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PREREQUISITES
First Semester Core

REQUIRED TEXT
Andreasen, Alan R. and Philip Kotler (2008), Strategic Marketing for 



Nonprofit Organizations, Seventh Edition, Upper Saddle River, New 



Jersey:  Prentice Hall. (At the Willamette Store.)
SUGGESTED TEXTS
Drucker, Peter F. (1990), Managing the Non-profit Organization: Practices and Principles, New York:  HarperCollins. 




Elkington, John and Pamela Hartigan (2008), Power of Unreasonable People:  How Social Entrepreneurs Create Markets that Change the World, Cambridge:  HBS Press.





Henton, Douglas, John G. Melville, and Kimberly Walesh (1997)





Grassroots Leaders for a New Economy: How Civic Entrepreneurs 




Are Building Prosperous Communities, San Francisco:  Jossey-Bass.





Herman, Robert D. and Associates (2005), The Jossey-Bass Handbook of Nonprofit Leadership and Management, San Francisco:  Jossey-Bass.




Kass, Amy A. (2008), Giving Well, Doing Good:  Readings for Thoughtful Philanthropists, Bloomington:  Indiana University Press.




Oshinsky, David M. (2005), Polio:  An American Story, The Crusade That Mobilized the Nation Against the 20th Century’s Most Feared Disease, New York:  Oxford University Press.
REQUIRED CASES

Required cases are available via universityreaders.com.

Bonoma, Thomas V. and Bruce H. Clark, "Hurricane Island Outward Bound School,"  Harvard Business School Case 9-588-019.

 Brown, Lew G., William M. Kawashima, Diana H. Carlin, and Margaret K. Craig (1994), "The Greensboro Housing Authority (A)," NACRA Case 09-370.

Childress, Stacy (2005), “Teach for America 2005,” Harvard Business School Case 

9-805-094.

Clinton, James W. (1992), "FreeStore/FoodBank of Cincinnati," Case Research Journal, Fall, 1-16.

Grayson, Leslie E. and John G. Cook (1972), “Lake County Catholic Youth Organization,” Darden Case Collection, UVA-NP-0007.

Kalafatas, Dan (2003), “Lutherwood—CODA (Community Opportunities Development Association), Stanford Graduate School of Business, Case # SI-35.

Keating, Elizabeth K. (2005), “New York City Audubon Society,” Kellogg School of Management Case 143. 
Leamon, Ann, David E. Bell, and Donald M. Leavitt (2001), “United Way of Massachusetts Bay,” Harvard Business School Case 9-599-042.

Parry, Mark E. and Michele Nadanyi (rev. 1994), “Mexican Fine Arts Center Museum,” Darden Case Collection, UVA-M-0360.

Rangan, V. Kasturi (rev. 1993), "Population Services International:  The Social Marketing Project in Bangladesh," Harvard Business School Case 9-586-013.
Rangan, V. Kasturi (2003), “The Dana-Farber Cancer Institute:  Development Strategy,” Harvard Business School Case 9-599-104.

Rangan, V. Kasturi and Marie Bell (2007), “Go Red for Women:  Raising Heart Health Awareness,” Harvard Business School Case 9-507-026.  

Salter, Malcolm S. (1979) "Boston Symphony Orchestra," Harvard Business School Case 

9-375-340.

COURSE DESCRIPTION  To some, marketing is the business function that identifies an organization's customer needs and wants, determines which target markets it can serve best, and designs appropriate products, services, and programs to serve these markets.  However, marketing is much more than an isolated business function--it is a philosophy that guides the entire organization.  The goal of marketing is to create satisfaction profitably by building value-laden relationships with customers and/or clients.  Thus, this course will introduce you to marketing as a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products, services, and/or value with others (Kotler 2003).  More specifically, this course will identify and examine processes for assessing, establishing, and maintaining value-creating relationships among suppliers, providers, and consumers of nonprofit organizations.  The course will place particular emphasis on forging productive exchange relationships with clients, customers, and donors.

GENERAL COURSE OBJECTIVES  The general objective of this course it to assist you in developing an understanding of marketing as the process of planning and executing the conception, communication, distribution, and pricing of ideas, goods, and services to create exchanges that satisfy client, donor, and nonprofit organizational needs. Upon successful completion of the course you should be able to articulate the basic principles and concepts involved in nonprofit marketing management. The course should facilitate the acquisition and development of the vocabulary, concepts, and analytical frameworks necessary to successful marketing by public and private nonprofit organizations.  Objectives specific to each topic are provided separately.

