, to
align the organization with its market opportunities and threats; application of these key
models to improving the performance of the workforce”).
• Negotiations (“critical concepts, frameworks, and approaches for individual, group, and
organizational negotiations; preparation for a negotiation, including how to recognize and
overcome common decision-making biases during negotiations”).
• Global information economy (“evolution of information, communication, and information
technologies and the growth of the information sector in the economy; economics of
information, including the creation of content (e.g., ﬁlms and music) and the delivery of that
content to consumers; exposure to business sectors like communications, media, and
publishing; development of competitive strategy in the global information economy”).
• Management of corporate transitions (“key success factors in the management of
organizational growth and transition; leadership styles best suited to each stage of the
organizational life cycle”).
In 2006 Stacks and Watson identiﬁed the following areas as important skills or attributes for entrylevel practitioners (in rank order from most to least important):
1. Writing skills
2. Critical thinking and problem-solving skills
3. A good attitude
4. The ability to communicate publicly
5. Initiative (being a self-starter)
The following skills or attributes were identiﬁed as important for advanced-level practitioners (in
rank order from most to least important):
1. Research skills
2. A global perspective
3. Cultural experiences
4. Critical listening skills
5. Knowledge of the budgeting process
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The following skills or attributes were identiﬁed as important for the promotion of advanced-level
professionals: demonstrated leadership skills, participation in professional conferences, and an earned
accreditation like APR or ABC designation.
The Commission on Public Relations Education (Turk, 2006) reported “that the top-rated
competencies sought in hiring entry-level practitioners are writing skills, critical thinking and
problem-solving skills, a good attitude, the ability to communicate publicly and initiative. For
practitioners at a more advanced level, research skills, the ability to handle the media professionally,
work experience in public relations, knowledge of the role of public relations on the management
team and knowledge of issues management are the most prized characteristics” (p. 19–20).
The results from a 2007 survey of communication professionals from the U.S. east coast
(IABC Heritage Region, 2007) report the following as the top ﬁve essential skills for business
communicators (in priority order):
1. Listening
2. Writing
3. Selecting key messages
4. Selecting appropriate communication channels to reach the target audience
5. Communication counseling
The next ﬁve skills identiﬁed were as follows:
1. Facilitating communication
2. Public speaking
3. Interpreting business trends and issues
4. Coaching
5. Measuring results
Similarly, in a 2009 survey of communication professionals in Victoria, Australia the top musthave skills were identiﬁed as the ability to measure return on investment (ROI), political acumen or
stakeholder management, and leveraging social media. Additionally, the communicators in Victoria
(2009) identiﬁed the following skills aﬀecting the work of communicators:
• The importance of generalist skills
• Change management
• The rise in the use of consultancies and contractors
• Communicating bad news
• A focus on simple messages
• Strategic long-term planning
• Alignment with senior management
• Corporate social responsibility
• Marketing communication
Professional recruiters regularly provide advice to entry-level and more seasoned professionals
regarding the job market and the skills necessary for the future. In 2004, Hulin reported that jobs
were plentiful for corporate communicators in broad and niche markets for young professionals with
generalist skills who are willing to pay their dues. Hulin (2004b) reported that the top skills most
recruiters were looking for in communication hires were good writing, intelligence, cultural literacy,
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the ability to identify opportunities for the client, media savvy, contacts, good business sense, broad
communication experience, a specialized niche skill or experience, and the ability to avoid career
clichés.
Ironically, a content analysis of communication behaviors exhibited by participants in The Apprentice
television program (Kinnick and Parton, 2005) concluded that communication skills necessary for
business success include the power to persuade, leadership abilities, interpersonal communication,
and collaboration and negotiation skills.
In 2007 communication professionals surveyed regarding job satisfaction and skills reported the
most important skills and emerging skills for corporate communicators included strategic planning,
issues management, general business acumen, crisis management, international relations, and
employee communication (Gillis & ResearchWorks, 2008; Gillis, 2007a; Gillis, 2007b). Also the
IABC Proﬁle Study respondents indicated that membership in professional organizations was an
important component for professional development and improving problem-solving skills.
Butler (2008) suggests the following key competencies for internal communication candidates:
leveraging technology like social media, understanding business needs and drivers, and
understanding the impact of corporate communication across the company.
Communication strategists regularly predict business trends that will affect the practice of
communication professionals. In 2002, Woodall and Smith of Towers Perrin predicted the top trends
to influence the practice of organizational communications would include globalization, technology,
speed of change, business change events, global change events, brand alignment and talent
management. In 2006 Woodall updated her forecast regarding top influences affecting business
communications to include:
• The need for senior leaders to be effective communicators.
• The impact of technology on internal, external and work group communication processes.
• The importance of measurement of communication ROI.
• General business literacy.
• The need for organizations to improve communication credibility with employees as well as
external audiences.
• The ability to manage change.
• Issues management.
Respondents to the 2008 IABC Profile Study indicated the following challenges for the future:
connecting corporate communication contribution to the satisfaction of business goals, leveraging
technology, customer satisfaction, ethics and accountability (Gillis & ResearchWorks, 2008; Gillis,
2007a; Gillis, 2007b).
The Commission on Public Relations Education (Turk, 2006) noted the following trends that
are expected to continue to aﬀect the practice of public relations: “the need for transparency
and accountability; the increasing value of public relations to top management; the demand for
public relations research methodology, measurement and metrics; globalization; an increasingly
complex and diﬃcult ethical environment; challenges to institutional trust and credibility; rapidly
changing media; technological change; the increasing importance of internal audiences; the need for
organizations to integrate their communication” (p. 21).
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PR Week (2009) interviewed a number of public relations thought leaders6 regarding the future skill
set of public relations professionals. The consensus of the group included the following: quality
writing; corporate storytelling; creativity; content creator in traditional and new media; ability to
apply new media applications to organizational messaging; ability to drive the conversation between
the organization and its publics; ability to adapt to new business and societal conditions; sound
business acumen; good researcher; ability to handle a crisis; ability to provide honest counsel to
executives; and constant curiosity, candor and passion for communication.
Finally, from a survey of CEOs the Arthur W. Page Society (2007) reported, “CEOs are looking for
their Chief Communications Oﬃcers to take a more strategic and interactive role within the senior
leadership of the company” (p. 6). Because of rapid changes in both communications and society at
large businesses and organizations are facing “a global playing ﬁeld of unprecedented transparency
and radically democratized access to information production, dissemination and consumption.”
These forces require businesses and communicators to develop new means to segment audiences and
messages and to manage its reputation. “Today the corporation’s relationship with one constituency
is readily visible to all constituencies, who are multiplying in number and growing in sophistication.”
From this report, four new priorities for chief communications oﬃcers’ leadership roles are deﬁned:
1. Leadership in deﬁning and instilling company values;
2. Leadership in building and managing multi-stakeholder relationships;
3. Leadership in enabling the enterprise with ‘new media’ skills and tools; and
4. Leadership in building and managing trust, in all its dimensions. (Arthur W. Page Society, 2007,
p. 7)
Success in meeting these challenges will require new approaches, deeper business knowledge, and
new skills and measurements. Adding credence to this insight, a USA Today Snapshot survey (2008)
reported the biggest challenges for CEOs during a recession include retention of talent, relationships
with investors, preserving or improving company reputation, and globalization. Each of these
concerns is directly aﬀected by corporate communication programming as suggested by the Arthur
W. Page Society.
In the early 1980s, around the same time as the initial “Excellence Study,” the International
Association of Business Communicators developed a matrix that identiﬁed the skills necessary to
succeed in advancing a communication career. Entry-level skill expectations included the following:
• Understanding of communication theory
• News writing
• Feature writing
• Newsletter editing and design
• Magazine editing and design
• Basic photography

• Graphic design
• Writing for audiovisual media
• Law and government relations
• Speech writing
• Event planning
• Communication ethics

6 The PR thought leaders interviewed for the video “PR Professionals of the Future” were: (in order of
appearance) Harold Burson of Burson-Marsteller, Christopher Graves of Ogilvy Public Relations Worldwide,
Paul Bergevin of Intel, Richard Edelman of Edelman Public Relations, Fred Cook of GolinHarris, Paul Hicks
of Ogilvy Public Relations Worldwide, Bill Hughes of CA, Marcia Silverman of Ogilvy Public Relations
Worldwide, Mark Penn of Burson-Marsteller, Rob Flaherty of Ketchum, Ted Smyth of H.J. Heinz, Kiersten
Zweibaum of Ogilvy Public Relations Worldwide, Andy Lark of Dell, John Bell of Ogilvy Public Relations
Worldwide, and Al Golin of GolinHarris.
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Skills necessary to make the ﬁrst advancement or promotion included the following:
• Proposal writing
• Publication management
• General management
• Media relations
• Financial management
• Constituent research
• Evaluation and measurement of programs
• Strategic planning
The matrix included ﬁve levels of competency to reﬂect the lifespan of a communication career
with advanced skills in both communication and business management at each level. In 2008 the
IABC Accreditation Council introduced a Communicator’s Competency Model based on focus
group responses of accredited communicators regarding the value of accreditation and continuing
education. This model provides a revision of the skills and competencies necessary for career success
in corporate communication and suggests means for reaching excellence in these areas based on
continuing education, work-related challenges, and accreditation completion.
Similar to the research reviewed thus far, the IABC Communicator’s Competency Model deﬁnes
basic communication skills, management skills, and speciﬁc knowledge sets that practitioners must
acquire and master to advance in the profession. Additionally, the 2008 IABC model acknowledges
that skills and knowledge sets are based on a continuum from tactical activities to strategic actions.
Candidates for professional practice may have been exposed to the mechanics and theory of these
skills and knowledge sets through academic preparation, but actual expertise is developed through
exercise and hands-on application in work experiences.
Communicators may choose to pursue accreditation as documentation of their expertise. These
programs may be national or international. Examples of accreditation programs communicators
complete to assess competencies and skills—the International Association of Business
Communicators, the Public Relations Society of America and the Canadian Public Relations
Society—share some common expectations and requirements for professionals. Common
measurement tools used for assessing competencies include oral and written examinations as well as
a portfolio of work. These groups also have an eligibility requirement of years of experience in the
ﬁeld before pursuing the accreditation process; typically this is three to ﬁve years of experience. The
process of accreditation itself is one of continuing professional development and learning that is an
expectation for advancing in a corporate communication career (Swerling et al., 2007; Stacks, Botan
& Turk, 1999).
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3.5 SUMMARY OF LITERATURE REVIEW
From this review, a pattern of knowledge sets and representative skills is emerging from both
academics and professionals. Fundamental skills in general communication and speciﬁc areas of
practice such as formative and summative research, communications planning, writing across the
media, relationship development with numerous constituencies (including but not limited to media,
employees, community, investors, government, advocacy groups), and general management are
among the relevant skills. These skills are aﬀected by societal trends and communication technology.
Trends and technology continue to advance; corporate communication practitioners must be keen
to understand and forecast trends as well as use new technology in a client’s or an employer’s best
interest.
Success for entry-level organizational communication specialists rests in their preparation and ability
to complete primary, essential tasks. To continue to be successful in the development of a corporate
communication career, practitioners must be prepared for more advanced activities, i.e., strategic
planning, crisis management and program measurement.
This content analysis of position descriptions illuminates the expectations for professionals
at numerous levels of career development. As they advance in their careers, communication
professionals are engaged in the strategic management of core communication processes for
businesses and organizations. These professional communicators are presumed to have mastered
fundamental skills before taking on more advanced projects, which allows practitioners to move from
advocacy level positions (tacticians or technicians) to advisory positions (management) (Broom &
Dozier, 1986).
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FIGURE 3.1 DEFINITION OF TERMS
As the key findings and recommendations are reviewed, the following
standard communication terms are used to describe primary organizational
communication functions.
Community relations is defined as “a function of public relations that
involves dealing and communicating with the citizens and groups within an
organization’s geographic operating area” (Newsom, Turk, & Kruckeberg,
2007, p. 381).
Internal communication consists of “communications within a company or
organization to personnel or membership” (Newsom, Turk, & Kruckeberg,
2007, p. 388). Whitworth (cited in Gillis, 2006, p. 212) adds, “today it is harder
to define who belongs to an internal audience. Organizations have fulltime employees, part-time employees, contractors, consultants, temporary
employees, and just about every other kind of worker.”
Marketing communication “is all communication activities an organization
undertakes to promote its agenda to its audiences. It might be advertising,
public relations, or a coordinated face-to-face campaign” (Sierra cited in
Gillis, 2006, p. 392). Newsom et al. (2007, p. 390) add that marketing is “an
organizational function and a set of processes for creating, communicating,
and delivering value to customers and for managing customer relations in
ways that benefit the organization and its stakeholders.”
Media relations is defined as “a function of public relations that involves
dealing with the communications media in seeking publicity for, or responding
to, media interest in an organization” (Newsom, Turk, & Kruckeberg, 2007, p.
390).
Organizational communication describes “the internal and external
communication functions of an organization or company,” i.e., all
communication on behalf of the organization that is designed to reach
organizational goals and objectives. This includes but is not limited to
strategic communication and planning, research, public relations, public
affairs, marketing, media relations, community relations, constituent relations,
and internal communication (Gillis, 2006, p. xi.).
Public affairs is widely defined as “a function of PR that works with
governments and groups involved in setting public policy and legislation (may
involve lobbying efforts)” (Whalen, 2006, p. 103).
Whalen (2005, p. 103) concludes that the term public information officer
is “a common title for a PR person who works for a state, local or federal
government agency. They tend to provide educational materials to their
constituencies and answer media questions.” As such, the term is a parochial
connotation much like “college relations” is used in higher education.
It becomes a catch-all modifier for all public relations or organizational
communication on behalf of the organization.
Public relations: Whalen acknowledges that there are more than 500
definitions for the practice of public relations. The most widely used
definition states, “public relations is the deliberate, planned, and sustained
effort to establish and maintain mutual understanding between an
organization and its publics” (BIPO as cited in Whalen, 2005, p. 103).
For clarification, publics are any group of people who have a stake in an
organization’s activities. These groups can be formal and organized, or
random collections of people, like the general public.
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This research project aimed to identify current communication and workplace competencies for
business communicators from entry-level to career maturity. The research questions included:
• What expectations do employers have for communicators of diﬀerent experience levels
from entry-level to senior-level communicators?
• What is the demand for accreditation in career advancement in corporate communication?
These questions are on the minds of many practitioners. In a 2009 forum entry to Myragan.com (6
March 2009), the following question was posed: “What advice would you give to your younger self
beginning a career in corporate communication? What’s the best advice to succeed in this business?”
The post netted 17 threads in six days. Most of the responses to this post focused on behaviors
and general advice for succeeding in a ﬁrst job versus competencies or skills speciﬁc to corporate
communication, for example: don’t lie, be ﬂexible, develop a thick skin, network, join a professional
organization, have a backup plan, keep a portfolio of work, stay in school until the economy
improves, get a variety of communication experiences, be willing to relocate, read and listen, learn
as much as possible about the client or employer, and have a work ethic based on quality. A few
responses gave advice on communication competencies to master, including: master writing skills
from grammar and spelling to point of view and tone, exhibit quality planning and management
skills, focus on relationship building with clients, and understand the impact of research on project
success.
This advice is valuable; understanding the competencies associated with corporate communication
work is key to skill assessment and to developing a plan for advancement, which may include
additional formal education, informal continuing education, accreditation, and volunteer experiences
as well as compensated experiences.
4.1 A FOUNDATION OF SKILLS AND KNOWLEDGE SETS
Figure 4.1 shows a composite of skills and knowledge sets determined from the review of literature.
This preliminary list shows skill growth and development from entry-level to advanced-level
practitioners. The elements in Figure 4.1 include communication skill sets, managerial skills and
professional communication knowledge sets.
The IABC Communicator’s Competency Model (2008) delineates skills and knowledge sets
necessary for career advancement. The concepts identiﬁed from the review of literature (Figure 4.1)
were codiﬁed using the IABC model as a proxy to determine a foundation of skill and knowledge
sets.
Using the IABC model as a proxy for expertise, the data from the content analysis was categorized
by minimum years of experience as deﬁned by the posting boards’ rubrics to attempt to replicate
the expectations deﬁned by the IABC model. This analysis served as a test of the viability of the
IABC model as a career-planning tool. The IABC model includes some speciﬁc knowledge sets that
represent advanced skills in knowledge sets that the literature review deﬁned more broadly (i.e., labor
relations is an advanced concept in the managerial skill set of human resource management; problem
solving is an expectation of communication planning and management).
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Figure 4.1 shows there is an expectation that through education and previous work experiences
entry-level professionals are familiar with a number of knowledge sets and experienced in
communication and managerial skills. More technician applications are evident in the lower ranges
of the composite matrix. Knowledge sets increase as years of experience increase with an expectation
that professionals are developing additional knowledge set applications as they mature in their
careers.
As the documentation in the next section shows, professionals at each level are often expected to
participate in advanced knowledge set applications but at a variety of levels of expertise (with the
most sophisticated participation at the senior range of the spectrum of career maturity).
The following skills and knowledge sets were codiﬁed as concepts for identiﬁcation through the
content analysis portion of the study based on the review of literature (see Chapter 8 for details of
the content analysis and coding process). The IABC Communicator’s Competency Model (2008)
rubric of skill and knowledge sets was used to organize and present the ﬁndings. Included with the
deﬁnition are examples of language7 from the position description entries that support the presence
of the concepts; the deﬁnitions were derived from the content of the literature review:
4.1.1 BASIC COMMUNICATION SKILLS
Behavioral characteristics: those general employee characteristics that are deﬁned as expectations of
model employees, i.e., critical thinking skills, critical listening skills, punctuality, attention to detail,
the ability to meet deadlines, the ability to work well with others, good interpersonal skills, a positive
attitude, being a self-starter (showing initiative), the “ability to be ﬂexible and handle ambiguity,” et
al.
Examples of critical thinking behaviors included the ability to critically evaluate one’s work and that
of others for accuracy and fairness, clarity, appropriate style and grammatical correctness;
intelligence; and the ability to think critically, creatively and independently. Problem-solving skills
are another example of critical thinking skills. General model employee characteristics included
showing initiative (being a self-starter), having a positive attitude, being punctual, showing attention
to detail, interpersonal communication skills, and the ability to work well with others to achieve
organizational goals.
Examples from position descriptions:
• “High energy, detail-oriented person who thrives in a fast-paced environment. A self-starter
with the ability to work independently as well as contribute to the larger team.”
• “This position is for you if you are a highly organized and motivated individual with attention
to detail and strong interpersonal skills.”
Event planning and management: planning and implementation necessary for events that fulﬁll
objectives related to internal communication, public relations and marketing goals, i.e., trade shows,
receptions, seminars, annual meetings, recruitment fairs, sponsored events, cultural events,
community events, and charity events.
Examples from position descriptions:
7 Evidence from the position descriptions was edited to maintain the anonymity of the company or
organization.

33

□

Findings and Discussion

FIGURE 4.1: PRELIMINARY COMPOSITE OF EXPECTATIONS AND COMPETENCIES BASED ON EXISTING RESEARCH
Expectations and competencies compound from left to right: entry-level to advanced-level
practice. Components are listed alphabetically for reference purposes only.
Entry-Level Positions

Mid-Level Positions

Advanced-Level Positions

Knowledge Sets

Knowledge Sets

Knowledge Sets

• Government relations
• Media relations

• Change communication
• Constituent relations programs
(numerous defined publics such
as employees, donors, investors,
customers/consumers,
community)
• Consulting, counseling
leadership (executive
communications)
• Corporate governance
• Developing identity programs
• Institutional trust and credibility
• Issues management
• Marketing communication
• Organizational culture

• Change management
• Communication policy
formulation
• Corporate contributions
management
• Crisis communication
• Financial communication
programs
• Government regulatory affairs
and legislation
• International communication
(cultural literacy)
• Labor relations
• Marketing/marketing
communication management
• Media relations management
• Organizational design
• Organizational negotiations
• Political action committee
design/management

Communication Skills and
Managerial Skills

Communication Skills and
Managerial Skills

Communication Skills and
Managerial Skills

• Communication planning
• Conduct research to measure
program impact
• Ethical behavior
• Event management and
planning
• Financial management (adheres
to project budget)
• General office management
• Interpersonal skills (includes
critical listening skills)
• Office computer skills
• Online communication and
technology literacy
• Organizational skills
• Presentations (speech
writing and performance)
• Proposal writing
• Teamwork (team player,
collaboration)
• Visual communication
(writing and production for
multimedia, photography,
graphic design and
publication management)
• Work independently
• Working with others
(outside the work unit, i.e.,
agencies, vendors,
freelancers)
• Writing and editing

• Budget development
• Communication planning and
management
• Cultural literacy: global
perspective/cultural experiences
(may include language fluency)
• General management skills
(business acumen)
• Leveraging technology
• Measurement of program
effectiveness
• Personnel supervision/
management
• Professional development
• Project management
• Writing policies and procedures

•
•
•
•
•
•
•
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• “Deﬁne, review and streamline key event engines for [company] to reach marketing and sales
objectives.”
• “Invitation, event-feedback, follow up and reporting process to improve closed loop process,
and evaluation of impact.”
• “Coordination for major customer or industry events, including hotels, customer events
arrangements (suites, food, entertainment, gifts, etc.), registration, collecting leads, booth
supplies, etc.”
• “Key responsibilities include planning, creatively designing and implementing donor events
that meet our organizational objectives within budget, developing event timelines and
overseeing all aspects of event plan management, ensuring deliverables are met on a timely
basis and managing and providing on-site leadership at donor events.”
Fluency in a foreign language: a high level of language proﬁciency in both written and oral
communication
Examples from position descriptions:
• “Proﬁciency with foreign language(s).”
• “French/English bilingualism would be an asset.”
• “Multilingual skills—Brazilian Portuguese, English and Spanish are highly desirable.”
• “Knowledge of Kiswahili.”
• “Fluency in Dutch would be an advantage.”
New media acumen: understanding the impact, planning, and implementation of new media
technology to improve the internal and external communication and productivity of the enterprise;
monitoring and participation in the blogosphere; managing the corporate intranet and Internet;
monitoring and participation in other online media; monitoring new technologies; participation in
online social networking.
Examples from position descriptions:
• “Leads social marketing and social media opportunities (e.g., Web 2.0 applications, social
networking, themed contests, advertising).”
• “… updating, publishing, writing and editing web content.”
• “Implementation of Internet strategy design, including web site development.”
• “Development and implementation of a communication strategy; including the optimal use of
the website/portal.”
• “… provide expertise in developing and implementing a wide array of communications
materials with speciﬁc experience in e-communications including website development and
implementation, website analysis, coordinating webcasts and podcasts, creating website
content and implementing social media tools.”
• “Develops new Intranet site including drafting and editing content and creating web graphics.”
• “The position acts as a resource with respect to web and new media communications including
development of e-chats, e-invitations, news ﬂashes, and other new media and social network
messaging and tools geared to a variety of audiences.”
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Presentation skills: understanding concepts and applying theories in the use of oral presentations,
including images and information; the ability to deliver public presentations.
Examples from position descriptions:
• “Strong public presentation skills.”
• “Develops and delivers presentations to clearly articulate and sell strategic and creative ideas to
management and peers.”
• “Develop clean designs and innovative ideas to eﬀectively represent the project (e.g.,
multimedia presentations, PowerPoint, etc.)”
• “Coach lawyers as they prepare for marketing- and business development-related
presentations.”
• “Prepares presentations, speaking notes and messages of greeting for Foundation spokespeople
and representatives, and provides administrative support to speakers’ program.”
Relationship building: the process of developing and maintaining relationships with speciﬁcally
segmented audience (publics/markets) identiﬁed by the organization as strategic and necessary for
reaching organizational goals and objectives. This concept includes peer-to-peer relationships to
facilitate daily work activities as well as speciﬁc audience groups that might be related to another
concept, i.e., donors, employees, government bodies and media.
Examples from position descriptions:
• “Builds partnerships with individuals at all levels of the organization and works across multiple
functions.”
• “Coordinate and develop proactive strategies to deepen and leverage relationships with key
regional and national partners.”
• “Develop and maintain relationships with a wide variety of community agencies, academic
institutions, federal and provincial political parties, NGOs and other organizations.”
• “Build partnerships with clients and stakeholders across the Division and with
communications staﬀ in business units and within [the company] globally.”
• “Strong relationship-building skills with the ability to inﬂuence key stakeholders on strategies
and initiatives.”
Relationships with vendors and agencies: the process of assessing the capabilities of a vendor/agency
to meet communication needs, participating in vendor/agency selection, providing day-to-day
management and oversight of projects and raising issues when barriers surface.
Examples from position descriptions:
• “Manage freelance writers for Association publications.”
• “Assess capabilities of vendor/agency to meet communication needs. Recommend and
inﬂuence vendor/agency selection. Participate in the negotiation of the agreement terms.
Provide day-to-day management and oversight of project and raise issues when barriers
surface.”
• “Coordinate the selection of and manage relationships with a number of external
communications vendors for the design and printing of publications and other materials.”
Visual communication skills: graphic design skills associated with publication and new media
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production; photography, videography, publication design. This also includes identity management
such as graphic design standards maintained by the use of logos, slogans and trademark identity
marks.
Examples from position descriptions:
• “oversees an internal communications unit that is responsible for facilitating and producing all
print and electronic communications from the oﬃce.”
• “... thorough knowledge of all processes involving print, visual and electronic
communications.”
• “Initiates and develops high quality communications tools (print and electronic) that deliver
compelling content in line with strategic/operational communications based on research and
measurable outcomes.”
• “... an understanding of design, graphics and photography.”
• “Also responsible for creating and maintaining communications vehicles (web, print, video,
and broadcasting).”
• “Manage print communications, including but not limited to the company newsletter,
brochures, reports and corporate advertising. Management of photography and video projects
is also integral to the role.”
• “Responsible for producing public service announcements, news articles, and advertisements
for television, radio, and print media.”
• “... develops updates and drives adherence to the company’s identity standards…develops,
updates, monitors, enforces and provides counsel on corporate identity standards.”
• “Maintain corporate wide graphic and identity standards.”
Writing and editing skills: correctly and clearly writes in forms and styles appropriate for the
communication professions, audiences and purposes they serve; the ability to produce informative
and persuasive writing.
Examples from position descriptions:
• “Well-developed business writing skills with a demonstrated ability to succinctly
communicate useful and relevant information to internal customers.”
• “Write consistently in an inﬂuential, moving and memorable style. Connect communication
messages across vehicles to inﬂuence broader opportunities and ensure consistency and
reinforcement of critical messages. Edit for style, consistency and ﬂuidity across the
organization. Write clearly and eﬀectively under pressure.”
• “Actively participate in team eﬀorts to deﬁne and articulate the editorial standards.”
4.1.2 MANAGERIAL SKILLS
Accreditation: earned accreditation through a recognized professional organization, i.e., IABC,
PRSA, CPRS.
Examples from position descriptions:
• “prefer accreditation in business communications (ABC) or public relations (APR).”
• “preferably with CPRS or IABC accreditation.”
• “accredited communications professional, award winning communicator as identiﬁed by
professional associations.”
37

