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Course Description 

Public relations professionals deal with di-
verse audiences and multiple stakeholders. 
Public Relations Writing teaches students the 
basic principles associated with writing in an 
assortment of styles and to multiple publics. 
Students learn how to construct specialized 
written documents such as backgrounders, 
brochures, business letters, pitch letters, in-
fographics, and news releases. Æsthetics are 
a central focus of the class and students 
learn the features of effective design and what 
design options exist. Students begin creden-
tialing and portfolio building. Associated 
Press (AP) style is emphasized. Sensitivity to 
cross cultural issues, multiple stakeholders 
and publics, and ethics, is emphasized.

Objectives 

• To introduce students to more advanced 
writing activities, and to build on basic 
writing skills already learned. 

• To instruct students how to create a vari-
ety of written documents. 

• To enable students to understand the rhe-
torical aspects of the public relations writ-
ing process. 

• To teach students an assortment of com-
munication, public relations, persuasion, 
and rhetorical theories used to create ef-
fective written documents. 

• To raise ethical issues associated with 
communicating with multiple publics. 

• To reinforce AP style. 

Note Carefully: Learning to be an effective writer requires the assistance of an editor or 
“coach” who is willing to tell you what you need to do to improve your writing. I strongly en-
courage you to take advantage of office hours and to come by and see me as often as you 
can. Even if all we do is talk about the weather (I hate sports, we will not talk football), I can 
get a better feel for your strengths and weaknesses and better understand how to make you a 
better writer and you can better understand what I expect on class assignments, etc. 

Miscellaneous 
• Come up with a method to help me remember your name. 

• All readings should be completed for class on the date indicated. 
• Late assignments will be discounted 10% per calendar day. 
• If you do not have an assignment ready, do not skip class! Come to class anyway and 

turn the assignment in late. The grade reduction is the same, but you do not miss a class. 
• Missed exams cannot be made up for any reason.  
• Exams may only be taken early with prior permission. 
• Familiarize yourself with Associated Press (AP) style and follow it for all assignments. 

• NB: Having even one spelling error will result in a zero for that assignment. 

Required Texts (Plus readings distributed via Learn.OU.edu) 

Diggs-Brown, B. (2006). The pr styleguide: Formats for public relations practice (2nd edition). 
Belmont, CA: Wadsworth/Thompson Learning. ISBN: 0495006432. 

Goldstein, N. (Ed.) (2006). The Associated Press stylebook and libel manual and briefing on 
media law with internet guide and glossary. New York: Assoc. Press. ISBN: 0917360508. 



Class Policies 

Formatting and Writing Expectations 

Public relations is characterized by effective writing. As a result, professional writing stan-
dards are expected on all assignments. Professional standards include: correct grammar, 
spelling, punctuation, and careful proofreading. No spelling errors are allowed. Having even 
one spelling error will result in a zero for the assignment.  

Most professional documents are intended to be “final draft,” which means that they are sin-
gle spaced, printed at smaller type sizes, etc. This syllabus, for example, is not double 
spaced, neither are the textbooks for the class, brochures, newsletters, etc. However, when 
you are preparing text for a document, the manuscript is typed at a standard font size and is 
double-spaced to facilitate editing. Thus, all written assignments (with the exception of news 
releases which are always double-spaced), should include a separate document of just text 
that is double-spaced (27 lines-per-page), has one-inch margins all around, and is printed in 
Bookman or Bookman Old Style 11 pt. Never use Times or Times New Roman, for any assignment 
in my class. I will not accept it and your assignment may be late after I send you back to fix 
it. 

Attendance Policy  

In the business world, attendance is an important aspect of professionalism. Indeed, “just 
showing up” is sometimes the most important aspect of job performance and can mean the 
difference between a promotion or a layoff. Additionally, attribution theory tells us that even 
the best employees, professors, or students will be perceived as slackers if they do not come 
to work or class. Getting “good grades” on tests and assignments is necessary but not suffi-
cient to show that you are a professional. Attendance is a required aspect of class just like 
doing the reading and taking notes.  

Oklahoma University’s attendance policy reads as follows:  

A student is responsible for the content of any course in which he or she is officially 
enrolled. The establishment of a specific policy concerning class attendance require-
ments, as well as announced and unannounced examinations, is the responsibility of 
the individual instructor. 

In other words, having an attendance policy is the prerogative of the class instructor. The 
Strategic Communication faculty endorse a strict attendance policy in order the provide con-
tinuity in classes and maximize the learning opportunities for all students.  

Attendance Policy: You may miss one week of classes without penalty. If you miss a third 
class (on a two day a week schedule), your final grade will be reduced by 5%. If you miss a 
fourth class your final grade will be reduced by 10%. Missing a fifth class will result in a fail-
ing grade for the course. There are no excused absences. Being sick, getting in an automobile 
accident, having your car break down, going on a job interview, attending an extracurricular 
event or conference, going to a funeral, getting arrested, etc., will not be excused. Coming late 
or leaving early 2 times equals an absence.  

Note: if you have a long-term or chronic illness (Mononucleosis, Pneumonia, Lyme disease, 
etc.) which prevents your from coming to class for more than a week, you are advised to drop 
the course. The registrar’s office has a procedure for compensating students who experience 
serious illness, deaths in the family, etc. so there is no reason to ever sacrifice your educa-
tion if you have to miss class. You do not have to obtain permission to miss class or to attend 
an event, nor do you need an excuse—although providing one is a courtesy. You have two 
absences without penalty and two more with a grade penalty. Use them wisely. 



NB: If you plan to miss a day because of a religious holiday, you need to tell your instructor 
early in the semester what day(s) you will miss. Prepare a one-page memo indicating the re-
ligious holiday(s) that you will miss and the dates. The day before a religious holiday is unac-
ceptably short for notification. All religions know the dates of religious holidays several 
months in advance. 

The only other activities that I will excuse, besides religious holidays, are jury duty (and only 
if you are on a jury—some notice from the court will be required), and some academic confer-
ences (AEJMC, IABC, ICA, NCA, PRSSA, WIC, etc.). 

Plagiarism and Academic Dishonesty 

Plagiarism is the unauthorized or inappropriate use of the words or ideas of others. Plagia-
rism occurs when written or spoken material is borrowed (even from oneself), in whole or in 
part, and passed off as original by a writer or speaker. Plagiarism includes, but is not limited 
to, presenting someone else’s ideas, speech, presentation, essay, book review, or news release 
as original. Plagiarism also includes failing to document or cite the source of word-for-word 
or paraphrased material in oral presentations or written assignments. It is my policy to pur-
sue plagiarism vigorously, to fail students who plagiarize for the entire class, and to report 
cases of plagiarism to the university administration. 

The University is an academic community of scholars. Academic dishonesty is a very serious 
offense against the integrity of this community and will not be tolerated. All academic work 
submitted by you is assumed to be your own original work and to contain your own thought, 
research, and self-expression. Work that borrows the ideas, organization, or wording, from 
others must be properly acknowledged. Similarly, work that was conducted for another class 
should never be passed off as original. 

Anytime a student or professional attempts to deceive another by pretending to do work, or 
take credit for work that s/he did not actually complete, including changing the font size or 
style, triple spacing, claiming to have submitted an assignment on time that the professor 
must have “lost” etc., s/he is engaging in academic dishonesty or “cheating.” What you are 
attempting to do is no different from copying from someone else’s test. The consequences of 
this will be just as serious as plagiarism. 

NB: Many students are caught each semester and failed for plagiarism. If even one student in 
one hundred cheats, the number is too high. As you all know, the number is much higher 
than that. For students planning to graduate, plagiarizing an assignment is quite possibly 
the stupidest thing they could do. Do not engage in plagiarism in any form. If you are ever 
unsure of what constitutes plagiarism, ask me or someone else in the department. At the 
very least, send an e-mail out to me at two in the morning with your question to CYA and ex-
plain what you will do to try to be accurate with your citations. When you enter the business 
world, plagiarism will not only get you fired, but may also ruin your career and get you sued, 
depending upon what ideas/content you steal. 

