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SYLLABUS OF RECORD

. Catalog Description

MKTG 442 Social Cause Marketing for Non-Profit Organizations 3 class hours
0 lab hours

Prerequisites: MKTG 320, or permission of instructor 3 credit hours
(3c-01-3cr)

Developed to prepare managers of non-profit organizations and those whose mission
is to plan and implement strategies for social change in society. Topics and activities
will focus on strategic and tactical marketing approaches, planning and organizing for
effective control of market performance of non-profit organizations and programs.

ll. Course Objectives
Students will be able to
1. Acquire knowledge concerning the characteristics of social cause ideas that
make the task of marketing substantially different than that for products or

services.

2. Analyze the environment faced by the non-profit organization in the
context of external opportunities and threats.

3. Demonstrate the ability to plan and implement social cause strategies at
both the individual and societal level.

4. Develop analytical, problem-solving, and communication skills necessary
for the management of non-profit organizations.

5. Develop appropriate marketing strategies for the non-profit organization
including the marketing of social cause ideas and fund-raising.



lll. Course Outline

A. THE DOMAIN OF NON-PROFIT AND SOCIAL CAUSE MARKETING (9 hours)

AUTHOR/TEXT |CHAPTER |TITLE

Andreason Chapter 1 “The Growth and Development of Nonprofit
Marketing”

Kotler Chapter 1 “Defining Social Marketing”

Andreason Chapter 13 | “Social Marketing”

B. TARGET AUDIENCES AND THEIR BEHAVIOR (6 hours)

AUTHOR / TEXT | CHAPTER | TITLE

Kotler Chapter 6 “Selecting Target Markets”

Andreason Chapter 4 “Understanding Target Audience Behavior”

Kotler Chapter 8 “Deepening Our Understanding of the Target
Audience and the Competition”

C. AQUISITION AND USE OF INFORMATION FOR THE STRATEGIC

MARKETING PLAN (6 hours)
AUTHOR/TEXT [CHAPTER |TITLE
Kotler Chapter 4 “Determining Research Needs and Resources”
Andreason Chapter 5 “Acquiring and Using Marketing Information”
Kotler Chapter 5 “Mapping the Internal and External Environments”
EXAM 1 CHAPTERS 1, 4, 5,6, 8, 13
| HOUR




D. STRATEGIC MARKET PLANNING FOR NON-PROFIT ORGANIZATIONS AND
THEIR SOCIAL CAUSES (9 hours)

AUTHOR / TEXT |CHAPTER | TITLE

Kotler Chapter 7 “Setting Objectives and Goals”

Kotler Chapter 14 | “Developing a Plan for Evaluation and Monitoring”
Andreason Chapter 3 “Strategic Marketing Planning”

Kotler Chapter 2 “Outlining the Strategic Marketing Planning Process”

E. DESIGNING THE MARKETING MIX (12 hours)

AUTHOR / TEXT | CHAPTER TITLE

Andreason Chapter 14 “Designing and Launching New Offerings”
Kotler Chapter 9 “Product Designing the Marketing Offering”
Andreason Chapter 15 “Managing Perceived Costs”

Kotler Chapter 10 “Price: Managing the Costs of Behavior”
Andreason Chapter 16 “Facilitating Marketing Behaviors”

Kotler Chapter 11 “Place: Making Access Convenient’
Andreason Chapter 17 | “Formulating Communication Strategies”
Kotler Chapter 13 “‘Promotion: Selecting Media Channels”

EXAM 2 FINAL EXAM PERIOD

1 HOUR

CHAPTERS
2,3.7,9,10,11,13,14,15,16,17

IV. Evaluation Methods

The final grade will be determined as follows:

Examination 1
Examination 2

Quizzes in class and take home

Project

20% (1 HOUR)
20% (1 HOUR)
20%
40%

Examinations: Each exam will consist of 50% multiple choice and 50% essay
questions. Approximately 75% of the exams will be factual information, and 25% of
the exams will be questions that require the development of ideas based on factual
information and the case information that will be presented during the exam.




Quizzes: There will be 10 quizzes given throughout the course. Five of these
quizzes will be unannounced, in class, and multiple choice. Five quizzes will be take
home assignments that will require knowledge of factual information on social cause
marketing and current social issue news.

Project. The marketing plan project will be due during the last week of classes and
will be presented as both a formal, written as well as verbal, presentation. This
project will be for a nonprofit organization.

Grading Scale: A: >90% B: 80-89% C. 70-79% D: 60-69% F: <60%
V. Attendance Policy
The University expects all students to attend class.

