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Purpose of the Course 

This course will focus on introducing the student to the basic concepts of 
marketing communications for public and nonprofit agencies.  Objectives will 
include providing the student with a fundamental understanding and a working 
knowledge of the marketing planning process and providing the opportunity to 
incorporate these principles in practical applications. 
 
Students, working as a team, will apply the principles to a case, develop a 
marketing plan and present it to the class. 
 

Course Requirements 
Graded course assignments will include: 
Participation in class and attendance: 20% 
Written Public Marketing Plan  20% 
Oral Presentation of the Plan  20% 
Written Needs Statement   10% 
Marketing Assignments   15% 
Article Review    10% 
 
Student enrolled for undergraduate credit will not be required to complete the 
Article Review.  Grading will be based on the following: 
Participation in class and attendance: 25% 
Written Public Marketing Plan  20% 
Oral Presentation of the Plan  20% 
Written Needs Statement   15% 
Out of Class Assignments   20% 

 
Office Hours 

Monday through Friday, 8:00 a.m. – 4: 30 p.m. by telephone (336-716-4400) 
or by appointment. 
Tuesdays before class 



 
Email: drhodes@wfubmc.edu 

 
 
 
 
 
 
 
 
 

Class Schedule and Attendance 
Students are expected to attend and actively participate in all class meetings 
and will be graded on quality, as well as quantity, of their efforts.  If you know 
in advance that you will be unable to attend a class session or a portion of a 
class session, please le the instructor know.  Also contact the instructor as soon 
as possible if an emergency prevents your attendance.  Students are 
responsible for all course material whether or not you attend class. 
 
Attendance: 
Each class session represents one-fifth of the classroom portion of the course.  
Student participation is a significant portion of the grading formula.  Therefore, 
attendance at all class sessions is important.  Students missing two class 
sessions will not be eligible to earn an “A” in the course.  Students missing 
three classes will not pass the course. 
 
Students are expected to have an active email address. 
 

Course Outline  
Students are expected to complete assignments and readings prior to class.  
Relevant and thoughtful class participation is expected.  Participation will 
usually require preparation of assignments and active, meaningful contributions 
to class work.  Most assignments are included in the syllabus.  Specific reading 
and preparations assignments will be made during class sessions and/or 
throughout emails to class members. 
 

Class 
Session/Date 

Topic/Focus Assignments 



May 24 
Class Session 1 

 Introduction 
 Syllabus review 
 What is marketing 
 Creating a brand 
 Meeting Customer 

Wants 

 

June 1 
Class Session 2 

 Maintaining your 
mission 

 Marketing Cycle 
 Target Marketing 

 Testimonial Due 
 Needs Statement Due 

June 8 
Class Session 3 

 Resources 
 Competition 
 Core Competencies   

 Article Review Due 
 Review Case Study 

June 15 
Class Session 4 

 Marketing Materials 
 Technology 
 Customer Service 

 Complete Handouts 
 Review Case Study 

June 22 
Class Session 5 

 Marketing Plan 
Presentations 

 

 Written Marketing Plan 
Due 

 
 
 
 

Article Review 
Select a journal article in which either qualitative or quantitative research is 
reported on a topic relating to Nonprofit or Public Agency Marketing.  Articles 
should be selected from peer reviewed/juried journals (scholarly work) and are 
in addition to those assigned from class readings.  While there are many 
potential sources, here are a few for your consideration: 

 Journal of Nonprofit Management and Leadership 
 Journal of the Academy of Management 
 Journal of Public Administration 
 Public Administration Review 

 
This assignment will be assessed based on the following criteria: 

 Relevance of the article to the course 
 Depth of analysis 
 Thoroughness of the critique based on the guide 
 Application to your work and/or studies 
 Writing  



 
Prepare a brief paper (3-4 pages) in which you review your article.  Your review 
and a copy of the article will be due on June 8.   
 

Marketing Plan 
Working in small groups (3-5 students), students will select a nonprofit or 
public agency for which to prepare a marketing plan.  Each team member is 
expected to share equally in the workload.  You will receive a team grade. 
 
This assignment represents 40% of the total course grade (20% written 
materials and 20% presentation).  Presentations (approximately 30 minutes) will 
be made during class on June 22.  A copy of all handout material is required for 
each class member and the instructor.  A printed copy (2 slides per page) of 
PowerPoint slides (if appropriate) should also be provided to the instructors. 
 
Presentations will be graded on the following: 

 Content 
 Material provided to classmates 
 Presentation 

 
Written Plans will be graded on the following: 

 Appropriateness of the plan 
 Appearance of finished product 
 Relevance to the organization 

 
Needs Statement/Executive Summary 

On June 1 each student (NOT each team) will turn in a two-page statement 
outlining why an agency, either the organization for your group project or an 
organization of your choice, needs a marketing plan.   
 
The Needs Statement/Executive Summary will include a brief description of the 
agency, the hurdles that it faces and what it hopes to achieve with a marketing 
plan. 


