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6800 Special Topic:  Nonprofit and Social Marketing
Spring 2008
Section 1
T/TH 5:30 – 6:45pm

North 1325
Instructor:
Dr. Nicole Vowles

Office:  
Lawrence Street Center, Suite 390, Office B

Phone:  
303-556-6617

e-mail:  
nicole.vowles@cudenver.edu (this is preferred over the office phone)

Office Hours:  T/TH 11:30 am – 12:45 pm and by appointment
Course Description:  In this course, students will examine the role and application of marketing processes in non-profit organizations, such as those addressing social issues and causes.  Using case studies and projects, students will consider the non-profit sector’s multiple marketing objectives, which include aiming to change behavior, developing donor relationships, and creating partnerships with for-profit organizations.  Students will consider these perspectives while applying marketing concepts such as segmentation, positioning, branding, and the marketing mix.  Prerequisite:  BUSN 6560
Course Objectives
Over the course of the semester, students will:

· Gain an understanding of the role of social marketing, in relation to education and legislation, in changing behaviors. 
· Leverage and apply knowledge from for-profit marketing and understand the unique elements of non-profit marketing.
· Consider a variety of perspectives - in particular the perspectives of non-profit organizations, their for-profit partners, recipients of non-profit services ("consumers"), donors, government entities, and other potential stakeholders.
· Gain experience in analytic thinking, decision making, communication, and teamwork.
Required Resources
· Alan R. Andreasen, Social Marketing in the 21st Century (2006), Sage Publications.

· Course Case Packet (which can be found in the bookstore)

· Blackboard
· Other resources as distributed/assigned in class
Grading
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20%
Group Projects
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Marketing Plan
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Grades will be determined based on an absolute scale:
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C
73-77%


C-
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D
60-69%


F
Below 60%

No extra credit work will be offered.  

More detail on each element of the course requirements follows.

Case Studies - The case method is an effective way of exposing you to a variety of non-profit marketing dilemmas while also creating decision making opportunities.  While there is rarely a “right” answer to the case problems – and in fact to marketing problems in general – what is important is that you apply your own knowledge and work with others to approach a particular situation.  Case studies will be a mixture of written cases and a live case study presented by members of the Denver business and non-profit community.

Objectives
· Practice defining and analyzing marketing problems as well as making decisions and proposing solutions.
· Practice discussing business issues with peers in order to develop the best possible solution.
· Gain exposure to some specific non-profit and social marketing situations.

Requirements
· Read and analyze the assigned case before class.
· Write-up answers to the case preparation questions.  Write-ups are due at the beginning of class.
· See separate requirements for live case study.
Participation – This portion of your grade is based on attendance, preparation, and participation during class meetings (other than case study and group assignment days).  

Objectives
· Reward behaviors that lead to improved learning.

· Encourage productive group discussion. 

Requirements
· Attend class; come prepared; engage in respectful, productive discussions.
Journal - This assignment includes six (6) journal entries over the course of the semester which are based on your own opinions, ideas, and experiences regarding an assigned topic.  The use of outside sources is strongly discouraged; however, if you do choose to use an outside source, always reference it (see course policies).

Objectives
· Think about the course material; apply it to your own experiences; and form opinions and ideas.

· Practice clear and correct writing.

Requirements
· Maximum of three (3) pages per journal entry (1 ½ spaced).  I recommend writing at least two pages, as it encourages you to add detail and examples.

· Must be word processed and printed.  E-mailed assignments will only be accepted with prior approval.
· Include your name, the date, and the journal topic at the top of each entry.  

· The journals will be due in three batches as described in the course schedule.

Group project part 1:  Issue Presentation – You will research a social issue of your choice (instructor-approved), with focus on the role marketing has played (and could play) in the issue, and present your key findings to the class.  Please see the separate hand-out for details.
Objectives
· Gain deep knowledge of a social issue that is of interest to you; understand the potential impact of marketing on this issue.

· Practice the critical skills of research and analysis; presentation and knowledge-sharing with your peers.

Requirements
· Thorough research of your topic, utilizing both academic and popular press resources.  A minimum of ten (10) references is required.

· Careful citation of all secondary sources utilized, including a reference page.

· You will lead a 20 minute presentation/discussion of your topic, utilizing the visual media of your choice (i.e., Powerpoint, handouts).  Each member must present a portion of the material.
Group project part 2:  Marketing Plan – For this portion of the project, you will pick a specific organization involved in the issue from part 1 of the project and write a marketing plan focused on one particular campaign.  

Objectives
· Apply course material in order to analyze and make recommendations regarding a specific social marketing effort.

· Practice making decisions.

· Practice writing and presentation skills.

Requirements
· Write a 15-20 page plan (including all exhibits), 1 ½ spaced.

· 15 minute presentation of your plan followed by 5 minutes of Q&A/discussion with class.  Each member must present a portion of the material.

A note on group work: You will assess the participation and effectiveness of yourself and your teammates at the end of each group project.  While the team will receive one grade for each assignment, individual grades can be adjusted based on feedback from the team.
Course Policies
· Please turn off cell phones and other electronic items at the beginning of each class.

· Changes to the syllabus will be announced in class and posted to Blackboard.

· Assignments not submitted by the due date will lose 10% of the total points per school day (Mon – Fri) unless written permission for an extension has been previously given by the instructor (which is extremely rare).  For example, if an assignment worth 10 points is due on a Tuesday, and it is turned in on Friday, 3 points (30%) is automatically subtracted from the earned score.  If the assignment earned an 8 of 10, it will be given a 5.