There is a very simple rule to follow in order to avoid plagiarism and never get in trouble. 
Cite everything that is not your own words or ideas. If you know that someone else said 
it, wrote it, or thought it, anywhere, even someone at a party or sitting beside you at a cafe, 
cite the source. Do this and you will never get in trouble for plagiarism. 

OU’s ACADEMIC DISHONESTY STATEMENT 

All work submitted for this course must be your work. All sources used for information must 
be properly cited. Students should adhere to the office of the Senior Vice President and Pro-
vost’s, A Student’s Guide to Academic Integrity: 



Academic misconduct includes, but is not limited to, cheating, plagiarism, fabrication 
and fraud. Cheating is “the use of unauthorized materials, methods, or information in 
any academic exercise, including improper collaboration.” Plagiarism is “the represen-
tation of the words and ideas of another as one's own.” Examples include: excluding 
others or claiming the work of others as one’s own; presentation of the same material 
as original in more than one publication; inclusion of individuals as authors who have 
not made a definite contribution to the work published, and submission of multi-
authored publications without the concurrence of all authors.” Fabrication includes 
“the falsification or invention of any information or citation in an academic exercise.” 
Fraud includes “the falsification, forgery, or misrepresentation of academic work, in-
cluding the resubmission of work performed in one class for credit in another class. 
(OU Faculty Handbook, 2005, www.ou.edu/provost/integrity) 

Diversity and Ethics Policy 

The University of Oklahoma and the Gaylord College respect diversity in all of its forms: race, 
sex, gender, age, religion, political orientation, country of origin, economic status, etc. Every-
one in the United States has a right to their opinion and should feel comfortable expressing 
their opinion. As citizens, we are under no obligation to agree with what others believe, how-
ever, we must, as a civil society, support peoples right to worship, act, look, and think, as 
they want. In this classroom we will not tolerate any mistreatment of others because of how 
they look, what they believe, where they come from, or because of a lack of knowledge or 
skills. The only thing that should not be tolerant of is a lack of ethical and moral fiber. As 
Donald M. Erb wrote: 

Do not be tolerant of misrepresentation, of superficiality, of the parading of false is-
sues as though they were real issues. Tolerance does not extend to intellectual dis-
honesty or ineptitude. —Plaque, Erb Memorial Union, University of Oregon, 1990 

Technology Policy 

I taught a professional Master’s course in Prague a few years ago in which I had the Iranian 
“Charge D’Affaires,” Hossein Rezvani, essentially the Ambassador to the Czech Republic in 
my class. At the beginning of class, Rezvani would turn off his cell phone, as would every 
other student. Similarly, when I attend professional meetings and conferences with other im-
portant leaders in business and communication, professionals turn off their cell phones. I 
mention this because ambassadors and professional communicators are much more impor-
tant than you and I are, and yet, they respectfully turn off their cell phones during classes 
and professional gatherings. Since you all want to be professionals some day, we expect you 
to behave as one now. If you want to know the time, buy a watch, but do not use your cell 
phone as a clock and do not check your messages during class. 

Cellular telephones, laptop computers, electronic games, and all other electronic devices are 
not allowed in my classroom. Please turn off computers and cell phones when you arrive—
this includes turning telephones to vibrate. Turn them off. I will normally remind you at the 
beginning of class but even if I forget, I expect you to remember. A cell phone going off in class 
during an exam or a presentation will count as an absence.  



Tentative Course Calendar  

 All reading due for the date indicated  

DATE DAY ACTIVITY/READING ASSIGNMENT DUE 

Jan. 20 1 Read: Kent: Introduction, Rhetoric and Language 

Jan. 22 2 ..........................................................1 page (see sample) personal backgrounder 

Jan. 27 3 Read: Kent: Theories ............................................... Submit Completed Contracts 

Jan. 29 4  

Feb. 3 5 Read: Kent: Persuasion 

Feb. 5 6  

Feb. 10 7 Read: Kent: Research 1 ...................................................................Your Choice 4 

Feb. 12 8 News Releases 

Feb. 17 9 .......................................................................................................... Exam I 

Feb. 19 10 ........................................................................................... News Release Draft I 

Feb. 24 11 Read: Kent: Research 2 ..................................................... News Release Draft II 

Feb. 26 12 ........................................................................................................Your Choice 3 

Mar. 3 13 Read: Kent: Written Documents .......................................News Release Draft III 

Mar. 5 14 Fact Sheets & Speeches 

Mar. 10 15 Read: Kent: Spoken Documents ..............................................Fact Sheet Draft I 

Mar. 12 16 .............................................................................................. Fact Sheet Draft II 

Mar. 17 17 SPRING BREAK 

Mar. 19 18 SPRING BREAK 

Mar. 24 19 ......................................................................................................... Exam II 

Mar. 26 20 Read: Kent: Writing for Print, Broadcast, etc........................ Fact Sheet Draft III 

Mar. 31 21 Read: Kent: Aesthetics.........................................Your Choice 2 | Speech Topics 

Apr. 2 22  

Apr. 7 23 Read: Kent: Editing and Proofreading................................Speech Manuscripts I 

Apr. 9 24 .........................................................................................Speech Manuscripts II 

Apr. 14 25 Read: Kent: International 

Apr. 16 26 ........................................................................Speech Manuscripts to Speakers 

Apr. 21 27 Read: Kent: Software 

Apr. 23 28 .........................................................................................................Your Choice I 

Apr. 28 29 Read: Kent: Ethics 

Apr. 30 30  

May 1 or 2, NOT A CLASS DAY (we will meet off campus, 2–3 hours in lieu of final exam day).... After Dinner Speech 

May 5 31 Read: Kent: Dialogue .........................................................................Evaluations  

May 7 32 ........................................................................................................ Exam III 

May 11: NOT A CLASS DAY .................................All portfolios, rewrites, and final assignments due 

Final Exam Day: Friday, May 15 (4:30–6:30), See May 1, above. 



Assignments: JMC 3233: Public Relations Writing 

Assignment Points 

Your Choice 4: _________________________________________________________ _____% 

Your Choice 3: _________________________________________________________ _____% 

Your Choice 2: _________________________________________________________ _____% 

Your Choice 1: _________________________________________________________ _____% 

News Release (7 ¶s, AP style, analysis, 3 headlines/leads) (Two Graded Drafts: 50%/50%) 10% 
Fact Sheet (350+ words, 10 sample graphics, 3 versions)  (Two Graded Drafts: 50%/50%) 10% 
Speech (After Dinner Speech for someone else) (Written speech 50%/Delivered speech 50%) 15% 
Exam I (APA, Text, Lecture) 10% 
Exam II (APA, Text, Lecture) 10% 
Exam III (APA, Text, Lecture) 10% 
Portfolio: (Submitted in three-ring binder w/ page protectors, resume, etc., as per handout) 10% 

 Total† _______% 
 
†: (Note: total must equal 100–105%) (Select 1-4 additional writing assignments that equal 25–30%) 
 
 
 
 
 

____________________________________________ 
Full Name (print), as per attendance sheet 

 
 

____________________________________________ 
Signature  

 
 

_____________________________ 
Date 

 

   



