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PR AND PUBLIC COMMUNICATION 

(ПУБЛИЧНАЯ КОММУНИКАЦИЯ И СВЯЗИ С ОБЩЕСТВЕННОСТЬЮ) 
 

In this course, students get an overview of concept and technologies in public 
relations (PR) in the context of wider practices of public communication. From 
theoretical overview to practical projects, the students of the course get knowledge of 
PR strategies in business and non-commercial areas, including political, cultural, and 
academic spheres. 

As a part of the course, Integrated Marketing Communications provide an 
understanding of the key concepts and methods in using PR, Marketing and Ads in both 
traditional and digital media. The course provides students with a foundation in the 
development and execution of communications strategies for any organization. Primary 
emphasis is placed on PR strategies, tactics and instruments, consumer insight, 
branding, message strategy, promotion and the execution of marketing communications 
through appropriate media technologies and events. Students will develop an 
understanding of IMC practice through readings, lectures, case analysis and 
discussions and will demonstrate understanding of basic concepts and models of IMC. 
The course develops students’ ability to think analytically and strategically by assessing 
examples and case studies of PR and IMC problems and opportunities. The Students 
will be able to demonstrate and apply concepts and methods to address primarily 
communications challenges in order to analyze how IMC play a role in improving 
business reputation. 

On completing the course, the students will: possess the knowledge of basic 
theory in the field of PR, including political, business, and academic perspectives; 
possess the knowledge on basic PR practices; demonstrate understanding of IMC 
within a micro and macro environment of the organization; demonstrate understanding 
of strategic communications and persuasive messaging in building brand value; 
distinguish the different elements of IMC such as PR, advertising, strategic 
communications, communication and information policies, promotion and branding; be 
capable of identifying and selecting the right PR strategies and tactics within the main 
IMC aim; be capable of prioritizing the role of IMC in both a digital and traditional media 
space; be capable of illustrating how IMC works as organizing process. 

Interim assessment: Graded exam. 