ATTENDANCE/PARTICIPATION  Participants are expected to attend and participate in all class meetings.  The success of case discussions and in-class activities depend upon careful preparation and willing participation.  Please notify the instructor by e-mail if you are going to be absent.  Case discussion and general participation will be evaluated and constitute 20% of your final grade.     

CLASS FORMAT  In addition to in-class activities and case discussions, a formal presentation by the instructor will be offered each week.  Participants are expected to question, challenge, and clarify the material as it is being presented.  One might think of this portion of class time as a "participatory lecture."  

CLASS PREPARATION  Each participant is expected to have read the assigned material prior to its coverage in class.  Lectures and cases WILL NOT completely or exactly replicate the material and/or its presentation in the texts.  

CASE ASSIGNMENTS  Cases are designed to motivate the integration and application of the major concepts in the course.  The instructor will provide a detailed case assignment sheet.  With respect to written case memos, you are expected to strictly adhere to the preparation/manuscript guidelines provided.  While you are encouraged to form study groups to discuss each case, memos are to be written individually.  During the preparation, and upon completion, of each case you should be prepared to detail your current thinking, explain your analysis, and defend your conclusions in class. The first written memo will constitute 15% of your final grade, the second will constitute 20% of your final grade, and the third will constitute 25% of your final grade.  Late cases will not be accepted.  

BOOK REVIEW  You are to choose one of the suggested texts listed above, read it, and prepare a review.  The instructor will provide a detailed book review assignment sheet. You are expected to strictly adhere to the preparation/manuscript guidelines provided. The book review will constitute 20% of your final grade. Late reviews will not be accepted.
EXAMINATION  There will be no examination in this course. 

COURSE EVALUATION  

Class Participation/Case Discussion 



20%

Written Case Memo One




15%

Written Case Memo Two




20%

Written Case Memo Three




25%
Book Review






20%

The following scale will be used in grading work and in the assignment of the final letter grade:

A

93-100

A-

90-92



B+

87-89

B

83-86

B-

80-82

C

70-79

F

Below 70

CAVEAT  This syllabus provides a general plan for the course.  Deviations may be necessary.

COURSE SCHEDULE
Week


Topics                               

Assignment
01/20/09

Course Introduction/Overview


Handouts




Case Analysis—Purpose and Process

Handout




Nonprofit Marketing




Chapter 1




Developing A Customer Orientation


Chapter 2

01/27/09

“The Greensboro Housing Authority (A)"




Discussion Only

02/03/09

The Strategic Marketing Planning Process

Chapter 3




Understanding Target Audience Behavior

Chapter 4




“FreeStore/FoodBank”




Discussion Only
02/10/09

Acquiring/Using Marketing Information

Chapter 5



Segmentation, Targeting, and Positioning

Chapter 6




“Population Services International”




Discussion Only
02/17/09

Managing the Organization’s Offerings

Chapter 8




Developing and Launching New Offerings

Chapter 9




"Hurricane Island Outward Bound School"




Discussion Only

02/24/09

“United Way of Massachusetts Bay”



Discussion Only
03/03/09

“Teach for America 2005”



Written Case Due Followed by Discussion
03/10/09

Managing Perceived Costs



Chapter 10




Baumol and Bowen, Surowiecki articles provided by instructor




"Boston Symphony Orchestra"




Discussion Only 
03/17/09

Facilitating Marketing Behaviors


Chapter 16




“Lake County Catholic Youth Organization”






Discussion Only
03/24/08

Spring Break
03/31/09

“Lutherwood-CODA (Community Opportunities Development Association)” 



Written Case Due Followed by Discussion


04/07/09

Branding





Chapter 7




Formulating Communications Strategies 

Chapter 12



Managing Advertising and Personal


Chapter 13



Persuasion




Managing Public Media and 




Public Advocacy




Chapter 14
04/14/09

“Mexican Fine Arts Museum”




Discussion Only
04/21/09

Generating Funds






Chapter 15



Attracting Human Resources:  Staff, Volunteers, and Boards  
Chapter 16



Working with the Private Sector




Chapter 17



“The Dana-Farber Cancer Institute:  Development Strategy”



Discussion Only
04/28/09

“Go Red For Women:  Raising Heart Health Awareness”



Written Case Due Followed by Discussion

05/05/09

Organizing for Implementation



Chapter 18




Evalution, Monitoring and Control



Chapter 19


“New York City Audubon Society”




Discussion Only
05/13/09

Book Review Due 5:00 p.m., Mudd 103, No Late Reviews Will Be Accepted





 