□

Findings and Discussion

Business/ﬁnancial acumen: understanding business needs and drivers, and communication’s role in
the satisfaction of business goals; general business literacy; the ability to engage in the budgeting
process and ﬁnancial practices.
Examples from position descriptions:
• “Understand business issues and use communication to help solve organizational problems and
achieve objectives.”
• “Manage the day-to-day operations and tactical implementation of the Donor Relations
annual business plan.”
• “Compile and monitor global contributions budget and analyze and measure the program’s
overall eﬀectiveness and make recommendations for future improvements.”
• “Develop an annual corporate communications strategy, plan and budget for each functional
area, in accordance with the corporate objectives and product objectives.” “Responsible for
Center’s budget and directing the day-to-day management of oﬃce.”
Business development: those activities associated with cultivating new business leads and referrals that
lead to new accounts for a ﬁrm or agency.
Examples from position descriptions:
• “Manage business development process and pipeline on behalf of oﬃce and practice/industry
group leadership.”
• “… identifying potential leads, collecting and sharing market and industry intelligence, tracking
business development activity, identifying professional and trade associations with which the
oﬃce should aﬃliate.”
• “... increase positive brand recognition and new business leads, ultimately resulting in increased
sales.”
Communication management: the general process of managing communication strategies and
tactics to reach business goals; holding a strategic and interactive role within the senior leadership of
the company; understanding the impact of corporate communication across the company.
Examples from position descriptions:
• “Directs the University’s strategic public relations initiatives; oversees development of public
relations campaigns to meet University goals.”
• “Develop and implement an annual communications plan.”
• “Planning, organization and execution of communication activities to demonstrate company
vision and mission.”
Communication planning: analyzing and planning communication approaches; this includes
identifying opportunities for clients, communicating in an integrated model, and developing
programs to build and maintain relationships.
Examples from position descriptions:
• “Develop best practices for local PR/marketing initiatives in order to continue to improve
stream of communication.”
• “Develop and coordinate public relations strategy to help raise our visibility.”
• “Develop and manage the successful implementation and execution of brand communications
and PR programs to achieve deﬁned plan objectives.”
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• “Develops communication plans and strategies for the department and district to include
research, planning, communication and evaluation.”
• “Strategic planning skills that link communications strategies and plans to business objectives
outcomes.”
Cultural literacy/diversity: a demonstrated understanding of the diversity of groups in a global
society in relationship to communication; diversity sensitivity, applying cross-cultural and cross
gender sensitivity.
Examples from position descriptions:
• “Committed to serving a diverse group of girls, working with a diverse team of colleagues and
volunteers, and contributing to [the organization’s] cultural competency eﬀorts.”
• “... show respect for diﬀerences and diversity.”
• “... coordinate the creation, cultivation, and communication of the organization’s Workplace
Diversity Plan identifying the diversity vision, mission, and goals.”
Ethical behavior/ethical decision making: demonstrating an understanding of professional ethical
principles and working ethically in pursuit of truth, accuracy, fairness and diversity on behalf of the
organization and the practitioner.
Examples from position descriptions:
• “Knowledge of best practices and ethics in journalism.”
• “Extensive knowledge of current public relations practices and ethics, current marketing trends
and familiarity with journalism requirements and ethics.”
• “... demonstrates principled leadership and sound business ethics.”
• “Assist with rollout of HR initiatives such as ethics training, total rewards, PMD, etc.”
• “Adhere to a strict code of ethics and [company] values.”
Fundraising and grant writing: specialized persuasive writing skills associated with donor relations
in nonproﬁt organizations.
Examples from position descriptions:
• “Identify opportunities for grant funding through foundations and government related
entities; write and submit grant proposals, securing a minimum of budgeted donations;
communicate the organization’s case and mission in a way that compels prospective donors to
give; conduct an annual giving campaign, utilizing best practice marketing and development
tools for optimum results.”
• “Responsible for researching and developing a variety of communication vehicles including
grant proposals.”
Human resource management activities: managing people, programs and resources, talent
management; includes the management activities of evaluating, motivating and counseling
employees.
Examples from position descriptions:
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• “Must be capable of managing a diverse staﬀ, providing opportunities for staﬀ growth and
professional development as appropriate.”
• “Perform peer review of other consultants’ work. Mentor junior-level staﬀ.”
• “Responsible for managing staﬀ including, recruitment and selection, work assignments and
customer service, staﬀ development and training, and performance evaluations.”
Leadership skills: communication leadership skills include being a member of the executive
management of the organization, participation in corporate governance (i.e., developing policy),
initiating strategic communication programming in support of organizational goals, and
participation in corporate transitions. Communication leadership includes building and managing
multi-stakeholder relationships, building and managing trust, and deﬁning and instilling company
values.
Examples from position descriptions:
• “Participate in staﬀ leadership team…to address strategic issues facing organization.”
• “Provides leadership and direction in developing a team of communications professionals in
media relations, public relations, internal and executive communications, regional
communications and strategic philanthropy.”
Managing volunteers: an extension of human resource activities, this includes recruiting, training
and supervising the activities of volunteers—typically a skill set associated with nonproﬁt
organizations.
Examples from position descriptions:
• “Provide training and mentoring for volunteers.”
• “Manage activities with executive management, volunteers and key ﬁeld representatives to
ensure consistent and timely message dissemination between entities.”
• “Recruit and train new communications volunteers, create and deliver future training
opportunities and supervise their activities to support chapter operations.”
Professional development: membership and participation in professional organizations that
represent communication or the specialization of the employer; participation in professional
conferences and attendance at professional development programs and continuing professional
education.
Example from position descriptions:
• “Retains membership in local IABC chapter and attends periodic professional development
opportunities toward the goal of constantly improving the HR communications function.”
Statements establishing the requirement of application of best practices represent assumptions that
the candidate is participating in professional development to keep pace with best practices:
• “Provide best practice communication advice and counsel.”
• “Maintains an understanding of best practices in media and stakeholder relations.”
Project management: the skills associated with planning, implementing, and measuring any
organizational project that helps to meet organizational objectives; includes the management of
tangible and intangible resources. This concept overlaps with other concepts, since projects are
deﬁned by professional knowledge sets or communication skills, i.e., web site development,
publications, media relations, marketing communications.
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Examples from position descriptions:
• “Project management knowledge and skills that enable the delivery of planned outcomes
within established timelines and budget.”
• “Oversees project management for global print and electronic communication vehicles,
including design, development, production, printing and distribution, to ensure delivery on
time and within budget.”
• “Manage project development, including project schedules, work assignments, budgets, and
reports.”
Recruitment and training: those communication activities used to encourage commitment by
employees and volunteers and developing necessary skills and quality of work from employees,
volunteers and peers.
Example from position descriptions:
• “Lead, mentor, and train institutional writers to increase quality of written outputs ranging
from repeatables and RFP responses to value-added content. Train and support writers to
become better managers of their roles and responsibilities, including: Managing role ambiguity
in serving needs of multiple stakeholders; and balancing conﬂicting demands to produce
repeatables, RFPs, and value added content supporting Business Units.”
Research/measurement/evaluation: communication research is both qualitative and quantitative
measures conducted to form communication strategy and tactics as well as evaluate the eﬃcacy of
strategies and tactics in reaching organizational goals. Corporate communication is an integral part
of the strategic planning process of the organization, and its programming is developed from sound
formative and evaluative research. This strategic planning is evidenced in the segmenting and
planning of programming to strategic publics. Research may be used for planning and forecasting
strategies. Popular concerns include measuring return on investment (ROI) and strategic planning.
Examples from position descriptions:
• “Measure and report on results. Use analysis and benchmarking to ensure communications
goals and objectives are being met.”
• “Directs the research, develops objectives, creative brief and program metrics and guides the
execution of programs and campaigns.”
Research statements were also embedded in descriptions of professional work, i.e., measuring media
relations programs or fundraising campaigns:
• “Gather market data to measure eﬀectiveness of marketing activities and maintain monthly
buzz metrics.”
• “Develop measurement criteria to eﬀectively evaluate communications programs; incorporate
changes in communications programs based upon measurement results.”
RFP process management: the management of the request for proposal process includes both a) the
activities associated with developing RFPs for the company and managing the responses and b)
collecting and constructing a proposal to respond to an RFP on behalf of the company as the vendor
soliciting work. This is sub-concept of business development.
Examples from position descriptions:
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• “Researches sales opportunities via Request for Proposals (RFPs) and direct proposal strategy,
development, production, and delivery.”
• “Investigates RFP response opportunities and assists with proposal development.”
• “Lead the client reporting and RFP content development process, managing a team of
Institutional Writers to achieve timeliness, eﬃciency, and high quality.”
• “Work closely with lawyers, marketing staﬀ and ﬁrm wide personnel to prepare RFP responses,
write proposals, and create presentations for new business.”
• “… design, write, and produce the company’s Request for Proposal (RFP) and Request for
Information (RFI) responses and qualiﬁed unsolicited proposals on a timely basis while
ensuring high quality and consistency with potential client and [company] standards.”
4.1.3 PROFESSIONAL KNOWLEDGE SETS
Advocacy relations: public relations strategies and tactics used to advocate or inﬂuence attitudes and
behaviors; often associated with relationships with advocacy groups or governmental organizations
that will aﬀect the practice of the client or employer; lobbying and other public aﬀairs activities may
be included.
Examples from position descriptions:
• “Identify opportunities where advocacy is a key strategy and interact eﬀectively with advocate
organizations”
• “develop and implement public aﬀairs and issues advocacy strategies and programs targeted to
critical business policy-related audiences to advance the company’s business strategy regarding
positions on policies on key issues”
• “develop relationships with external advocacy organizations”
• “conducts research and writes brieﬁng reports/submissions as needed for advocacy and policy
work.”
Change management: developing communication programming to address and communicate on
behalf of the organization during times of change and development. This includes internal and
external communication strategies.
Examples from position descriptions:
• “Proven ability to integrate change management and OD principles in communication
initiatives.”
• “Serve as a partner to [company’s] HR change leadership teams, leveraging prior, hands-on
experience leveraging communications as part of broader change management processes.
Ensures these concepts are incorporated into communication strategy.”
• “Advises site leadership on the applications of change management principles to help guide the
site through signiﬁcant periods of transformation. Develop and implement detailed change
management communication plans based on interactions with functional areas and PEG that
will energize the site and embrace change.”
Client relations: corporate communication activities directed speciﬁcally at developing and
maintaining relationships with organizational clients using communication and persuasion concepts
and strategies. Evidence from the entries came primarily from positions within communication
agencies.
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Examples from position descriptions:
• “Understands client needs and issues within the client’s environment and manages client
expectations.”
• “Manage highly visible client projects including project planning, scheduling, and budget
tracking.”
• “Requires the ability to eﬀectively manage day-to-day client relationships and ongoing
workload.”
Community relations: corporate communication activities directed speciﬁcally at developing and
maintaining relationships with citizens and groups within an organization’s geographic operating area
using communication and persuasion concepts and strategies.
Examples from position descriptions:
• “Promotes community support and understanding of district goals and objectives.”
• “Will serve as the key point of contact with the operations and provide strategic advice and
guidance regarding the community investment activities and sponsorships at the operations
level.”
• “Collaborate with other University contacts/departments and partner with community leaders
in the development of joint programs and services.”
• “Develops and maintains community relations calendar, plans and coordinates special
community events.”
• “Develop, coordinate and implement community relations strategies and activities to promote
and leverage the presence of [the company] and its businesses with external shareholders
(community groups, Chamber of Commerce, Business associations, etc.)”
Consumer/customer relations: corporate communication activities directed speciﬁcally at developing
and maintaining relationships with consumers/customers.
Examples from position descriptions:
• “Responsible for building and maintaining positive relations with existing and potential
referring physicians in order to ensure excellent customer service and physician satisfaction.”
• “Customer Focus: Able to communicate courteously and pro-actively; able to learn customers’
short term and long term needs; see issues from customers’ position, and recommend products
or services; able to promote customer focus in employees and develop partnerships with
customers.”
• “Anticipates and responds to consumer interest to position products, services and people.”
Corporate social responsibility: managing an organization’s socially responsible activities, such as
philanthropic eﬀorts, cause branding campaigns, employee volunteerism programs and other
sustainability eﬀorts.
Examples from position descriptions:
• “Develop and manage [company’s] community relations, volunteerism, and philanthropy
following [company’s] philosophy and guidelines. Spearhead support for important local
programs and events that improve the quality of life in the community while enhancing and
diﬀerentiating the image of [the company] in the marketplace.”
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• “Recommends and manages operating and community giving budgets designed to optimize the
return on the resources invested.”
Crisis communication: the functions associated with communicating on behalf of an organization
during a time of crisis, typically evidenced by the management of a crisis plan that includes
communication strategies designed to address organizational target publics.
Examples from position descriptions:
• “Manage the company’s crisis communications planning and response.”
• “Serving as company spokesperson and implementing the plan during a crisis situation.”
• “Develop strategies and training for handling crisis communications.”
• “Handle all ﬁeld crisis communications including ﬁeld training, statement creation, and
outreach to local media.”
Employee/internal communication: communication activities directed speciﬁcally at developing and
maintaining relationships with employees and internal audiences.
Examples from position descriptions:
• “Internal communications including culture building change management, employee
communications and employee community involvement.”
• “Conduct research and gather feedback and employee reaction on communication solutions.”
• “Research, write, and edit stories for employees about company business goals and strategy,
technical projects, and company news for print and online distribution.”
• “Responsible for developing and maintaining communication channels for internal
communication and to provide departments within [company] the tools and resources
necessary to ensure clear and eﬀective employee communication.”
• “Supports the Human Resource department projects with communication plans.”
Executive communication: coaching senior management; helping managers communicate well both
with internal and external publics.
Examples from position descriptions:
• “Work independently and build partnerships with senior-level executives for presentation
development, speech development, speech delivery, communications strategy and execution
plans.”
• “Serves as communication advisor to executives and leadership teams.”
• “Advising and counseling senior leadership on matters of diversity within the organization and
within the community.”
• “Executive communications including media and presentation training and speechwriting for
senior management executives.” “Maintain frequent contact with the CEO, and provide
strategic communications counsel, media training and executive communications assistance to
the CEO and other senior executives.”
Government relations: communication activities on behalf of an organization or enterprise directed
speciﬁcally at developing and maintaining relationships with local, regional and federal governing
bodies that aﬀect the success of the organization. Public Aﬀairs is widely deﬁned as “a function of PR
that works with governments and groups involved in setting public policy and legislation (may
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involve lobbying eﬀorts)” (Whalen, 2005, p. 103).
Examples from position descriptions:
• “A key focus of activity is government relations, regulatory issues, research, and public and
professional policy development.”
• “Represents the interests of its members and the motoring public to industry and all levels of
government.”
• “Maintains relationships with government oﬃcials and oﬃces at city, county, state and federal
levels, provides current information on chapter activities, and coordinates involvement in
chapter activities.”
At its most complex, communicators may participate in the legislative and lobbying activities:
• “Draft, prepare and lobby for legislation as necessary.”
• “Participate in the planning, coordination and direction of regulatory and legislative issues
consistent with the strategic direction and operational needs of the division.”
• “Work with lobbyists and government relations staﬀ in a coordinated eﬀort.”
• “Serves as in-house lobbyist and liaisons with contract lobbyist.”
Investor relations: communication activities of publicly traded companies directed speciﬁcally at
developing and maintaining relationships with current and potential investors and investor media
representatives.
Examples from position descriptions:
• “Create and implement integrated programs for investor and analyst relations, public relations
and internal communications to increase awareness and understanding of the company and its
ﬁnancial and business accomplishments.”
• “Understand SEC rules and regulations regarding Fair Disclosure.”
• “Develop and maintain core investor relations messages and presentations including conference
presentations and investor pages on website, refreshing regularly for timely communication.
Manage the preparation, distribution and response to annual reports, quarterly reports, fact
sheets, press releases, conference call scripts, Q&A, and other communications to investors.”
For nonproﬁt organizations, this includes donor relations:
• “Manage the day-to-day operations and tactical implementation of the Donor Relations annual
business plan.”
• “Develop and coordinate annual giving campaign to general donor base; develop and implement
donor stewardship and recognition program, including annual major donor campaign and year
round cultivation; develop and implement strategies for new donor identiﬁcation and
cultivation; coordinate development and use of donor database and fundraising materials.”
Issues management: strategic communication management addressing emerging trends and
anticipating and taking actions on concerns likely to have an impact on an organization and its
stakeholder groups.
Examples from position descriptions:
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• “Coordinates the development of speciﬁc issues management plans.”
• “Continuously monitors relevant issues and assesses their impact on the organization in
collaboration with Legal & Compliance, Business Unit Leads and Corporate Aﬀairs…track
both current and potential future issues, recommends communications strategies to deal with
them and prepares relevant brieﬁngs, key messages and responses.”
• “Identify emerging issues, ensure follow up and make recommendations to management.”
Marketing communication: communication activities engaged to support the marketing of the
organization or to promote its agenda, including but not limited to audience segmentation,
marketing PR/product PR, brand management, brand alignment and product advertising.
Examples from position descriptions:
• “Develops, implements and measures integrated marketing communications plan to support
company objectives and brand positioning.”
• “Develop institutional marketing communications that support the marketing objectives of
institutional business units.”
• “Creates, implements and oversees marketing plans and programs that eﬀectively build the
brand, generate demand, and enable the sales process for one or more lines of business and the
products that support that business through a target audience appropriate mix of on and
oﬄine advertising, direct marketing, events, sales collateral, public relations, and/or
promotions.”
• “Coordinate production of key marketing materials, such as our website, annual report,
newsletter, brochures, etc.”
• “Supervises marketing support to chapter programs including implementation of chapter
marketing plans and cause-marketing relationships to support fundraising activities and
enhance chapter visibility.”
Media relations: communication strategy and tactics used to develop and maintain relationships
with mass media representatives in seeking publicity.
Examples from position descriptions:
• “Develops, budgets, executes and measures a proactive media strategy targeting local, regional
and national media outlets for business units that support positioning and enhance
reputation and brand. Consults and advises senior management on media relations issues and
opportunities. Develops and maintains an eﬀective crisis communications plan. Maintains
eﬀective relationships with media representatives and collaborates with all areas of
[organization] to respond to media requests and to position products, services and people to
further business objectives. Manages and directs all corporate media inquiries, and media
relations training programs to prepare corporate spokespersons and media relations personnel.”
• “Builds and strengthens relationships with targeted media. Responds to media requests, trains
media spokespersons and provides media materials and messaging for staﬀ and volunteers.
Utilizes media contact database to capture details about key media relationships.”
Negotiating (organizational negotiation): an interpersonal and group dynamics skill that requires
diplomacy and tact in balancing the needs of a number of parties to accomplish the goals of all. Give
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and take, bargaining, are expectations of the process with an end result that satisﬁes all parties as best
possible with the resources available. Negotiation is usually associated with conﬂict management or
conﬂict resolution.
Examples from position descriptions:
• “Involvement in interviewing and negotiating with executives and professionals in various
ﬁelds depending on the needs of the situation.”
• “Collaborates with plant personnel, Company management and labor relations on issues
involving contract interpretation. Represents Company in labor relations negotiations for the
assigned location(s), and assists plant supervision in personnel issues.”
• “Inﬂuencing skills, excellent consensus-building, negotiating, mediation and leadership skills.”
• “As a senior-level individual contributor, negotiate complex and ambiguous challenges, driving
solutions that beneﬁt the client organization.”
Trust and credibility: an organization’s credibility with employees and external audiences; this is a
concept often coupled with leadership skills. “The organization’s willingness, based upon its culture
and communication behaviors in relationships and transactions, to be appropriately vulnerable
based on the belief that another individual, group, or organization is competent, open and honest,
concerned, reliable, and identiﬁed with common goals, norms and values” (Shockley-Zalabak, Ellis
& Cesaria, 2000).
Examples from position descriptions:
• “Lead and execute integrated and on-site PR and marketing campaigns to speciﬁcally support
the long-term Trust Marketing/PR campaigns.”
• “Delivers work and solutions on time, on budget and in a team environment that builds trust
and respect to both IT team members and clients.”
Additional concepts were deﬁned and added as they became apparent during the content analysis:
events planning and management; relationship building with vendors and agency personnel;
fundraising and grant writing (advancement/development skills); additional speciﬁc human resource
management skills associated with managing volunteers, recruitment (employees and volunteers)
and training (employees and volunteers); advocacy relations; RFP process management; and business
development activities.
Demographic elements from the position descriptions were coded by position title, company,
industry, geographic location, job function, job type, minimum education, minimum experience,
and education speciﬁcations. The study population included 21 countries, 409 companies and 32
industry types. (See section 4.5 for ﬁndings and discussion of educational expectations.) Years of
experience data were used to answer questions regarding competencies at each level.

