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Community Relations PRM 417/617 
Statement of Faith  

“As an educational enterprise of the Church of the 
Nazarene, we pursue truth in order to glorify the God and 

the Father of our Lord Jesus Christ:  praying for the coming 
of the Spirit; remembering the promise of Scripture and 

tradition; keeping our hearts faithfully attuned to the voice 
of God; and being thoughtfully, acutely, and critically 

engaged.”  2002-2004 Catalog.  Bourbonnais, IL:  Olivet 
Nazarene University. 

 

 
 
Professor of Record: Dr. Duke Haddad 

Executive Development Director, The Salvation Army Indiana Division 
Doctor of Education, West Virginia University 
Master of Public Administration, Marshall University 
Bachelor of Science, Business Administration, Marketing/Management, West Virginia University 
Morgantown West Virginia 
Office:  317.224.1029 
Email:  duke_haddad@usc.salvationarmy.org 
Mailing Address: 3100 North Meridian Street, Indianapolis, IN 46208 
 
Instructor: Michael Rowland  

Director of Marketing and Communications, The Salvation Army Indiana Division 
Bachelor of Science, Education 
Wayne State University, Detroit, MI 
Office:  317.224.1037 
Email: michael_rowland@usc.salvationarmy.org 
Mailing Address:  3100 North Meridian Street, Indianapolis, IN 46208 
 
COURSE DESCRIPTION/OVERVIEW  
 
This course offers an opportunity to learn and apply practical principles to better understand 
community relations and resource development.  Emphasis is placed on external resource 
development with media, maximizing board member engagement, understanding the role of 
philanthropy in the corps, and how to communicate most effectively with community leaders.  
Proven tactics for ministry support and fundraising success are also presented. 
 
The course emphasizes your role with community relations as it relates to corps success.  It will 
explore community relations as a key tactic in an overall strategic communications program, 
covering traditional, online and social media, and applying classroom discussion and readings 
along with practical exercises. You will learn to secure private funding resources in the 
communities you serve. 
 
COURSE MATERIALS TEXTBOOK/REQUIRED READING 
 

• The Salvation Army Manual of Advisory Organizations, Advisory Board (1999).  United 
States: The Salvation Army Trade Department. 
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• Officers' Advisory Organizations Training Guide, Developing an Effective Advisory 

Organization (2003).  United States: The Salvation Army Trade Department. 
 
Please bring AP Stylebook to every class, as well as additional assigned texts for that day 
(whether handouts, online texts, or advisory organizations manual and guide). 
 
RECOMMENDED READING 

• The Salvation Army Media Relations, Richard’s Partners 
• The Salvation Army National Media Relations Policy 
• The Salvation Army Social Media Guidelines 
• Successful Fundraising:  A Complete Handbook for Volunteers and Professionals, Joan 

Flanagan, McGraw-Hill Companies, Columbus. 1999. 
• Relationship Fundraising: A Donor Based Approach to the Business of Raising Money, 

Ken Burnett, Jossey-Bass, San Francisco, CA. 2002. 
• Hank Rosso’s Achieving Excellence in Fund Raising, Hank Rosso, Jossey-Bass, San 

Francisco, CA. 2001. 
• Revolution in the Mailbox: Your Guide to Successful Direct Mail Fundraising, Mal 

Warwick, Jossey-Bass, San Francisco, CA.  2003. 
• How to Write Successful Fundraising Letters, Mal Warwick, Jossey-Bass, San Francisco. 

2001. 
• The Nonprofit Marketing Guide: High Impact, Low-Cost Ways to Build Support for Your 

Good Cause, Kivi Leroux Miller, Wiley, New Jersey. 2010.     
 
LEARNING OBJECTIVES 
 
Upon completion of this course, the candidate will be able to: 
 

• Think critically and strategically within a communication context.   

• Strategically understand how to build and manage communication that impacts 
relationships with media, donor/funders, advisory board members and all external 
audiences.   

• Define and create key messages, i.e. "Talking Points."   

• Examine and enhance advisory board and donor relations from an interpersonal 
communication perspective. 

• Understand general concepts and implementation strategies for community relations and 
fundraising for corps programming success. 

 
 
LEARNING OUTCOMES 
 
The following outcomes are expected of each candidate for this course: 
 

• Develop and implement comprehensive communications skills in order to inform 
constituents and identified markets about the mission, vision and values of The Salvation 
Army, your funding priorities and gift opportunities.    
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• Effectively organize, construct, and deliver prepared and spontaneous presentations to 
individuals and groups such as associations, organizations, foundations, corporations 
and individuals.   

