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Faculty Information

Faculty Name: 

Campus:

Contact Information:

Office Hours:

Short Faculty Bio:

Course description: 

This course discusses the purpose of the non-profit organization and the creation of a mission-based value proposition and its dissemination within the community. Consideration is given to the challenges associated with the development of a single proposition v. multiple propositions based on stakeholder influence. Financial stewardship as a constraint and legitimizing factor as well as transparency are also explored in the course.
Course Pre-requisites:  None

Required Text:

IMPORTANT:  You are required to purchase the textbook for this course.  Please go to MBS to purchase a print version.

Andreasen, A. R., & Kotler, P. (2008) Strategic marketing for nonprofit organizations. (7th ed.). Upper Saddle River, NJ: Pearson-Prentice Hall. 
Recommended Text:

Herman, R. D. (2005). The Jossey-Bass handbook of nonprofit leadership and management (2nd ed.). San 
Francisco, CA: Jossey-Bass. (Available from NetLibrary )
Articles:

Cawley, R. (2009). Create a powerful fact sheet in just four steps. Retrieved from 

http://www.entrepreneurismbible.com/Public_Relations/kb_create-powerful-PR-
fact-sheet.htm
Chetkovich, C, & Frumkin, P. (2003). Balancing margin and mission: Nonprofit     competition in charitable versus fee-based programs. Administration &    Society, 35(5), 564-596. http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=2&sid=2&srchmode=3&vinst=PROD&fmt=6&startpage=-1&clientid=82498&vname=PQD&RQT=309&did=484930421&scaling=FULL&ts=1288795348&vtype=PQD&aid=2&rqt=309&TS=1288795356&clientId=82498
Gilligan, C., & Golden, L.. (2009). Re-branding social good: social profit as a new      conceptual framework. Allied Academies International Conference. Academy of      Marketing Studies. Proceedings, 14(1), 9-15.

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=9&did=1773620201&SrchMode=3&sid=3&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288795451&clientId=82498&aid=3
Haydon, J. (2009). The official Twitter guide for business – complete with case studies,         best practices and a free download [Web log message]. (Read both Twitter 101 for Business and Twitter Jumpstart Guide for Nonprofits). Retrieved from    http://johnhaydon.com/2009/07/twitters-guide-business/ 

 

Herstein, R., Mitki, Y., & Jaffe, E.. (2008). Corporate Image Reinforcement in an Era of         Terrorism through Integrated Marketing Communication. Corporate Reputation       Review, 11(4), 360-370.

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=2&did=1630335881&SrchMode=3&sid=5&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288795715&clientId=82498
 

Herstein, R., Yoram, M, &  Jaffe, E.D. (2008). Israel Cancer Association: promoting the  fight against breast cancer with IMC strategy. International Journal of  Pharmaceutical and Healthcare Marketing, 2(1), 63-75. 

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=0&did=1858593891&SrchMode=3&sid=6&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288795848&clientId=82498&aid=6
 

Knox, S., & Gruar, C. (2007). The application of stakeholder theory to relationship      marketing strategy development in a non-profit organization. Journal of Business         Ethics, 75, 115-135.

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=5&did=1337619421&SrchMode=3&sid=7&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288796113&clientId=82498&aid=9
 

Lewis, L.K.,  Hamel, S.A., & Richardson, B.K. (2001). Communicating change to    nonprofit stakeholders. Management Communication Quarterly : McQ, 15(1), 5-     41.

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=3&did=76141702&SrchMode=3&sid=10&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288796662&clientId=82498&aid=11
Michael L. Mallin, & Todd A. Finkle. (2007). Social entrepreneurship and direct  marketing. Direct Marketing, 1(2), 68-77

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=3&did=1519866551&SrchMode=3&sid=12&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288797094&clientId=82498&aid=14
Mort, G., Weerawardena, J., & Williamson, B.. (2007). Branding in the Non-profit         Context: The Case of Surf Life Saving Australia. Australasian Marketing  Journal, 15(2), 108-119

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=3&did=1436786501&SrchMode=3&sid=1&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288800973&clientId=82498&aid=1
Pratt, M. G., & Foreman, P. O. (2000). Classifying managerial responses to multiple      organizational identities. The Academy of Management Review, 25(1), 18-42.

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=4&did=48156415&SrchMode=3&sid=2&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288801089&clientId=82498&aid=2
 

Voss,Z.G,  Glenn, B.V. &  Moorman, C.. (2005). An empirical examination of the   complex relationships between entrepreneurial orientation and stakeholder        support. European Journal of Marketing, 39(9/10), 1132-1150,1219-1220,1222. 