4.2 ENTRY-LEVEL COMPETENCIES
What competencies must entry-level communicators have to succeed and develop a career path?
Figure 4.1 shows a preliminary composite of skills and knowledge sets deﬁned by previous research
examined as part of the literature review, which was used to develop the coding concepts. The
concepts listed in the left column of Figure 4.1 are those that educators and practitioners deemed
necessary for entry-level practitioners.
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FIGURE 4.2: CONSOLIDATED FREQUENCIES 0–3 YEARS—ENTRY-LEVEL POSITIONS
Skill Sets and Knowledge Sets

Overall
Frequency

Frequency
for 0-3 yrs

%
n=66

Knowledge Sets
Media relations

323

34

51.52

Marketing communication

298

32

48.48

Employee/internal relations

208

24

36.36

Community relations

90

16

24.24

Investor/donor relations

80

11

16.67

Issues management

91

10

15.15

167

7

10.61

Consumer/customer relations

69

5

7.58

Negotiation skills

34

5

7.58

Client relations

48

3

4.55

Government relations

59

3

4.55

Advocacy relations

16

2

3.03

Corporate social responsibility

27

2

3.03

Crisis communication

59

1

1.52

Change management

28

0

0.00

Behavioral characteristics

490

63

95.45

Writing and editing

492

60

90.91

Relationship building

458

55

83.33

Presentation skills

430

54

81.82

Project management

268

50

75.76

New media

375

47

71.21

Visual communication

394

45

68.18

Business acumen

392

37

56.06

Measurement

319

34

51.52

Communication planning

339

27

40.91

Communication management

331

25

37.88

Special events planning/management

125

17

25.76

Cultural literacy/diversity

102

15

22.73

Foreign language

49

11

16.67

Vendor and agency contract relationships

84

7

10.61

Executive communication

Skills: Communication and Managerial

Leadership

91

6

9.09

142

5

7.58

Managing volunteers

15

5

7.58

Fundraising and grant writing

19

4

6.06

Business development

38

3

4.55

Recruitment and training

11

2

3.03

RFP process management

8

2

3.03

Professional development

44

1

1.52

4

1

1.52

16

0

0.00

Human resource management

Trust
Ethical concerns
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EDUCATION REQUIREMENTS
From the content analysis of those positions requiring 0 to 3 years of experience, the following
expectations and competencies were compiled. In descending order of frequency, the educational
requirements listed for entry-level (0 to 3 years of experience) included communication, journalism,
public relations, marketing, English and business.
SKILL AND KNOWLEDGE SETS
Figure 4.2 presents the frequencies of skills and knowledge sets present in the entry-level position
descriptions. In descending order of frequency, the combined skills and knowledge sets identiﬁed
from the entry-level (0 to 3 years of experience) positions included the following:
• Writing and editing
• Relationship building
• Presentation skills
• Project management
• New media
• Visual communication
• Business acumen
• Measurement

• Media relations
• Marketing communication
• Communication planning
• Communication management
• Employee relations/internal relations
• Special events planning/management
• Community relations

Analysis of the entry-level descriptions indicate an expectation that candidates are able to assist in the
following areas:
• Investor/donor relations
• Issues management
• Executive communication
• Vendor and agency contract
relationships
• Leadership
• Consumer/customer relations
• Human resource management
• Managing volunteers

• Negotiation skills
• Fundraising and grant writing
• Business development
• Client relations
• Government relations
• Advocacy relations
• Corporate social responsibility
• RFP process management
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4.3 MID-LEVEL COMPETENCIES
What expectations do employers have for communicators of diﬀerent experience levels? To begin to
answer this question, years of experience were used as a variable along with the coding classiﬁcations.
Mid-level positions were deﬁned as those ranging in years of experience from 3 to 10 years; this
category was further sorted into early mid-level (3 to 7 years) and advanced mid-level (7 to 10
years) to identify competency growth in this level of the profession. Figure 4.1 (developed from
the literature review) shows those skills and knowledge sets deemed necessary by educators and
practitioners for mid-level professionals.
EDUCATION REQUIREMENTS
For early mid-level positions, these included, in descending order of frequency, bachelor’s degrees
as a minimum with an expectation of graduate studies or accreditation in the following majors of
study: communication, journalism, public relations, marketing, English and business.
SKILL AND KNOWLEDGE SETS
Figure 4.3A presents the frequencies of skills and knowledge sets present in the early mid-level
position descriptions. In descending order of frequency, the skills and knowledge sets identiﬁed from
the early mid-level (3 to 7 years of experience) positions included:
• Writing and editing
• Relationship building
• Presentation skills
• Visual communication
• Business acumen
• New media
• Communication planning
• Media relations
• Marketing communication
• Measurement
• Communication management
• Project management
• Employee relations/internal relations
• Executive communication
• Special events planning/management
• Human resource management
• Cultural literacy/diversity
• Vendor and agency contract relations
• Community relations
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• Issues management
• Investor/donor relations
• Leadership
• Consumer/customer relations
• Client relations
• Government relations
• Crisis communication
• Professional development
• Foreign language
• Business development
• Negotiation skills
• Change management
• Corporate social responsiblity
• Fundraising and grant writing
• Ethical concerns
• Recruitment and training
• RFP process management
• Advocacy relations
• Managing volunteers
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FIGURE 4.3A: CONSOLIDATED FREQUENCIES 3–7 YEARS—EARLY MID-LEVEL POSITIONS
Skill Sets and Knowledge Sets

Overall
Frequency

Frequency
for 3-7 yrs

%
n=310

Knowledge Sets
Media relations

323

189

60.97

Marketing communication

298

187

60.32

Employee/internal relations

208

115

37.10

Executive communication

167

84

27.10

Vendor and agency contract relationships

84

52

16.77

Community relations

90

49

15.81

Issue management

91

41

13.23

Investor/donor relations

80

39

12.58

Consumer/customer relations

69

36

11.61

Client relations

48

31

10.00

Government relations

59

29

9.35

Crisis communication

59

27

8.71

Negotiation skills

34

20

6.45

Change management

28

15

4.84

Corporate social responsibility

27

14

4.52

Writing and editing

492

301

97.10

Behavioral characteristics

490

297

95.81

Relationship building

458

274

88.39

Presentation skills

430

254

81.94

Visual communication

394

244

78.71

Business acumen

392

231

74.52

New media

375

218

70.32

Communication planning

339

191

61.61

Measurement

319

186

60.00

Communication management

331

185

59.68

Project management

268

178

57.42

Special events planning/management

125

83

26.77

Human resource management

142

74

23.87

Cultural literacy/diversity

102

59

19.03

Leadership

91

39

12.58

Professional development

44

27

8.71

Foreign language

49

26

8.39

Business development

38

24

7.74

Fundraising and grant writing

19

14

4.52

Ethical concerns

16

11

3.55

Recruitment and training

11

8

2.58

8

6

1.94

Advocacy relations

16

5

1.61

Managing volunteers

15

4

1.29

4

0

0.00

Skills: Communication and Managerial

RFP process management

Trust
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EDUCATION REQUIREMENTS
For advanced mid-level positions, these included a minimum of a bachelor’s degree in (listed in
descending order of frequency) communication, journalism, business, marketing, public relations
and English, with an expectation of graduate studies or accreditation.
SKILL AND KNOWLEDGE SETS
Figure 4.3B presents the frequencies of skills and knowledge sets present in the advanced mid-level
position descriptions. In descending order of frequency, the skills and knowledge sets identiﬁed from
the advanced mid-level (7 to 10 years of experience) positions included:
• Writing and editing
• Relationship building
• Presentation skills
• Business acumen
• Communication management
• Communication planning
• New media
• Visual communication
• Measurement
• Media relations
• Executive communication
• Marketing communication
• Employee relations/internal relations
• Human resource management
• Project management
• Leadership
• Issues management
• Cultural literacy/diversity
• Special events planning/management
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• Consumer/customer relations
• Crisis communication
• Vendor and agency contract relations
• Investor/donor relations
• Client relations
• Government relations
• Community relations
• Professional development
• Business development
• Foreign language
• Change management
• Negotiation skills
• Advocacy relations
• Corporate social responsibility
• Managing volunteers
• Ethical concerns
• Fundraising and grant writing
• Trust
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FIGURE 4.3B: CONSOLIDATED FREQUENCIES 7−10 YEARS—ADVANCED MID-LEVEL POSITIONS
Skill Sets and Knowledge Sets

Overall
Frequency

Frequency
for 7-10 yrs

%
n=88

Knowledge Sets
Media relations

323

58

65.91

Executive communication

167

43

48.86

Marketing communication

298

43

48.86

Employee relations/internal relations

208

41

46.59

Issue management

91

20

22.73

Consumer relations/customer relations

69

16

18.18

Crisis communication

59

16

18.18

Investor/donor relations

80

12

13.64

Client relations

48

11

12.50

Government relations

59

11

12.50

Community relations

90

10

11.36

Change management

28

7

7.95

Negotiation skills

34

6

6.82

Advocacy relations

16

4

4.55

Corporate social responsibility

27

4

4.55

Writing and editing

492

87

98.86

Behavioral characteristics

490

83

94.32

Relationship building

458

81

92.05

Presentation skills

430

78

88.64

Business acumen

392

77

87.50

Communication management

331

73

82.95

Communication planning

339

73

82.95

New media

375

73

82.95

Visual communication

394

71

80.68

Measurement

319

61

69.32

Human resource management

142

35

39.77

Project management

268

33

37.50

91

30

34.09

Cultural literacy/diversity

102

17

19.32

Special events planning/management

Skills: Communication and Managerial

Leadership

125

17

19.32

Vendor and agency contract relationships

84

13

14.77

Professional development

44

10

11.36

Business development

38

9

10.23

Foreign language

49

9

10.23

Managing volunteers

15

3

3.41

Ethical concerns

16

2

2.27

Fundraising and grant writing

19

1

1.14

4

1

1.14

11

0

0.00

8

0

0.00

Trust
Recruitment and training
RFP process management
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4.4 SENIOR-LEVEL COMPETENCIES
Senior-level positions were defined as those requiring 10 or more years of experience.
EDUCATIONAL REQUIREMENTS
While a bachelor’s degree was listed as a minimum educational requirement, these positions
suggested graduate studies or accreditation as an expectation. Figure 4.1 shows those skills and
knowledge sets educators and practitioners deemed necessary for senior-level practitioners.
SKILL AND KNOWLEDGE SETS
Figure 4.4 presents the frequencies of skills and knowledge sets present in the senior-level position
descriptions. In descending order of frequency, the education expectations included the following:
• Communication management
• Communication planning
• Relationship building
• Business acumen
• Presentation skills
• Writing and editing
• Media relations
• Measurement
• New media
• Marketing communication
• Visual communication
• Executive communication
• Employee relations/internal relations
• Human resource management
• Issues management
• Investor/donor relations
• Government relations
• Leadership
• Community relations
• Crisis communication
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• Consumer/customer relations
• Vendor and agency contract relations
• Cultural literacy/diversity
• Special events planning/management
• Corporate social responsibility
• Project management
• Change management
• Professional development
• Advocacy relations
• Client relations
• Ethical concerns
• Foreign language
• Managing volunteers
• Negotiation skills
• Business development
• Trust
• Recruitment and training
• Fundraising and grant writing
• RFP process management
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FIGURE 4.4: CONSOLIDATED FREQUENCIES 10+ YEARS—SENIOR-LEVEL POSITIONS
Skill Sets and Characteristics

Overall
Frequency

Frequency
for 10+ yrs

%
n=50

Knowledge Sets
Media relations

323

42

84

Marketing communication

298

36

72

Executive communication

167

33

66

Employee relations/internal relations

208

28

56

Issue management

91

20

40

Investor/donor relations

80

18

36

Government relations

59

16

32

Community relations

90

15

30

Crisis communication

59

15

30

Consumer relations/customer relations

69

12

24

Corporate social responsibility

27

7

14

Change management

28

6

12

Advocacy relations

16

5

10

Client relations

48

3

6

Negotiation skills

34

3

6

Communication management

331

48

96

Communication planning

339

48

96

Relationship building

458

48

96

Behavioral characteristics

490

47

94

Business acumen

392

47

94

Presentation skills

430

44

88

Writing and editing

492

44

88

Measurement

319

38

76

Skills: Communication and Managerial

New media

375

37

74

Visual communication

394

34

68

Human resource management

142

28

56

91

16

32

Leadership
Vendor and agency contract relationships

84

12

24

Cultural literacy/diversity

102

11

22

Special events planning/management

125

8

16

Project management

268

7

14

Professional development

44

6

12

Ethical concerns

16

3

6

Foreign language

49

3

6

Managing volunteers

15

3

6

Business development

38

2

4

4

2

4

Recruitment and training

11

1

2

Fundraising and grant writing

19

0

0

Trust
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4.5 ACCREDITATION AND EDUCATIONAL EXPECTATIONS
What is the demand for accreditation on career advancement in corporate communication? Figure
4.5A identiﬁes the number of positions at each of the educational requirement levels. Of the 514
entries, 469 entries deﬁned a bachelor’s degree as the minimum education requirement. Of that
number, 385 provided further details regarding majors of study. Seventy-eight of the 385 that
deﬁned a bachelor’s degree as the minimum education requirement for the position indicated a
preference for a graduate degree.
FIGURE 4.5A: POSITIONS IDENTIFIED BY MINIMUM YEARS OF EXPERIENCE AND EDUCATION REQUIREMENTS
Minimum Years of
Experience

Minimum Education Requirements
Associate’s
Bachelor’s Graduate
Degree
Degree
Degree

Percent of
Population

Number
of Entries

0−1 year

0

4

0

0.78

4

1−2 years

3

19

1

4.47

23

2−3 years

3

33

3

7.59

39

3−5 years

3

113

9

24.32

125

5−7 years

1

169

15

35.99

185

7−10 years

0

84

4

17.12

88

Over 10 years

0

47

3

9.73

50

10

469

35

100

514

Totals

Four hundred and twenty-two of the 514
position descriptions provided additional
details regarding education requirements,
more than the minimum of associate’s
degree, bachelor’s degree or graduate degree.
Additional details included preferred majors
of study and additional education past the
minimum requirement. Each job posting listed
a minimum education requirement; narrative
in the description provided additional details
regarding the type of majors considered most
appropriate as well as additional education
expectations.
Figure 4.5B identiﬁes these major areas of study
in order of most cited to least cited. When a
graduate or advanced degree was referenced, the
following were the most commonly requested
disciplines: communication, journalism,
business, and English. Additionally, experience
gained from working in the particular industry
was also a popular expectation of successful
candidates, i.e., health care communication,
fundraising and development, or specialized
computer software programs.
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FIGURE 4.5B: IDENTIFIED EDUCATION REQUIREMENTS (based
on the 422 positions that provided additional
definition of the educational requirements, i.e.,
major areas of study)

Major

Frequency

Communication(s)

238

Journalism

161

PR

106

Marketing

103

Business

70

English

62

Social sciences

11

Technology/science/Web

9

Creative/arts/graphic design

6

Education

5

Public admininstration/public
policy

4

Human resources

3

Life sciences

3

Organizational development

3

Program development

1

Public outreach

1
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Figure 4.5C shows the number of position descriptions that deﬁned a minimum educational
experience and then later deﬁned greater educational expectations in the narrative of the position
entry. Of the 10 positions that stated a minimum educational requirement of an associate’s degree,
ﬁve stated a preference for a bachelor’s degree. Of the 469 entries that required a minimum
education of a bachelor’s degree, 68 entries stated a preference for additional education past the
minimum requirement of a bachelor’s degree (i.e., a graduate or master’s degree). Eighteen of the
469 entries that required a minimum of a bachelor’s degree stated a preference or requirement for
accreditation (ABC, APR or CPRS); two entries at this level required both additional education and
accreditation. Only 20 position announcements directly addressed accreditation as an expectation.
These were mid-level and senior-level positions.
FIGURE 4.5C: POSITIONS IDENTIFIED BY ADDITIONAL EDUCATION REQUIREMENTS
Minimum Education Stated

No. of Entries

Additional
Education
requested

Accreditation

Additional
Education and
Accreditation

Associate’s Degree

10

5

0

0

Bachelor’s Degree

469

68

18

2

35

0

2

0

Graduate Degree
Total

514

4.6 SUMMARY OF CONTENT ANALYSIS FINDINGS
4.6.1 KNOWLEDGE AND SKILL SETS
Figure 4.6 provides a composite of knowledge and skill sets found in this analysis. The most
common skill sets and knowledge sets across the career continuum included:
• Skill sets: writing and editing, relationship building, presentation skills, project management,
new media acumen, visual communication, business acumen, measurement (research and
evaluation skills), communication planning, communication management, and special events
planning and management.
• Knowledge sets: media relations, marketing communication, employee relations/internal
relations, and community relations.
No knowledge or skill sets were found to be exclusive to senior-level positions. Expertise within these
concepts were greater and more precise at the most advanced levels, i.e., labor relations as a more
sophisticated practice of employee relations or lobbying as a more advanced practice in government
relations.
By the completion of the entry-level period of practice or experience (three years), practitioners
are expected to have working knowledge and some expertise to work independently as well as lead
assigned projects in the following knowledge sets with the following skill sets:
• Knowledge sets: media relations, marketing communication, employee relations/internal
relations, executive communication, community relations, issues management, investor
donor relations, consumer/customer relations, client relations, government relations, crisis
communication, negotiation skills, change management, corporate social responsibility, and
advocacy relations.
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• Skill sets: writing and editing, relationship building, presentation skills, visual
communication, business acumen, new media acumen, communication planning,
measurement (research and evaluation, communication management, project management,
special events planning management, human resource management, cultural literacy
diversity, vendor and agency contract relations, leadership, professional development, foreign
language, business development, fundraising and grant writing, ethical concerns, recruitment
and training, RFP process management, and managing volunteers.
This observation alone makes apparent the importance of educational preparation and the
experiences new practitioners gather during college preparation and initial career-related work
experiences (compensated jobs, internships, volunteer positions).
Quantifying the presence of skills and knowledge sets makes apparent that communicators at all
levels participate in deﬁned areas but at diﬀerent degrees of expertise or complexity. Similar to the
IABC Communicator Competency Model (2008), this analysis supports skill growth and knowledge
expectations over a period of time—a career. Some skills or knowledge sets may not be present
in all cohorts (groups by years of experience) because these skills are speciﬁc to an industry, i.e.,
fundraising and donor relations would be skills and knowledge sets that are expected of practitioners
at the advanced levels in the nonproﬁt sector, but this sample included few position descriptions for
that sector at that level.
Take the most common skill identiﬁed through the analysis as an example of this concept of acumen
across a continuum of practice: writing and editing. The most basic skills of writing and editing
were explicitly deﬁned as an expectation for all positions analyzed. For entry-level positions, this
included the ability to write and edit reports, collateral materials or news releases, as well as for new
technology (the Web and social media). For mid-level positions, this included managing the writing
and editing process and producing specialized writing and editing deliverables. For more advanced or
senior-level positions, this included the supervision of the writing and editing process produced by
staﬀ, or writing policies and executive communication. (Examples of language from the analysis that
supports this ﬁnding are included in the early section of this chapter under each concept evaluated.)
The analysis of skills and knowledge sets also shows an intricate weave of skills between knowledge
sets. For example, media relations, crisis communication and issues management are linked as a
corporate communicator is responsible for reputation management for an employer or multiple
clients in an agency setting. At earlier levels of career development, a candidate may focus work in
one of these areas more than another; perhaps a specialist is responsible for writing news release
materials and distributing these through multiple traditional and new media channels (media
relations and project management). As they mature in their career development, the same candidate
may be asked to participate in strategic planning and the use of media relations strategies to meet the
organization’s goals. Additionally, they may be tasked with leading crisis communication planning,
training senior management as spokespeople, and identifying emerging issues in the strategic
planning process.
Other career paths in corporate communication may be more monolithic, but still require
greater degrees of expertise and a coupling of knowledge and skill sets in career development. For
example, a candidate may start as a writer for the employee relations function and HR. As they
become more seasoned, they may be asked to manage employee publications and the intranet as
employee communication channels. This may lead to a leadership role in strategic planning at the
organizational level, recognizing the importance of employee relations as a means for developing
employee engagement and productivity. Additional knowledge sets like corporate social responsibility
and labor relations may be expectations as this candidate matures along this career path.
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FIGURE 4.6: COMPOSITE OF CONTENT ANALYSIS FINDINGS OF EXPECTATIONS AND COMPETENCIES
Components are listed in descending order to reflect frequency.
Entry-Level Positions

Early Mid-Level Positions

Advanced Mid-Level
Positions

Senior-Level Positions

Knowledge Sets

Knowledge Sets

Knowledge Sets

Knowledge Sets

• Media relations
• Marketing
communication
• Employee relations/
internal relations
• Community relations

• Media relations
• Marketing
communication
• Employee relations/
internal relations
• Executive
communication
• Community relations
• Issues management
• Investor/donor relations
• Consumer/customer
relations
• Client relations
• Government relations
• Crisis communication
• Negotiation skills
• Change management
• Corporate social
responsibility
• Advocacy relations

• Media relations
• Executive
communication
• Marketing
communication
• Employee relations/
internal Rrelations
• Issues management
• Consumer/customer
relations
• Crisis communication
• Investor/donor relations
• Client relations
• Government relations
• Community relations
• Change management
• Negotiation skills
• Advocacy relations
• Corporate social
responsibility

• Media relations
• Marketing
communication
• Executive
communication
• Employee relations/
internal relations
• Issue management
• Investor/donor relations
• Government relations
• Community relations
• Crisis communication
• Consumer/customer
relations
• Corporate social
responsibility
• Change management
• Advocacy relations
• Client relations
• Negotiation skills

Communication Skills
and Managerial Skills

Communication Skills and
Managerial Skills

Communication Skills and
Managerial Skills

Communication Skills and
Managerial Skills

•
•
•
•
•
•
•
•
•

•
•
•
•
•
•
•
•
•

•
•
•
•
•

• Communication
management
• Communication planning
• Relationship building
• Business acumen
• Presentation skills
• Writing and editing
• Measurement
• New media
• Visual communication
• Human resource
management
• Leadership
• Vendor and agency
contract relations
• Cultural literacy/diversity
• Special events planning/
management
• Project management
• Professional development
• Ethical concerns
• Foreign language
• Managing volunteers
• Business development
• Trust
• Recruitment and training
• Fund-raising and grant
writing
• RFP process management

Writing and editing
Relationship building
Presentation skills
Project management
New media
Visual communication
Business acumen
Measurement
Communication
planning
• Communication
management
• Special events
planning
management

•
•
•
•
•
•
•
•
•
•
•
•
•
•

Writing and editing
Relationship building
Presentation skills
Visual communication
Business acumen
New media
Communication planning
Measurement
Communication
management
Project management
Special events planning/
management
Human resource
management
Cultural literacy/diversity
Vendor and agency
contract relations
Leadership
Professional development
Foreign language
Business development
Fund-raising and grant
writing
Ethical concerns
Recruitment and training
RFP process management
Managing volunteers

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Writing and editing
Relationship building
Presentation Skills
Business acumen
Communication
management
Communication planning
New media
Visual communication
Measurement
Human resource
management
Project management
Leadership
Cultural literacy/diversity
Special events planning/
management
Vendor and agency contract
relations
Professional development
Business development
Foreign language
Managing volunteers
Ethical concerns
Fund-raising and grant
writing
Trust
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From reviewing the descriptive language in the position entries, it appears that as practitioners move
up the chain of command and supervise employees/staﬀ, the practitioners become more generalists
than specialists (unless they supervise a unit of specialists) in communication. Thus supervisory
positions require greater knowledge of each of the skill and knowledge sets presented to adequately
hire, supervise, train, mentor, coach, evaluate and counsel staﬀ. Additionally, experience gained
from working in a particular industry was a popular expectation of successful candidates for these
supervisory positions, i.e., health care communication, fundraising and development, education,
technology, or ﬁnancial enterprises.
4.6.2 ACCREDITATION AND EDUCATION EXPECTATIONS
The presentation of minimum education requirements and the position description narratives
regarding education expectations exhibited some disconnect. As described in the ﬁndings above,
50 percent of positions stating an associate’s degree as a minimum entry requirement stated a
preference for a bachelor’s degree; nearly 15 percent of those entries with a minimum education
requirement of a bachelor’s degree stated a preference or requirement for a graduate or master’s
degree. Since this is a content analysis and no contact was made with the companies or organizations
represented by the entries, an assumption regarding this incongruity may be made. For these entries,
minimum education requirements may represent an expectation to enter the position, while the
position description may represent the education level and duties currently being performed by the
incumbent communicator who has more than the minimum years of experience and education since
that individual has been on the job for a few years. Alternatively, the incumbent communicator may
be the only communicator in the organization, so they are tasked with all communications activities
for the organization.
As for accreditation, a mere 20 entries (6 percent) of the 323 position entries eligible (those
positions representing ﬁve or more years of experience—IABC and PRSA accreditation require
a minimum of ﬁve years of experience) addressed accreditation as an expectation. Of the same
population segment, 22 (7 percent) required a graduate degree and an additional 68 (21 percent)
required a bachelor’s degree but were preferential to a graduate degree.
Since this study was based on a content analysis of position descriptions, employers were not
queried about these requirements and the expectations associated with educational and accreditation
requirements. Some recommendations may be made for further research in this area regarding
the awareness of employers regarding accreditation programs and higher education programming
like graduate studies. Additionally, research regarding communicator awareness of the values of
accreditation and graduate studies would also be beneﬁcial in deﬁning these criteria as professional
expectations in the future.
4.7 CAREER ADVANCEMENT INSIGHTS FROM QUALITATIVE INTERVIEWS
Twenty-three communication professionals were invited to participate in qualitative interviews to
probe the core issues of this investigation. The ﬁnal population of respondents included accredited
(ABC, APR) and non-accredited individuals from the United States, Canada, Australia, Europe
and South Africa who represented government organizations, nonproﬁts, agencies/consultancies,
and commercial organizations. The respondents were responsible for both internal and external
communication domestically and internationally (an attempt was made to reach respondents
representing the international regions of the IABC). Eighteen communication professionals were
interviewed and asked the following questions:
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• When hiring entry-level communicators, what is the most important characteristic(s) you are
looking for in a strong candidate? What advice do you have for new graduates or job
changers entering the ﬁeld?
• When hiring mid-career communicators, what is the most important characteristic(s) you
are looking for in a strong candidate? What advice do you have for them in their career
development?
• When hiring senior-level communicators, what is the most important characteristic(s) you
are looking for in a strong candidate?
• What role does accreditation play in assessing candidates at the mid-career and senior levels?
How important is accreditation in getting ahead on the career development ladder?
In response to these questions, respondents provided a list of skills and behavioral attributes similar
to those found in the content analysis of position descriptions and the studies reviewed in the
literature review. The experts used more subjective terms as compared to the language used in the
position descriptions. A presence-of-topic (concept) content analysis was conducted for interview
comments.
FIGURE 4.7.1: EXPECTATIONS OF ENTRY-LEVEL CANDIDATES CITED DURING EXPERT INTERVIEWS
Knowledge and Skill Sets