• Develop and pitch a news story to the media with confidence and, therefore, a greater 
chance of success. Write and format news releases for media. Understand the media 
and be prepared for media interviews.   

• Plan and manage interactions with donors, including acknowledgement, recognition and 
stewardship, as a series of "Touch Points." 

• Understanding and seeking time, talent and treasure as it relates to the growth and 
development of each individual corps. 

 
Course Assignments 
Week Topics Reading 

Assignment 
Assignment 
Description and Due 
Date 
(I - Individual) 
(T - Team) 
(B - Benchmark) 

Points 

Prior to 
Class 

  Communication 
Assessment 

Advisory 
Board 
Manual 
Officers' 
Advisory 
Organizations 
Training 
Guide 

(I)  A two-page 
evaluation of your current 
Advisory Board structure 
and your current 
Community Relations 
efforts.  What role does 
communication play in its 
successes/challenges? 
Pre-class assignment, 
Due July 17, 2017 

100 

Day 1 SWOT Analysis of 
Classmate’s Corps 
(Presentation)   

  

 

  (I)Discuss and review 
individual presentations 

 100 

Day 2 Community Impact: How to use 
key messages, stats, facts and 
programs highlights to 
communicate in your market 

Producing a press release 
 
Social Media best practices 
 
 
Communicating on camera, on 
mic or on the phone 

  (I)  Writing assignment 
creating messages, 
talking points and other 
information.  

(I) Press release, 
critiqued by small group 
(I) Write a social media 
plan 
 
(I) Mock interviews 
 

100 
  
 
 
100 
  
100 
 
 
100 
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Day 3 External Constituencies: 
Internal plus external 
communication principals and 
processes to create and 
sustain a high performing 
external relations program 

  (T)Review guidelines 
plus create strategies 
and a communication 
plan for advisory board 
development 
(T) Create strategies and 
implementation plan for 
recruitment, orientation 
and training of corps 
volunteers 
(T) Create strategies and 
an implementation plan 
to develop and enhance 
relationships with 
representatives from 
outside organizations 
such as United Ways, 
Community Foundations, 
Government Leaders and 
other stakeholders  
 

100  

  
 
 
 
 

 

 

 

 

 

 

 

Day 4 Fundraising Team  
(Presentations):  

Understanding sources of 
funds, purposes of funds and 
the pyramid of giving as it 
relates to the total fundraising 
program 

Annual Gifts: Elements such as 
direct mail, special events, 
kettles, etc. 

Major Gifts: Elements of face to 
face solicitation, relationship 
building and understanding the 
case for support 

Planned Gifts: Elements of 
cultivating, soliciting, 
stewarding and engaging a 
donor for an extended period of 
time 

Development Services: 
understanding elements such 
as data, systems, recognition, 
programs, etc. 

Teams in Groups of Two to 
make presentations based 
upon research and analysis.  

  (T) Discussion 
Assignment, creating key 
talking points and other 
information. 

 

 

(T)Discuss how to 
improve direct mail, 
kettle, special events and 
major gift efforts. 

 

 

(T)Discuss ways to 
approach prospects for 
appointments, what to 
say and how to say it. 

 

 

 

 

 

 

200 
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Potential topics: 

Case For Support 

Annual Gifts Programs 

Major Gifts Programs 

Planned Gifts Programs 

Development Services 

Capital Campaigns  

Ladder of Effectiveness 

Changing Donors    

Others TBD 

 

(T) Throughly review 
topic and provide a one 
hour presentation with 
resource materials on 
assigned topic based 
upon best of class 
research. Encourage 
class discussion and 
questions. Lead class in 
topic discussion.  

 

Day 5 Engaging divisional, territorial 
and national resources 

Interpretation of a Triangle 
Concept for practical use in 
various settings (social 
services, community relations, 
church attendance and growth) 
   

Course review, questions and 
answers 

  (I)Discuss ways to seek 
resources and utilize 
resources. 

100 

August - 
November 

Advanced application of critical 
and strategic communication 
skills 

  (B) Master of Ministry 
candidates will formulate 
topics and participate in a 
live interview with the 
instructors via 
videoconference  

Master of 
Ministry 
credit: 500 
points per 
interview, 
500 total 

  Total     1000 

 
Attendance, Participation, and Tardy Policy 
As you are aware, the School of Graduate and Continuing Studies is required to closely monitor 
the attendance of all learners enrolled in our programs. It is very important that the student 
attend every hour of instruction. Attendance is taken in the morning and afternoon. Students 
may not miss more than three hours of instruction and receive full credit for the course – and 
only with prior approval of Director of SACEP, Professor of Record and instructor.  
All absences should be reported to Professor of Record.  
 