Michael L. Kent, Ph.D. 
Public Relations Writing 

Sample Points for Writing Activities 

1. News release (basic 5–7¶ release): 5% 

2. Backgrounder: 5% 

3. Letter (cover, fundraising, invitation, information gathering, pitch, solicitation, thank you, 
etc.): 5%  

4. Fliers (tent signs, name badges, event signs, etc.): 5% 

5. Advertising copy (more than a few sentences, like an issue advertisement): 5% 

6. Design a poster, billboard, transit sign, advertisement, etc.: 5% 

7. Write a series of PSAs (10, 20, 30, 60 second): 5% 

8. Write a memo: 5% 

9. Pamphlet: 5–10% 

10. Create/design infographics: 5–10% 

11. Create/design stationery/business cards: 5–15% 

12. Crate/design a Bulletin/Program: 5–10% 

13. Meet/Interview community leaders, government officials, journalists, politicians, 
professionals/experts, etc.: 5–20% (depending upon how many) 

14. Design a direct mail package: 5–10% 

15. Take photographs, or oversee a commission for an illustration or artwork: 5-10% 

16. Write a feature story: 10% 

17. Create a fact sheet: 10% 

18. Organize a speakers bureau or ongoing event (Blog, Web site, etc.): 10% 

19. Write/create a brochure: 10–15% 

20. Write or deliver a speech or presentation: 5–20% (see below) 

21. Write a report: 5–20%. 

22. Write a white paper or research paper (position paper): 10–20% 

23. Editing/proofreading: 5–20% 

24. Design a point-of-purchase display: 5–10% 

25. Developing/creating media and informational kits: 5–10% 

26. Design/create a Web site, chat room, or electronic information site: 5–20% 

27. Write content for, create/design, etc., a newsletter: 5–20% 

28. Plan a news conference or special event: 10–20% 

29. Research for a campaign, etc.: 5–20% 

Speeches 
• Special occasion (introduction, motivational, eulogy, etc.): 5–20% 

• Informative: 5–20% 

• Demonstration: 10% 

• Biography: 10–20% 

• Persuasion: 10–25% 

• Persuasive sales: 10–20% 

• Debate: 10–20% 



Public Relations Michael L. Kent, Ph.D. 

Typical Public Relations Activities, Strategies, and Tactics† 

                                       
† Based loosely on Ron Pearson’s Unpublished Doctoral Dissertation, A Theory of Public 

Relations Ethics (1989), Ohio University. 

• Write a news release, backgrounder, fact 
sheet, pitch letter, flier, pamphlet, 
bulletin, or brochure.  

• Write an op-ed article, letter to the editor, 
feature story, or issue advertisement. 

• Write material for an annual report. 

• Write a public service announcement or a 
film script. 

• Write or deliver a speech. 

• Write a White Paper (position/research 
paper). 

• Write a research paper for a professional 
conference. 

• Buy space for an issues advertisement in 
a newspapers and magazine. 

• Buy advertising to support a new 
corporate initiative. 

• Conduct environmental scanning: read 
local/national newspapers and industry 
periodicals, visit chat rooms, monitor 
Blogs and RSS feeds, watch the local/-
national news and news programs. 

• Commission research, articles, or reports. 

• Choose the graphics and color scheme for 
an organizational logo. 

• Conduct lobbying on behalf of your 
organization. 

• Coordinate/organize/host a special event, 
news conference, exhibit, open house, or 
annual stockholder meeting. 

• Create or design a poster, billboard, 
transit sign, advertisement, point-of-
purchase display, or direct mail package. 

• Develop educational materials for public 
schools. 

• Develop, design, or select advertising 
specialties: pens, magnet, tote bags, 
coffee mugs, coasters, stress balls, etc. 

• Develop or design a Web site, chat room, 
or electronic information site. 

• Edit/Proofread documents: news release, 
annual report, brochure, magazine 
article, position paper, speech, 
advertisement, etc. 

• Implement and manage communication 
initiatives for employees—e.g., a 
telephone hot line, a bulletin board 
system, a company newspaper or 
newsletter, a quarterly video update, etc. 

• Meet with city/state/national politician: 
congressperson, governor, senator, etc. 

• Meet with community, city, state or 
federal leaders, or officials: mayor, school 
board member, city council member, 
police chief, ombudsperson, CDC official, 
etc. 

• Meet with a journalist to discuss story 
ideas. 

• Meet with a government bureaucrat, 
local/state inspector, etc. 

• Meet with a spokesperson of a special 
interest group. 

• Negotiate with individuals, organizations, 
publics, activists, etc. 

• Organize or staff a speakers bureau. 

• Organize a workshop, professional 
conference, or news conference. 

• Pitch story ideas to a reporter or editor. 

• Prepare slides, take photographs, or 
commission an illustration or artwork. 

• Prepare and advise a witness who will 
give testimony to government committee. 

• Prepare and advise an executive who is to 
be interviewed on a local news network, 
cable television, or sixty minutes (“Mike 
Wallace is here to see you sir . . .”). 

• Represent your organization on a radio or 
television talk show. 

• Send (mail, e-mail, fax, courier) news 
releases, pitch letters, invitations, etc. 

• Sponsor book, magazine, or television 
advertising or editorials. 

• Testify before Congress or at a public 
hearing. 

• Testify before a citizens advisory panel or 
committee. 

 



For those interested in sports or business public relations see the special sections on those topics 

Public Relations Michael L. Kent, Ph.D. 

Associated Press Stylebook and Libel Manual Terms 

Familiarize yourself with the Associated Press Stylebook and Libel Manual. The AP Stylebook is the bible of jour-
nalism and public relations. Learn terms thoroughly and use the stylebook as a reference whenever writing a 
news releases or other print document. Although you are not required to know everything in the manual for this 
class, you do need to learn the terms listed below for the exams. If you want to work in public relations for a liv-
ing, you must learn the AP rules well.  

For the exam: Look up each term. Be aware that most of the time (but not all) what you are learning is how the 
word is used and not what the word means. For example, you all know what the World Wide Web is. What mat-
ters is how the word gets written (capital Ws with spaces, etc.), not what the WWW is. Learn all of the basic rules 
(not every exception, but all rules that apply in all cases) and when to look up exceptions. Also, be able to use 
each term properly in a sentence. Be sure that your examples are from public relations and not what you might 
write in an e-mail to your mom. Not: “He said, ‘Dad, can I borrow a dollar?’” But rather, “The weak dollar has cre-
ated difficulties for U.S. travelers in Europe”…“The cost of the event is $20” etc. Create original examples when 
examples in the AP guide are not appropriate in public relations. If a word is not listed in the AP guide, then go to 
a dictionary—the key information to know in such cases is how the word itself is used (capitalization, posses-
sive/plural, etc.). For exams, you must write all of the rules for each term and give an example of the terms proper 
use. Items in bold you should know very well! 

1. abbreviations 

2. academic degrees 

3. accept/except 

4. affect/effect 

5. a.m./p.m. 

6. B.A., M.A., Ph.D. 

7. because, since 

8. brand names 

9. call letters 

10. capitalization 

11. co- 

12. compliment/complement 

13. composition titles 

14. congress 

15. corps 

16. county 

17. couple 

18. courtesy titles 

19. dangling modifiers 

20. dates 

21. datelines 

22. distances 

23. Dr./doctor 

24. dollars 

25. either/neither 

26. editor 

27. e-mail  

28. family names 

29. fewer/less 

30. fractions 

31. fund raising/fund-
raising/fund raiser 

32. governor 

33. government bodies 

34. high-tech 

35. historical periods 

36. holidays 

37. hometown 

38. home page 

39. in/into 

40. initials 

41. its/it's 

42. lay/laid/lie 

43. legislative titles 

44. long-term 

45. majority/plurality 

46. man/humanity 

47. Medicare/Medicaid 

48. mid- 

49. months 

50. Mr., Mrs., Ms. 

51. music 

52. newspaper names 

53. large numbers 

54. part-time 

55. party affiliation 

56. people/peoples/person/per-
sons 

57. Ph.D./Professor 

58. phenomenon/phenomena 

59. plurals 

60. polls 

61. possessives 

62. pre 

63. principal/principle 

64. quotations 

65. race 

66. release times 

67. R.S.V.P. 

68. seasons 

69. semi 

70. sentences 

71. should/would 

72. south 

73. state names 

74. telephone numbers 

75. their, there, they’re 

76. time element 

77. time zones 

78. titles 

79. to, two, too 

80. TV/television 

81. verbs 

82. Web site, Web page, etc. 

83. weekend 

84. Western Hemisphere 

85. who, whom, that, which 

86. World Wide Web 

87. years



Communication Studies © 2000–2009, Michael L. Kent, Ph.D.