n=89

%

12

13

Self-starter and team player

8

9

Presence

8

9

Interest in current events/trends

7

8

Flexibility

6

7

Presentation and listening

6

7

Planning and organizing

6

7

Educational background and work experiences

6

7

New media

5

6

Passion

5

6

Lifelong learning

5

6

Critical thinking/intelligence

4

4

Specialty skills

4

4

Curiosity

3

3

Creativity

3

3

Research skills

1

1

89

100

Writing and editing

Totals

4.7.1 ENTRY-LEVEL CANDIDATES AND CAREER DEVELOPMENT
Eighty-nine comments were identiﬁed for the entry-level question set. Figure 4.7.1 shows the skills
and knowledge sets identiﬁed by these experts regarding expectations of entry-level candidates.
The following compelling statements of note during the interviews summarize the commentary of
the interviewees regarding competencies and expectations of entry-level candidates:
• “I am looking for someone who is eager to do whatever is asked of them, someone who
has not already set their mind to what they think they should be doing, and someone
who is willing to both test their skills, and make mistakes, in order to learn.”
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• “Being a communicator in today’s environment is challenging at a number of levels, and
someone with passion for the work will thrive far better than someone who’s just looking
for a job or seeking a stepping stone to some other position in the organization.”
• “When you are starting out, you don’t know it all, but a sincere desire to learn and gain
experience makes all the diﬀerence.”
4.7.2 MID-LEVEL CANDIDATES AND CAREER DEVELOPMENT
As the discussion moved to mid-level or mid-career candidates, respondents across the board
responded that they expected all of the entry-level competencies to be solidly in place and additional
skills and knowledge sets to be in the mastery stages. Seventy-four comments were identiﬁed for this
question set. Figure 4.7.2 shows the skills and knowledge sets identiﬁed by these experts regarding
expectations of mid-level candidates.
Strategic concerns and demonstration of expertise through experiences were cited as more important
to success at this level. Some respondents suggested getting a broad exposure to internal and external
communication projects. Others suggested that mid-level candidates should begin to specialize in
one area of corporate communication. These are examples of career development strategies, and
both are valid points to consider. The following compelling statements of note during the interviews
summarize the commentary of the interviews regarding mid-level candidates:
• “Mid-level folks should have a track record of some kind of career plan, reasonable
opinions on public relations (that is, a fair amount of understanding of the business and
its challenges), a track record of success on the job (and be able to identify that record for
me), some sort of plan for the future for their career, expertise in something important to
the ﬁeld.”
• “Strong ability to manage projects, strong skills in writing and organization, research and
understanding workplace protocol, ability to go the extra mile, and being a team player.”
FIGURE 4.7.2: EXPECTATIONS OF MID-LEVEL CANDIDATES CITED DURING EXPERT INTERVIEWS
Knowledge and Skill Sets

n=74

%

13

18

Self-starter and team player—team leadership skills

9

12

Lifelong learning—career management

8

11

Planning and organizing—strategic communication planning/project management

7

9

Presence—business savvy

6

8

Research skills and attention to current events/trends

6

8

Flexibility

5

7

Writing and editing

5

7

Critical thinking/intelligence

4

5

Creativity

3

4

Presentation and listening

3

4

Specialty skills

3

4

New media

1

1

Passion

1

1

74

100

Educational background and work experience

Totals
62
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The professionals interviewed had more strategic advice for mid-level career professionals:
• Show that you understand and embrace new communication media by using social media
and the Web in promoting yourself. Embrace new projects and ventures to stretch and test
your skills.
• Know where you want to take your career. You should be able to show how this position ﬁts
on that journey and how this position will help you reach your potential.
• Never stop learning. Participating in continuing education opportunities shows a potential
employer that you are keeping up to date with new concepts in the discipline. Learn from
new experiences: successes and failures.
• Become active in professional associations in order to expand your knowledge base for
performing your work and for networking for career advancement.
• Ensure your understanding of the company’s strategic plans and the role communication
plays in achieving its goals.
• Be kind to all your past employers and contacts; they may hold the key to your next
advancement contact.
• Don’t stay in the same job too long.
• Continue to volunteer your talents to groups in your community. We never outgrow
volunteerism.
• Consider attaining accreditation through a professional organization.
• Learn about the business of business if you want to succeed in the corporate environment.
• Continue to hone your basic skills (presentation as well as writing, listening, etc.) as these are
the skills that will set you apart from the crowd.
• Find a mentor as part of your advancement strategy.
• Keep abreast of industry and discipline trends.
4.7.3 SENIOR-LEVEL CANDIDATES AND CAREER DEVELOPMENT
As seen in the responses to the mid-level question set, respondents to this question set regarding
senior-level competencies reiterated the importance of the primary tactical skills as the basis for
sound planning and program success. Sixty comments were identiﬁed for this question set. Figure
4.7.3 shows the skills and knowledge sets identiﬁed by these experts regarding expectations of seniorlevel candidates.
The respondents interviewed roundly agreed that senior-level communicators need a mastery of
all skill and knowledge sets previously included in the entry-level and mid-career level discussions
as a foundation for mentoring employees, demonstration of strategic orientation, defense of
communication initiatives that drive business goals and evidence of sound management decisions.
As one respondent stated: “I want someone who can guide others, not direct them, and who can
speak with a level of experience that they inspire conﬁdence of their clients and co-workers, and at
the same time deliver consistent, eﬀective results.”
The professionals interviewed challenge senior-level candidates with the following advice regarding
career development:
• Know what you contribute to the business and how to articulate that charge to your
employer.
• Continue to challenge yourself.
• Challenge yourself to advance the profession and not be complacent.
• Be willing to mentor. Mentor entry-level and mid-career communicators—formally in the
corporate environment or informally through an alliance with a local college or university.
63

□

Findings and Discussion

In summary of the expectations deﬁned through these expert interviews regarding competencies
at each career maturity level and career development advice, the comments from the interview
respondents mirror the expectations illustrated in the IABC Communicator’s Competency Model
(2008); i.e., as candidates mature in their communication career, expectations of participation in
planning and management of processes and business acumen increase from tactical applications to
strategic planning and business management.
FIGURE 4.7.3: EXPECTATIONS OF SENIOR-LEVEL CANDIDATES CITED DURING EXPERT INTERVIEWS
Knowledge and Skill Sets

n=60

%

Presence/business acumen/executive communication

14

23

Self-starter and team player/managing people/leadership

10

17

Educational background and work experience

8

13

Critical thinking/intelligence

6

10

Research skills and attention to current events/trends

5

8

Flexibility

3

5

Lifelong learning

3

5

Planning and organizing/managing projects/strategic planning

3

5

Presentation and listening

3

5

Writing and editing

2

3

Creativity

1

2

New media

1

2

Specialty skills

1

2

60

100

Totals

4.7.4 ACCREDITATION AND CAREER DEVELOPMENT
The respondents were split in their responses to the issue of accreditation and its impact on career
development. Eight of the respondents were accredited (through IABC, PRSA or both); the other
10 respondents were not accredited. The responses ranged on a continuum from one end at which
accreditation was deﬁned as a requirement for hiring or promoting a candidate to the other end
of the continuum at which accreditation was deﬁned as a personal asset but meaningless in career
development and advancement.
One accredited respondent reported that when job candidates are reviewed, those with accreditation
are given ﬁrst consideration. Accreditation is an expectation in professional development goals for
this individual’s staﬀ. “It demonstrates that the candidate has taken his or her career to the next
level and wants to excel in the profession. It means that the candidate has a good understanding of
communications and how to use it to beneﬁt clients, build external reputation and brand, and shape
internal behaviors, among other value-added beneﬁts.” Another respondent added: “[Accreditation]
must be vital for anyone making a major change in their career or seeking to assess their
professional practice capabilities; [it] increases self-conﬁdence in professional practice and strategic
communication management capability.”
Another view shared by accredited respondents reported a similar view of accreditation as a means
for assessing candidate skills: “If I know a candidate is accredited, I don’t have to waste my time
assessing his or her grasp of the fundamentals and can focus instead on subtleties and nuances. To be
frank, that’s what I’d want to focus on and, consequently, I’d be more favorably disposed to someone
who has taken the time and trouble to earn an accreditation, saving me the trouble of having to
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assess whether they can perform the fundamentals of the job.” Another respondent commented:
“I will admit that I don’t hire just for accreditation but, give me two equal candidates, and one is
accredited then, the accredited one wins.”
FIGURE 4.7.4: VALUE OF ACCREDITATION AS DEFINED BY EXPERT INTERVIEWS
Summary of Commentary

n=18

Requirement for hiring or promotion

1

Means for assessing candidate’s skills/preference for accreditation

6

Means for personal assessment and validation of skills

2

Accreditation not used as a measure in hiring or promotion

5

Not valuable or important

4

Other respondents, both accredited and non-accredited, shared the view of accreditation as one step
on the career ladder that establishes a candidate as knowledgeable in the discipline. Accreditation is a
means by which individuals can measure and assess their skills as well as show clients and employers
that they are knowledgeable about their craft: “It shows interest and commitment to your craft.”
• “[A]ccreditation signals you are prepared to keep learning, are a committed professional,
and take your profession seriously.”
• “[Accreditation] might give an edge at the mid level, showing a serious commitment to
the ﬁeld. It is less important at senior level where resume and experience tells the
tale. Neutral on getting ahead on the career development ladder as a credential.”
Another group of respondents, both accredited and non-accredited, reported that accreditation did
not make a diﬀerence in hiring and advancement processes in their organizations and organizations
for which they have worked: “I think its like being an alumni—it matters more to other accredited
people who have it and share a common experience and perspective than to those who are not
accredited.”
• “In today’s world, while accreditation does say something about you, personal references
go further than anything when it comes to your professional reputation and
marketability.”
One non-accredited respondent represented the end of the continuum with this comment: “No one
has ever explained the value of accreditation to me, so I’ve never learned to value it. In my experience,
the value is somewhere near zero. Advanced degrees and demonstration of being a life-long learner is
critical.”
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When the data was collected for this study, the U.S. watched as major ﬁnancial and manufacturing
organizations struggled for economic survival. The U.S. government was bailing out ﬁnancial
institutions and weighing the decline of U.S. auto manufacturing. Around the world, Europe and
Asia experienced similar scenarios. Amid this turmoil, the job posting boards of IABC, PRNews, and
Ragan continued to experience regular postings for communication positions.
New practitioners embark on corporate communication careers with traditional, formal education
backgrounds as well as backgrounds from non-traditional areas, especially during times of economic
upheaval. As professionals from other disciplines are displaced by layoﬀs and closings, knowing the
general expectations and competencies for advancing in the communication discipline provides
candidates an advantage in positioning themselves for career success.
While only a snapshot of skills necessary at this particular point in time regarding a ﬁnite population
of entries, regular investigation of expectations and competencies is necessary for professional
communicators to keep pace with traditional skills as well as strategies and new advances in corporate
communication. This study reinforces the need for traditional communication skills, business
acumen, and knowledge of ongoing development of skills and strategies in new media technology
and industry trends.
While not the primary intent of this report, the analysis as a whole supported the viability of
the IABC Communicator’s Competency Model (2008) as a starting point for plotting career
advancement competencies for communicators from entry-level to advanced-level positions. But this
model is not a complete composite of skills and knowledge sets necessary for career advancement.
The most basic skills of writing and editing were explicitly deﬁned as an expectation for all positions
analyzed. For entry-level positions, this included the ability to write and edit reports, collateral
materials or news releases. For mid-level positions, this included managing the writing and editing
process and producing specialized writing and editing deliverables. For more advanced or seniorlevel positions, this included the supervision of the writing and editing process produced by staﬀ, or
writing policies and executive communication.
Business acumen was also found to be an expectation at each career level, with the expectation of
greater understanding of business goals and communication contributions toward reaching these
goals.
As practitioners mature, move up the chain of command and supervise more employees,
they become more generalists than specialists (unless they supervise a unit of specialists) in
communication. Additionally, experience gained from working in a particular industry was also
a popular expectation of successful candidates, i.e., health care communication, fundraising and
development, or specialized computer software programs.
Quantifying the presence of skills and knowledge sets makes apparent that communicators at all
levels participate in deﬁned areas but at diﬀerent degrees of expertise or complexity. Similar to
the IABC Communicator’s Competency Model (2008), the position description content analysis
supports skill growth and competency expectations over a period of time.
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Years of experience could not be matched identically to the IABC model due to the limitations of
the recruitment databases selection of years of experience. It may be assumed that any practitioner
with more than 10 years of experience who has been successfully employed has gained appropriate
knowledge sets to advance in their professional development.
Exposure to preliminary knowledge sets and skills in formal educational development (college
or university education) is the foundation for building a sound career plan. While practitioners
will continue to be tasked with learning new skills and keeping pace with technology and social
trends, foundational elements like writing, planning and measurement continue to serve as a sound
foundation.
It can be argued that some skill and knowledge sets are redundant of one another or subfunctions
(Argenti, 1996) of a broader concept. For example, investor/donor relations may be identiﬁed as a
knowledge set. Fundraising and grant writing may be classiﬁed as skill sets of the broader knowledge
set of investor/donor relations (also known as institutional advancement or development in higher
education and nonproﬁt sectors).
As the ﬁeld of corporate communication continues to grow with new technology and industry
advances, practitioners will be well served to develop career advancement plans that include advanced
formal education, informal professional development opportunities and professional accreditation.
These educational opportunities will provide evidence of skill and knowledge set attainment through
formal measurement and evaluation respected by employers and fellow practitioners.
5.1 FUTURE RESEARCH DESIGN
Ideally, a content-analysis study should include a population sample that is representative of all
individuals within the population. This research design was such, however, that it allowed for the
capture of only position descriptions in the public domain publicized by popular communication
portals at the time of the study. A future research study would do well to start with a population
that includes a complete set of position descriptions (entry-level to senior-level) from a number
of companies (nonproﬁt, publicly held, private and government entities) identiﬁed as excellent by
an external reputable organization (i.e., Great Places to Work). Descriptions from each company
could be analyzed together as a subset to see how competencies and expected skills are delegated
across the team of communicators (from entry-level to senior-level) as well as by levels of expertise
across the members of the complete population. The data aﬀorded thereby would be much richer
and generalizable than the current population. As to the generalizability of the current ﬁndings, the
results are applicable only to the population studied. This was a ﬁeld experiment that employed a
one-shot research design.
This study can be considered a benchmark work, in the sense that it recognizes there is much that
remains to be done to improve the procedures for evaluating career expectations and competencies
across the career continuum.
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Research ﬁndings are most meaningful when the conclusions provide insights for planning and
development of skills, strategies or career development. This research has direct implications for
academics developing corporate communication curricula, corporate and HR executives evaluating
corporate communication positions, and individuals who are planning corporate communication
careers.
6.1 CORPORATE COMMUNICATION CURRICULUM DEVELOPMENT
Anecdotal evidence from the academics who were interviewed indicates that with the news of layoﬀs
newsroom reductions, and media industry closings, many students are shifting plans of study from
mass communications to corporate communication: “[J]ournalism track communication majors
are concerned about the state of employment in media and some, not all, are reframing a focus on
public relations, advertising, and marketing (although the news from advertising is deﬁnitely as bleak
as it is in journalism). We are emphasizing the ‘tool kit’ approach—that the internship or job seeker
needs to continually build a skill set that can be applicable across contexts.”
The Association for Education in Journalism and Mass Communications (AEJMC) regularly
evaluates and suggests curriculum designs for journalism, broadcasting, mass communications, and
public relations.
The Accrediting Council for Education in Journalism and Mass Communications (ACEJMC)
standards (2003) and the Commission on Public Relations Education (2006) suggest that college
students be exposed to a well-rounded liberal arts core of courses to complement courses in the
discipline of communication. For public relations (corporate communication) graduates, these
organizations advocate for a sound foundation in the study of corporate communication history,
theory and strategic applications.
Academics may use the composite ﬁndings from this study to evaluate student exposure to
traditional communication skills as well as speciﬁc professional knowledge sets. Traditional skills
may be explored in major core courses (i.e., history of public relations, public relations writing,
organizational communication, communication law and ethics, public speaking and presentations),
while advanced skill sets should be introduced in advanced courses. Skills such as research and
statistics methods, campaign planning, strategic planning, RFP responses, and business management
of communication agencies may be introduced and practiced in advanced public relations and
communication courses. Additionally, students should be encouraged, if not required, to take
business courses to increase their understanding of basic business practices (Claussen, 2008).
Additional exposure may come in the form of cocurricular service activities, internships and practica
that students pursue to complement their formal education. But these experiential activities should
not be relied upon as the sole exposure to advanced corporate communication strategies. Including
course assignments and recitation sessions that include the skill and knowledge sets identiﬁed by this
research will improve graduate readiness for success in entry-level work.
Note: In some colleges and universities, communication and business disciplines are delineated
diﬀerently. For example, in one college, communication courses may be strictly deﬁned as mass
communication and public relations practices. Another institution may deﬁne marketing and
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advertising as communication disciplines, while another may deﬁne those disciplines as strictly
business disciplines. Regardless of classiﬁcations, students should be encouraged to pursue a wellrounded foundation that includes liberal studies, business courses and corporate communication
courses. A minor area of studies may be beneﬁcial if a student has an interest in practicing corporate
communication within a speciﬁc area, i.e., political science, health care, human resources, etc.
Partnerships between faculty and professional practitioners would beneﬁt curriculum development
and graduate readiness for entry-level position expectations.
Student participation in internships (experiential learning) as well as cocurricular experiences speciﬁc
to communication career development would increase graduate readiness for success in entry-level
communication careers. This is particularly true for business acumen, which employers expect of
new employees.
A frustration that communication faculty regularly experience is one of too much content to
deliver in too little time. Each year new strategies, trends and issues need to be considered (i.e.,
media technology and mass media delivery), and traditional skills cannot be eliminated or reduced
in importance. More than ever, in a high literacy and high context environment, traditional
writing, editing, multimedia design, interpersonal and presentation skills are critical for conﬁdent,
competent professionals.
As curriculum is evaluated, students should also be expected to take up the mantle of professional
quality in their personal career development. Students who are serious about taking a constructive
role in corporate communication will embrace constructive criticism and opportunities to engage in
professional caliber work and critique of that work.
As mentors, faculty and professionals need to provide frank and honest criticism of the work quality
and professional readiness of future professionals rather than rewarding mediocre work.

6.2 CORPORATE COMMUNICATION TEAM OR DEPARTMENT DEVELOPMENT
Corporate communication professionals and human resources managers who are responsible for
developing and assessing corporate communication departments within agencies (consultancies) and
organizations (for-proﬁt and nonproﬁt) may beneﬁt from the ﬁndings of this study.
As organizations grow and change, their communication needs will also change. High performing
organizations regularly evaluate the resources necessary for successful operations in all facets of
the organization. This should include communication, both internal and external communication
operations. This may include communication audits of tactics and strategies that support the
business goals of the organization as well as audits of the position descriptions and work loads of
individual communication oﬃce employees. These audits allow the organization to assess tangible
and intangible resources across the organization, identify redundancies and align all resources to best
serve business goals.
The ﬁndings from this study may be used to assess the skill and knowledge sets required of
individual positions, assess growth opportunities for individuals within the organization, identify
redundancies to increase eﬃciencies and, in larger organizations, provide employees who have the
same position requirements equivalent compensation. Using the ﬁndings from this study, audits of
communication positions may also identify the need for additional staﬀ with skills and knowledge
sets that are not adequately represented currently by staﬀ.
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Since the ﬁndings of this study are categorized by years of experience, hierarchical structures within
the organization and communication oﬃce may also be examined for eﬃciency. As organizational
communication trends continue to empower employees with more grassroots communication
tactics, communication staﬀ hierarchies continue to ﬂatten. Using the ﬁndings from this study,
communication staﬀ can assess their readiness to take on new communication duties to meet the
business strategies of the organization.
6.3 CORPORATE COMMUNICATION CAREER DEVELOPMENT
The ﬁndings of this study are also valuable to communication professionals as they assess and plan
their professional careers. As organizations adjust practices to survive current economic times,
all professionals—regardless of their discipline—should be assessing their current acumen and
necessary skills for future career development. This is especially true in the ﬁeld of communication.
Business practices continue to evolve and require additional education (formal or informal). New
communication technologies will continue to change and aﬀect the practices of internal and external
communication strategies.8 Communication professionals will need to keep pace with current trends
and strategies as well as legal issues or be left in the wake of change.
Continuing professional education (lifelong learning) takes many forms, i.e., attendance at
association-sponsored workshops, formal graduate and undergraduate courses provided by
accredited higher education institutions, online courses provided by professional organizations, and
independent studies. Accreditation through organizations like IABC, PRSA and CPRS may also be
an option for maintaining current proﬁciency in communication theory and practices.
The ﬁndings from this study may be used as a guide for developing new communication
competencies and keeping sharp on traditional skills and knowledge sets. The ﬁndings provide a set
of expectations for existing communication opportunities at multiple levels of career maturity.
As entry-level employees learn their roles and identify their career interests, the ﬁndings from the
entry-level expectations may be used as a set of guidelines for traditional communication and
business skills expected for success at that level as well as the mastery needed to apply for more expert
positions, either within their current organization or with another organization. As those entry-level
skills and knowledge sets are mastered (and documented through a portfolio of work assignments),
entry-level employees should be using the mid-level career sets as guides for future professional
development to increase their readiness for promotion or hire to a position with greater demands
(and hopefully, greater compensation or job satisfaction9).
In addition to the ﬁndings in the competencies charts, entry-level professionals should also heed
the advice suggested by the interviewed experts: Seek out a mentor. Ask for assignments that test
8 In 1965 Gordon E. Moore, co-founder of Intel Corporation, predicted in an article published in
Electronics magazine that technological development would double every 18 months. At the time, he was
commenting on the development of transistors and computer technology. Skimming the history of computer
technology and telecommunications from then until today bears witness to Moore’s prediction, known today
as Moore’s Law. This revolution in technology was aptly summed up by Paul Otellini, current president and
CEO of Intel, in a presentation to the 2006 Consumer Electronics Show when he said that Moore’s Law lives
today in the adoption of consumer electronics (i.e., new media). What is new today is normal or expected
tomorrow. Once something is normal, “you can’t go back.”
9 Job satisfaction is “a pleasurable or positive emotional state from the appraisal of one’s job or experiences”
(Locke, 1976, p. 1297). Empirical evidence links eﬀective employee communication as an element of quality
of work life and overall employee satisfaction to the overall ﬁnancial performance of businesses (May, Lau and
Johnson, 1999 and Lyon, 2001).
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your skills and strategies. Seek out opportunities where you can add value to the job. Read trade
publications and keep up-to-date with industry trends and strategies. Develop specialized expertise
(social media, etc.) as well as general communication acumen. Get involved with professional groups.
Candidates from outside the ﬁeld of corporate communication who are considering pursuing a career
in internal or external communication will ﬁnd the competencies identiﬁed by this study a guide of
skills necessary to gain credibility in the corporate communication ﬁeld. From the ﬁndings, these
candidates may develop a remediation plan that addresses the skills and knowledge sets necessary for
success in the ﬁeld, which may include formal and informal educational opportunities to develop a
portfolio of work that demonstrates these competencies to potential employers.
Mid-career professionals may choose to use the ﬁndings from this study to assess their current
competencies and the contents of their professional portfolio for developing a case for promotion or
interviewing with other organizations for positions of greater competencies and business acumen.
Further, these professionals may use the senior-level skills and knowledge sets as a guide for their
professional development planning to increase their readiness for promotion and new positions
outside their current organization.
The advice from the experts suggests mid-career professionals should:
• Embrace new projects and ventures to stretch and test their skills.
• Participate in continuing education opportunities to show a potential employers that they
are keeping up to date with new concepts in the discipline.
• Keep active with professional associations.
• Ensure their business acumen.
• Continue to volunteer with community groups.
• Consider attaining accreditation through a professional organization.
• Continue to focus on basic skills.
• Find a mentor.
• Keep abreast with industry and discipline trends.
Senior-level professionals are not immune to professional development. Findings from this study
indicate that across all levels of career maturity basic skills are critical for communication success
and achieving business strategies. Senior-level professionals may use the ﬁndings from this study
to develop continuing professional development strategies within a speciﬁc industry application of
corporate communication or to continue to update their portfolio of professional work.
The advice from the experts for professional development at the senior-level includes:
• Continuing to demonstrate business acumen.
• Taking on new challenges to demonstrate understanding of new strategies.
• Mentoring entry-level and mid-career communicators—formally in the corporate
environment or informally through an alliance with a local college or university.
• Demonstrating professional expertise by oﬀering to present at professional workshops.
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6.3.1 DEVELOPING A PROFESSIONAL DEVELOPMENT PLAN
There is no one right way to develop a professional development plan. The following is one suggested
approach that focuses on entry-level professionals and may be modiﬁed for mid-career and seniorlevel practitioners.
Where do you want your career path to go? All good plans begin with some research and this
question may serve as a research question. The answer can be as lofty as you like. To get a realistic
perspective on career advancement, one strategy for researching this question includes asking other
professionals who are in positions you would one day like to attain about their career paths. One way
to accomplish this research task is to join a professional organization like IABC or PRSA and attend
regular meeting functions. At these functions, take advantage of the social hour to meet professionals
in your geographic region and ask them about their career paths. Another approach is to research
position descriptions of job openings for your career goal position. Similar to this research study, a
set of competencies will emerge that can be used to develop career advancement strategies.
What goals and objectives will lead you there? After conducting some research and developing a
career outlook or vision statement, it is time to prioritize realistic goals and supporting objectives
that will lead to the ultimate career path goal—that dream job. Three to ﬁve goals should suﬃce.
Once a goal is attained, it can be replaced with more advanced goals as your career advances. Goals
should be challenging and should have SMARTS: be speciﬁc, measurable, actionable, realistic, timebound and stretch your current skills. Objectives are the action steps to be taken to obtain goals.
These strategies and tactics will change from year to year as you move closer to your ultimate goal.
Sample goals and objectives that may be included in an entry-level career plan may be:
Goal: To develop a professional portfolio of work in order to showcase skills and knowledge sets for
future employment opportunities.
Obj: Collect samples of past projects that show my best work. Include evaluation or results
from the project that a future employer would ﬁnd valuable.
Obj: Assess my samples for areas where I lack signiﬁcant work samples.
Obj: Volunteer to be part of a project team to gain work experience in my weaker areas.
Obj: Volunteer with a local community group to complete a project that increases my
experience in an area that I do not regularly practice in my job.
Goal: To specialize in a particular communication area for career advancement in that area, i.e.,
government relations.
Obj: If you do not work in a department that includes this area of expertise, make plans to
network with practitioners who do this type of work. If members of your department do
this type of work, ask to be assigned to a project to learn more about this area.
Obj: Participate in professional development opportunities with local professional
organizations to learn more about career advancement in this area.
Obj: Assess your current skills and the necessary skills for success in this area of expertise, and
then develop a plan for closing the gap between them.
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Goal: To earn professional accreditation.
Obj: Review accreditation requirements.
Obj: Network with accredited members of your organization and ask for advice in preparing
for the process.
Obj: Develop the necessary materials for review, i.e., portfolio of work, annotated resume.
Obj: Join an accreditation preparation group to study for the examination or develop an
independent study program to prepare for the examination.
It is also smart to consider the ﬁnancial implications of your career development plan. Will reaching
a goal require additional ﬁnancial resources on your part? For example, how much are you willing to
spend on continuing education experiences? Does your employer reimburse expenses for professional
development or reward community service? Part of setting smart goals includes giving yourself the
resources you will need to achieve these goals.
No plan is accomplished in a vacuum. As you develop your goals and objectives, include ongoing
feedback from supervisors and mentors as part of your development plan. These critiques allow you
to modify your professional development activities and assess your progress.
How often should I update this plan? The goals and objectives of a career development plan will
change as you advance toward your career path goal. Think of your career development plan as
you do an organizational strategic plan. It must be measured and evaluated on a regular (at least
annual) basis. Just as your supervisor will conduct an annual review of your work for the purposes
of organizational development and your individual development, you too should conduct an annual
review of your career plan. Some goals may be reached quickly and replaced with more challenging
ones. Other goals may take longer to reach due to the necessary years of experience required to attain
a goal like a promotion or professional accreditation. Assessing your performance toward your goals
periodically during the year also allows you to correct your plan if things are not going as originally
anticipated.
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8.0 METHODOLOGY (APPENDIX)