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=4&did=937781621&SrchMode=3&sid=4&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288801191&clientId=82498&aid=4
 
Weinstein, L., & Bukovinsky, D.. (2009). Use of the Balanced Scorecard and       Performance Metrics to Achieve Operational and Strategic Alignment in Arts and   Culture Not-for-Profits. International Journal of Arts Management, 11(2), 42-   55,94. 

http://proquest.umi.com.libproxy.edmc.edu/pqdlink?index=9&did=1642746311&SrchMode=3&sid=6&Fmt=6&VInst=PROD&VType=PQD&RQT=309&VName=PQD&TS=1288801404&clientId=82498&aid=6
 
Course length:  7.5 Weeks

Contact Hours: 45 Hours

Credit Value: 3.0

Program Outcomes:

1. Evaluate management practices in mission-based organizations in terms of human impact and financial impact over the short and medium term;

2. Apply ethical principles and generally accepted operational practices to the management functions of a non-profit setting

3. Provide accurate advice and counsel to appropriate stakeholders regarding basic non-profit regulatory issues and management practice to specific situations, and provide referrals to appropriate experts when necessary;

4. Implement and revise practices and systems to execute strategies in a constrained work environment;

5. Design and execute employee communication plans toward expressed organizational goals;

6. Evaluate the skills and capabilities of individuals relative to specific organizational settings and provide counsel where organizational systems and processes are inconsistent with competencies of the existing workforce;

7. Demonstrate the value-added contribution of mission execution to the community and other relevant stakeholders.
Course Objectives

	· Develop a mission-based branding strategy to promote the mission within the community.

	· Create methods to manage a single mission-based value proposition in light of multiple stakeholder needs and perception of value.

	· Analyze the constraints and legitimizing factors of financial stewardship and their influence on the promotion of the organization



Activities/Assignments/Assessments Table

	Unit
	Topics
	Resources

	1
	Value Proposition: Defining and managing it for the organization
Comparative v Competitive Advantage Strategies for leveraging perceived value

Challenges facing NonProfits in Value Proposition Development


	· Unit One Objectives

· Examine the role of the mission based value proposition in the NonProfit sector. 
· Evaluate Comparative v Competitive advantage strategies in leveraging perceived value.
o     Analyze challenges in developing value proposition for Nonprofits
· Reading Resources

· Andreasen, A. R., & Kotler, P. (2008) Strategic marketing for nonprofit organizations (7th ed.). Upper Saddle River, NJ: Pearson-Prentice Hall.
· Chapter 1: The Growth & Development of NonProfit Marketing (p. 21-34)
· Chapter 3: Strategic Marketing Planning
· Chapter 8: Value Propositions; Managing the Organization’s Offerings
· Chetkovich, C, & Frumkin, P. (2003). Balancing margin and mission: Nonprofit competition in charitable versus fee-based programs. Administration & Society, 35(5), 564-596.
· Competitive v Comparative Advantage Strategies
· http://www.quickmba.com/strategy/global/
· Assignments/Assessment
· Discussion Assignment:
· Evaluate and discuss the unique challenges facing nonprofit organizations in developing a mission based value proposition.

· Participation Assignment: 
· Select a nonprofit organization to evaluate over the length of the course.  Develop a PowerPoint presentation to include the following:

· Description of NonProfit Mission and Goals

· Evaluation of the organization’s competitive strengths

Identification and evaluation of perceived value proposition

	
	Lecturette One

The purpose of this lesson is to give the students an overview of what a value proposition is, and to help them understand that visible marketing representations of the organization, such as a website, must create a clear value statement for the organization. Marketing the organization is sharing the value that the organization brings, but the marketer cannot assume that those outside the organization understand what the organization is or does. Clouded perspectives must be clarified. Students complete an exercise analyzing websites to determine if the value of the organization is readily identifiable. Additionally, students will recognize that the value proposition must be managed. They will analyze the concept of single and multiple identities of an organization in the Pratt and Foreman article, and determine what it takes to create customer value in the case study.


	2

 
	Identifying stakeholders 
Determining the Value Proposition
· 
The Needs-Based approach to identify the value prop.
· 
Perceived v real value in the eyes on the stakeholder

	· Unit Two Objectives

· Examine the Needs-Based Analysis strategy for identifying perceived and real value in the eyes of stakeholders.
· Analyze the value of a single-mission based value proposition against multiple mission based value propositions
· Analyze value proposition to identify market segments and target markets.
· Reading Resources

· Andreasen, A. R., & Kotler, P. (2008). Strategic marketing for nonprofit organizations. (7th ed.). Upper Saddle River, NJ: Pearson-Prentice Hall.
· Chapter 2: Setting the Path of the Nonprofit Organization
· Chapter 4: Understanding Target Audience Behavior
· Weinstein, L., & Bukovinsky, D.. (2009). Use of the Balanced 
Scorecard and Performance Metrics to Achieve Operational 

and Strategic Alignment in Arts and Culture Not-for-

Profits. International Journal of Arts Management, 11(2), 42-
55,94. 