Instructors will address tardiness on an individual basis. Learners are expected to arrive for 
class on time and remain for the entire four hour period. 
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Participation is not the same as attendance. Participation requirements are determined by the 
instructor and may include prohibitions against non-class related use of computer or phone 
during class. 
 

ACADEMIC INTEGRITY — (SCHOOL OF GRADUATE & CONTINUING STUDIES) 
Academic violations and dishonesty are defined as deception of others about one's own work or 
about the work of another. Examples of academic violations include, but are not limited to: 

1. Submitting another's work as one's own or allowing another to submit one's work as 
though it were his or hers.  

2. Failure to properly acknowledge authorities quoted, cited, or consulted in the preparation 
of written work (plagiarism). All work submitted by a learner must represent the learner's 
original work. Outside sources used as references should reveal the name and source 
and the extent to which the source is used.  

3. The use of a textbook or notes during an examination without permission of the 
facilitator.  

4. The receiving or giving of unauthorized help on assignments.  
5. Submitting for credit borrowed or purchased papers.  
6. Unauthorized multiple submissions of papers.  
7. Defacing or unauthorized removal of course materials or equipment from classrooms, 

offices, or the library.  
8. Dishonesty in reporting completion of reading assignments.  
9. Signing the roll for someone who is not present in class.  
10. Tampering with experimental data to obtain a "desired" result or creating results for 

experiments not conducted.  
11. Tampering with or destroying the work of others.  
12. Lying about academic matters.  
13. Falsifying college records, forms, or other documents.  
14. Unauthorized access of computer systems or files.  
15. Violating copyright of any form of media. 

Learners who are guilty of academic violations can expect to be penalized. A course facilitator 
whose definition of cheating may differ from that stated above has the responsibility and 
obligation to so inform the learners, in writing, at the beginning of the course. Those facilitators 
who fail to do so have no basis for disciplinary action in instances of purported learner 
dishonesty outside of the above provisions. 

The course facilitator has the authority to deal with instances of academic dishonesty within the 
following guidelines: 

1. Courses of action may include, but are not limited to, the following:  
a) Work may not be redone, and no credit is given for that particular assignment.  
b) Alternative assignments may be given for full or partial credit.  
c) The learner may be dismissed from the university. 

2. Course facilitators must report any incident of violation of the policy on academic integrity 
to the Dean for Graduate and Continuing Studies. Following two reports against a 
particular learner, action is initiated that may lead to dismissal of the learner from the 
University.  

3. The learner has the right to appeal action under this policy through the regular channels 
as established by the grade-appeals process. 

 
 
Grading System 
Undergraduate Courses 
A          94-100   A- 90-93.9%  B+ 87-89.9 
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B 83 -86.9  B- 80 -82.9  C+ 77-79.9  C 73 – 76.9 
C- 70 -72.9  D+ 67-69.9  D 63 – 66.9  D - 60-62.9 
F           <60 
 
A = Excellent Performance; outstanding, thoughtful responses, willing to self-evaluate. Open to 
others perspectives and opinions; engages in a thoughtful and respectful manner within areas of 
disagreement. Student brings experience, outside sources and personal insights to discussions, 
activities and projects.  There is evidence of careful attendance to assignments; neat and 
creative presentations (written or oral). Student attends to time frames given for presentations 
and assignments.  
B = Above Average Performance is above average in all areas; outstanding in some ways;  
C = Satisfactory: Performance is generally acceptable; needs to improve in some areas 
D = Marginal: Performance lacking in many areas; barely meets minimum requirements 
F = Unsatisfactory performance 
 
Graduate Courses  
A          94-100   A- 90-93.9%  B+ 87-89.9 
B 83 -86.9  B- 80 -82.9  C+ 77-79.9  C 73 – 76.9 
C- 70 -72.9  <70 – F  
 
A - Superior Graduate Work 
B - Satisfactory Graduate Work 
C - Below Average 
F - Failing  
 
 
Late Policy 
A due date for each assignment is provided with the assignment description, course 
requirements and on the course schedule.  In order for the student to receive feedback, it is 
essential that the assignment be turned in on time. If an emergency arises preventing the turning 
in of the assignment on the due date, contact with the assigning instructor must be made prior to 
the due date for consideration of extension of due date. This emergency provision is only good 
for one assignment.  For all other late assignments, the grade will be dropped by a half letter 
grade each week.  (example: A to an A-). 
 