8.1 CONTENT ANALYSIS
Content analysis is a form of disciplined inquiry for “making inferences by objectively and
systematically identifying speciﬁed characteristics” of a communication (Holsti, 1969, p. 14). This
method is typically used for analyzing written texts, although in the social sciences it is particularly
popular for examining multi-media, including audio and video recordings as well as new converged
media. To conduct a content analysis on any body of information, the population sample is coded,
using one of two methods: conceptual analysis or relational analysis.
For this study of competencies and career maturity, a conceptual content analysis was conducted to
determine the frequency or expectation of particular concepts as addressed in the population sample
of position descriptions. Second, a relational content analysis was used to determine the relationship
between the concepts and a variety of levels of career maturity determined by the experience or
expertise expectations stated in the position descriptions. To reduce subjectivity in the conceptual
analysis, terms or concepts under review were deﬁned using an agreed upon body of knowledge of
communication (from discipline-respected authoritative sources). For this study, the literature review
in Chapter 3 provides deﬁnitions from the discipline of communication for career competencies.
The conceptual analysis was based on an eight-step model (deﬁned by Carley, 1993): 1. Determine
the level of analysis; 2. determine which concepts to code; 3. choose to code for existence or
frequency of a concept; 4. decide on how to distinguish among concepts; 5. develop rules for coding;
6. manage irrelevant information; 7. code the texts; and 8. analyze results.
To locate a wide selection of position descriptions, three prominent corporate communication
portals with job posting/recruitment section were used: IABC.com, myragan.com and
PRNewsonline.com. Duplicate announcements were eliminated, announcements for positions that
were not communication were eliminated (i.e., housekeeper), and then position descriptions were
researched through corporate and organizational web sites. When an extended description document
could not be found in the organization’s public presence, position descriptions were requested from
organizational oﬃcials or eliminated if no further information could be located. The ﬁnal population
included 514 position descriptions representing 409 organizations and 21 countries. Position
descriptions were collected at two times to generate a large sample of companies and organizations:
the week of 10 July 2008 and the week of 16 September 2008.
This project is a concept level analysis. Thirty-nine concepts were identiﬁed in the review of
literature. Distinct deﬁnitions for each concept are provided in the Codebook. The position
descriptions were analyzed for the existence or presence of these concepts. Rules for coding the
population sample are deﬁned in the Codebook. To increase the consistency of application, coding
was conducted by one researcher. Each text (position description) was coded for the existence of
the 36 concepts. Speciﬁc skills were coded as tactical skills or strategic skills. After coding for the
existence of concepts, texts were correlated by relational variables of expectations of expertise (year
of experience) and position (title and reporting relationship) to develop a matrix of expectations
by career maturity level. The analysis of data is presented in Chapter 4 with additional ﬁgures in
Chapter 7.
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Reliability of the single-coder model was established by conducting a reliability test (Lombard, et
al., 2008) with two outside coders. These coders were prepared for the interceding reliability test
by reading the literature review of the study and the deﬁnitions for the concepts in the codebook.
A sample of 30 items was pulled, both to code (the same 30 items). A percentage reliability test
compared the outside coder results to that of the researcher in this study, establishing a reliability
score of 0.98 among coders.
8.1.1 CODING
The process of developing a coding system is one of selective reduction based on a broader
understanding of the content, in this case the practices of corporate communication. By coding the
texts into meaningful and pertinent units of information, characteristics and skills inherent to the
expectations of the positions of corporate communicators at various levels of career maturity will
emerge. This coding catalog or codebook is based on the expectations and predictions for future
discipline growth identiﬁed in the literature review of this project. Thirty-nine concepts (skills and
characteristics) were identiﬁed from the literature review. The concepts were coded for existence or
presence based on level of expertise: tactical or strategic. For example, “writing a press release” is a
tactical skill in media relations, while “managing the media relations program” describes a strategic
skill. Existence of a concept was identiﬁed with 1 and non-existence with 0. Expertise of a skill or
concept was identiﬁed with the following codes: tactical = T, strategic = S.
This coding catalog includes a deﬁnition of the coding process and the terms and concepts under
investigation. Additional concepts were added to the catalog as these were identiﬁed by signiﬁcance
during the coding process.

8.2 THE CODEBOOK
The text of each position description was coded for the presence of each of the concepts and then
further coded for expertise as deﬁned above. The codes were maintained in a database for analysis.
8.2.1 DEMOGRAPHIC AND IDENTIFICATION
The demographic and identiﬁcation ﬁelds included identiﬁcation elements as well as some
expectations, such as level of education, years of experience and accreditation. These ﬁelds are job
title, company, industry, geographic location, type of job (full-time, part-time, contract), level of
education, years of experience, reporting alignment, and earned accreditation (i.e., APR or ABC
designation).
8.2.2 BEHAVIOR CHARACTERISTICS
For this study, behavior characteristics are deﬁned as those general employee characteristics that are
deﬁned as expectations of model employees, i.e., critical thinking, critical listening, punctuality,
attention to detail, ability to meet deadlines, ability to work well with others, good interpersonal
skills, a positive attitude, being a self-starter (showing initiative), “ability to be ﬂexible and handle
ambiguity,” etc. Examples of critical thinking behaviors included the ability of an individual to
critically evaluate their own work and that of others for accuracy and fairness, clarity, appropriate
style and grammatical correctness; intelligence; and the ability to think critically, creatively and
independently. Problem-solving skills are another example of critical thinking skills. General model
employee characteristics included initiative (being a self-starter), having a positive attitude, being
punctual, showing attention to detail, interpersonal communication skills, and the ability to work
well with others to achieve organizational goals.
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8.2.3 COMMUNICATION CONCEPTS
Dozier (1981) deﬁnes strategic skills or behaviors as those that involve expert prescription and
problem solving, managerial, supervisory, or advisory level skills. Tactical skills or behaviors as those
activities determined by managerial level associates and facilitate the process of communication and
are deﬁned as subordinate or advocate level skills.
Advocacy relations: public relations strategies and tactics used to advocate or inﬂuence attitudes and
behaviors; often associated with relationships with advocacy groups or governmental organizations
that will aﬀect the practice of the client or employer; lobbying and other public aﬀairs activities may
be included.
Business/ﬁnancial acumen: understanding business needs and drivers and communication’s role in
the satisfaction of business goals, general business literacy, the ability to engage in budgeting process
and ﬁnancial practices.
Business development: those activities associated with cultivating new business leads and referrals
that lead to new accounts for a ﬁrm or agency.
Change management: developing communication programming to address and communicate on
behalf of the organization during times of change and development. This includes internal and
external communication strategies.
Client relations: corporate communication activities directed speciﬁcally at developing and
maintaining relationships with organizational clients using communication and persuasion concepts
and strategies.
Communication management: the general process of managing communication strategies and
tactics to reach business goals; a strategic and interactive role within the senior leadership of the
company; understanding the impact of corporate communication across the company.
Communication planning: analyzing and planning communication approaches, including
identifying opportunities for clients; communicating in an integrated model, and developing
programs to build and maintain relationships.
Community relations: corporate communication activities directed speciﬁcally at developing and
maintaining relationships with citizens and groups within an organization’s geographic operating area
using communication and persuasion concepts and strategies.
Consumer relations: corporate communication activities directed speciﬁcally at developing and
maintaining relationships with consumers.
Corporate social responsibility: managing an organization’s socially responsible activities, such
as philanthropic eﬀorts, cause branding campaigns, employee volunteerism programs and other
sustainability eﬀorts.
Crisis communication: the functions associated with communicating on behalf of an organization
during a time of crisis, typically evidenced by the management of a crisis plan that includes
communication strategies designed to address organizational target publics.
Cultural literacy/diversity: a demonstrated understanding of the diversity of groups in a global
society in relationship to communication; diversity sensitivity, applying cross-cultural and crossgender sensitivity.
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Employee/internal communications: communication activities directed speciﬁcally at developing
and maintaining relationships with employees and internal audiences.
Ethical behavior/ethical decision making: demonstrating an understanding of professional ethical
principles and working ethically in pursuit of truth, accuracy, fairness, and diversity on behalf of the
organization and the practitioner.
Event planning and management: planning and implementation necessary for events that fulﬁll
objectives related to internal communication, public relations and marketing goals, i.e., trade
shows, receptions, seminars, annual meetings, recruitment fairs, sponsored events, cultural events,
community events, charity events.
Executive communications: coaching senior management; helping managers communicate well both
with internal and external publics.
Fluency in a foreign language: a high level of language proﬁciency in both written and oral
communication.
Fund-raising and grant writing: specialized persuasive writing skills associated with donor relations
in nonproﬁt organizations.
Government relations: communication activities on behalf of an organization or enterprise directed
speciﬁcally at developing and maintaining relationships with local, regional and federal governing
bodies that aﬀect the success of the organization. Public aﬀairs is widely deﬁned as “a function of
PR that works with governments and groups involved in setting public policy and legislation (may
involve lobbying eﬀorts)” (Whalen, 2005, p. 103).
Human resource management: managing people, programs and resources; talent management,
including the management activities of evaluating, motivating and counseling employees.
Investor relations: communication activities of publicly traded companies directed speciﬁcally at
developing and maintaining relationships with current and potential investors and investor media
representatives.
Issues management: strategic communication management addressing emerging trends, anticipating
and taking actions on concerns likely to have an impact on an organization and its stakeholder
groups.
Leadership skills: communication leadership skills include being a member of the executive
management of the organization; participation in corporate governance and developing policy,
initiating strategic communication programming in support of organizational goals and participation
in corporate transitions. Communication leadership includes building and managing multistakeholder relationships, building and managing trust, and deﬁning and instilling company values.
Managing volunteers: an extension of human resource activities, this includes recruiting, training
and supervising the activities of volunteers; this is typically a skill set associated with nonproﬁt
organizations.
Marketing communication: communication activities engaged to support the marketing of
the organization or promoting its agenda, including but not limited to audience segmentation,
marketing PR/product PR, brand management, brand alignment, and product advertising.
Media relations: communication strategy and tactics used to develop and maintain relationships
with mass media representatives in seeking publicity.
82

Appendix

□

Negotiating (negotiation): an interpersonal and group dynamics skill that requires diplomacy and
tact in balancing the needs of a number of parties to accomplish the goals of all. Give and take and
bargaining are expectations of the process with an end result that satisﬁes all parties as best possible
with the resources available. Negotiation is usually associated with conﬂict management or conﬂict
resolution.
New media acumen: understanding the impact, planning, and implementation of new media
technology to improve the internal and external communication and productivity of the enterprise;
monitoring and participation in the blogosphere; managing the corporate intranet and Internet;
monitoring and participation in other online media; monitoring new technologies; participation in
online social networking.
Presentation skills: understanding concepts and applying theories in the use of oral presentations
including images and information; the ability to deliver public presentations.
Professional development: membership and participation in professional organizations that represent
communication or the specialization of the employer; participation in professional conferences,
attendance at professional development programs and continuing professional education.
Project management: the skills associated with planning, implementing, and measuring any
organizational project that helps to meet organizational objectives, including the management of
tangible and intangible resources.
Publicity: see media relations
Recruitment and training: those communication activities used to encourage commitment by
employees and volunteers and developing necessary skills and quality of work from employees,
volunteers and peers.
Relationship building: the process of developing and maintaining relationships with speciﬁcally
segmented audiences (publics/markets) identiﬁed by the organization as strategic and necessary for
reaching organizational goals and objectives.
Relationships with vendors and agencies: the process of assessing capabilities of a vendor/agency
to meet communication needs, participating in vendor/agency selection, providing day-to-day
management and oversight of projects and raising issues when barriers surface.
Research/Measurement/Evaluation: communication research consists of both qualitative and
quantitative measures conducted to form communication strategies and tactics as well as evaluate
the eﬃcacy of strategies and tactics in reaching organizational goals. Corporate communication
is an integral part of the strategic planning process of the organization, and its programming is
developed from sound formative and evaluative research. This strategic planning is evidenced in the
segmenting and planning of programming to strategic publics. Research may be used for planning
and forecasting strategies. Popular concerns include measuring return on investment (ROI) and
strategic planning.
RFP process management: the management of the request for proposal process includes both a)
the activities associated with developing RFPs for the company and managing the responses and b)
collecting and constructing a proposal to respond to an RFP on behalf of the company as the vendor
soliciting work.
Trust and credibility: the need for organizations to improve communication credibility with
employees and external audiences. “The organization’s willingness, based upon its culture and
communication behaviors in relationships and transactions, to be appropriately vulnerable based on
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the belief that another individual, group, or organization is competent, open and honest, concerned,
reliable, and identiﬁed with common goals, norms and values” (Shockley-Zalabak, Ellis and Cesaria,
2000)
Visual communication skills: graphic design skills associated with publication and new media
production—photography, videography, publication design. This also includes identity management
such as graphic design standards maintained through the use of logos, slogans, and trademarked
identity marks.
Writing and editing skills: the ability to correctly and clearly write in forms and styles appropriate
for the communication profession, audiences and purposes they serve; informative and persuasive
writing.
Note: Some obvious concepts were not cataloged because the concepts represent a collection of the
concepts identiﬁed here or are a component of a concept already listed. For example:
Public relations: Whalen acknowledges that there are more than 500 deﬁnitions for the practice of
public relations. The most widely used deﬁnition states, “public relations is the deliberate, planned,
and sustained eﬀort to establish and maintain mutual understanding between an organization and
its publics” (BIPO as cited in Whalen, 2005, p. 103). For clariﬁcation, publics are any group of
people who have a stake in an organization’s activities. These groups can be formal and organized, or
random collections of people, like the general public.
Public relations is recognized in many of the concepts on the current list, i.e., media relations,
consumer relations, employee relations.
8.3 QUALITATIVE INTERVIEWS
Expert interviews were conducted with an international group of corporate communication
professionals regarding expectations of competencies at numerous levels of career development as
well as expectations of professional development and accreditation. In-depth or qualitative interviews
are designed to enter the perspective of the other person (Patton, 1987, p. 109). The quantity of
interviews conducted is less important than the depth and the insight that the experts provide.
The professionals represented the United States, Canada, Europe, Australia and South Africa.
Twenty-three communication professionals were invited to participate in qualitative interviews to
probe the core issues of this investigation. The ﬁnal population of respondents included accredited
(ABC, APR) and non-accredited individuals from the United States, Canada, Australia, Europe
and South Africa who represented government, nonproﬁt, agencies/consultancies and commercial
organizations. The respondents were responsible for both internal and external communication
domestically and internationally. (An attempt was made to reach respondents representing the
international regions of IABC.) Eighteen communication professionals were interviewed and asked
the following questions:
• When hiring entry-level communicators, what (are) is the most important characteristic(s)
you are looking for in a strong candidate? What advice do you have for new graduates or job
changers entering the ﬁeld?
• When hiring mid-career communicators, what is (are) the most important characteristic(s)
you are looking for in a strong candidate? What advice do you have for them in their career
development?
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• When hiring senior-level communicators, what is (are) the most important characteristic(s)
you are looking for in a strong candidate?
• What role does accreditation play in assessing candidates at the mid-career and senior-levels?
How important is accreditation in getting ahead on the career development ladder?
In response to these questions, respondents provided a list of skills and behavioral attributes similar
to those found in the content analysis of position descriptions and the studies reviewed in the
literature review. The experts used more subjective terms as compared to the language used in the
position descriptions. A presence-of-topic (concept) content analysis was conducted on interview
comments as a population.
8.4 LIMITATIONS OF THE STUDY
Since this study is based on a non-probability sample (available sample), the results and conclusions
drawn from the data represent a snapshot in time and may only be generalized to the sample
population. Additional implementation of this study design on a probability sample is suggested for
the future.
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Degree Discussions with Kwantlen PR Students and Grads, November 2009

Question: If Kwantlen was to develop a communications degree program in future suitable
for PR students, would you be interested in participating?




First year students: 19 out of 22 said yes. Second year students: 15 out of 22 expressed
interest. Total 34: Approx 77%
Grads surveyed via the grad e-mail list. Number of responses to question about degrees:
56. Number expressing interest in a Kwantlen degree: Total: 40: Approx 70%

Chart of Responses
Most definitely--especially if it were part-time or evening or online.
I may consider it and would certainly recommend it to others.
I would have stayed in the program if I could have gotten a degree. I think it would be an asset. I may
consider going back to get my degree if Kwantlen added it.

I would do my degree at Kwantlen if there was a distance learning option like with Royal Roads.
I went to RRU to finish off a degree in business. As many PR grads find reasonable employment after graduation, I like the
RRU working professional model of degree completion. Having afternoon or evening classes, doesn’t work for many
students, but the RRU model does. I also liked the fact that I could directly apply what I was learning at University to my
job as soon as It was conveyed to me and it was appropriate to use. While working and learning has its challenges, the
benefits do out way the costs.
I would definitely be interested in participating in a degree program in the future if it was offered through
Kwantlen. This would be more appealing to me then doing one through Royal Roads.