E-Mail Etiquette

• Put your name on every message sent. Additionally, set up your e-mail server to
automatically insert complete contact information for you on all e-mail messages:
full name, telephone (work/home, fax, cell), address, e-mail, URL. If you want to
leave this information off particular messages, then delete it before sending them
or create another account to use with people you are hiding from.

• Begin every message professionally with a proper greeting and an acknowledge-
ment of your respect of the recipient. For example:

Dr. Kent, (or “Professor Kent,” “Sir,” etc.)

I hope your day is going well. I know the traffic was
brutal today coming from Highland Park—I live nearby
there. (Be creative; do not type the same thing every time).

I have a question about our recent class assignment.
Although you suggested in class that we should…I am
having trouble…(be clear about what you want and use com-
plete sentences. E-mail is professional correspondence).

Could you please…(note the use of politeness). if not, I
will come by your office hours tomorrow at 5 p.m.
(Again, notice the politeness—“if not…”. No one is required to do
what you ask. We do things for people because we are profes-
sionals. Be sure to treat others, as you would have yourself
treated).

Thank you for your help. (Always end by thanking the re-
cipient of the e-mail for their time, help, courtesy, etc.).

Your Name and Complete
Contact information here

• Spell-check every message before sending it. You are a professional now.
• Set up your e-mail server to send out messages in standard sized (12-point) fonts.

Do not use special effects (color, etc.) or reduce/increase the size of the font.
• Do not use emoticons (;-o, :-),  etc.). They are considered unprofessional in

business and professional settings and a lot of people find them childish.
• Create an e-mail address that contains your name or name/initials. For exam-

ple, “KentM@WMich.edu” “MLK@ WMich.edu,” “MKent….” “MichaelK…,” etc.
• Do not use meaningless e-mail names like “HotChick@GMail.com” or “Velvet-

Blue@….” Most spam and viruses use fake names and many e-mail servers will
filter such messages out. Many people will not read messages from strangers even
if they do not get filtered out. Also, just because your friends know that you are
“HotChick” when you instant message them does not mean that others do.

• Most e-mail systems are not case sensitive. Thus, the use uppercase or lower-
case letters does not matter. Since reading words/names that are run together
when using capital letters (not: yournamehere@mail.com) is more difficult, you
should use both upper and lowercase characters: YourNameHere@Mail.com.

• Use capital letters when letters and numbers might be confused (e.g., a lower-
case el (l) and a one (1)—l1. Instead, use L1.

• Never lapse into informality or laziness. Your potential employer (or professor) is
not your friend (although they might like you). Do not assume that it is okay to
speak (or write) to them the same way as you might your friends or parents.
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Notes on Writing

• No contractions—ever.
• Never start a sentence with “it” (“It

stands to reason…” “It will be
shown…”), “there” (“There are many
reasons for the policy…” There has been
an increase…”), etc. Write actively.
What “it” refers to is usually not self-
evident. Revise the sentence and make
a proper reference to the thing/phe-
nomenon in question.

• Except in long paragraphs with multi-
ple references to the same thing, use
only proper names. Avoid vague use of
pronouns and referents:

Not “This idea…” but “The idea of
culture…”;
Not “It has…” “It will…” It may…”
but “Korea has…” “Korea
will…”Korea may…”;
Not “The country…” but “Korea…”;
Not “he said…” or “she said…” but
“Smith said…” or “Karen said…”

• Work to be less wordy. Do not say “I
am going to…,” “I will work to…,” “I will
endeavor to…,” etc. Instead say, “I
will…”

• A dash is not a hyphen. Note the dif-
ference: hyphens connect one-word-to-
another; hyphens are not used to set up
clauses, like a colon, or to set up par-
enthetical insertions—like an em (M—)
dash. Hyphens are not used between
numbers like “pp. 18–25” like an en (N–)
dash.

• E-mail (e-mail) is always spelled with
a hyphen. Email (or email) is a mis-
spelled Cajun name.

• The World Wide Web is always three
words and always capitalized.

• Web site (Web page, Web development,
etc.) is always two words and is al-
ways spelled with a capital W.

• Years get no apostrophe: “the 1990s
were good years…” not “the 1990’s were
good years…”

• All quotation marks are double
quotes except for quotes within quotes.

• Punctuation goes inside of “quotes.”
See the sample essay pages.

• Number all pages after the title page at
the top. Use a “running header” with a
page number.

• Use 1” margins all around (Left, Right,
Top, and Bottom).

• Use the same font, style, and size for
everything in the essay (first letter to
last) including block quotes, footnotes,
endnotes, bibliography, etc. Everything!

• Do not use bigger fonts or “creative”
fonts on the title page.

• Be sure you have 25–27 lines per page
at double-spaced.

• Do not submit papers with fonts that
are not listed on my syllabus. Fonts
that are too big look unprofessional,
and fonts that are too small are hard to
read. I do not care if you like the font or
can easily read the font, what matters is
if I can. Using a 10-point font instead of
a 12-point font will almost never change
the length of the assignment.

• Do not use san serif fonts like Ariel or
Helvetica—they are hard to read when
used for body text.

• If you want to justify both margins
because you like the look, then you
must turn on auto hyphenation
(tools/hyphenation in Microsoft Word).
If you do not hyphenate when you jus-
tify both margins you will wind up with
uneven gaps between words. Not using
hyphenation looks amateurish and un-
professional.

• Proofread carefully. You should catch
most spelling errors, spellchecker er-
rors, spacing problems, contractions,
changes in fonts/alignment, widows/-
orphans, etc. all by yourself. Also, just
because I read your work during office
hours does not mean that you are ab-
solved from finding errors and proof-
reading yourself. To properly grade a
5–7 page paper might take 30–60 min-
utes; to go over the paper for content,
style, and “obvious errors” in my office
takes 5–15 minutes. Obviously I will not
catch everything—that is not what I am
there for. I’m there to help you become
a better writer. Hire an editor if you
want someone to catch all your errors.
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Participation 

Participation is not attendance. As Gaylord 
students, you should model professional prac-
tices by participating in class and group activi-
ties. Class guidelines include:  

1. Turn your cellular telephones, computers, 
palm pilots, and other communication devices 
off. 

2. Never check your palm pilot or cellular tele-
phone for messages during class. Do not 
check messages or instant message others 
during class. 

3. Utilize critical listening skills. Be attentive. 
Focus on understanding what professors 
and lecturers are saying. 

4. Come to class prepared for discussions, 
having completed readings/assignments.  

5. Avoid side conversations with your fellow 
classmates during class.  

6. Pose content relevant questions for discus-
sion and clarification.  

7. Participate in classroom discussions in a 
constructive manner.  

8. Respect your classmates and the views ex-
pressed by others.  

Group Work  

As majors in communication oriented profes-
sions, group work is an essential part of your 
learning experience both in and out of the 
classroom. Although group work requires co-
ordination and planning group work can be a 
thoroughly pleasant educational format when 
group members make substantial and equita-
ble contributions to the group process. Group 
members are expected to:  

1. Exchange names, telephone numbers, and 
e-mail addresses with other group members 
to facilitate meetings.  

2. Communicate openly and effectively with 
each other.  

3. Take active and functional roles during 
group meetings.  

4. Assign roles to group members (when ap-
propriate) early in the group process.  

5. Be prepared for group meetings by doing 
any necessary individual work.  

6. Deal with conflict quickly and in a positive, 
productive manner.  

7. Do not allow “free riders” or expect others to 
do your work.  

8. Expect to be thrown out of groups very 
quickly if you do not pull your weight. 

9. Be prepared to work outside of class in ad-
dition to in-class group time.  

10. Keep an accurate log of group meetings and 
take attendance.  

Presentations  

Students should exhibit a high level of profes-
sionalism and preparation in individual and 
group presentations. Presenters are expected 
to:  

1. Show up early for presentations in order to 
assure that AV equipment functions prop-
erly and to arrange the physical space for 
the presentation.  

2. Adhere to the time limits specified for pres-
entations and any subsequent questions. A 
dress rehearsal is necessary for timing your 
presentation.  

3. Thoroughly prepare for extemporaneous de-
liveries during all presentations. Reading to 

your audience is not an acceptable delivery 
style for communication professionals.  

4. Wear appropriate attire that reflects the se-
riousness of the occasion. Always consult 
your professor to determine the degree of 
formality required.  

5. Deliver cohesive presentations with full par-
ticipation and equal coverage by everyone.  

Audience members should listen critically, pro-
vide specific and constructive feedback, and 
pose challenging questions.  

Writing Skills  

Effective writing is one of the areas of human 
endeavor where virtuosity is non-existent. Eve-
ryone has heard of child protégés who possess 
amazing mathematical, artistic, scientific, and 
musical skills. However, unheard of are people 
born with knowledge of history, philosophy, lit-
erature, communication, or rhetoric. Writing is 
an art that must be developed and honed. 
None of you are "great" writers yet. That is why 
you are here.  

Almost everyone, even professors, needs assis-
tance with their writing in order to rise to their 
fullest potential. For this reason, you should 
take advantage of every opportunity to improve 
your writing. When your professors offer to 
read early drafts of your work, take advantage 
of the opportunity! However, understand that 
professors are not editors and will not mark all 
of your mistakes. Students are expected to edit 
their own work for spelling, AP/APA style, etc. 

Written Assignments  

You are expected to submit written assign-
ments on time. If you are unable to submit an 
assignment on time, be sure to notify your pro-
fessors ahead of time and discuss alternatives, 
if any exist. No professor is obligated to allow 
you to turn in your work late. Do not assume 
that you have the option to turn in your work 
late. 

• All assignments should be neatly typed, free 
of spelling and grammatical errors, carefully 
proofread, and adhere to the highest stan-
dard of professionalism and ethics, particu-
larly concerning issues of plagiarism.  

• All sources must be carefully documented 
according to the APA Style Manual for es-
says, and AP style for news releases, etc. 

Paper Sources: For all written work submitted 
for a grade, include copies of title pages of all 
book/journal/Web/etc. sources cited. Copies 
of title pages and pages cited are sufficient for 
book and journal articles. For Web sites, in-
clude the home page of the site visited and 
copies of the individual link pages used in 
quotes or to support points.  

Note: Only sources cited in the body of your 
text belong in the bibliography section of your 
papers. Do not include sources that do not ap-
pear in the body of your texts. Do not annotate 
sources unless requested by your professor. 

Active Learning 

You should approach your learning actively. 
Provide your professors with feedback regard-
ing the course. Do not allow personal problems 
to fester or to hinder your learning. Discus-
sions that are critical of courses or professors 
should, of course, take place privately, during 
office hours, and not in the classroom.  

Professionalism 

Webster’s dictionary defines a professional as: 
(1) characterized by or conforming to the tech-

nical or ethical standards of a profession; (2) 
exhibiting a courteous, conscientious, and gen-
erally businesslike manner in the workplace.  

Regularly missing class (or work), coming late, 
or leaving early, is clearly unprofessional. Fur-
thermore, merely coming to class every day, 
getting passing grades, and “occasionally” say-
ing something in class is not the mark of a pro-
fessional either. People who simply show up to 
work, do their jobs, and collect their paychecks 
(or grades), are not “professionals,” they are 
“employees” (or students).  

Demonstration of the “conscientiousness” men-
tioned by Webster is accomplished by being 
prepared to discuss classroom issues, doing 
your reading, making an effort to understand 
class readings and materials, and showing a 
focused and respectful attitude toward your 
peers, the teacher, and any guests.  

Effective interpersonal communication is one 
of the hallmarks of “professional” communica-
tors. JMC majors are “audience oriented” dis-
ciplines. Arguing about grades, policies, or 
procedures, in class (or anywhere else), or try-
ing to get out of doing your work, are not ex-
ample of professionalism. Instead, profession-
alism involves being genuinely interested in 
how to improve professionally and making an 
effort to do the best work possible.  

Grades  

If you wish to contest a grade, please do so in 
writing (typed). Using Memo form, explain why 
you think you deserve a higher grade. 

Poor arguments: “My roommate, who is an 
English major, read my essay and said that it 
was an A”; “My friend and I worked together on 
this and she got a higher grade…”; “I have 
never received a grade this low before…”; “I 
worked really hard on this…”; “I came to see 
you three times and only received a.…”  

Effective arguments: “Based on the assignment 
criteria (length, material covered, sources, etc.) 
I believe that I exceeded the assignment crite-
ria in the following ways…”; “In our meeting in 
your office you explained that I should do the 
following…I did each of those things as you 
can see from the highlighted paper, at-
tached…”; “In the textbook it was explained 
that…you said that ‘we should consult the 
textbook for more information…my assignment 
followed those suggestions by doing.…” These 
are all examples of “reasonable” arguments not 
based on “but I worked hard…” etc. Note: sim-
ply “meeting criteria” only earns you a C. 

A degree is not an education, 
and the confusion on this point is perhaps  
the gravest weakness in American thinking  

about education.  
Simpson’s Contemporary Quotations, (1988), #2719 

 
Men occasionally stumble over the truth,  

but most of them pick themselves up  
and hurry off as if nothing ever happened. 

Sir Winston Churchill 
 

 Most learning isn’t fun.  
Learning takes work. Discipline.  

Commitment, from both teacher and student.  
Responsibility—you have to do your homework. 

There’s no shortcut to a quality education.  
And the payoff isn’t an adrenaline rush,  

but a deep satisfaction arriving weeks,  
months, or years later.  

Equating learning with fun says that if you  
don’t enjoy yourself, you’re not learning. 

Clifford Stoll (1999). High-Tech Heretic:…, p. 12. 





 

 

The Public Relations Society of America (PRSA)  

Code of Ethics 
 
 

Article 1: Always serve the public interest.  

Article 2: Act with honesty and integrity.  

Article 3: Deal fairly with publics—past, present & future.  

Article 4: Accuracy and truth in communications.  

Article 5: No false or misleading statements.  

Article 6: No corrupting channels of communication or 
government.  

Article 7: Identify clients publicly.  

Article 8: Never use front groups.  

Article 9: Never guarantee results (placement).  

Article 10: Never represent competing interests.  

Article 11: Never be in conflict with client’s interests.  

Article 12: Never accept gifts.  

Article 13: Safeguard the privacy or past, present, and future 
clients.  

Article 14: Never damage the professional reputation of another 
public relations practitioner.  

Article 15: Report the unethical actions of other practitioners.  

Article 16: You are obligated to testify against others.  

Article 17: Sever relations with clients who go against this code.  



Michael L. Kent, Ph.D. Communication Studies
Portfolio Development

Portfolio: portfolio \Port*fol"io\, n. [F. portefeuille; porter to carry + feuille a leaf. See
Port to carry, and Folio.]