· Voss,Z.G,  Glenn, B.V. &  Moorman, C.. (2005). An empirical 
examination of the complex relationships between entrepreneurial orientation and stakeholder support. European Journal of Marketing, 39(9/10), 1132-1150,1219-1220,1222. 
· Assignments/Assessment

· Participation Assignment : Using the a nonprofit organization  selected in Module 1 identify the value proposition. Perform a stakeholder analysis, listing each stakeholder group connected with the organization. Identify the perceived value each receives from the organization.
· 

	
	Lecturette
The purpose of this module is to challenge the student to realize the variety of people impacted by the organization and their differing perspectives and needs. Stakeholders obviously include clients, board members, and investors, but students must learn to consider the community at large, parent groups, and other groups that touch the organization on a tangential basis who may have an indirect impact. Each stakeholder group must receive a targeted message with a consistent connection to the value proposition to consistently reinforce their connection. Stakeholders can also be used to help the organization spread their message. 

Additionally, marketing must touch people not connected with the organization. The chapter reading covers the consumer mindset, including decision making behaviors, and determining target audiences to help the student understand the factors that must be considered in converting non-stakeholders into stakeholders.


	3
	Stakeholder Influence on Value Proposition

· Single v Multiple Propositions

Methods of Management Stakeholder Influence

	· Unit Three Objectives

· Research market data to understand public perception of an organization
· Examine stakeholders influence in the nonprofit sector

· Evaluate methods to management stakeholder influence
· Reading Resources

· Padanyi, P, & Gainer, B. (2004). Market Orientation in the 
Nonprofit Sector: Taking Multiple Constituencies into 

Consideration. Journal of Marketing Theory and 

Practice, 12(2), 43-58.
· Knox, S., & Gruar, C. (2007). The application of stakeholder 
theory to relationship marketing strategy development in a 
non-profit organization. Journal of Business Ethics, 75, 
115-135.
· Hsieh, J., Curtis, K. P., & Smith, A. W. (2008). Implications of 
stakeholder concept and market orientation in the US 
nonprofit arts context. International Review on Public and 
Nonprofit Marketing, 5(1), 1-13.  
doi:http://dx.doi.org/10.1007/s12208-008-0001-x 

· Assignments/Assessment

· LASA 1 (CO 2 -20%) Using the non-profit organization selected in Module 1 develop a strategy to manage a single mission-based value proposition in light of multiple stakeholder needs and perception of value.


	
	Lecturette
Part of marketing is understanding the perceptions of the consumer. Doing that involves research through interviews, focus groups, surveys, historical data and additional research to ascertain what the marketing environment is like. A critical element is thoroughly understanding the mission of the organization and comparing it with the perception of the organization in the community. In this module, the students will conduct interviews or a focus group to understand the perception of an organization from the perspective of 5 different people and compare it with the value proposition of the organization to see how the organization is doing at conveying its intended mission.


	4
	Market Segmentation Target Marketing

Non-Profit Product/Service Mix
	· Unit Four Objectives

· Analyze potential market segments
· Evaluate market segments to indentify primary and secondary target markets

· Examine methods to align the nonprofit product/service mix with the value proposition and mission.
· Reading Resources

· Andreasen, A. R., & Kotler, P. (2008) Strategic marketing for nonprofit organizations. (7th ed.). Upper Saddle River, NJ: Pearson-Prentice Hall.
· Chapter 6: Segmentation, Targeting and Positioning
· Chapter 9: Developing and Launching New Offerings
· Assignments/Assessment

· Participation Assignment:  Using the nonprofit organization selected in Module 1, identify and evaluation market segments and propose a primary target market. 

	
	Lecturette

Just as radio stations are targeted to different audiences, marketing campaigns may also be geared for a particular segment of the population. Students will learn the various groups populations can be divided into, and consider ways to approach the message to reach these different groups. 

The marketing department must market ideas, programs and raise money. The reading in this unit explores creation of new ideas and the analysis of them prior to release. It considers what kinds of costs a nonprofit incurs and the rationale for setting price points. One of the big areas of a marketing department in a nonprofit is the annual campaign to raise funds, and working to generate ongoing revenue for the organization. The reading looks at the nature of givers, including their motivation and need for recognition. The assignment asks the learner to look at donor tracking software, using metacognitive skills about marketing to consider how the software company is tracking buyer behavior. It is crucial for nonprofit to track donations. Class discussion could include not only the need for raising funds but the whole system of fundraising.