I would consider a BA in PR if it became a program that was more balanced and included this type of in-depth courses.
I would definitely enroll at Kwantlen should it decide to create a degree where this diploma could transfer in. I have
looked into several post-secondary institutes including SFU and Royal Roads but have not found them to give a
satisfactory number of credits for my Diploma, therefore have not pursued my degree anywhere as of yet. I live in Surrey
so should the Surrey or Richmond campuses decide to create a degree that would be the most convenient option. Having
completed 2 years of study I find it only fair that PR students should be able to transfer into the third year of a relevant
degree, which is an option most other programs offer. But that is where the problem lays, there is no relevant degree
offered locally. I hope that this idea is taken into serious consideration as I know many of my classmates feel the same as
me.
If Kwantlen offered a degree program I would have certainly considered it, however for me personally the move to Royal
Roads has yielded an exclusively positive experience for me. That being said, I am confident that several students would
have been much more inclined to further their education had a degree program been offered at Kwantlen.
Loved the program! Would definitely go back for degree if avail at Kwantlen.
I would be interested- I could say for sure that I would've pursued it if it was available when I went to school. Now I might
find it difficult to interrupt my career. Maybe to take a few refresher courses in specialized areas or part-time in the
evenings. (the economy is just too tight to be leaving good jobs right now).
I think that there are some students that would have definitely continued on in their studies if such an option was
available. However, I think that I would have still chosen to go to Royal Roads. I would have still gone to Royal Roads
because of the ability to complete it in one year, as well as it having a more prestigious reputation. However, it would
have been a decision that took significant consideration and I think that there will be an interest amongst my former
peers.
I do not want to go to Royal Roads for a year and the only way I can do their correspondence program is to take three
weeks off in August which is difficult for my employer to agree to. I was struggling with whether I should take the bridging
program at Kwantlen to get my BBA or follow through with journalism, however, neither of those are my focus. At this
point in time, I have applied for the Communications program at SFU, however, only three of my Kwantlen
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courses transfer.
If there were an opportunity for me to continue my Public Relations education at Kwantlen and obtain a degree through
that it would pretty much be the answer to my prayers. I think that there are a number of alumni who would be interested
in this. While the PR program has given me a wealth of PR knowledge, employers are still looking for applicants with
degrees and with the competitive market, it is something I will absolutely be working towards. Please keep me updated.
As it stands, it will most likely take me a number of years to complete my degree with SFU as I basically have to start from
scratch and intend on continuing my full time work. I loved the small class sizes and "in the industry" professors at
Kwantlen and most definitely would consider returning.
As I was in the journalism program, I don't believe I can provide you the answers for the first three questions. But for the
question about a PR degree at Kwantlen, I would say that I would be interested in it. Thank you for the job emails.
I am currently considering the Royal Roads degree, but if the Kwantlen program became an option in the near future, I
would consider it. Also, thank you for continuing to send the job opportunities. Although I am not seeking another job, I
always look at the opportunities in the market.
I would be extremely interested only if there was the option for me to do part-time studies and also through
correspondence. Being that I work and live so far away from campus it would be extremely difficult for me to put
everything on hold to come back but I would most definitely take this opportunity if it came up (I just hope all of my skills
that I may not utilize day-to-day come back to me fast enough to keep up with the program content.
Yes. I would definitely consider getting a degree through Kwantlen. (Especially with you coordinating the program.
You're obviously doing a fantastic job of keeping in communication with your grads.)
If Kwantlen developed a degree program I would enroll without a moment’s hesitation.
YES
I would have been interested in this program a few years ago. Now that I am working, I would choose a degree program
that allows me to work full time and take the degree by correspondence/online.
I have been waiting for Kwantlen to offer a degree program ever since I graduated. As I have a family and a job here in
Lower Mainland, it will be quite difficult for me to go to Royal Roads (even the long distance program is currently not
possible because of the two three-week on-site sessions they demand of their students). I hope that Kwantlen would
consider creating a full degree program for PR/communication studies. It would be ideal if it would be available both for
full-time and long-distance studies so that those of us with jobs and families would also be able to participate. I am sure
you would have a lot of people interested in the latter if it would be available.
I do have a degree from RRU...but I definitely would have thought about finishing my education at Kwantlen if they had
offered the appropriate courses.
No, but only because I already have a bachelor's degree (from before I took the program) that compliments my diploma. If
I didn't have a degree, I would definitely consider it.
Absolutely; I wish it was a degree program! I've been looking into going to Royal Roads, but would much rather stay local
and do it at Kwantlen. If they did change the program into a degree, I would consider going back and updating my skills.
I went to Royal Roads after Kwantlen and absolutely loved the experience. If I could have done two more years at
Kwantlen, including a couple of co-op work terms, I would have been very interested. Co-op and/or the option to take the
program online would be a big selling feature.
I am still unsure of my career direction, so am currently not committing to completing my degree even through
Royal Roads. Had a degree program been available when I entered Kwantlen, I still don't know if I would have selected it.
For me, I loved the 2-year program. I could learn skills to enter the work force. Gain the piece of paper, go out and work,
and decide from there what I choose to pursue further. If I were to pursue a degree program, I would love to see more
overlap in marketing, HTML and CSS, and also social media tools. Those are the things I'm encountering in my work place,
where I can see how I could benefit from them.
Definitely. I actually enrolled at Royal Roads and even moved to Victoria, but found the move to be difficult and
inconvenient and moved back. So, for me it would be great if Kwantlen transferred the PR Diploma into a degree. I would
enroll today. As a side note I find the jobs emails to be great. Shows Terri's commitment and interest in her students, great
teacher.
I would not hesitate to enroll for such a program. The two things that stopped me from furthering my education were
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relocating and funds. It would be great if Kwantlen could offer something similar to the Royal Roads program
The reason I chose Royal Roads for my degree was the flexible learning program. I am a single mom with a young son and
could not possibly quit my job to attend school. I like the 3-week practicum followed by online learning. If Kwantlen had
something like that, I would definitely be interested.
Most definitely! I would be very confident in participating in more education in the field of PR/communications at
Kwantlen.
I obtained an undergrad degree well before deciding to take the Kwantlen program, so I have no need of another. I could
have pursued a post-grad degree program elsewhere, but chose the Kwantlen program instead because of its excellent
reputation and strong practical orientation. (And I also completed the UVic PR Certificate program at the same time as I
was doing the Kwantlen program.) I understand that obtaining an undergrad degree is important, so I see that having the
option of completing a program that leads to a degree would be attractive to many - it's not relevant to me however.
I likely would have pursued a degree if I were able to continue at Kwantlen.
I would absolutely be interested in returning to complete a PR degree. Upon graduating I found my degree options to be
limited, since the program wasn't widely transferrable. Since it has become transferrable to Langara in the last few years, I
have gone onto complete my BBA in Marketing. Had a degree program been offered at Kwantlen I most certainly would
have stayed!
I would be very interested in a degree program with Kwantlen in the future.
I would definitely be interested in doing the degree program and would sign-up in a year!
I would definitely be interested, but would need to see a high component of sociology and anthropology classes included
in the degree program. These courses actually have a greater application WRT social media and current communications
then a course in how social networking works, which would then be out of date before the semester was through. This
new form of communications is happening at a speed not seen before. Things change daily, if not more often, and to have
a 1 hour block 2x a week for 3-4 months no longer meets the needs of people coming into the social networking world.
I was extremely interested in furthering my studies after completing the PR program at Kwantlen. I did apply to Royal
Roads but because of the distance and other personal reasons I gave up on the idea of acquiring a degree. If there ever is
such a degree program available at Kwantlen, I would be highly interested and may consider participating in.
I would without a doubt be doing whatever it took to be a part of the Kwantlen program. I have not pursued my degree
yet and I’m finding this asset to be fundamental in reaching “the next step” in my career. Kwantlen would be my first pick,
because of the experience I had in the Public Relations Program. The teachers, the lessons, the quality of teaching, and the
environment at Kwantlen was a truly amazing experience. Thank you.
I would definitely be interested in coming back to do the degree program, however, I could only do part time and online
options. I believe that the majority of grads would prefer these options.
No, probably not. But in general I could see a Kwantlen degree as preferable to Royal Roads due to its geographical
location.
YES!! Definitely. It would be extremely beneficial if the program was available part time, or through night classes to
accommodate those who are already working but want get a degree.
When I came to Vancouver, I already had two degrees. I wasn't looking for a four-year program, but a hands-on diploma
program, which I found in Kwantlen's PR program.
Yes, I would be interested in turning my diploma into a Bachelors degree. But it would be useful if it could be offered on a
part-time or online basis so I could continue working.
I would rather take the Kwantlen degree program because since I have finished my diploma with Kwantlen, might as well
finish the degree there, and it is closer to my house as well. I would hope that the Kwantlen program could be available
online/at nights as well for the people who are already working? Because that would be fantastic!
I’m not sure. I would like to get my degree, but my situation presently wouldn’t allow it. However, the on-line course
through Royal Roads may be a more suitable option because of the flexibility. However, I do gain more from being in a
class and having classmates and teachers sharing their opinions and information.
I would definitely consider it, depending on what credits would be transferable from the business admin program I had
already completed prior to the PR program. Additionally, I have several years of work experience and may find it hard to
go back to theory that I have already learned and am putting into practice, but in any case it sounds interesting and would
like to learn more about it.
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My schedule is very busy so the program would have to be flexible for me. I am now the Managing Director for a
company. I also do contract PR/Communications work for clients (when possible). Also have a 6 month old baby, so I try to
spend as much time with him as I can.
Yes, I would be interested in a degree program. But it would have to be night courses or correspondence classes over the
internet. I am sure most of us will still have to work.
I am currently attending RRU for the degree program so a degree program at Kwantlen is not of use to me. However, I
would have preferred to do it at Kwantlen if the program was accelerated much like the RRU program. (Ex. 3 years instead
of 4)
I am grateful to have transferred my Public Relations Diploma from Kwantlen to Royal Roads University as I feel I am
gaining a broad range of skills here and a much more "well-rounded" education than what I feel Kwantlen would have
been able to provide, therefore, I do not think I would have completed my degree at Kwantlen even if I had the option to.
Not at this time in my life - perhaps if I were younger or I could see a clear correlation between education and salary. I
don't intend to further my education in this area - perhaps an MBA, but that is based on a combination of my work and
educational experience.
I am a mature student so having two BAs is not useful for me. My next step will be to pursue an MA of some kind, either in
communications or business administration. Mature students have different needs than younger students. As mentioned,
I really benefitted from the skills-based learning classes.
For myself, since I already have a Bachelor of Arts (although not in Communications or PR), I would not pursue a degree in
Public Relations. My next step would be a Masters Degree.
No, next step for me would be an MBA. I would have been interested a few years back.
If Kwantlen developed a degree program I wouldn’t be interested in participating because I already have an
undergraduate degree and would most likely want to do a masters if I decided to do further schooling. I don’t think I
would have done a degree at Kwantlen if circumstances had been different since the campuses are far from where I live
and I would most likely have gone to UBC or SFU where friends of mine go to school.

Summary: There was a strong preference for the Royal Roads model of flexible learning (online, evenings, weekends,
summer institutes) so the grad can continue to work. It would appear from the grad responses that unless the degree
was based on flexible learning, the majority would not be interested in participating.
Grads also want the 60 credits of the PR Diploma Program accepted in full; no bridging courses; no generic “numbers”
courses; as well as flexible delivery options and they want a degree that is “worth doing” – i.e. is related to the field of
corporate communications with strong technical and industry content, not a general communications theory degree.
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SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

8

PRESENTED BY:

Marc Kampschuur

Issue:

Senate Standing Committee on the University Budget

For Information:

Scope
This report encompasses:
 SSCUB meeting November 16th
 Joint SSCAPP & SSCUB meeting January 18th
Guidance on SSCUB Mandate
The SSCUB received guidance from the President that the SSCUB can be influential through an
examination of areas that can increase revenues and/or reduce expenses such as
investigating and reporting on the:






Tolerance for tuition increases to increase revenue;
Potential for Continuing Education to provide a positive contribution margin;
Cost of research and implication for KPU;
Possibilities to reconfigure teaching to reduce expenses; and,
Opportunities to “work smarter not harder.”

The guidance presented suggests both a visioning and operational perspective that is not
anchored into an approach taken by other institutions. Current issues presented to the
committee include:





“Student Life”: its definition and whether this differs across institutions and/or campuses;
Campus Identity: the differing perspectives on KPU held across campuses, the
completeness of programs at a campus, and the developing concept of a “Federation of
Campuses”;
Strategic decisions to discontinue one activity to permit another activity to occur; and,
Political preference to direct funding at K‐12 and students rather than base funding for
post‐secondary institutions.

Summary of Institutional Reporting
To provide context in consideration of the budget the SSCUB received a presentation from
Kathleen Bigsby, Director, Institutional Analysis & Planning. Key points presented include:





~63% students are aged ≤23;
~60% students speak a language in addition to English;
~1/3 of students are full time with the remaining 2/3 part time;
GPA data from the Student Transition Project Database (requires 4 academic courses for
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inclusion) suggests that KPU has approximately same proportion of students without a
GPA average as the teaching university average and a lower proportion of high achievers
(GPA ≥75%, average is 26%, KPU is 20%). Note that % no GPA indicates that students did
not meet the requirements for inclusion in the database and thus provides no insight on
their academic achievement;
 There is a consistent shift in credentials obtained from diplomas to degrees; and,
 There is a consistent increase in summer enrolments with a current level across three
summer sections of approximately ½ of the fall enrollment.
To facilitate the understanding of basis of funding of domestic students and enrolment
targets, the SSCUB received an explanation of the FTE construct: 1 full time course load of 30
credits over an academic year (i.e. ten 3.0 credit courses). This construct is independent of
head count.
Budget Presentation
Harry Gray, VP Finance & Administration, presented the Draft 2013/2014 Operating Budget to
the SSCUB (attached) which contains:







Enrolment data
2011/12 comparisons of actual to budget
2013/14 environmental scan & budget strategies
2013/14 funding sources, budgeted expenses, budgeted revenues
2013/14 funding request criteria
2013/14 schedules for funding allocations delineated on the basis:
o Ongoing, one time only, and capital; and,
o Funded, funded if additional surplus, unfunded;
 2013/14 capital contributions

The Criteria for Requests/Review for the 2013/14 year consists of:
 New and newly‐launched degrees that meet the polytechnic mandate; priority given to
Academic Programs (Science and Design);
 Provincial Government. mandates for 2013/14 (ACA & student support); and,
 Growth of student base in selected faculties to establish viable upper year offerings.
Targeted programs are increasingly subject to Advanced Education (AVED) scrutiny in relation
to utilization rates and funding levels.
The Asks summed to approximately $10 million with approximately $1.2 available from the
1% budget decreases presented by faculties & operating units. An additional $600,000 is
available through tuition from new programming and $400,000 from the decrease in faculty
funding from top of scale to actual step. The concern was expressed that the budgetary
process produces large year‐end surpluses ($6 million 2011/12) which has an adverse effect
creative processes (no money so no point to dreams with a price tag), and budgeting (Asks are
selected on an individual and collective basis to fit within the available funds thus large,
interrelated, or time sensitive Asks may be unfunded).
The SSCUB requested 2012/13 comparisons of actual versus budget for the recurring
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$500,000 in capital funding to the VP Academic & Provost meant primarily to meet
contingencies. Accordingly it reflects the overall intent to roll out lean programs and
specifically budget for contingencies rather than rely on reallocations or excess funding (i.e.
the funding of all faculty at top of scale). As these funds were used for repairs & maintenance
and capital expenditures there was discussion whether these should be funded on a faculty /
operating unit basis through the budgeting process. The requested information will inform
future discussion.
Funds
The SSCUB discussed special purpose funds and received clarification that within a faculty
these are generally generated through faculty efforts for a particular purpose for which funds
are otherwise unavailable. Hence contemplation of their appropriation has to consider the
effect on students, faculty, and exertion of effort on similar objectives in the future.
The SSCUB also discussed the Polytechnic Mandate Fund. This BOG approved fund consists of
$1.3 million from the 2011/12 operating surplus established to fulfill KPU’s polytechnic
mandate. Terms of reference are under development by Finance and unfunded Asks may
qualify.
Processes
The turnover in SSCUB membership identified the need to support committee members with
information on budget processes and data. Committee members are requested to forward
suggestions to Lori Scanlan (who will forward these to SSCAPP & SSCUB chairs).
Among the outstanding issues are the process of the budget presentations by faculties &
operating units, communication with the university community, and access to budgetary
information.
Next Meeting
The next meeting is scheduled for 25 January 2013.

OPERATING BUDGET
2013-14
SENATE STANDING
COMMITTEE
PRESENTATION
JANUARY 2013

Open Presentations held
Nov. 2, 5 & 6, 2012
•

Presentations from Academic Areas included:
•
•
•
•
•
•
•
•
•
•

Faculty of Academic & Career Advancement
Faculty of Arts
Faculty of Business
Faculty of Community & Health Studies
Faculty of Design
Faculty of Science & Horticulture
Faculty of Trades & Technology
Institutional Analysis & Planning
Library Services
Research & Scholarship

Open Presentations held
Nov. 2, 5 & 6, 2012
•

Presentations from Administrative Areas
included:
•
•
•
•
•
•
•
•

Office of Advancement
Communications & Marketing
Facilities
General Counsel
Human Resource Services
Information & Educational Technology
Space Planning
Supply & Business Services

KPU Aggregate Enrolment Information
KPU fte Enrolment Trends
provided to Ministry
12,000
10,000
8,000

2008
2009

6,000

2010
2011

4,000

2012
2,000
0
Students (FTE – Domestic)

Students (FTE – International)

Total Student fte's

Students (FTE – Domestic)
Students (FTE – International)

Year Ended March 31
2008

2009

2010

2011

2012

9,038

9,346

9,890

10,195

10,538

501

518

687

818

845

KPU Faculty Enrolment Information
Domestic fte Trends by Faculty provided

to Ministry
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3,500
3,000
2,500
2,000
1,500
1,000
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0

2008
2009
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2011
2012

Domestic Student fte's by Faculty
Academic & career Advancement
Arts (formerly Humanities & Social Sciences)
Business
Community and Health Studies
Continuing Education & Professional Studies
Design
Science and Horticulture
Trades and Technology
Non Credential/Undeclared

2008
870
2,987
2,256
633
31
400
637
1,225

Year Ended March 31
2009
2010
871
468
3,051
3,480
2,447
2,701
553
644
46
410
335
600
887
1,367
1,303
72

2011
474
3,611
2,799
637
358
935
1,267
116

2012
428
3,773
2,965
630
24
360
1,088
1,233
37

KPU Budget to Actuals by Fund
(in millions)
Fiscal Year 2011‐2012 ‐ All Funds
Special Special
Operating Operating Ancillary Ancillary Purpose Purpose Capital Capital Consolidated
Budget
Actuals Budget Actuals Budget Actuals Budget Actuals
Budget
Revenue
Ministry grant
Domestic Tuition
International Tuition

$

$
Other revenues
Application & other fees
Ancillary
Total Revenue

71.2
35.0
8.9
43.9
3.6
3.8

$ 122.5

Expenses
Salaries
Benefits
Non Salary Expenses
Ancillary Operations
SPF Operations
Capital Operations
Capital Asset Amortization
Total Expenses
Allocations
Transfer in
Transfer out
Total Allocations

$
$
$

(0.7)
4.4
3.7

Total Expenses & Allocations

$ 123.8

Excess of Revenues over Expenses and
Allocations

$

$

84.3
18.3
17.5

70.8 $
35.3
11.1
46.4
5.1
4.8
127.1

‐

8.9
$ 8.9

(1.3)

8.3
8.3

2.2 $

2.3 $

‐

2.6

0.6 $ 7.4

$ 4.8

$ 2.9 $ 7.4

$

6.9

$ 6.9 $

81.5
17.5
17.8
7.1

$ 120.1

$

116.8

73.4 $
35.0
8.8
43.8
13.6
3.8
8.9
143.5 $

73.1
35.3
11.1
46.4
12.6
4.8
8.3
145.2

81.5
17.5
17.8
6.8
3.4
2.5
10.1
139.6
(18.7)
18.7
‐

4.8

3.4

$ 4.8

0.5
11.0
$ 3.4 $ 11.5

2.5
10.1
12.6

84.3
18.3
17.5
7.1
4.8
0.5
11.0
143.5

(7.6)
0.5
(7.1)

(5.1)
5.1
‐

6.8

Consolidated
Actuals

$ 7.1

6.8

(4.4)
12.7
8.3

0.7
0.7

(2.4)
3.4
1.0

‐

(4.3) $ (4.4)
2.1
(2.2) $ (4.4)

125.1

7.8

7.8

$ 4.8

$ 1.2 $ 7.1

5.5

143.5

139.6

2.0

1.1

0.5 $

‐

$ 1.7 $ 0.3

1.4

‐

5.6

Consolidated Budgeted Revenue by Fund
Focus of the 2013/14 budget presentation will be on the Operating Fund as
this is the major Fund for KPU and the majority of both the revenue (and
expenses) are recorded in this fund. As outlined in the chart below, the other
Funds are not of a significant nature and for the most part are restricted in how
the revenue is spent.
Consolidated Budgeted Revenue by Fund
(in millions)
$140.0
$120.0
$100.0
$80.0
$60.0
$40.0

2013/14

$20.0

Consolidated Fund Budgeted Revenue ( in millions)
Draft Approved
2013/14 2012/13
Operating
$ 128.6 $ 127.2
Ancillary
9.4
9.0
Special Purpose & Endowments
4.0
4.0
Capital
6.2
6.2

2012/13

$‐
Operating

Ancillary

Special
Purpose
Funds &
Endowments

Capital

Total

$ 148.2 $ 146.4

Current Situation
• Domestic enrolment continues to increase slightly
• International enrolment continues to increase
• Cost Drivers continue to rise
•

Salaries and benefits
•
•
•

•

Progression through the steps on salary grid
Benefit Premiums
Promotion through the ranks

Non Salary – increases from 1.5% to 3% depending on
services

• Fiscal Year Results for 2012-13
• Projected to have a small surplus
•

Institutional Contingency
•

Board mandate to increase from 5% to 6% of Operating Budget

External Pressures 2013-14
and Beyond
• Government Grants:
•
•

Has been 0, 0 for the past two years
-1.0% and -1.5% over the next two years

• Tuition and Mandatory Ancillary fees
•

Based on 2% domestic & 5% international tuition fee increase.

• No increase to Annual Capital Allowance – Deferred Maintenance
• Ministry mandates:
•
•
•

Increase of International fte’s by 50% 0ver next four years
Address and meet Developmental targets over next four years
Address and meet Nursing program targets over next four years

• Salaries and Benefits:
•
•

Last two years, i.e. 2009/10 & 2011/12, 0% & 0%
Mandate from Ministry for 2012/13 & 2013/14, % TBD

Budget Strategies Discussion
• Estimated new program revenue
• Investigate alternative revenue opportunities
• Streamline and Lean Services
• Identify institution-wide savings
• Fund salary negotiated salary increases through

administrative savings and incremental revenue
(Cooperative Gains Savings Plan)
• Faculty, school, divisional savings
• Faculties/Units to identify a 1% decrease to operating
budget for reallocation purposes

Kwantlen Polytechnic University
Senior Administration
Deliberations and
Recommendations

January 7, 2013

Funding Sources for 2013-14 Allocations
Options available for funding allocations:
• Tuition from New Programming
• No longer fund @ top of scale
• Faculties/Units - 1% decrease

Total Available

$ 600,000
$ 400,000
$1,200,000
$2,200,000

Operating Fund – Budgeted Revenues
Operating Fund Budgeted Revenue 2012/13
(% of Total)
Access &
Other
Other
Income, 3%
Student
Fees, 3%

Draft Operating Fund Budgeted Revenue 2013/14
(% of Total)
Access &
Other
Other
Income, 3%
Student Fees,
3%

International
Tuition, 9%

International
Tuition, 10%
Grants, 55%
Domestic
Tuition, 29%

Domestic
Tuition, 29%

Grants, 56%

Operating Fund Budgeted Revenue
(in millions)
$80.0
$70.0
$60.0
$50.0
$40.0
$30.0
$20.0
$10.0
$‐

2013/14
2012/13

Operating Fund Budgeted Revenue ( in millions)
Grants
Domestic Tuition
International Tuition
Access & Other Student Fees
Other Income
Total

2013/14 2012/13
$
70.5 $
71.2
37.1
36.8
12.8
11.2
4.3
4.3
3.6
3.6
$ 128.3 $ 127.1

Operating Fund – Budgeted Expenses
Draft Operating Budgeted Expenses (% of total)
Transfers to
Foundation &
Other Funds,
4%

Budgeted Operating Expenses (% of total)

For 2013 /14

Transfers to
Foundation
& Other
Funds, 4%

Non Salary
Expenses,
13%

For 2012/13

Non Salary
Expenses,
13%
Salaries, 67%

Benefits, 16%

Benefits,
15%

Salaries, 68%

Operating Fund Budgeted Expenses

Operating Fund Budgeted Expenses ( in millions)

(in millions)
$100.0
$80.0
$60.0
$40.0
$20.0

2013/14

$‐
Salaries

Benefits

Non Salary Transfer to
Expenses Foundation
& other
Funds

2012/13

Expenses ( in millions)
Salaries
$
Benefits
Non Salary Expenses
Transfer to Foundation & Other Funds
Total
$

Draft
Approved
2013/14
2012/13
87.2 $
86.3
20.0
19.2
17.1
16.9
5.4
5.6
129.7 $
128.0

2013/14 Criteria for Requests Review
Criteria used for rationalization of recommendations for
Ongoing Funding:
• New and newly-launched degrees that meet the polytechnic mandate; with a
priority given to Academic programs
• Provincial Government mandates for 2013/14 and on
• Enhancement of support and experience for students
• Growth of student base in selected faculties to establish viable upper year
offerings

2013/14 Ongoing Funding
Recommendations for Consideration
Academic Career & Advancement
Plan approved by the Ministry for meeting KPU’s developmental fte targets
• Academic & Career Prep - 1.75 instructional fte to achieve
growth of 23 developmental fte’s

$184,275

• Career Choice & Life Success – 0.60 instructional fte to
achieve growth of 15 developmental fte’s

$ 63,140

• English Language Studies – 3.0 instructional fte to achieve
growth of 40 domestic ESL fte’s
$ 315,800
• Program Support – 1.125 instructional fte to develop with
other faculties new developmental programs for delivery

$ 118,412

2013/14 Ongoing Funding
Recommendations for Consideration
Faculty of Design – Product Design
• 1.50 instructional and coordination fte

$157,000

• 2.50 program assistant and technical support

$118,250

• Non salary program support

$ 48,500

2013/14 Ongoing Funding
Recommendations for Consideration
Faculty of Science
• Supplies for upper levels labs

$ 55,000

• B.Sc. Sustainable Agriculture Degree - farm manager
& assistant (2 fte) to have a fully functional laboratory
farm by Fall 2014

$131,500

• B.Hort. Plant Health, Urban Ecosystems Degree –
instructional & course development (2 fte), admin staff
(2 fte) to support students in labs, and lab supplies

$361,160

2013/14 Ongoing Funding
Recommendations for Consideration
Faculty of Science – cont’d
• Instructional (0.25 fte), Lab Instructor (0.58 fte) & Admin
support (1 fte) for Langley campus biology laboratories

$100,653

• B.Sc. Biology Major Degree – faculty support (1 fte)
for program development

$105,300

• B.Sc. Health Science Degree – instructional (1 fte) to
teach 1000 level courses & develop upper level courses

$ 52,100

• Support for 4 additional lab sections to accommodate
increased enrolment for new Biology and Health Science

$ 24,800

• Support for ongoing service contract for GC/MS

$

4,600

2013/14 Ongoing Funding
Recommendations for Consideration
Student Affairs
• Decision was made to provide a guarantee for funding if required in
support of hosting the CCAA Women’s Soccer Championships
• Faculty (0.1 fte) & auxiliary (0.1 fte) coverage for the
area that supports students with disabilities

$19,400

• Aboriginal outreach & student recruitment activities

$25,000

• Support for Aboriginal student assistants

$17,000

Institutional Analysis & Planning
• Support for the Student Appraisal of Instruction process

$39,950

2013/14 Ongoing Funding
Recommendations for Consideration
Library
• Library resource funding to support new degrees

$35,000

• Joint initiative for an Institutional Repository

$39,100

Human Resource Services
• Administrative support to the Risk Group

$62,500

Information & Educational Technology
• Extension of service desk hours for students & staff

$55,800

Summary of Ongoing Recommendations
for Consideration
Breakdown of Recommendations by area:
• Support for Faculties

$1,840,491

86.2%

$
$
$
$

61,400
74,100
39,950
55,800

2.9%
3.5%
1.9%
2.6%

$

62,500

2.9%

• Other support for faculties & students
•
•
•
•

Student Affairs
Library
IAP
IET

• Support for administrative areas
•

Total Recommendations

$2,134,241

2013/14 Capital Recommendations
 Recommendation to continue to provide the same level of

support in the Capital Fund for:
• Library acquisitions
• IET technology
• IET infrastructure renewal
• Facility infrastructure renewal
• Major capital

$ 500,000
$ 800,000
$ 500,000
$1,000,000
$2,000,000

2013/14
Furniture, Fixture & Equipment
(FF&E)
 Recommendation to continue to provide the same

level of support for FF&E ($625,000):
•
•

VP Academic & Provost
VP Finance & Administration

$ 500,000
$ 125,000

2013/14
One Time Only Requests (OTO)
Recommendation is that all requests for One Time
Only funding be re-evaluated once the 2013 fiscal
year end numbers are available and funded from
operating surpluses if available.