COURSE OVERVIEW – DAILY SCHEDULE* 
*Please note that the contents of the schedule will not change, however, the class times may be 
revised due to availability of instructors. 
 
Monday, July 24, 2017—Day 1 
Day 1 is a day to welcome and provide a course overview. It is a day to set the tone for the 
course and for the class to get to know their professor/instructor and each other.   
 
1:00 p.m. to 2:45 p.m.  

• Welcome and Course Overview. 
• Introductions around the Room. 
• Introductions of professor of record and course instructor. 
• Community Relations Definition and In-Class Discussion of definition. 
• Review of Thursday team assignments and topics. 
• SWOT Analysis of each classmate’s officership and Corps. 

 
2:45 p.m. Break 
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3:00 p.m. to 4:45 p.m. 

• Each classmate will review his/her written pre-class assignment community assessment 
paper. 

• Discussion of importance of United Ways, Community Foundations, Government 
Leaders and External Publics. 

• Discussion of internal stakeholders (Corps staff, volunteers, donors) vs external 
community stakeholders. 

 
Tuesday, July 25, 2017—Day 2 
Day 2 is a day to review community impact and how to use key messages and information to 
better market the Corps and programs of The Salvation Army. This is a day where the class is 
engages in producing various products needed by them as they interact with the press, social 
media and external publics.  
                                                      
8:00 a.m. to 8:55 a.m.  

• Welcome and Review 
• Media Relations discussion with class. 

 
8:55 a.m. to 9:50 a.m.  

• What is a press release? Each class member creates a press release.   
 
9:50 a.m. Break 
 
10:05 a.m. to 11:00 a.m.  

• Class discussion on how to work with radio, television and print media. Writing 
assignment. Class provides examples of how they engage with media. Classmates share 
positive and negative media experiences with class. 

 
1:00 p.m. to 1:55 p.m. 

• Class lecture on the topic of social media.  How Corps use topic and work with 
DHQ/THQ on topic. 

 
1:55 p.m. to 2:45 p.m. 

• How to work with social media. Role play with staff and write organic post. 
 
3:00 p.m. to 3:55 p.m. 

• Lecture on interviewing with media. Class role plays and prepares message points for 
media interview. 

 
3:55 p.m. to 4:45 p.m. 

• Lecture on how to market Corps. Class breakout and presentation. Short TV interview. 
 
Wednesday, July 26, 2017—Day 3 
Day 3 is a day of external relations where the class learns about how to work with volunteers, 
advisory boards and external thought leaders. They also learn about the importance of external 
entities and how they can influence and enhance Corps relationships and productivity.   
 
8:00 a.m. to 8:55 a.m. 

• Welcome and Review 
• Lecture on role and use of volunteers. Class describes how they use volunteers.  

 
8:55 a.m. to 9:50 a.m. 

• Who are your external groups and how you work with them. Class develops and 
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describes rings of influence. 
 
9:50 a.m. Break 
 
10:05 a.m. to 11:00 a.m. 

• Lecture on how to work with Advisory Boards. 
 
11:05 a.m. to 11:45 a.m. 

• The role of your advisory board. Class does a SWOT analysis of their advisory board and 
discuss ways to improve their advisory board.  

 
1:00 p.m. to 2:45 p.m. 

• Class team exercise of how to meet and greet corporate executives to discuss 
fundraising project. 

 
3:00 p.m. to 4:45 p.m. 

• Class team time to research and review plus discuss elements of the fundraising 
process. 

 
Thursday, July 27, 2017—Day 4 
Day 4 is a day of understanding the total fundraising process and the importance of key 
elements in that process for a global knowledge of the fundraising process and the effects of 
relationships and subsequent revenue productivity.  
8:00 a.m. to 8:55 a.m. 

• Lecture on the fundraising giving pyramid. Class discussion follows lecture. 
 
8:55 a.m. to 9:50 a.m. 

• Welcome and Review 
• The CASE For Support Presentation—Team 1 
• What is a Case for support and describe how your use a case for support in fundraising. 

What are elements of priorities for fundraising?   
 
9:50 a.m. Break 
 
10:00 a.m. to 11:00 a.m. 

• Annual Gifts Presentation---Team 2 
• What is annual gifts? Describe what it is and elements of an annual gifts program. 

Provide real life examples as it relates to your Corps and annual gifts fundraising 
programs.  