	5


	Creating the NonProfit Brand:

· Branding Strategies

· Emotional Branding

	· Unit Five Objectives

· Evaluate mission based branding strategies.
· Reading Resources

· Andreasen A. R., Kotler, P. (2008) Strategic marketing: for nonprofit organizations. (7th ed.). Upper Saddle River, NJ: Pearson-Prentice Hall.
· Chapter 7: Branding

· Gilligan, C., & Golden, L.. (2009). Re-branding social 
good: social profit as a new conceptual framework. Allied Academies International Conference. Academy of Marketing Studies. Proceedings, 14(1), 9-15.
· Mort, G., Weerawardena, J., & Williamson, B.. (2007). 
Branding in the Non-profit Context: The Case of Surf Life Saving Australia. Australasian Marketing Journal, 15(2), 108-119
· Laidler-Kylander, N., & Simonin, B. (2009, February). How 
international nonprofits build brand equity. International

Journal of Nonprofit & Voluntary Sector Marketing, 
14(1), 57-69. 

· Assignments/Assessment

· LASA 2 (CO1, 20%)
· Using the nonprofit organization selected in Module 1, Develop a mission-based branding strategy to promote the mission within the community.

	
	Lecturette
While the message may be modified, there must be a universality in the branding to ensure a consistent image is reflected to the public in order that the nonprofit is immediately recognized. Students will examine marketing pieces for branding, as well as look for intended target audiences.




	6
	Promoting the Mission in the Community

· Communication  Strategies

· Marketing Strategies


	· Unit Six Objectives

· Evaluate communication strategies to communicate the nonprofit mission
· Examine various marketing strategies to promote the nonprofit.

· Examine PR strategies to promote the nonprofit mission

· Reading Resources

· Andreasen, A. R., & Kotler, P. (2008) Strategic marketing for nonprofit organizations. (7th ed.). Upper Saddle River, NJ: Pearson-Prentice Hall.
· Chapter 12: Formulating Communication Strategies
· Chapter 14: Managing Public Media and Public Advocacy
· Lewis, L.K.,  Hamel, S.A., & Richardson, B.K. (2001). 
Communicating change to nonprofit 
stakeholders. Management Communication Quarterly : 
McQ, 15(1), 5-41.
· Haydon, J. (2009). The official Twitter guide for business – 
complete with case studies, best practices and a free 
download [Web log message]. (Read both Twitter 101 for 
Business and Twitter Jumpstart Guide for Nonprofits). 
(http://johnhaydon.com/2009/07/twittersguide-business/ )
· Line, K. & Sangeeta, S. (2004). Successful application of 
a customer relationship  management program in a non-profit organizations. Journal of Marketing Theory and Practice, 12(2), 28-42.
· Herstein, R., Mitki, Y., & Jaffe, E.. (2008). Corporate 
Image Reinforcement in an Era of Terrorism through Integrated Marketing Communication. Corporate Reputation Review, 11(4), 360-370. 
· Michael L. Mallin, & Todd A. Finkle. (2007). Social 
entrepreneurship and direct marketing. Direct Marketing, 1(2), 68-77
· Herstein, R., Yoram, M, &  Jaffe, E.D. (2008). Israel 
Cancer Association: promoting the fight against

breast cancer with IMC strategy. International 
Journal of Pharmaceutical and Healthcare 
Marketing, 2(1), 63-75. 
· Assignments/Assessment
· Participation Assignment:
· Create a Twitter account and monitor Twitter nonprofit and marketing posters using the hashtags #nonprofit and #marketing. Look for postings from nonprofit organizations you are familiar with. Search Twitter for and post the tweets identifying 3 relevant articles, blogs, etc with best practices for nonprofit marketing. Identify 5 nonprofit or marketing people worth following


	
	Lecturette 
Social media cannot be ignored in contemporary marketing. Students will examine Twitter and look for key marketing and nonprofit posters to uncover trends recommended by field leaders. They will search for familiar nonprofits to see how they are using Twitter. Discussions could include searches of other contemporary social media venues including Facebook and YouTube and integrate with advancing the agenda of the value proposition and mission of the organization.
Marketing the nonprofit must take many avenues. In this lesson, students will explore all avenues of advertising and public relations. The textbook chapters explore traditional marketing from advertising campaigns ranging from print and television, through flyers posted on telephone poles. Students consider timing, impact and costs of campaigns. This unit also covers public relations, and dealing with and managing PR around a crisis as well as public advocacy and social agendas. 