Focus for Fiscal 2013-14 and Beyond
As provincial funding decreases, the University needs
to explore and develop:
•

Alternative revenue streams:
•
•
•
•

Revenue Generating
Professional and Continuing Studies
Contract Training
International Tuition

In addition, the University needs to keep its focus on:
•
•
•
•

Students
Quality
Efficiencies
Streamlining of processes

Schedule of proposed ongoing allocations and corresponding OTO, FF&E and Capital requests
Unit

Request

Faculty FTE

Staff and
Other FTE

Ongoing
Operating
Proposed

OTO

FF&E

Capital

Funding
request
Total
FY13/14
184,275

2nd cut
Proposed
amount
(Ongoing)
184,275

1st cut
Proposed
(OTO)
Considered
-

1

ACA

Academic and Career Prep Growth

1.75

-

184,275

-

-

-

2

ACA

Career Choice & Life Success

0.60

-

63,140

-

-

-

63,140

63,140

-

3

ACA

English Language Studies

3.00

-

315,800

-

-

-

315,800

315,800

-

Developmental - Other

1.13

Bachelor of Design, Product Design

1.50
-

4

ACA

30

Design

32
38

Design CSWSD project support
Sci/Hort Upper Level Multi Program Teaching/Research Lab

40

Sci/Hort B.Sc. Sustainable Agriculture Degree Continuation

1.00

41

Sci/Hort B.Hort Sc. Plant Health & B.Hort. Sc Urban Ecosystems Degree Continuation

2.00

43

Sci/Hort Langley Campus Biology Labs

0.83

44

Sci/Hort B.Sc. Biology Major Degree Implementation

2.00

45

Sci/Hort B.Sc. Health Science Degree Implementation

0.50

47

Sci/Hort Additional Physics Lab Sections

-

51

Sci/Hort Chemistry Lab Equipment and Maintenance

74

IET Extended Service Desk hours

87
90

IET Switch to BCNET
IAP Student Appraisal of Instruction - Budget Increase

94
100

Library Library Resources for New Degrees
Library Institutional Repository

-

2.00

-

-

118,413

118,413

141,300
-

55,000

-

40,000
-

505,050
84,700

323,750
-

-

106,000

175,000

336,000

55,000

281,000

131,500

-

207,000

338,500

131,500

207,000

170,800

170,800

-

-

100,000
84,700

-

-

105,300

-

-

52,100

-

-

-

24,800

-

-

-

-

4,600

-

-

-

55,800
395,600

-

-

-

39,950

-

-

15,000

54,950

39,950

15,000

-

-

35,000

-

-

196,458

231,458

35,000

100,000

-

112

SA Aboriginal Outreach and Student Recruitment

-

113

SA Aboriginal Student Assistant

-

HR Risk Management - Administrative Support

14.31

-

-

361,160

SA SSD Auxiliary

Total of Proposed Allocations

-

118,413
323,750
84,700

100,653

109

69

2.50
-

1.00

-

150,000

130,000
-

-

531,960

361,160

25,000

125,653

100,653

25,000

175,000

430,300

105,300

325,000

-

52,100

52,100

52,100

-

24,800

24,800

-

134,600

4,600

55,800
395,600

55,800
-

-

-

130,000
TBD

39,100

12,900

-

-

52,000

39,100

12,900

19,400

-

-

-

19,400

19,400

-

-

25,000

-

-

-

25,000

25,000

-

-

17,000

-

-

-

17,000

17,000

-

1.00

62,500

-

-

-

62,500

62,500

6.70

2,614,541

4,158,999

2,134,241

0.20

12,900

905,100

626,458

estimated sources of revenue for ongoing operations
additional revenue from new programs (estimated)
productivity gains
salary at top of scale (estimated)
1% reallocation

1,503,500

(600,000.00)
(400,000.00)
(1,200,000.00)
(2,200,000.00)
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Schedule of OTO, FF&E and Capital requests CONSIDERED FOR FUNDING FROM YE SURPLUS
Unit

16
31
37
46
48
53
63
66
68
75
76
78
83
85
86
95
96
98
99
108
118
127

Arts
Design
Design
Sci/Hort
Sci/Hort
Sci/Hort
Trades/Tech
Facilities
Facilities
IET
IET
IET
IET - Service Capacity
IET - University Wide
IET - University Wide
Library
Library
Library
Library
SA
SA
Space Adm

Request

Strengthening Arts - Ongoing Program Costs: IT and Capital Costs
Post-Baccalaureate in Technical Apparel
Furniture & Equipment Request - e classrooms
Environmental Protection - EPT Lab Equipment Update
Physics Lab Equipment Renewal
Science/Hort & ISH - CRC and Industrial Research Chairs
Capital Equipment Replacement Program
Landscape Improvement
Schedule C - FF&E Request
Voicemail Replacement
Eliminate DiDs
SharePoint Support
eClassroom Upgrade
Library Systems Upgrade
Student Services Mobile Technology Strategy
Enhance Library Online Presence to Improve Student Experience
Extended Library Hours at Surrey & Richmond during Exam Periods
Learning Center - Pony Wall Constructed between Learning Centre and Library
Learning Center - Chairs for Richmond Learning Center
CCAA Women's National Soccer Championships
Domestic Student Diversification
Administrative support
Total of Considered for Funding from YE Surplus

Faculty FTE

Staff and
Other FTE

1.25
1.00
-

1.00
0.60
1.60

Ongoing
Operating

210,800
45,000
30,000
5,250
17,700
33,000
30,446
372,196
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OTO

FF&E

Capital

45,000
57,700
15,000
150
53,611
171,461

175,986
20,000
74,700
33,052
15,800
50,000
45,000
18,816
75,000
9,668
518,022

75,000
50,000
9,550
6,000
140,550

Funding
request
Total
FY13/14
175,986
230,800
74,700
33,052
15,800
50,000
45,000
90,000
18,816
75,000
50,000
57,700
75,000
9,550
45,000
5,400
17,700
6,000
9,668
53,611
33,000
30,446
1,202,229

2nd cut
Proposed
amount
(Ongoing)
-

1st cut
Proposed
(OTO)
Considered
175,986
38,000
74,700
33,052
15,800
50,000
45,000
45,000
18,816
75,000
50,000
57,700
30,000
9,550
15,000
5,250
17,700
6,000
9,668
53,611
33,000
30,446
889,279
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Schedule of ongoing allocations and corresponding OTO, FF&E and Capital requests CONSIDERED & NOT FUNDED AT THIS TIME
Unit

5
6
7
8
9

ACA
ACA
ACA
ACA
Arts

10
11

Arts
Arts

12

Arts

13
14

Arts
Arts

15

Arts

17
18
19
20
21
22
23
24
25
26
27
28
29
33
34
35
36
39
42
49
50
52
54
55
56
57
58
59
60
61
62
64
65
67

Arts
Business
Business
Business

Request

Community Liaison Position
Administrative Support Position
Learner Support
Request for 6 computers for Continuous Intake ABE Classrooms, 4IPads & a Macbook for
Educ Studies & Counseling courses.
Building Arts - Arts Profile in the community: One Year appointment for Third Associate
Dean
Building Arts - Arts Profile in the community: Event Funding
Building arts - Continue roll-out of upper level in new flagship programs supported in
FY12/13 budget Bachelor of Fine Arts, Visual Arts
Building arts - Continue roll-out of upper level in new flagship programs supported in
FY12/13 budget Bachelor of Music, Musical Arts
Strengthening Arts - Space Schedule D
Strengthening Arts - Ongoing Program Costs: Student Assistant Costs BSc Psych Lab
Support
Strengthening Arts - Ongoing Program Costs: Student Assistant Costs Student Assistant
Salary for Anth Field School
Program Coordination - Criminology Programs and Bachelor in Policy Studies &
sustainability
Development and Implementation of Post Bacc Certificates & Diplomas - Canadian Legal
Systems Certificate
Development and Implementation of Post Bacc Certificates & Diplomas-Operations
Diploma
Development and Implementation of Post Bacc Certificates & Diplomas - Finance Diploma

Business Development and Implementation of Post Bacc Certificates & Diplomas - Public Relations
Diploma
Business Development and Implementation of Professional Studies Programs - Program
Development
Business Support for Student Engagement
Business
Business
CHS
CHS
CHS
CHS
Design
Design
Design
Design
Sci/Hort
Sci/Hort
Sci/Hort
Sci/Hort
Sci/Hort
Sci/Hort
Sci/Hort
Trades/Tech
Trades/Tech
Trades/Tech
Trades/Tech
Trades/Tech
Trades/Tech
Trades/Tech
Trades/Tech
Comm/Mark
Facilities

Staffing to support Growth of School of business
Demand Sections Rolled into Base Budget
BSN PB - Faculty Release
BPN - Faculty FTE
BSN - Additional 16 Student Intake
Furniture for Student gathering places and CAHS open office completion.
50% Educational Advisor
Continuing Education Development OTO
International Recruitment and Marketing
Design Symposium
Associate Dean of Science
Summer Semester Pilot
Class Size Adjustment in Horticulture Mechanics
Additional Mathematics Service Courses
Institute for Sustainable Agriculture Staff
B.Sc. in Applied Mathematics Degree Implementation
B.Sc. Physics for Modern Technology Major Degree Implementation
Metal Fabrication, CODA Program
Director Industry Services/External Relations
Coordinator Program Support and Inventory
Essential Skills - Student Development
University Initiative hosted by the Office of the Dean; Skills Canada Regional
Program Development - Diploma in Trades
Manager Student Transition
Faculty Council; Capital Equipment Requests for Existing Programs
Manager Position
Renovations to create additional classrooms

Faculty FTE

-

Staff and
Other FTE

Ongoing
Operating

1.00
1.00
-

75,000
61,513
5,000
-

-

-

-

-

-

0.25

-

0.50
-

-

-

112,700

Capital

-

Funding
Request
Total
FY13/14
75,000
61,513
5,000
14,000

-

-

-

-

112,700

-

-

14,000

2nd cut
Proposed
amount
(Ongoing)
-

1st cut
Proposed
amount (OTO)
-

-

-

-

31,000
27,300

-

-

57,600

-

-

-

57,600

-

-

7,800

-

-

-

7,800

-

-

12,300

-

-

-

12,300

-

-

-

-

52,600

-

-

?
52,600

-

-

-

-

-

-

-

-

-

-

-

97,418

-

-

-

97,418

-

-

108,884

-

-

-

108,884

-

-

10,600

-

-

69,384

-

-

-

13,100

-

-

13,100

-

-

-

266,947

-

-

266,947

-

-

-

-

50,000

-

-

-

135,677
1,434,363
158,300
210,600
189,520
15,000
34,800
25,000
50,000
10,000
135,700
67,963
43,150
26,300
105,300
303,624
107,950
196,500
10,000
107,950
73,400
2,092,668
77,400
350,000

-

-

58,784

0.85
2.00
1.80
0.50
0.38
0.63
0.25
1.00
1.00
1.00
1.78
0.98
-

-

FF&E

31,000
27,300

0.50

OTO

1.00
1.00
1.00
-

50,000
1,434,363
152,300
210,600
189,520
34,800
25,000
50,000
10,000
135,700
67,963
43,150
26,300
105,300
191,624
196,500
10,000
73,400
77,400
-
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135,677
107,950
107,950
-

6,000
15,000
112,000
-

2,092,668
350,000
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Schedule of ongoing allocations and corresponding OTO, FF&E and Capital requests CONSIDERED & NOT FUNDED AT THIS TIME Cont'd
Unit

70
71
72
73
77
79
80
81
82
84
88
89
91
92

93
97
101
102
103
104
105
106
107
110
111
114
115
116
117
119
120
121
122
123
124

Request

Faculty FTE

Staff and
Other FTE

1.00
-

1.00
0.40
0.20

HR Printing of Emergency contact numbers and Equipment for Emergency Ops Centre
HR
HR
HR
IET
IET
IET
IET - Service Capacity
IET - Service Capacity
IET - University Wide
IAP
IAP
IAP

Emergency Planning - Kuali Ready Subscription
Security - Renovations
Fire Safety
Video Conference Support
Renovation - IET Surrey
Capital Plan Request - IET Surrey
Server Capacity Upgrade
Network Administrator Position
Records Manager
Research Assistant Position increase
Manager, Strategic Research Position Increase
Program Review: Action Plans ($5,000 per program); was described as “ongoing” in FY
09/10 allocation
IAP Program Review: increased allocation for external review from $13,600 to $15,400 in
FY13/14 increasing to $28,600 in FY15/16 (12 – 14 programs per year @ $2,200)

IAP
Library
Advancement
Advancement
Advancement
Advancement
ORS
ORS
ORS
SA
SA
SA
SA
SA
SA
SA
SA
SA
Supply
Secretariat
Secretariat

Program Review: reinstate .5 program review facilitator
Regularize AV/Circulation Staff Position Surrey & Richmond
Director of Alumni Relations and budget increase
Matching funds
Foundation Board operating funds
Support position to work with External Affairs and Alumni
Time Release in Support of Research
Request for 2 workstations
Administrative Assistant, Improving Service
Counseling Operating Budget
SAFA Financial Aid Assistant Top up to Full Time
Student Life Program Assistants
Coop Education Assistant
Coop Expansion Research
Career Services Advisor
International Education Week
International Student Peer Mentoring
International Student Orientation
Replace current fleet of University MFD / Copiers
Privacy Officer
University Secretariat - Scanning of Educ Council/Senate Mtg Records by E Scan Data Ltd

-

-

-

125
126

Secretariat University Secretariat - Consultant to catalogue and categorize existing policies .5 staff
FTE
Secretariat FY 2013/14 Furniture & Equipment Capital Request
Total of Considered and Not Funded
Total of All Requests

Ongoing
Operating

5,000

11,000
29,800
67,000
86,800
24,000
18,000
50,000

-

1,800

-

FF&E

55,000
-

Capital

75,000
244,100
555,000
80,000
-

Funding
Request
Total
FY13/14
5,000

2nd cut
Proposed
amount
(Ongoing)
-

1st cut
Proposed
amount (OTO)
-

11,000
75,000
55,000
29,800
244,100
555,000
80,000
67,000
86,800
24,000
18,000
50,000

-

-

-

1,800

-

-

-

45,000
14,700
160,000
15,000
60,000
210,600
10,000
57,700
4,000
15,000
61,463
50,195
26,325
54,625
15,000
16,700
7,500
485,184
66,400
2,000

-

-

-

10,500

-

-

-

-

-

1.00
1.00
0.30
1.00
1.00
4.00
1.00
0.85
0.50

45,000
14,700
160,000
15,000
60,000
210,600
57,700
4,000
15,000
61,463
50,195
26,325
54,625
15,000
16,700
7,500
66,400
-

2,000

-

10,000
485,184
-

-

2.25

OTO

0.50
1.60

10,500

-

4,795,127

825,024

2,800
699,984

3,396,768

2,800
9,716,903

7,781,864

1,009,385

2,123,106

4,163,776

15,078,131
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2,134,241

2,392,779
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SENATE
MEETING DATE:

January 28, 2013

AGENDA #:
PRESENTED BY:

10.1
Wade Deisman

Issue:

Revision to Election Rules

For information:

The Senate Governance Committee discussed wording in the Election Rules at its
December 3, 2012 meeting. The wording in question occurs under “Eligibility to Run for
Office or Vote” and affects the Board and Senate Faculty and Professional Support Staff
sections. This wording has been deleted as shown below and the entire revised document
is attached for context.

ELIGIBILITY TO RUN FOR OFFICE OR VOTE
FACULTY

BOARD
The faculty representatives shall be elected from the faculty at large, with all faculty
members who have appointments consistent with the term of office entitled to stand for
election. A faculty member who is also employed as a professional support staff member
may only vote and stand for election in one category. Faculty members must declare to
the Registrar in which category they wish to stand for election and vote.

SENATE
Two (2) faculty members, whose appointment is consistent with the term of office, from
each Faculty will be elected by the members of that Faculty. Elections for each
representative shall be limited to faculty members in that particular Faculty.

A faculty member whose appointment crosses two (2) or more Faculties may only be
nominated to represent one (1) of the Faculties. Faculty members must declare to the
Registrar in which Faculty they wish to stand for election and vote. A faculty member who
is also employed as a professional support staff member may only vote and stand for
election in one category. Faculty members must declare to the Registrar in which category
they wish to stand for election and vote.

There are seven Faculties for purposes of these elections:
Faculties

Page 2

Faculty of Arts
Faculty of Design
Faculty of Business
Faculty of Academic and Career Advancement
Faculty of Community and Health Studies
Faculty of Science and Horticulture
Faculty of Trades and Technology
PROFESSIONAL SUPPORT STAFF

BOARD
One (1) professional support staff representative shall be elected from the membership at
large, with all staff members on the voters list being entitled to stand for election. A
professional support staff member who is also a faculty member may only vote and stand
for election in one category. Professional support staff members must declare to the
Registrar in which category they wish to stand for election and vote.

SENATE
Two (2) positions shall be elected to represent the membership at large. Any professional
support staff member on the voters list may stand for election. A professional support
staff member who is also a faculty member may only vote and stand for election in one
category. Professional support staff members must declare to the Registrar in which
category they wish to stand for election and vote.

For Approval:

THAT Senate approve revisions to the Election Rules, removing wording regarding faculty
members employed in the professional support staff category and a professional support
staff member who is also a faculty member in the section “Eligibility To Run for Office or
Vote”.

ELECTION OF REPRESENTATIVES TO THE UNIVERSITY BOARD AND SENATE
RULES AND REGULATIONS

___________________________________________________________________________
REPRESENTATION
BOARD OF GOVERNORS
The University Act provides for the election or appointment of representatives to the Board of Governors as follows:

Member
Category

Number

Term
(Years)

Chancellor

1

3

President
Community representatives

1
6

Indefinite
up to 3

Students
Professional Support Staff
Faculty Members
Alumni Association Nominees

2
1
2
2

1
3
3
up to 3

Membership By
First Chancellor
appointed by Board 2008
Appointed by the
Lieutenant Governor in
Council
Election
Election
Election
Appointed by the
Lieutenant Governor in
Council

SENATE
The University Act provides for the establishment of a Senate, comprised of the following voting members:
Member
Category
Chancellor
President
Academic Vice President
Deans of Faculties
Chief Librarian
Registrar
Faculty Members
Students
Professional Support Staff
Alumni Member

Board Appointee

University Board of Governors & Senate. – Rules & Regulations

Number
1
1
1
7
1
1
14
4
2
1

1

Term
(Years)
3
Indefinite
Indefinite
Indefinite
Indefinite
Indefinite
3
1
3
3

1

Membership by
Legislated
Chair of Senate, Legislated
Legislated
Legislated
Legislated
Legislated (non-voting)
Election
Election
Election
Appointed by President on
nomination by the alumni
association
Appointed by the Board
(non-voting)
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Senate approved Jan 26, 2009
Revised January 20, 2010 for consistency with the University Act
Revised June 25, 2012
Revised September 24, 2012
Draft revision December 17, 2012

DEFINITIONS
“Professional Support staff” means employees of the University who are not officers of the University, deans, chief
librarian or faculty members (from the University Act).
“Faculty” means an educational administrative division of a university constituted by the board as a Faculty, or the
dean and faculty members of a Faculty, as the context requires (from the University Act).
“Officers” of Kwantlen Polytechnic University includes the President, Vice Presidents, Associate Vice Presidents,
and the University Secretary.
“Faculty Member” means a person employed by the university as an instructor, lecturer, assistant professor, associate
professor, professor or in an equivalent position designated by the Senate (from the University Act).

ELECTIONS
The Registrar is responsible for conducting all elections, as specified in the University Act. Decisions made by the Registrar
concerning the enforcement of the election rules and regulations are final. The election of faculty, professional support staff
and student representatives shall normally be scheduled in the spring of each year.
The elections shall be conducted by an on-line ballot.
Candidates shall not be present when eligible voters are voting and shall not provide an electronic device to voters for the
purpose of voting.

TERMS OF OFFICE
BOARD
The term of office of faculty and professional support staff representatives on the Board shall be three (3) years,
normally commencing on September 1 of the year in which they were elected until a successor is elected or
appointed. The term of office of student representatives on the Board shall be one (1) year, commencing on
September 1 of the year in which they are elected.
A faculty member elected to the University Board must have an appointment, consistent with the term of office from
the faculty. If an elected faculty member’s appointment with the University is terminated for any reason, the position
will be declared vacant.
A professional support staff member elected to the University Board must be employed continuously for the entire
three (3) year term of office. The term of employment must be for at least ten (10) months each year. If an elected
professional support staff member’s employment with the University is terminated for any reason, the position will
be declared vacant.
A student elected to the University Board must be enrolled in good standing for a period consistent with the term of
office. Good standing is defined as having no current notations on the student’s records related to academic standing,
student conduct or outstanding fees that would prevent a student from being enrolled. If an elected student’s
enrollment is terminated for any reason, the position will be declared vacant.

SENATE
The term of office of faculty and professional support staff representatives on the Senate shall be three (3) years,
normally commencing on September 1 of the year in which they were elected until a successor is elected or
appointed. The term of office of student representatives on the Senate shall be one (1) year, commencing on
September 1 of the year in which they were elected.
A faculty member elected to the Senate must have an appointment, consistent with the term of office, within an
educational administrative division of the University constituted by the board as a Faculty. If an elected faculty
member’s appointment with the University is terminated for any reason, the position will be declared vacant.
A professional support staff member elected to the Senate must be employed continuously for the entire three (3)
year term of office. The term of employment must be for at least ten (10) months each year. If an elected
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professional support staff member’s employment with the University is terminated for any reason, the position will
be declared vacant.
A student elected to Senate must be enrolled in good standing for a period consistent with the term of office. Good
standing is defined as having no current notations on the student’s record related to academic standing or student
conduct or outstanding fees that would prevent a student from being enrolled. If an elected student’s enrollment is
terminated for any reason, the position will be declared vacant.

VOTERS LIST
FACULTY
BOARD
The voters list shall be comprised of all faculty members. All faculty members with a current appointment during the
period of election will be eligible to vote.
The voters list for a faculty election will be provided by Human Resource Services. The voters list will be arranged
alphabetically by surname. A copy of the voters list will be available for viewing at Surrey, Richmond and Langley
campus Enrolment Services offices, as well as in the Dean’s Office on the Cloverdale campus once an election or byelection has been called.

FACULTY
SENATE
The voters list shall be comprised of all faculty members with appointments within educational administrative
divisions of the University constituted by the board as a Faculty. All faculty members with a current appointment
during the period of election will be eligible to vote.
The voters list for a faculty election will be provided by Human Resource Services. The voters list will be arranged
alphabetically by surname. A copy of the voters list will be available for viewing at Surrey, Richmond and Langley
campus Enrolment Services offices, as well as in the Dean’s Office on the Cloverdale campus once an election or byelection has been called.

PROFESSIONAL SUPPORT STAFF
BOARD AND SENATE
The voters list shall be comprised of all professional support staff who are not officers of the University, deans, chief
librarian or faculty members. Professional support staff who have an appointment consistent with the term of office
will be eligible to vote. The term of employment must be for at least ten (10) months each year.
The voters list for a professional support staff election will be provided by Human Resource Services. The voters list
will be arranged alphabetically by surname. A copy of the voters list will be available for viewing at Surrey,
Richmond and Langley campus Enrolment Services offices, as well as in the Dean’s Office on the Cloverdale
campus once an election or by-election has been called.

STUDENTS
BOARD AND SENATE
The voters list shall be comprised of all students in credit programs who are registered in at least one (1)
course and/or enrolled in a recognized program and whose tuition and other fees are paid in full at the time of
the call for election.
The voters list for a student election will be provided by the Registrar. The voters list will be arranged numerically by
student number. A copy of the voters list will be available for viewing at ALL campus Enrolment Services offices
once an election or by-election has been called.
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ELIGIBILITY TO RUN FOR OFFICE OR VOTE
FACULTY
BOARD
The faculty representatives shall be elected from the faculty at large, with all faculty members who have
appointments consistent with the term of office entitled to stand for election. A faculty member who is also
employed as a professional support staff member may only vote and stand for election in one category. Faculty
members must declare to the Registrar in which category they wish to stand for election and vote.
SENATE
Two (2) faculty members, whose appointment is consistent with the term of office, from each Faculty will be elected
by the members of that Faculty. Elections for each representative shall be limited to faculty members in that
particular Faculty.
A faculty member whose appointment crosses two (2) or more Faculties may only be nominated to represent one (1)
of the Faculties. Faculty members must declare to the Registrar in which Faculty they wish to stand for election and
vote. A faculty member who is also employed as a professional support staff member may only vote and stand for
election in one category. Faculty members must declare to the Registrar in which category they wish to stand for
election and vote.
There are seven Faculties for purposes of these elections:

Faculties
Faculty of Arts
Faculty of Design
Faculty of Business
Faculty of Academic and Career Advancement
Faculty of Community and Health Studies
Faculty of Science and Horticulture
Faculty of Trades and Technology

PROFESSIONAL SUPPORT STAFF
BOARD
One (1) professional support staff representative shall be elected from the membership at large, with all staff
members on the voters list being entitled to stand for election. A professional support staff member who is also a
faculty member may only vote and stand for election in one category. Professional support staff members must
declare to the Registrar in which category they wish to stand for election and vote.

SENATE
Two (2) positions shall be elected to represent the membership at large. Any professional support staff member on
the voters list may stand for election. A professional support staff member who is also a faculty member may only
vote and stand for election in one category. Professional support staff members must declare to the Registrar in
which category they wish to stand for election and vote.