1. a hinged cover or flexible case for carrying loose papers, pictures, or pamphlets
2. [from the use of such a case to carry documents of state]: the office and

functions of a minister of state or member of a cabinet
3. the securities held by an investor: the commercial paper held by a financial

house (as a bank)
4. a set of pictures (as drawings or photographs) either bound in book form or

loose in a folder.

As the definition above suggests, portfolios are created for a variety of purposes. As
definition four suggests, any book used to carry documents can be called a portfolio.
For our purposes, portfolio refers to a book (a spiral binder with three-hole punched
pages, plastic page protectors, etc.) that can be used to exhibit your professional work.

Considerations:

� Place your résumé in the front of your portfolio�with extra copies in the back.

� Your portfolio should be designed so that you can easily insert and remove pages
as you update it. Plastic page protectors and three ring binders work nicely. Use
the kind with the front and side �view windows� so you can easily update the cover.

� Your portfolio should be professionally compiled. Everything should be in final
draft form, everything should be professionally printed, everything should �look� as
professional as possible.

� Your portfolio should be organized rhetorically. The best examples of your work are
near the front; sections dividers have been created if appropriate; examples of the
same type of work have been placed together.

� Your portfolio contains error-free examples of your best work.

� Your portfolio should be created using high-quality materials. Avoid paper or
flexible plastic folders; laser print copies or color/B&W inkjet copies on the �best�
setting�use �brilliant white� papers (93%+ whiteness), use color when appropriate.

� Tab sections worth special attention or specific to the type of job you might be
applying for.

� Include samples of published work; include samples of work appropriate to the
position you are applying for; include samples that illustrate your individual skills.

� Include �work in process� if appropriate (in professional form), and include
�interesting� projects to arouse interest and show that you are creative.

� The portfolio is a �sales� tool. Do not apologize for its content or look�you should
not have to. Do not oversell your skills or undersell your accomplishments.

� Your portfolio will be speaking for you so do not let it say: �lazy,� �has no attention
to detail,� or �is not very competent.�



Communication Studies Michael L. Kent, Ph.D. 
Résumés 

Résumé 

1. A brief account of one’s professional or work experience and qualifications— 
often submitted with an employment application.  

2. A summary.  

Considerations 

Content 

• Keep the résumé short, 1–1.5 page max. 

• Résumés for public relations specialists should be high quality and professional: 
no errors—spell check and proof read many times, make it graphically pleasing, 
and print on quality paper. 

• Use key words and short descriptive sentences (fragments) where possible. Do not 
write lengthy paragraphs. 

• Arrange the résumé to stress your strengths. You may want a topical or 
combination résumé rather than a chronological résumé.  

• Focus on your work experience and strengths.  

• Never have unaccounted-for gaps in employment. 

• If you are, or have been, affiliated with more than a few organizations, activities, 
etc., do not list them all. Include only the half-dozen most recent/impressive.  

• Do not list every class that you have taken in your field. If you list any, list the 
most important/relevant classes. Arrange these lists “rhetorically.” 

• If you plan to list your GPA, make the most of it. Do not bother listing “overall” GPA 
if it is not very impressive. Alternatively, you might list the GPA in your major 
instead. If neither are very impressive, leave them off entirely. 

• Do not list “interests” unless these will suggest you possess additional skills of 
value to the organization.  

• Do not list religious affiliations, fraternities/sororities, etc. This is unprofessional 
and you run the risk of someone subconsciously (or consciously) discriminating. 

Æsthetics 

• Lots of white space. 

• White paper or off-white only—colored is unprofessional and does not copy or scan 
well. 

• 25%+ cotton bond paper will make your résumé stand out but is often not 
necessary with many résumés being scanned, etc. 

• Do not use specialty papers—decorative boarders, colored paper (pink or blue), etc. 

• Do not fold—get full-page envelopes.  

• Do not be overly creative unless you are applying in a creative field. 

• Use a single font and a common font—never more than two fonts. Don’t use Times. 

• Never less than about 12-point unless the font is very readable at that size—when 
you are reading 200 faxed résumés you get tired. 

• Experiment with your layout until you have one that is easy to read/follow. 

• Always have extra, excellent, copies on hand when you go on interviews, etc. 



Miscellaneous 

• A résumé need not list every part-time/full-time or volunteer work experience you 
ever had. A résumé is a sales tool not a vita. 

• Include job titles, duties, supervisor’s name, and major accomplishments—i.e., 
“promoted to Senior Trainer after four months,” etc. 

• Include short courses, special training, seminars, etc. that might be relevant to the 
employer. 

• List relevant accomplishments, awards, leadership positions, professional 
publications, and citations.  

• Include complete contact information: address, telephone (home, message, 
cellular), fax, and e-mail.  

• On telephones: professionalism calls for recording over those annoying answering 
machine messages you had in college with a professional sounding message. Do 
not provide a message number that “random boneheads” have access to—such as 
fraternity/sorority houses apartments with several roommates, etc.  

• If you have no choice, “tactfully” explain to your friends/roommates that you 
may be receiving professional, job-related, calls and ask them to be congenial 
and professional when answering the telephone and taking messages. Have a 
confidant call you once in a while to be sure your messages are being delivered 
and the telephone is getting answered properly.  

• Always answer your telephone (or cellular telephone) professionally when you 
are on the job hunt. A rude person answering the telephone with “Yo, speak!” or 
“It’s your dime” will likely be the kiss of death for your job. I personally hang up 
when students ask me to call them and I receive such treatment from 
roommates. So will your future employer. 

• The résumé is your chance to sell yourself. Never lie. Always adapt to your 
audience. Your résumé is an argument that says, “I am more qualified than that 
other guy/gal.” “I’m also smarter, nicer, and doggonit…people like me.” 

• Describe your career goals: do not be pedantic, egotistical, vague, or mercenary.  

• Describe your career aspirations in terms relevant to the employer and type of 
work. Do not sound too narrow.  

• Describe your goals in terms of the position for which you are applying. Keep the 
specific employer in mind as you write these goals. 

• Your résumé should reflect your own individuality, uniqueness, creativity, flair, 
style, Kairos, and savoir-faire. Have some. 

• Update and revise your résumé often to keep it up to date.  

• You may need to create several versions of your résumé for different occupations. 
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Writing Goal Statements for Resumes 

Goal statements are sales tools. They are your one chance in a resume to say whatever 
you want about yourself. They are a bit like quotes in news releases—you can say 
what you want because you are not really saying it, someone else is. The same is true 
with goal statements. You get to answer the often-asked question “where do you see 
yourself in five to ten years?” before you are ever actually invited in for an interview. 
Goal statements in practice are rhetorical. They allow you to show that you are knowl-
edgeable about the organization and that you have some idea of your own strengths.  

Sample Goal Statements  

I seek a management position in which I can employ my organizational communica-
tion skills. As an expert in public relations and webbed communication, I recognize 
the importance of effective communication between organizations and publics. I can 
help your organization take advantage of the new communication technologies to 
effectively market your products/services and to build relationships with customers 
and key publics.  

My goal is become an expert in the area of knowledge management. Knowledge man-
agement involves integrating communication theory, research, and computer tech-
nologies to meet the needs of dynamic, complex organizations. Given Company X’s 
[use their name] position in [what], I believe that my current experience would be an 
asset and give me the opportunity to learn more about how to apply knowledge man-
agement in a [company type] setting.  

Over the course of my public relations education at Montclair State, I have had the 
opportunity to study communication from a variety of perspectives: interpersonal, or-
ganizational, intercultural, nonverbal, and mediated. Although each class teaches me 
new skills, my real interest is in public relations where I hope to obtain a management 
position and eventually work with clients in the [fashion, sports, etc.] industry.  

My short-term goals include obtaining an entry-level position in public relations where 
I can hone my communication and management skills. My long-term goals include 
working in an international/intercultural setting, perhaps at one of your international 
offices, where I might travel and expand my understanding of international public re-
lations. 

In the short-term, I hope to work for an organization that serves a variety of clients. I 
hope is strengthen my public relations skills by participating in strategic management 
and planning as well as learning what public relations tactics work best in different 
settings. Ultimately I would like to work as an account executive or supervisor with 
clients in the entertainment industry. 

As a long-time fan of the New Jersey Devils I have always dreamed of working with the 
team. Given my passion for the team, my love of sports, and my public relations and 
communication skills, I believe that I would make an excellent choice for an intern. My 
goal is to work closely with more experienced sports public relations experts and de-
velop the skills and expertise needed to pursue a career in sports public relations 
when I graduate.  
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Resume Suggestions 

The resume must be appropriate for the field in which you are applying. For example, if 
you were applying for a job as a graphic designer you would be expected to have a creative 
and visually appealing resume that utilized color, design elements, etc. In public relations, 
you are expected to know the rules of Associated Press (AP) style, have visually appealing 
resumes free of errors, and write in a straightforward fashion—i.e., without the use of hy-
perbole. 

• Avoid phrases like: “controlled membership verification” (you “Signed up new 
members”); “formulate new patient media folders” (you “Labeled and filed patient 
folders,”); “multitask to achieve quality service” (you “Assisted with customer serv-
ice”), etc. Be clear about what your responsibilities were. You are not applying for a 
job as a waiter/waitress or sales person anymore. Professional communicators ex-
pect professional writing. You will more readily get the job by demonstrating that 
you know how to write effectively and adapt to your audience. 

• Be sure to follow all AP style rules when writing telephone numbers, dates, e-mail 
addresses, etc., when applying for a writing or public relations position. 

• My resume handout suggests that you should not use san serif fonts (like 
Helvetica, Arial, etc.) and you should not use Times. Follow the handout. Follow Dis-
ney’s advice. 

• Do not use a font that is too small to read easily or fax well just to keep you’re your 
resume to one page. 

• Never make your address or other contact information smaller than the body type 
of your resume. If the employer cannot read your cell phone number after you fax 
your resume, what was the point of sending it?  

• Many resumes include a list of adjectives (motivated, hard working, etc.). A state-
ment of goals is better. Since everyone lists almost the same things, everyone be-
comes equal on this point. The person with the best interview skills will simply get 
the job. However, the person who writes a well-crafted and articulate statement of 
goals will stand out.  

• Do not list everything that you did at every job. If you list six things for every job I 
might conclude that you have told me everything. If what you listed is not what I 
want, then I have no reason to call you. List only the top three activities so that I 
can see what skills you have and what “potential” you might have. 

• Move your education to the top!  

• Include any foreign language skills and level of proficiency in the education section.  

• Explain how well you can use each computer program that you list (e.g., “basic 
understanding,” “advanced training,” etc.). 

• Take note of spelling: Microsoft Word (with space), PowerPoint (without spaces 
and with nonstandard capitalization), QuarkXPress (no spaces, nonstandard capi-
talization), etc. Pay attention to the spell checker on Microsoft Word! If the spell 
checker is not turned on to “automatically check” for misspellings, turn it on!  

• You must pay more attention to details! Stop doing what you have always 
done and learn to do it right! 
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Word Processing Software 
Microsoft word does nearly everything that a typical public relations 

practitioner might need to do to produce professional looking word-processed 
documents. Word can create mail merges, automatically generate envelopes, labels, 
bulleted and numbered lists, create templates and simple graphics, designate style 
sheets, sort lists, and dozens of other basic desktop publishing functions. Microsoft 
Excel is a fairly powerful spreadsheet program that can be used to create tables, 
graphs, infographics, conduct hundreds of everyday statistical calculations, and many 
other functions. I will begin with Word.  
Microsoft Word 

Word has many useful features. However, before I go into any details, the first 
thing you should learn how to do is to customize your toolbar so that it has all of the 
commands that you use on a regular basis—or would use if you knew where to find 
them. Figure 13.1 has a copy of my own toolbars. I will briefly explain how to 
customize the toolbars and then move on to briefly discussing several of the features 
found in word that you should know how to use. 

If you go to View/Toolbars, you will see a pull down menu with about 16 
possible menus to choose from. Most people typically have two or three toolbars open. 
If you do not already have “standard” and “formatting” open, do so now. Place your 
menus where they serve you best. I prefer mine stacked at the top of the page; 
however, you can also place them along the sides, at the bottom, etc. Next, point your 
mouse at each of the items in the menus that you do not recognize and pause for a 
few seconds. An explanation of what it does will appear. If you do not understand 

what the feature does (for example, Figure 13.2, the Format 
Painter, which most students have never used), then look it 
up in your manual or under “help.” 

Make note of the toolbar commands that you are sure you 
would never use because you will be removing them and 
replacing them. For example, I never use “cut,” “copy” or “paste” 
from the toolbars, I execute these commands from the keyboard.  

Once you have identified what each of the icons in the 
stock toolbars do, and which commands you 
probably will not use, go to the “View/Toolbars” 
menu again, scroll to the bottom and open 
“Customize…” (Figure 13.3): 
“View/Toolbars/Customize….” Select the 
“Commands” tab (Figure 13.4). Once this window 
is open, be very careful with your toolbars and 
menu bar at the top of the screen. If you wanted to 
(do not experiment, trust me), you could remove 
the “File” menu simply by dragging it off to the 
side or down out of its location. However, what 
you do want to do here is to browse the various 
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commands and add in any that you might find 
useful: there are hundreds, dozens of which you 
have probably never seen or knew existed. 

Begin by dragging all of the commands out of 
the toolbars that you determined you would not 
use. Simply click on them and drag them out of 
their location. Once pulled out of the menu, let go 
of the mouse button and the item will disappear. To 
restore an item, if you make a mistake, drag the 
item from the commands window and drop it back 
into the toolbar where you want to place it. You can 
also rearrange the items on the tool bar to place 
them where you prefer by clicking on them (holding 
the mouse button down) moving the item to a new 
location (or a different toolbar), and releasing the 
mouse button. 

After you have removed the items that you do not want, I recommend closing 
the “Customize” window and restarting Microsoft Word (MSW) to save the changes. As 
many of you know, Word can be unstable so as you proceed with the remainder of the 
toolbar editing, quit from time to time and restart Word to prevent losing your changes. 

Once you have figured all of this out, open up the “Customization” widow again, 
and proceed to go through all of the MSW commands. You can either go menu-by-
menu (click “File,” “Edit,” “View,” etc., on the left side) or use “All Commands,” and 
them click on each one in the right window. As you select each item, a description will 
appear at the bottom of the Customization window telling you what each command 
does. If the command sounds useful, simply drag it up into one of the toolbars. Note: 
you can “rearrange” the commands after you have used the program for a few days to 
maximize individual placement. I have placed the commands that I use regularly in my 
menu bars to correspond with my own usage patterns. I have also grouped like items 
together to make them easier to locate and use. 

Here is a summary of the commands from my own toolbar that I have found 
useful, starting at the top row (Figure 13.1): New Blank Document, Open, Save, Print, 
Find, Find File, Web Page Preview, Insert a Symbol, List Sort Ascending, List Sort 
Descending, Insert Page Number, Insert Number of Pages, Create Envelopes, Create 
Labels, Drop Cap, Insert Note, Show/Hide Formatting, Drawing, Line Style, Line 
Weight, Change Page Magnification, and Help.  

Second row: Style, Normal View, Page Layout, Format Font, Format Paragraph, 
Document Layout, Single Space, 1.5 Space, Double Space, Align Left Justified, Align 
Center, Align Right Justified, Align Both Margins, Create Columns, Borders and 
Shading Menu, Outside Border, Background Color, Highlight Color, Font Color, Fill 
Effects, More Colors. 

Third row: Font, Font Size, Format Painter, Outline, Shadow, Bold, Italic, Word 
Underline, Dotted Underline, Underline, Double Underline, Small Caps, Strikethrough, 
Double Strikethrough, Change Case, All Caps, Subscript, Superscript, Bullets, 
Numbering, Increase Indent, Decrease Indent. 
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Additional Features of MSW 
As mentioned above, MSW has hundreds of commands that most people never 

use or do not even know about. Below I list several of the features that I have found to 
be the most useful. 
• “Preferences/Spelling and Grammar”: Create a custom dictionary and begin adding 

technical terms when they are flagged as misspellings. Set your grammar checker 
for “punctuation inside of quotes” and “one space after periods.”  

• “View/Page Layout” to see the actual page with margins, etc. This is useful for 
formatting and is preferable to “normal” view for almost all work. 

• “Insert/Picture/From File” allows you to place a graphic into your document. Once 
a graphic has been placed, you can double click the graphic to open the “Format 
Picture” menu allowing you to scale the picture to fit, adjust text wrapping, etc.  

• “Format/Font/Character Spacing” allows you to adjust the spacing between 
characters to reduce the spacing or increase spacing (called kerning). Kerning is 
very useful when you are one word long on a document and want to run the word 
back. Simply reduce the line spacing of the last line (or paragraph) by .1–.3 pts and 
no one but a graphic artist or typesetter would notice the difference.  

• “Format/Paragraph” allows you to adjust the spacing before and after paragraphs, 
set absolute spacing (12.5 pts.) rather than relative spacing (double), create 
hanging indents, keep lines together, and designate “Widow/Orphan control.” 

• “Format/Document” allows you to adjust the margins, control the placement of 
headers and footers, etc.  

• “Format/Bullets and Numbering” allows you to designate any of several different 
types of bullets, or several types of numbered lists. Using automatic bullets and 
numbering is preferable to creating them manually. Be sure not to use hyphens, 
periods, o’s, and dashes in place of bullets. Learn to make proper bullets and 
numbered lists. 

• “Format/Borders and Shading” allows you to place borders around entire pages, 
paragraphs or sections, or individual words.  

• “Format/Columns” allows you to create a designated number of columns, to place 
lines between them, or to create columns of equal or different width. 

• “Format/Drop Caps” allows you to create drop or margin caps and to designate 
how many lines they will span. 

• “Format/Style” allows you to create style sheets (Figure 
13.5). The best way to create style sheets is to close all 
open documents and then open the “Normal” template 
and set all of the defaults that you want (widow/orphan 
control, etc.). Designate everything in your style sheets 
that you might want as defaults for font, size, style, etc., 
as well as headlines style, header and footer preferences, 
etc. There are dozens of style sheets that can be 
designated. If these changes are made to the “Normal” 
template, then all future documents created will have 
those parameters and your style sheets will work 
everywhere.  

• You can change the size of a font from the keyboard by 
highlighting the words, and holding the command key, 
and the hitting arrow < > keys to increase or decrease 
the font size to the next default size (8, 9, 10, 11, 12, 14, 
16, 18, etc.).  
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• You can quickly adjust the amount of indentation in a paragraph by using the 
increase or decrease indent keys. 

• Go into the “Tools/AutoCorrect…/AutoCorrect” menu and make the following 
changes: replace “website” with “Web site”; “web site” with “Web site”; webpage 
with “Web page”; “world wide web” with “World Wide Web”; “pubic” with “public”; 
and any other frequently misspelled words. Add to this list anytime you identify 
mistakes that you make or that the auto correct function does not recognize. 

• Always use “Tools/Hyphenation…/Auto hyphenate” whenever you are justifying 
both the left and right margins.  

• “Tools/Word Count” does what it sounds like and also counts letters and lines. 
• “Tools/Envelopes” provides template for printing envelopes. 
• “Tools/Labels” provides label templates for all of the hundreds of types of labels. 

The templates are based on the numerical codes that come on label packages 
(Avery and others). 

• Entire words can be selected simply by double clicking anywhere in the word.  
• Entire lines may be selected by triple clicking anywhere in a line of text. 
• Multiple sections of text from different locations in a 

document may be selected all at once by first selecting a 
word, paragraph, section, etc. and then holding down the 
command key while you make additional selections of text 
from different locations in the document. MSW assembles 
these selections in the order that you make them so this 
feature can be very useful for quickly rearranging 
paragraphs or sections of text (Figure 13.6).  

• Drag and Drop editing is possible (if you have it turned on in the 
“Preferences/Edit” menu) when you highlight a series of words or paragraphs and 
then release the mouse button. Then, click on the highlighted text again (one time) 
and hold it, and move the mouse to where you want to drop the text and let go of 
the mouse button. Drag-and-drop editing takes a bit of practice but is worth 
learning how to do. 

• Characters, words, paragraphs, sections, or whatever, may be copied and pasted 
somewhere else simply by holding down the command key while moving the 
highlighted text. For example, you want to use the same phrase to start several 
sentences (alliteration). Just highlight the words in question, press the command 
key, and “drag-and-drop” them to the new location. Using the command key copy 
feature saves a keystroke. The traditional way: “highlight, copy, paste,” can be 
reduced to “highlight” (press command) and “drag and drop.”  

• “Edit/Find” and “Change” can be used for dozens of purposes if you think through 
what you want to do. For example, when you are finished with a document, search 
for all extra spaces (literally, search for “space, space” by hitting the space bar 
twice, and replace them with one space to eliminate all double spaces after periods, 
etc. Be sure to run this a few times to make sure that triple or quadruple spaces are 
removed (continue “replace all” until you get “zero replacements”). You can also use 
“Find/Replace” to edit text downloaded from the Internet, as well dozens of other 
uses. Be creative, think through what you want to do first, them do it in several 
steps. I often have edited a text file (an e-book, for example, from “Guttenberg 
Project”) and stripped out all of the manual line breaks while maintaining the 
paragraph breaks to make the text easier to read and quote.1 

• “Insert/Footnote.” Be aware that MSW will automatically change your footnotes to 
a default font that is different than your “normal” font (unless you have designated 
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a style in your style sheets). Be sure that your footnote formatting matches the rest 
of the document. The programmers obviously never read a style guide. 

• The “Format Painter,” the blue paintbrush looking icon on your toolbar is very 
useful. With it you can copy the formatting from one place (a heading or bulleted 
list) to another place. Simply place your cursor anywhere in the paragraph that you 
want to copy the formatting from, and then click on the style painter. A plus sign 
will appear next to your cursor and when you highlight a new section of text, word, 
paragraph, etc., the style will be copied and applied. If you change your mind, click 
the paintbrush again and the plus sign will disappear, or use the “undo” 
command.  

 
Notes 

                                            

1 Here is the procedure: In the find box, search for two paragraph breaks: ¶¶ 
(toggle the window bigger for “special” commands); in the replace box, replace the two 
paragraph breaks with a symbol that is not in the text itself. I use a bullet: • (option 8). 
Select “replace all” and change all of the paragraph breaks to bullets. Next, replace all 
of the single paragraph breaks with a space: search for ¶ and replace with a “single 
space”—one tap of the space bar. Select “replace all” to eliminate all of the 
unnecessary paragraph breaks. You should now have a continuous paragraph of text 
that has bullets wherever proper paragraph breaks would be located. Finally, convert 
the bullets back to proper paragraph breaks: search for • and replace with ¶. Voila, 
you will have eliminated all manual returns at the ends of lines and created proper 
paragraph breaks.  

Once you get good at using “find/change,” you can use the feature to make a lot 
more subtle changes in documents. I have used find/change for textual analysis by 
searching for specific words and changing their color, or case, to make the words 
easier to locate and to highlight their relations to other words, etc.  
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