 
1:00 p.m. to 1:55 p.m. 

• Major Gifts Presentation---Team 3 
• What is major gifts? Describe what it is and elements of a major gifts program. Provide 

real life examples as it relates to your Corps and major gifts fundraising programs.  
 
1:55 p.m. to 2:45 p.m.  

• Planned Gifts Presentation---Team 4 
• What is planned gifts? Describe what it is and elements of a planned gifts program. 

Provide real life examples as it relates to your Corps and planned gifts fundraising 
programs. 

 
3:00 p.m. to 3:45 p.m. 

• Development Services Program Presentation---Team 5 
• What is development services? Describe what it is and elements of a development 
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services program. Provide real life examples as it relates to your Corps and development 
services programs.  

 
3:55 p.m. to 4:45 p.m. 

• Lecture on presentation to prospects and solicitation tips. General class discussion on 
direct mail, kettles and ways to improve Corps fundraising programs. Sharing of best of 
class examples.    

 
Friday, July 28, 2017—Day 5 
Day 5 is a review of the week and having the class taking their new  knowledge to improve their 
Corps. Information will be shared regarding next steps and questions will be answered as to how 
best work with DHQ’s and THQ going forward.                                                                                 
                  
8:25 a.m. to 9:15 a.m. 

• Welcome and Review 
• Class develops their own community relations plan. Written assignment and share 

results with class. 
 

9:20 a.m. Break 
 
9:35 a.m. to 11:35 a.m. 

• What have we learned this week and will employ going forward? Class discussion 
around the room regarding the triangle of effectiveness (social services, community 
relations, church attendance/focus plus closing thoughts. What did we miss? 

 
Policy on Returning Assignments to Students:  
The SACEP policy requires faculty to return assignments within thirty (30) days after the 
assignment is due, or if late – 30 days after submission. 
 
APA GUIDELINES 
All students are expected to follow APA guidelines in submitting work. 

 
Access the School of Graduate and Continuing Studies Student Success Website for help 
with APA formatting, citations, and references. 
Go to http://my.olivet.edu 
Type your User Name and Password. 

Locate the Home tab. Click on “SGCS.” 
Locate the Student Support tab at the top of the page and click on “Tools for Success.” 
On the bottom of the Student Success Resource Center team page, click on “Click here 
for the Student Success Site Directory 
 

The bottom left of the Academic Strategies tab has links for APA formatting, rules for citations 
and references, frequently made errors, APA resources, and Benner Library. An APA sample 
paper is included. 
From the Student Success Resource Center team page, you may also access APA resources 
on the left hand side of the page under Academic Strategies or the right hand side of the page 
under Academic Strategies Home. 
 
 
 
 
 

http://my.olivet.edu/
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Appendices (rubrics) 
 

Community Relations Assessment Grading Rubric                                 
                                 

Possible 
Score 

Score 
Earned 

Uses strong Salvation Army knowledge via implementation                      

Provides strong key messages for public communication                           

Provides integrated understanding of community relations as it relates to 
Corps Development 

  

Provides specific examples of stakeholders and how to maximize these 
relationships                    

  

Displays solutions to case study situations                        

Total   
 

Fundraising Assessment Grading Rubric 
 

Possible 
Score 

Score 
Earned 

Well integrated, relevant annual gifts program elements displayed via 
implementation strategies    

  

Well integrated, relevant major gift program elements displayed via 
implementation strategies       

  

Well integrated, relevant planned gift program elements displayed via 
implementation strategies       

  

Provides analysis of how development services supports total fundraising 
process 

  

Displays solutions to case study situations                                                

Total   
 

Community Program Elements and Advisory Board Grading Rubric       
 

Possible 
Score 

Score 
Earned 

Written assessment clearly sticks to assigned purpose/community elements     

Thorough analysis of advisory board successes and weaknesses                       

Displays solutions to case study situations                                          

Thorough analysis of community relations elements and strategies for 
success                                      

  

Understanding of how to recruit, orient and train volunteers and advisory 
board 

  

Total   
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Master of Ministry Interview Grading Rubric Possible 
Score 

Score 
Earned 

Appropriate nonverbal communication    

Able to use bridging phrases   

Used strong Salvation Army references without using jargon   

Used anecdotes to make a point   

Developed strong key messages   

Key messages fit the needs of the audience   

Call to action presented   

Delivery was concise and punchy - available for "sound bites"   

Maintained use of key messages throughout interview   

Remained calm, courteous and cooperative throughout interview process    

One interview, 500 possible points, total = 500 possible points   
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