STUDENTS
BOARD
Two (2) positions shall be elected to represent the membership at large. A student elected to the Board must be
enrolled in good standing for a period consistent with the term of office. Good standing is defined as having no
current notations on the student’s record related to academic standing or student conduct or outstanding fees that
would prevent a student from being enrolled. If an elected student’s enrollment is terminated for any reason, the
position will be declared vacant.
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SENATE
Four (4) positions shall be elected to represent the membership at large. A student elected to Senate must be enrolled
in good standing for a period consistent with the term of office and shall not be an employee of the University. Good
standing is defined as having no current notations on the student’s record related to academic standing or student
conduct or outstanding fees that would prevent a student from being enrolled. If an elected student’s enrollment is
terminated for any reason, the position will be declared vacant.

NOMINATIONS
Nomination papers will be available from the Enrolment and Registrar Services office on all campuses once a call for election
has been made. Instructions and deadlines for the receipt of nominations will be made available at the same time. The
nomination period is typically two weeks. The close of nominations shall be four weeks prior to the date of the election.
Original copies of the nomination must be in the hands of the Registrar by the date and time established for the close of
nominations. No exceptions will be made.
If only as many candidates are nominated for the senate as are required to be elected, the candidates are declared to have been
elected.
The election will be held no less than four weeks after the close of nominations.
A nomination paper is not valid unless at least four weeks before the date of the election it is delivered to the office of the
Registrar, or if sent by mail, is received by the Registrar.
FACULTY
Each candidate shall be nominated in writing, the nomination to be signed by three (3) persons from that Faculty
entitled to vote in the election of the senate. Nominations for persons who are not on the voters list or for whom
there are not at least three (3) co-signers who are on the voters list will be disallowed. The registrar will immediately
send a written notice of nomination to each person nominated as a candidate for membership in the senate, with a
request that the candidate forward to the registrar information about the following:
(a) The candidate’s degrees and the dates of them
(b) The candidate’s occupation and credentials
(c) Offices held by the candidate at a university or any other organization
(d) The candidate’s other professional or business interests
(e) The candidate’s publications
PROFESSIONAL SUPPORT STAFF
Each candidate shall be nominated in writing, the nomination to be signed by three (3) professional support staff
members on the voters list and by the nominee indicating a willingness to run for election. Nominations for persons
who are not on the voters list or for whom there are not at least three (3) co-signers who are on the voters list will be
disallowed.
STUDENTS
Each candidate shall be nominated in writing, the nomination to be signed by three (3) students on the voters list and
by the nominee indicating a willingness to run for election. Nominations for persons who are not on the voters list or
for whom there are not at least three (3) co-signers who are on the voters list will be disallowed.

CANDIDATE LISTS
Candidate lists for each election will be posted on all campuses and on-line where applicable no later than three (3) working
days following the close of nominations.

University Board of Governors & Senate. – Rules & Regulations

Page 5 of 7
Senate approved Jan 26, 2009
Revised January 20, 2010 for consistency with the University Act
Revised June 25, 2012
Revised September 24, 2012
Draft revision December 17, 2012

CAMPAIGNING
Candidates may campaign from the day the candidate list is posted until the close of polling. All candidates are required to act
with honesty and integrity and conduct themselves in a professional and dignified manner in their campaigns. Fair play rules
will apply. Campaigning must be done on the individual’s own time and the cost of the campaign materials must be borne by
the candidate. The Registrar as Chief Returning Officer has the necessary authority to take action as is deemed appropriate.
Candidates shall not be present when eligible voters are voting nor provide an electronic device to voters for the purpose of
voting. Candidates are responsible for the removal of all posters and other campaign material immediately following the close
of the elections.

COUNTING OF BALLOTS
For on-line elections, the counting of ballots occurs automatically by the system.
In the event of a tie between two or more candidates for an office, the Senate must cast the deciding vote. Random selection
will occur in the event of a tie for the Board of Governors election.

DECLARATION OF ELECTION
BOARD
FACULTY
The successful candidate shall be the candidate with the greatest number of votes. If only as many candidates are
nominated as are required to be elected, the candidates are declared to have been acclaimed.
PROFESSIONAL SUPPORT STAFF
The successful candidate shall be the candidate with the greatest number of votes. If only as many candidates are
nominated as are required to be elected, the candidates are declared to have been acclaimed.
STUDENTS
The successful candidates shall be the two (2) candidates with the greatest number of votes. If only as many
candidates are nominated as are required to be elected, the candidates are declared to have been acclaimed.

SENATE
FACULTY
The successful candidate for each position shall be the candidate with the greatest number of votes for their
Faculty. If only as many candidates are nominated as are required to be elected, the candidates are declared to have
been acclaimed.
PROFESSIONAL SUPPORT STAFF
The successful candidates shall be the candidate with the greatest number of votes. If only as many candidates are
nominated as are required to be elected, the candidates are declared to have been acclaimed.
STUDENTS
The successful candidates shall be the four (4) candidates with the greatest number of votes. If only as many
candidates are nominated as are required to be elected, the candidates are declared to have been acclaimed.

ANNOUNCEMENT OF RESULTS
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The names and voting counts for all candidates will be publicized. The results of each election will be posted on bulletin
boards on all campuses and on-line through myKwantlen. The registrar will report the results of the senate election(s) to the
senate at it first meeting following the election.

COMPLAINTS/APPEALS
Any complaint or appeal with respect to election procedures or results must be made to the Registrar within 7 days of the
announcement of election results. Complaints and appeals will be considered by a three-member Elections committee of the
Senate as to what action, if any, should be taken. In addition to the three members from the Senate, the Registrar will be a nonvoting member and act as its Chair. Decisions of the Elections Appeal Committee are final and binding.

VACANCIES DURING A TERM OF OFFICE
BOARD
If a vacancy arises on the board before the end of the term of office for which a member has been appointed or
elected, the secretary of the board must enter a declaration of the vacancy in the minutes of the board. A declaration
is conclusive evidence of the vacancy.
If a vacancy exists in respect of an appointed member, the Lieutenant Governor in Council must appoint a person to
fill the vacancy. If a vacancy exists in respect of an elected member, the appropriate body must elect a replacement.
A vacancy on the board does not impair the authority of the remaining members of the board to act.

SENATE
If a vacancy arises on the senate, the vacancy will be filled, in the case of an appointed member, by the body
possessing the power of appointment, or in the case of an elected member, in the manner specified below.
If a vacancy occurs on senate, in the case of an elected member it shall be filled by the candidate who received the
most votes among those who were nominated but not elected in the most recent election. In the event the seat was
filled by acclamation, the following steps will occur. If the seat is declared vacant between the months of February
and September, a by-election will take place in the fall to find a replacement. If the seat is declared vacant between
the months of October and January and the remainder of the term is less than one year in length, a regular election
will occur in the spring and the outstanding months remaining on the vacant term will be added to term of office for
the seat up for election. If all the seats in a given constituency are acclaimed, a random selection from the acclaimed
candidates will occur to assign the remaining term of office. If more than one seat is being elected in this grouping,
then the candidate who receives the most votes will be awarded the extended term of office. If the remainder of the
term is more than one year, a by-election will occur.
The secretary of the senate (the Registrar) must enter a declaration of the vacancy in the minutes of the senate. A
declaration under subsection 36(6) is conclusive evidence of the vacancy.
A person appointed or elected to fill a vacancy holds office for the remainder of the term for which the person’s
predecessor was appointed or elected. A vacancy on the senate does not impair the authority of the remaining
members of the senate to act.
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SENATE
MEETING DATE:

January 28, 2013

AGENDA #:
PREPARED BY:

13
Dana Cserepes

Issue:

Senate Standing Committee on the Library

For Information:

The Senate Standing Committee on the Library met on January 16, 2013
Tally Wade was acclaimed as Chair of the committee.
Todd Mundle provided an update on copyright. The committee discussed the formation
of an Advisory Committee on Copyright as a subcommittee of SSCL. Terms of reference
and membership were considered. Todd Mundle will solicit expressions of interest for
the committee and continue to work on the terms of reference and membership. His
intention is to have this finalized in time for the next meeting, on April 3, 2013.
Todd Mundle also provided updates on Library Technology and Library Collections,
including the recent donation of some 5,000 volumes by Barrie Brill.
Ulrike Kestler demonstrated the plagiarism tutorial that she has been developing.

SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

13.1

PRESENTED BY:

Dana Cserepes

Issue:

Approval of Chair for the Senate Standing Committee on Library

For Information:

At its January 16, 2013 meeting the Senate Standing Committee on Library
elected Tally Wade as chair and requests Senate's approval of the appointment.

For Approval:

THAT Senate approve Tally Wade as the Chair of the Senate Standing
Committee on the Library.

SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

15

PRESENTED BY:

Mary Androsiuk

Issue:

Senate Standing Committee on Program Review

For Information:

The SSCPR report submitted for the December 17, 2012 Senate meeting noted that the
Program Review Team has moved twenty‐seven program reviews through the process in four
years. The following is a list of those programs, and is submitted for information only:
Completed Program Reviews:
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.

Access – Access Programs for People with Disabilities
Accounting – Accounting: Bachelor of Business Administration
Accounting – Accounting: Certificate
Accounting – Accounting: Diploma
Adult Basic Education – Adult Basic Education: Certificate of Completion
Adult Basic Education – Adult Dogwood: BC Adult Graduation Diploma
Community Criminal Justice – Community Criminal Justice: Bachelor of Arts (also
Honours)
Creative Writing – Creative Writing: Associate of Arts Degree
Creative Writing – Creative Writing: Bachelor of Arts Major and Minor
Criminology – Criminology: Associate of Arts Degree
Criminology – Criminology: Bachelor of Arts Honours, Major and Minor
Criminology – Criminology: Certificate
Criminology – Criminology: Diploma
English Language Studies – English Language Preparatory Program
English Language Studies – English Language Proficiency Diploma
Fashion – Fashion & Technology: Bachelor of Design
 Second Program Review to start soon
Graphic Design for Marketing – Graphic Design for Marketing: Bachelor of Design
Interior Design – Interior Design: Bachelor of Interior Design
 Second Program Review to start soon
Modern Languages – Modern Languages
Philosophy – Philosophy: Associate of Arts Degree
Philosophy – Philosophy: Bachelor of Arts Honours, Major and Minor
Political Science – Political Science: Associate of Arts Degree
Political Science – Political Science: Bachelor of Arts Minor
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24.
25.
26.
27.

Psychology – Psychology – Applied: Bachelor of Science (also Honours)
Psychology – Psychology: Associate of Arts Degree
Psychology – Psychology: Bachelor of Applied Arts (also Honours)
Psychology – Psychology: Bachelor of Arts Honours, Major, and Minor

Program Reviews in Process:
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.

English – English: Associate of Arts Degree
English – English: Bachelor of Arts Major and Minor
History – History: Associate of Arts degree
History – History: Bachelor of Arts Major and Minor
Horticulture – Horticulture Technology: Citations
Horticulture – Horticulture Technology: Diploma
Horticulture – Landscape Horticulture: Apprenticeship
Horticulture – Plant Health: Bachelor of Horticulture Science Major
Horticulture – Production Horticulture: Apprenticeship
Horticulture – Urban Ecosystems: Bachelor of Horticulture Science Major
Music – Music: General Studies: Bachelor of Music in Musical Arts Degree
Music – Music: Associate of Arts Degree
Music – Music: Diploma
Nursing – Psychiatric Nursing: Bachelor of Psychiatric Nursing
Public Safety Communications – Public Safety Communications: Certificate

SENATE
MEETING DATE:

January 28, 2013

AGENDA #:

17

PRESENTED BY:

Robert Hensley

Issue:

Approval of graduates to January 28, 2013

For approval:

THAT Senate approve the graduates to January 28, 2013

Graduates for Senate Approval
SENATE MEETING: Monday, 28‐Jan‐2013

Graduates from the Faculty of Academic & Career Advancement
Diploma
Diploma in English Language Proficiency
Binchao He
Xue Ying Hu
Lei Jin
Cynthia Sin Yee Kwan

Developmental Credential
BC Adult Graduation Diploma
Sharina Jahoora Mohammed

Graduates from the Faculty of Arts
Baccalaureate Degree
Bachelor of Arts ‐ Double Minor in Asian Studies and History
Rachel Anne Umlas

Bachelor of Arts ‐ Double Minor in Economics and Geography
Jesse Kin‐On Leung
With Distinction

Bachelor of Arts ‐ Double Minor in Philosophy and Political Science
Dawn Dennis Minoza Kong

Bachelor of Arts ‐ General Studies
Kaytlen Anne Fraser
Sandeep Kaur Patrola
Jaclyn Mackenzie Strange
Sarah Ameera Shakur Wootton

Bachelor of Arts ‐ General Studies, Minor in Geography
Brittney Christine Odell

Bachelor of Arts ‐ Major in Anthropology
Sasha Carmen Lasanen
With Distinction

Bachelor of Arts ‐ Major in Anthropology, Minor in Criminology
Amarjit Besla
With Distinction

Bachelor of Arts ‐ Major in Anthropology, Minor in English
Kailee Corrin Bruce

Bachelor of Arts ‐ Major in Anthropology, Minor in Geography
Justin Byron Martens

Bachelor of Arts ‐ Major in Criminology
Anudip Bains
Gina Gurinder Bains
Maciej Marek Bajerski
Stacey Anne Bampton
Manjit Singh Chahal
Andrea Francisca Charbonneau
Shaveta Gahunia
Navdeep Kaur Garcha

Ruby Grewal
With Distinction
Kanwalpreet Kaur
Amanda Lynn Kovatch
Cintia Gabriela Montenegro
Corin Haya Neuman
Pablo Pascual
Jim Dimitrios Stefanou
Jordon Stephen Tomblin

Bachelor of Arts ‐ Major in Criminology, Minor in Counselling
Nicholas Geoffrey Harvey

Bachelor of Arts ‐ Major in Criminology, Minor in Philosophy
Andrew Vernon Brumby

Bachelor of Arts ‐ Major in Criminology, Minor in Psychology
Pawandeep Kaur Kahlon

Bachelor of Arts ‐ Major in English
Thi Tion Nguyen

Bachelor of Arts ‐ Major in English, Minor in Psychology
Laura Elizabeth Hall

Bachelor of Arts ‐ Major in English, Minor in Sociology
Jennifer Lynn Hillier

Bachelor of Arts ‐ Major in History
Sean Edward Cruz
Tejinder Singh Dhaliwal
Michael James Nelson
Jenna Rae Vaughan
Corey Alexander Wood

Bachelor of Arts ‐ Major in Psychology
Ramandip Kaur Dhadda
Julliett Thai Thao Ho
Beata Majerski
Jenna Leigh Skladowski
Yvonne Jane Su

Bachelor of Arts ‐ Major in Psychology, Minor in Anthropology
Nadine Michelle Coleman

Bachelor of Arts ‐ Major in Psychology, Minor in Counselling
Jennifer Lynn Currie
Gurpreet Kaur Singh

Bachelor of Arts ‐ Major in Psychology, Minor in Philosophy
Brodie James Lewis

Bachelor of Arts ‐ Major in Sociology
Jennifer Lynae Bennett

Bachelor of Arts ‐ Major in Sociology, Minor in Creative Writing
Andrew William Suitner

Bachelor of Fine Arts, Visual Arts
Kelsey Nicole Lacroix

Bachelor of Journalism
Kerrie‐Ann Lisa Schoenit

Associate Degree
Associate of Arts Degree in Anthropology
Jillian Larraine Elcock
With Distinction

Associate of Arts Degree in Criminology
Harpreet Singh Kombo
Nathan Robert Patch
Parveen Singh Wahid

Associate of Arts Degree in English
Catherine Campbell

Associate of Arts Degree in General Studies
Sean Gilbert Dimailig
Victoria Lynn Nimchuk
Amanda Jas Sandhu

Associate of Arts Degree in History
Katrina Michele Bertuzzi
With Distinction
Ryan Joseph D'Angelo
With Distinction
Kaleigh Jean Smith

Associate of Arts Degree in Philosophy
Oshyanna Marlene Bedard‐Fraess

Associate of Arts Degree in Psychology
Harsharan Kaur Kullar
Yuen Ying Li
Jamaica Devanadera Ong
Taylor Martyn Pilcher
Bernie Ka‐Yue Yuen

Diploma
Diploma in Arts
Ruibin Liang

Diploma in Criminology
Adlin Babantaj
Anthony Berrios
Paul Joseph Gabrlik
Jasrajbir Singh Gill
Mark Andrew McGowan

Diploma in Fine Arts
Pauline Therese Tiongson

Diploma in General Studies
Harwinder Singh Bal
Cong Huang
Abdul Rizaz Razak
Harsimranjit Singh

Diploma in Music ‐ General Studies
Leila DeVries
Matthew Jacob Tressel

Certificate
Certificate in Fine Arts
Ranjit Singh Gill

Sydnie Nicole Johnson

Certificate in Music
Chelsea Angelit Visarra Castres

Graduates from the Faculty of Business
Post Baccalaureate Diploma
Post Baccalaureate Diploma in Human Resources Management
Sofia Abu‐Arisheh
With Distinction
Karandeep Kaur Banwait
Karan Kochhar
Risal S Shihab
Aaron Colin Zuzartee

Baccalaureate Degree
Bachelor of Business Administration in Accounting
Ourania Barron
Kuljeet Kaur Bassi
Ranbir Burjey
Kwan Tung Chiao
Balraj Singh Gurtata
Ranjit Kaur Kooner
Kelly Kinichi Louie
Eric Yue Juen Mah
Charnpreet Kaur Mann
Sara Nicole Nayowski
Dariya Plessovskikh
Jaskamal Singh Purewal
Abdul Wasay Wahid
Ying Zhang

Bachelor of Business Administration in Accounting, Cooperative Education Option
Dinkarsing Bhujun
Michelle Christina Cho
Charlie George Ronald Johnson

Bachelor of Business Administration in Entrepreneurial Leadership
Victor Ahluwalia
Vikram Bubber
James Campbell Lancaster
Timur Meerovich
Shu Li Zhao

Bachelor of Business Administration in Entrepreneurial Leadership, Cooperative
Education Option
Cindy E Wern Kok
Sean Matthew Thorsteinson

Bachelor of Business Administration in Human Resources Management
Carley Maureen Adams
Michelle Nancy Adams
Gulnaaz Ahuja
Rishi Appadu
Liliana Maria Ayala Gomez
Rajbir Basi
Lauren Elizabeth Blake

Gurinder Kaur Dahia
Crystal Hatsispiru
Inthran Jeyaratnam
Karen Kaur Kaler
Joshua Theodore‐Patterson Klassen
Alannah Marie Niven
Jessica Nyarkoaa
Shanlea Alexis Quinn
Karenjit Rana
Harpal Singh Sahota
Attinderjeet Sandhu
Shannon Alexandra Spier

Bachelor of Business Administration in Human Resources Management Co‐operative
Education Option
Erin Deniz Bolu
Mahhum Wali

Bachelor of Business Administration in Marketing Management
Kevin Tran
Yen Hao Tseng
Alex Wong

Bachelor of Business Administration in Marketing Management, Cooperative Education
Option
Jenelle Catherine Irene Ross

Bachelor of Technology in Information Technology
Derek James Barber
With Distinction
Ravinder Kaur Gill
Ravipal Singh Puni
Jacob James Steele

Bachelor of Technology in Information Technology, Cooperative Education Option
Hassan Majid
Andre James Pokorny

Diploma
Diploma in Accounting
Shivani Arora
Rebecca Marie Baartman
Manveer Singh Ball
Puneet Singh Brar
Che Cheng Chang
Lijie Chen
With Distinction
Chon In Chiu
Alaric Mark D'souza
Julie Anne Heichert
FeiFei Hou
With Distinction
Qing Shu Kong
Ravi Mangat
Damanjit Singh Minhas
Mao Miura
Samer Nasrawi

Amandeep Singh Raju
Vishal Singh Rattu
Aanchal Pratishtha Richards
Harveer Singh Sahota
Sajendra Aneel Singh
Gurvir Singh Sohi
Wilbert Jay De Lucia Syjuico
Jovan Zhuo Feng Teo
Juechen Wang
Yilei Wang
Debra Alice Whalley
Huan Xu
With Distinction
Xing Zhou
Yi Fei Zhuang

Diploma in Business Administration
Michael Christian Paul Anderson
Anna Malgorzata Borecka
Jaspreet Singh Boyal
Bihui Deng
Nancy K Gilker
Shi Jia Han
Kawaljeet Kaur
Jie Ming
Rajdeep Singh Sandhu
Ajaypal Singh
Sarbjit Singh
Harmandeep Singh Wander
Xiaoqian Cecilia Wang
Qizhi Wen
Tony Hai Fung Wong
Zhan Lei Yang
Zhi Yang
Sang Ki Yoon

Diploma in Business Management
Ryan Robert Blake
Matthew Chen
Kiranpreet Dhaliwal
Lorraine Karen Fentie
Scott William Fleming
Harchandan Kaur Gill
Gurkarnvir Hothi
Pardeep Singh Johal
Dalvir Kaur Kahlon
Jason A Kuling
I Te Kuo
Daniel Xu Li
Brian Paul Mackie
Jennifer Panesar
Avishkar Anvrag Prasad
Kamaldeep Rana
Charanpreet Chris Singh Sahota

Harpal Sangha
Gunraj Singh Sidhu
Ikagarjot Singh
Revappa Naren Swamy
Kanika Teria
Sean Mitchell Tilstra
Sarbjeet Trehan
Chaofan Wang
Ling Ling Zhou

Diploma in General Business Studies
Murtada Saleh AlMatrood
Harman Bajaj
Justin Joseph Ciapponi
Satvinder Kaur Dhillon
Dung Viet Doan
With Distinction
Siobhan Maeghan Dutchyn
Neelam Hamid
Thomas Hansen
Brendan Nicholas Jones
Jaspreet Kaur
Hang Pan
Santhosh Sivanathan
Kevin Raymond Wong

Diploma in Marketing Management
Ashley Nicole Haklander
Ramanpreet Jassar
Chi Ho Leung
Lauren Janice Mcclung
Hai Xing Zhu

Certificate
Certificate in Accounting
Manveer Singh Ball
Xi Lin
Harpreet Kaur Malhans

Certificate in Business Management
Stephanie Pinghuey Chee
Janice Moult
Mahsa Rezaei Sabzevar
Shelley Strimbold
With Distinction
Lu Yang

Certificate in Computer Information Systems
Philip Hopkins
Lucas Patrick Jurcovic

Certificate in General Business Studies
Ulrich Anglas
Nasrin Faruk Patel

Shanni Shi
Forrest Torrance Wong

Graduates from the Faculty of Community and Health Studies
Baccalaureate Degree
Bachelor of Psychiatric Nursing
Deepak Singh Berar
April Louise Nicholls
With Distinction
Natalie Kaylan Siddall
With Distinction

Certificate
Certificate in Graduate Nurse, Internationally Educated Re‐entry
Amarjit Kaur Dhillon
Neda Hosseinian
With Distinction
Ian James
Mitra Moazzam
With Distinction
Lai Wah Mun
Arlyss Ann Inay Paguntalan
Mohammad Hassan Riyasat Fard
Amritpal Kaur Sandhu
Sara Sardari Kermani
Ping Yan

Graduates from the Faculty of Design
Diploma
Diploma in Fashion Marketing
Rachelle Marie Hoffmann

Graduates from the Faculty of Science and Horticulture
Associate Degree
Associate of Science Degree in Biology
Breanne Nicole Leong

Associate of Science Degree in General Science
Lauren Marjorie Chan
Tahira Liaqat Chaudhary
Luke Christopher Evans
With Distinction

Associate of Science Degree in Mathematics
Sarbjeet Singh

Diploma
Diploma in Horticulture Technology ‐ Turf Management
Sean David Wilkinson

Diploma of Technology in Environmental Protection, Cooperative Education Option
Elaina Marie Piroso

Citation
Citation in Horticulture Technology, Horticultural Science
Simon Bentley Hart
With Distinction

Citation in Horticulture Technology, Residential Lawn Care
Howard Dean Boundy
With Distinction

Graduates from the Faculty of Trades and Technology
Diploma
Diploma in Computer Aided Design and Drafting
Kaela Marie Apps

Diploma in Computer Aided Design and Drafting ‐ Structural
Abd‐Al‐Aziz Ali

Certificate
Certificate in Automotive Service Technician
Lorne William Paananen
With Distinction

Certificate in Computer Aided Design and Drafting ‐ Mechanical
Kurtis Joel Schouten
With Distinction

Certificate in Welding ‐ Level C
Douglas Gerald Coughlin
With Distinction
Braden Grant Robert Dennison
With Distinction
Mark Irvin Faure
Brandon John Howe
With Distinction
Satchi Inoue
With Distinction
Shaun‐Michael Leclerc
With Distinction
Michael Paul Loosemore
With Distinction
Shane Byron Mecham
With Distinction
Dreyer Kenneth Nelson
With Distinction
Nicole Patricia Parker
With Distinction
Ryan Banta Sahota
With Distinction
James Kyle Edward Warren
With Distinction
Bradley Thomas Wright
Cody Mark Zychowka
With Distinction

Citation
Citation in Computer Aided Design and Drafting
Kurtis Joel Schouten
With Distinction

Citation in Welding ‐ Level A
Stanislav Bebek
With Distinction

Richard Nelson Craigie
With Distinction
James Cameron Motion
With Distinction
Paul Robanske
With Distinction
Nicole Ann Sinclair