· If you need accommodations for any type of physical or learning disability, please see me.  We will work with the Disability Services office (303-556-8387) to coordinate accommodations.

· Plagiarism is the use of another person’s words or ideas without crediting that person.  Plagiarism and cheating will not be tolerated in any form – always site outside sources that you use in your work.  Any plagiarism or cheating will result in a minimum penalty of a zero on the assignment, but could also lead to failure in the class and dismissal from the University.  I will follow Business School processes regarding any suspected academic dishonesty.  
· You are responsible for adhering to the University’s Student Conduct Code.

Please remember to log-in to the course Blackboard site at least weekly.  Updates to the schedule (if changes occur), as well as other announcements, will be posted there.
Referencing of Secondary Sources (based on Journal of Marketing guidelines)

When using secondary sources for your research, you must do two things:  (1) reference the source in-text and (2) include a full list of references.

Guidelines for in-text references:

1. Include the author's last name and year of publication, enclosed in parentheses without punctuation: (Kinsey 1960). The citation should stand as close to the cited idea/statement as possible, preferably by a punctuation mark; otherwise, insert it in a logical sentence break. If you use the author's name within the sentence, just use the year of publication in parentheses, as in "...The Howard Harris Program (1966)." 

2. If you include a direct quote (vs. a summary of ideas), the page number where you found it should also be placed within the parentheses: (Kinsey 1960, p. 112). For multiple authors, use the full citation for up to three authors; for four or more, use the first author's name followed by "et al.". 

Guidelines for reference list:

1. References are to be listed alphabetically, last name first, followed by publication date in parentheses. Use full first name, not just initials. 

2. Single- and multiple-author references for books: 

Donnelly, James H. and William R. George (1981), Marketing of Services. Chicago: American Marketing Association. 

3. Single- and multiple-author reference for periodicals (include author's name, publication date, article title, complete name of periodical, volume number, month of publication, and page numbers): 

Wensley, Robin (1981), "Strategic Marketing: Betas, Boxes, or Basics," Journal of Marketing, 45 (Summer), 173-82. 

4. Websites and URLs: 

Doe, John R. and Mary Smith (2000), "Learning from the Web," (accessed June 2, 2000), [available at insert URL here]. 

Non-profit and Social Marketing Schedule
Spring 2008
Please note this schedule is subject to change.  Please check Blackboard at least weekly for updates to the schedule and details about assignments.
	Week
	Date
	Topic
	Reading
	What’s Due/ Preparation

	1
	Tues

Jan 22
	Introduction to the course
	
	

	
	Thurs

Jan 24
	History of Social Marketing
	Article hand-out, Ch. 4 (pp. 87-93), Ch. 1 (pp. 1-13)
	

	2
	Tues

Jan 29
	Social marketing
	Ch. 3, Ch. 4 (pp. 99-104), and Ch. 6
	Journal 1 due

	
	Thurs

Jan 31
	Case:  “American Legacy: Beyond the Truth Campaign”
	Case
	Case preparation Qs

	3
	Tues

Feb 5
	Guest speaker, case presentation
	
	

	
	Thurs

Feb 7
	Case analysis
	
	

	4
	Tues

Feb 12
	Case analysis
	
	

	
	Thurs

Feb 14
	No Class
	
	

	5
	Tues

Feb 19
	Case analysis
	
	

	
	Thurs

Feb 21
	Case presentation of analysis
	
	


	Week
	Date
	Topic
	Reading
	What’s Due/Preparation

	6
	Tues

Feb 26
	Social problems and agenda-setting
	Ch. 1 (pp. 13-29), Ch. 2
	Issue presentation topic and group member names due

	
	Thurs

Feb 28
	Influencing Lawmakers
Group project work
	Ch. 7
	

	7
	Tues

Mar 4
	Influencing media
	Ch. 9
	

	
	Thurs

Mar 6
	Group project work
	
	Journals 2 and 3 due

	8
	Tues

Mar 11
	Issue presentations
	
	

	
	Thurs

Mar 13
	Issue presentations
	
	

	9
	Tues

Mar 18
	Issue presentations
	
	

	
	Thurs

Mar 20
	Cause marketing
	Ch. 8, 
Article handout
	

	
	Week of Mar 24
	SPRING BREAK
	
	

	10
	Tues

April 1
	Cause marketing

Group project work
	Article handout
	

	
	Thurs

April 3
	Case:  “Go Red for Women:  Raising Heart Health Awareness”
	Case
	Case preparation Qs


	Week
	Date
	Topic
	Reading
	What’s Due/Preparation

	11
	Tues

April 8
	Guest speaker
Cause marketing
	
	

	
	Thurs

April 10
	Donor relations
	Article handout
	Marketing plan topic due

	12
	Tues

April 15
	Donor relations
	
	

	
	Thurs

April 17
	Donor relations

Group project work
	
	

	13
	Tues

April 22
	Guest speaker

Donor relations
	
	Journals 4, 5, 6 due

	
	Thurs

April 24
	Case:  “The Dana-Farber Institute:  Development Strategy”
	Case
	Case preparation Qs

	14
	Tues

April 29
	Group project work
	
	

	
	Thurs

May 1
	Group project work
	
	

	15
	Tues

May 6
	Group presentations
	
	Marketing plan due

	
	Thurs

May 8
	Group presentations
	
	

	Finals Week
	Week of May 12
	Finish group presentations, if necessary
	
	


Nicole Vowles
1
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