Individual faculty members may define attendance standards appropriate to each
course, and the consequences of not meeting those standards, within the
following guidelines:

1. Each policy must be distributed in writing during the first week of the
course. Normally, it is expected that information dealing with class
attendance standards will be distributed with the Semester Course
Syllabus.

2. Each policy must recognize students’ need to miss class because of
iliness or personal emergency.

3. Each policy must define some limited level of allowable absence, normally
at least a number of clock hours equal to course credit hours

VI. Required textbooks, supplemental books and readings

Andreason, Alan and Kotler, Philip (2003), Strategic Marketing for Nonprofit
Organizations, Sixth Edition, Prentice Hall, ISBN 0-13-041977-X

Kotler, Philip, Roberto, Ned and Lee, Nancy (2002), Social Marketing: Improving
the Quality of Life, Second Edition, Sage Publications, ISBN 0-7619-2434-5

Supplemental readings can be found on the WebCT class site.
Vil. Special resource requirements

None
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Course Analysis Questionnaire
A. Details of the Course

A1. This course is an elective in the marketing department intended for
marketing majors or those interested in social cause marketing for nonprofits.
There is a distinct difference in the marketing approach to products, services and
social cause ideas and therefore the content cannot be incorporated into an
existing course.

A2. This course will not affect other courses in the marketing department.

A3. This course has been offered three times at IUP on a trial basis. The first
time it was offered as a special topics classroom course in the Spring of 2002.
The second and third time the course was offered as a special topics in the
summer of 2003 and the summer of 2004 online. There were approximately 30
students each time the class was offered.

A4. This course is not intended to be dual level at this time.

A5. This course is not to be taken as variable credit.

AB6. Similar courses are offered at other institutions. An example of this is:

Stanford University Social and Non-Profit Marketing
University of South Florida Introduction to Social Marketing
Case Western Reserve Univ. Marketing for Nonprofit Organizations

A7. No professional society, accrediting authority, law or other external agency
recommends or requires the content or skills of this proposed course.

B. _Interdisciplinary Implications
B1. This course will be taught by only one instructor from the department.
B2. The content of this course does not overlap with any other at the University.

B3. This course is not cross-listed.

Section C: Implementation

C1. No new faculty member is required to teach this course. Faculty in the
department will aiternate this course with another of their marketing electives.
This course will be counted as one preparation and three hours of equated
workload.

C2. No additional resources will be required for this course.



C3. No resources are funded by grant money for this course.

C4. The plan is to offer this course every other semester.

C5. Only one section of this course will be offered in the semester it is taught.
C6. An average of 35-40 students can be accommodated in the class due to the
nature of the strategic marketing plans that will be developed for nonprofits

during the semester.

C7. No professional society recommends enroliment limits or parameters for this
course.

C8. This course has been offered as a distance education course, also.
D. Miscellaneous

No additional information is necessary.



MANDEL CENTER FOR NONPROFIT ORGANIZATIONS MAND 436
CASE WESTERN RESERVE UNIVERSITY FALL, 2001
Wednesday 6:00-8:00 p.m.

COURSE SYLLABUS- MARKETING FOR NONPROFIT ORGANIZATIONS

Instructor: Deborah A. Bridwell, PhD
Office Hours: By Appointment
Telephone: 216.348.3633

E-mail: mcbridl @ameritech.net

REQUIRED COURSE TEXT:

Articles to be distributed by instructor.

Ambherst Wilder Foundation (1992). Marketing Workbook for Nonprafit Organizations.
OPTIONAL COURSE TEXT:

Kottler, Philip and Andreasen, Alan R. (1997). Strategic Marketing for Nonprofit Organizations. New
York, NY: The Free Press, a Division of Simon & Schuster, Inc.

OTHER COURSE RESOURCES:
Non-Profit World, a publication of the Society of Non-Profit Organizations.
Marketing News, a publication of the American Marketing Association.

Crandall, R. (1998). Marketing For People Not In Marketing. Corte Madera, CA: Select Press for the
Institute for Effective Marketing.

Greenbaum, T.L. (1998). The Handbook for Focus Group Research. Thousand Oaks, CA: Sage
Publications.

Naisbitt, ] & Aburdene, P. (1990). Megatrends 2000. New York, NY: Avon Books.
Peters, T. (1999). The Marketing 50. New York, NY: Alfred A. Knopf.

Ries, A. & Trout, J. (2001) Positioning: The Battle for Your Mind. New York, NY: The McGraw-Hill
Companies, Inc.

Smith, J.W. (1997). Rocking the Ages. New York, NY: Simon & Schuster, Inc.