	7
	Financial Stewardship:

· Constraint v Legitimizing Factor

· Transparency

· Influence on nonprofit promotion

	· Unit Seven Objectives

· Evaluate the negative and positive aspects of financial stewardship in the nonprofit sector.

· Evaluate the role of transparency in promoting the nonprofit organization.
· LASA 3 (CO3 – 35%) 
· Using the nonprofit organization selected in Module 1, analyze the constraints and legitimizing factors of financial stewardship and assess their influence on the promotion of the organization to include their impact on the stakeholder management proposal (Module 3) and the branding strategy developed in Module 5.


	
	


	8
	Course Wrap Up

	

	
	


Grading Criteria


Grading Scale


             Grading requirements









	A
	100 – 93 %

	A-
	92 – 90 %

	B+
	89 – 88 %

	B
	87 – 83 %

	B-
	82 – 80 %

	C+
	79 – 78 %

	C
	77 – 73 %

	C-
	72 – 70 %

	F
	69 and below


	Participation
	25%

	LASA 1
	20%

	LASA 2
	20%

	LASA 3
	35%

	
	100%


Library
All resources in Argosy University’s online collection are available through the Internet.  The campus librarian will provide students with links, user IDs, and passwords. 
Library Resources:  Argosy University’s core online collection features nearly 21,000 full-text journals and 23,000 electronic books and other content covering all academic subject areas including Business & Economics, Career & General Education, Computers, Engineering & Applied Science, Humanities, Science, Medicine & Allied Health, and Social & Behavior Sciences.  Many titles are directly accessible through the Online Public Access Catalog at http://library.argosy.edu.  Detailed descriptions of online resources are located at http://library.argosy.edu/libweb/resources/
In addition to online resources, Argosy University’s onsite collections contain a wealth of subject-specific research materials searchable in the Online Public Access Catalog.  Catalog searching is easily limited to individual campus collections.  Alternatively, students can search combined collections of all Argosy University Libraries.  Students are encouraged to seek research and reference assistance from campus librarians.

Information Literacy: Argosy University’s Information Literacy Tutorial was developed to teach students fundamental and transferable research skills. The tutorial consists of five modules where students learn to select sources appropriate for academic-level research, search periodical indexes and search engines, and evaluate and cite information. In the tutorial, students study concepts and practice them through interactions. At the conclusion of each module, they can test their comprehension and receive immediate feedback. Each module takes less than 20 minutes to complete.  Please view the tutorial at http://library.argosy.edu/infolit/ 

Academic Policies

Academic Dishonesty/Plagiarism:  In an effort to foster a spirit of honesty and integrity during the learning process, Argosy University requires that the submission of all course assignments represent the original work produced by that student.  All sources must be documented through normal scholarly references/citations and all work must be submitted using the current edition of the Publication Manual of the American Psychological Association. Students are encouraged to purchase this manual and become familiar with its content as well as consult the Argosy University catalog for further information regarding academic dishonesty and plagiarism.

Scholarly writing:  The faculty at Argosy University is dedicated to providing a learning environment that supports scholarly and ethical writing, free from academic dishonesty and plagiarism.  This includes the proper and appropriate referencing of all sources. You may be asked to submit your course assignments through “Turnitin,” (www.turnitin.com), an online resource established to help educators develop writing/research skills and detect potential cases of academic dishonesty.  Turnitin compares submitted papers to billions of pages of content and provides a comparison report to your instructor. This comparison detects papers that share common information and duplicative language. 

Americans with Disabilities Act Policy TC \l1 "
It is the policy of Argosy University to make reasonable accommodations for qualified students with disabilities, in accordance with the Americans with Disabilities Act (ADA).  If a student with disabilities needs accommodations, the student must notify the Director of Student Services.  Procedures for documenting student disability and the development of reasonable accommodations will be provided to the student upon request.  

Students will be notified by the Director of Student Services when each request for accommodation is approved or denied in writing via a designated form.  To receive accommodation in class, it is the student’s responsibility to present the form (at his or her discretion) to the instructor.  In an effort to protect student privacy, the Department of Student Services will not discuss the accommodation needs of any student with instructors. Faculty may not make accommodations for individuals who have not been approved in this manner.

The Argosy University Statement Regarding Diversity

Argosy University prepares students to serve populations with diverse social, ethnic, economic, and educational experiences. Both the academic and training curricula are designed to provide an environment in which students can develop the skills and attitudes essential to working with people from a wide range of backgrounds
�





