
Marketing for Nonprofit and Public 
Sector Organizations 
Public Affairs 5592 

Summer Semester 2021 ONLINE
Monday, 6−8:20 p.m. on Zoom, plus 50 mins asynchronous time

Credit Hours: 3 
Prerequisites: PUBAFRS 3140 is required for undergraduate students; PUBAFRS 7553 is 
recommended for graduate students

Instructor: Kimberly Ratcliff 
Email: ratcliff.4@osu.edu  Phone: 614.441.1452 
Office Hours: Wednesdays, 6–8 p.m., scheduled in advance on Zoom

1

#


Table of Contents

2

Course Description

Course Objectives

How This Course Works

Grading and Course Requirements
Graded Components: Case Studies
Graded Components: Marketing Plan

Required Course Reading Material

Class Schedule

Course Policies and Resources

Professional and Civil Discussion / Writing Assistance
Academic Integrity
Title IX, Diversity, and Inclusion
COVID / FERPA
Online Accessibility
Disability Services
Your Mental Health

#


Course 
Description

This course examines the marketing principles of 
mission-driven organizations, specifically nonprofits and 
government agencies. 

Marketing is one tool available to managers to 
improve organizational performance and 
encourage effective communication to 
stakeholders. However, public and nonprofit 
marketers face unique marketing 
challenges—from deficient resources for 
adequately addressing marketing needs to a 
general lack of understanding of the power of 
marketing.

The course will address these and other challenges of 
nonprofit and public sector marketers, providing students 
with an introduction to marketing theory. It will also equip 
students with practical experience in developing a strategic 
marketing plan, influencing the attitudes and behaviors of 
diverse stakeholders, leveraging social media and other 
emerging technologies, and other skills relevant to nonprofit 
and public sector marketers.
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Course Objectives
The course includes a combination of in-class discussions and interactive activities, complemented by readings and out-of-class individual and team 
assignments. The overarching goal is for students to grow their expertise in marketing for nonprofit and public sector organizations as a key 
management competency.

Nonprofit and Public Sector Marketing Learning Objectives:
Upon successful completion of this course students will:

1. Identify the goals and objectives of marketing for mission-driven organizations from a theoretical and practical perspective;
2. Demonstrate the strategies and tactics of nonprofit and public sector marketing through discussion, case study, small group analysis, interaction 

with guest speakers, and assignments; and
3. Apply their knowledge of marketing by utilizing planning and implementation tools to improve organizational performance.

General Course Objectives:
By the end of the course, you should be able to:

1. Demonstrate the ability to read carefully and express ideas effectively regarding issues of public concern through critical analysis, discussion, 
and writing;

2. Apply written, oral, and visual communication skills and conventions of academic discourse to the challenges in the public policy process; and
3. Access and use information critically and analytically.

Additional information on the General Education Goals is available on the Arts and Sciences website.

Glenn College Course Objectives:
This course also meets the following objectives under the Management Stream for the Glenn College:

1. Manage and lead public organizations towards policy goals;
2. Identify and manage external/environmental challenges to organizational performance;
3. Engage in strategic planning for public organizations; and
4. Identify and manage internal challenges to organizational performance.
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How this Course Works
Mode of delivery: This course meets synchronously online on Monday 
beginning at 6 and ending at 8:20 p.m., when all students and the 
instructor will gather together on Carmen. There are also 50 minutes of 
asynchronous online content.

Pace of online activities: Students are expected to keep pace with 
weekly deadlines but may schedule their 50 minutes of asynchronous 
efforts freely within that time frame.

Credit hours and work expectations: This is a [3] credit-hour course. 
According to Ohio State bylaws on instruction (go.osu.edu/credithours), 
students should expect around [3] hours per week of time spent on 
direct instruction (instructor content and Carmen activities, for example) 
in addition to [6] hours of homework (reading and assignment 
preparation, for example) to receive a grade of [C] average.

Attendance and participation requirements: Your attendance is 
based on your activity and participation during synchronous our class 
time and the 50 minutes of asynchronous course time that will include:

■ Participating in discussion forums or surveys approximately 
once per week for asynchronous time

■ Office hours (encouraged but optional) 
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Grading & Course Requirements
Your grade for this class will be assessed through specific individual and team assignments using 
rubrics for written and oral communications, as well as your contribution during group discussions and 
activities. See specific point values for each assignment in Graded Components. Graduate students 
taking the class will be expected to take on more of a leadership role in class discussion and case 
study presentation. Additionally, the instructor will provide a writing rubric for all assignments which will 
include a higher level of rigor for graduate student performance.The overall grade distribution is 
provided below, followed by a detailed description of each graded component and the percentage of 
potential points that can be earned for each.
■ Case Study Outlines 15% 
■ Case Study Analysis and Class Discussion Facilitation 25% 
■ Marketing Plan 50% 
■ Class Contribution 10% (Based upon both attendance and participation)

ATTENDANCE: Your attendance is critical to your classmates and what you take away from the 
course. If you are absent, please let me know your specific circumstances, and I will take this into 
consideration when determining your grade.

DISTRACTIONS: If you are present in class but are distracted by other reading, texting, or social 
media, I will reduce your in-class contribution points. “Being here now” makes a difference.

EMERGENCY GRADING: Faculty teaching undergraduates in courses that are graded A–E will enter 
their grades normally. Undergraduate students assigned grades of A through C- will have those posted 
to their transcripts. D+ and D grades will convert to a mark of PE (emergency pass), E grades will 
convert to a mark of NP (no pass). For graduate students, grades C+ through D will convert to PE.  PE 
and NP grades do not count in the calculation of GPA. Students assigned a PE will receive academic 
credit that counts toward graduation. 

GRADING
Transformation of a numerical grade to a letter 
grade will be according to the schedule below.

A 93-100
A- 90-92.9
B+ 87-89.9
B 83-86.9
B- 80-82.9
C+ 77-79.9
C 73-76.9
C- 70-72.9
D+ 67-69.9
D 60-66.9
E < 60

Students will submit all assignments for the 
course via Carmen by the posted time on the 
assigned day. Some assignments (case study 
analyses and outlines) will be reviewed and 
discussed in class. Informing me of your 
intention to be absent does not waive your 
obligation to submit assigned work. Late work 
will be accepted with a one-third-letter grade 
penalty each day that it is late (A- to B+).
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Graded Components: Case Studies
The course relies on your review and active learning from case studies to provide insight into real-world challenges faced by marketing managers in the 
public and nonprofit sectors. Cases are generally written to contain background information on the organization, objective of the activity, people involved, 
and a series of events and marketing challenges that confront the manager. 

At the beginning of the course, each student will select one case study for full analysis. There will be multiple students assigned to each of the case 
studies. On the week their selected case study full analysis is due, each student will write a 5-page (single-spaced) case analysis that:

1. Identifies the primary challenge facing the case protagonist(s);
2. Provides a critical assessment of the situation;
3. Issues a persuasive argument supporting a recommended course of action that leverages marketing strategies and tactics; and
4. Connects the problem and/or topic to course concepts.

Students who write the full case analysis will be responsible for leading class discussion on the case, and the instructor expects graduate students to 
assume a primary leadership role in these discussions.

Students not writing the full case study analysis for the week will draft a 1–2 page (single-spaced) bulleted outline of the case, covering the four elements 
described above. The cases will be reviewed in class for deeper group discussion and commentary, led by the students who have completed the full case 
analysis.
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Graded Components: Marketing Plan
The culminating deliverable for this course is a marketing plan with approximately 10 pages of narrative, organized with callouts, visuals, columns, and 
other design elements that enhance the readability and professionalism of the final product. Students will prepare a plan for a nonprofit organization or 
government agency of their choice, or a new entity yet to be formed. 

By the assigned dates, students must select their organization and be prepared to provide draft content responding to item #1. The final marketing plan 
should include at a minimum following elements, informed by instructor feedback provided on the draft plan due two weeks before the final plan. Please 
refer to Appendix A for more specific guidance on the 10-step process.

1. Analyze the organizational environments and situation
a. Internal environments

i. Review organizational goals and objectives
ii. Describe the organizational culture you seek to establish
iii. Assess strengths and weaknesses

b. External analysis
i. List and briefly describe all organizational 

publics/audiences including its clients, 
donors,volunteers, board members and others

ii. Describe the competition faced by your organization 
(research similar local nonprofit and for-profit 
organizations operating in the same service area)

iii. Point out various aspects of the current macroeconomic 
situation and how they may affect your organization.

iv. Assess opportunities and threats
v. Optional: PEST analysis

2. Establish mission/vision or purpose statements for your new 
organization or offer fine-tuning edits if choosing an existing 
organization; briefly describe basic services provided

3. Formulate core marketing strategy (e.g., new markets? new offerings?)

4. Describe marketing research needed to gain an understanding of how the target 
audiences make decisions about changing their behavior according to organizational 
desires. Based on common sense and any online information you can find, make 
preliminary assumptions about the character of their decision-making (e.g., who are the 
decision-makers? How, when, where, and why do these potential consumers use or 
may use your services?), latest trends in demand (is the demand for services growing or 
declining?) and social, cultural, and economic characteristics of consumers.

5. Based on market research, provide a rationale for market segmentation
6. Develop a brand for the organization (name, guidance to inform logo design, 

detailed positioning messages including brand promise and story)
7. Describe the marketing mix (product, price, place, promotion)

a. Product: Are you planning on developing a new product or improving the style, 
or packaging of your current product? What sources of data will you consider to 
guide your ideas for a new product?

b. Price: What pricing techniques will you use?
c. Place: Based on the character of your offering and the traits of your target 

audiences, how will you be reaching your audiences?
d. Promotion: what messages would you want to send and what media would you 

use
8.         Describe the implementation plan (responsibilities, tasks, and timeline).
9.         Explain how you recommend monitoring and evaluating the effectiveness of marketing 

activities to sustain effective implementation
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Required Course Reading Material
This course textbook is a bookshelf item that 
will help to build your understanding of 
marketing in the nonprofit and public sector 
environments and will be useful for reference 
during your career: 

Lee, N. & Kotler, P. (2020). Social Marketing: 
Changing Behaviors for Good (6th edition). 
Los Angeles: SAGE. ISBN # 
978-1544351490 

Students can access textbook information via 
the Barnes & Noble bookstore website: 
www.shopOhioState.com as well as from their 
BuckeyeLink Student Center. This information 
is disseminated by B&N to all area bookstores. 
You may buy from a store of your choice and/or 
shop for books (always use ISBN# for 
searches) on line.

CASE STUDIES
The Harvard Business Review case 
studies listed below can be purchased 
online via a coursepack set up by the 
instructor. 

The case studies are delivered as PDFs 
and typically cost $6.95 when purchased 
individually. 

Students can purchase the coursepack 
in its entirety at this location for a 
reduced cost.

0.  Alexander Hamilton
1.  The Toronto Ultimate Club
2.  Nuestros Amigos
3.  Singapore/Crazy Rich Asians
4.  NASA

9

#
http://www.shopohiostate.com
https://hbsp.harvard.edu/import/820724
https://hbsp.harvard.edu/import/820724
https://hbsp.harvard.edu/import/820724


Class Schedule

1

5/17

2

5/24

3

6/7

4

6/14

5

6/21
  

INTRODUCTION
Introduction to social 
marketing and overview 
of the strategic 
marketing planning 
process, market 
research, and situation 
analysis

RESEARCH
Conduct interview with 
your organization and 
research their current 
situation. Discuss 
market intelligence and 
meet with your  case 
study teams.

NO CLASS
Memorial Day

AUDIENCE, 
GOALS + 
OBJECTIVES
Who is your plan is 
designed to reach? 
What do you want 
them to know, feel and 
do? What’s the why for 
your plan? How will 
you know you’ve been 
successful?

PRODUCT
What is it you are trying 
to “sell?” 

PRICE + PLACE
What is the cost of your 
product, and where will 
your audience(s) 
access it?

*Initial Situation 
Analysis*

*Case Study 1* *Case Study 2*

Marketing Meets 
Mission (Sidibe)

Chapters 1–4 Chapters 5–7;
Case Study 0

Chapters 8–10 Chapters 11–12

2

5/31

Due

Read
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Class Schedule

6

6/28

7

7/12

8

7/19

9

7/26
    

GUEST SPEAKER
Hear from a professional 
marketer who has 
worked in the nonprofit 
and public sector space

NO CLASS
Independence Day 
Observed

PROMOTION
What messages and 
channels will you 
leverage to promote your 
product and instigate 
change?

LABS
One-on-one time with 
instructor to refine your 
plan

ACTIVATION + 
MANAGEMENT
How will you monitor 
and evaluate success, 
budget and fund, and 
sustain your marketing 
program?

*Case Study 3* *Case Study 4* *Draft Marketing 
Plan*

*FINAL 
MARKETING PLAN*

Appendices A + B Chapters 13–14 Chapters 15–17

2

7/5

Due

Read

X

8/4
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Professional and Civil Discussion
The following are my expectations for how we should communicate as a class. Above all, please remember to be respectful and thoughtful.

Writing and speaking style: While there is no need to participate in class discussions as if you were writing a research paper, you should remember to 
write and speak using proper grammar, spelling, and punctuation. A more conversational tone is fine for non-academic topics.
Tone and civility: Let’s maintain a supportive learning community where everyone feels safe and where people can disagree amicably. Remember that 
sarcasm doesn’t always come across online.
Citing your sources: When we have academic discussions, please cite your sources to back up what you say. For written work, please use APA or 
modified APA style.
Backing up your work: Consider composing your academic posts using word processing software, where you can save your work, and then copying into 
any Carmen discussions.

Writing Assistance

Students wishing to have additional help with the writing of their papers can meet with a consultant at the Writing Center.
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Academic Integrity Policy
Academic integrity is essential to maintaining an environment that fosters excellence in teaching, research, and other educational and scholarly activities. 
Thus, The Ohio State University and the Committee on Academic Misconduct (COAM) expect that all students have read and understand the
university’s Code of Student Conduct (studentconduct.osu.edu), and that all students will complete all academic and scholarly assignments with fairness 
and honesty. Students must recognize that failure to follow the rules and guidelines established in the university’s Code of Student Conduct and this
syllabus may constitute “Academic Misconduct.”

The Ohio State University’s Code of Student Conduct (Section 3335-23-04) defines academic misconduct as: “Any activity that tends to compromise the 
academic integrity of the university or subvert the educational process.” Examples of academic misconduct include (but are not limited to)
plagiarism, collusion (unauthorized collaboration), copying the work of another student, and possession of unauthorized materials during an examination. 
Ignorance of the university’s Code of Student Conduct is never considered an excuse for academic misconduct, so I recommend that you review the Code 
of Student Conduct and, specifically, the sections dealing with academic misconduct.

If I suspect that a student has committed academic misconduct in this course, I am obligated by university rules to report my suspicions to the Committee 
on Academic Misconduct. If COAM determines that you have violated the university’s Code of Student Conduct (i.e., committed academic misconduct), 
the sanctions for the misconduct could include a failing grade in this course and suspension or dismissal from the university.

Note that given our online class format, I do expect you to collaborate with other students, which may include peer review and feedback. Collaboration for 
assigned coursework does not constitute a breach of academic integrity.

If you have any questions about the above policy or what constitutes academic misconduct in this course, please contact me.
Other sources of information on academic misconduct (integrity) to which you can refer include:

■ Committee on Academic Misconduct (go.osu.edu/coam)
■ Ten Suggestions for Preserving Academic Integrity (go.osu.edu/ten-suggestions)
■ Eight Cardinal Rules of Academic Integrity (go.osu.edu/cardinal-rules)
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Statement on Title IX
All students and employees at Ohio State have the right to work and learn in an environment free from harassment and discrimination based on sex or 
gender, and the university can arrange interim measures, provide support resources, and explain investigation options, including referral to
confidential resources.

If you or someone you know has been harassed or discriminated against based on your sex or gender, including sexual harassment, sexual assault, 
relationship violence, stalking, or sexual exploitation, you may find information about your rights and options on Ohio State’s Title IX website 
(titleix.osu.edu) or by contacting the Ohio State Title IX Coordinator at titleix@osu.edu. Title IX is part of the Office of Institutional Equity (OIE) at Ohio 
State, which responds to all bias-motivated incidents of harassment and discrimination, such as race, religion, national origin and disability. For more 
information, visit the OIE website (equity.osu.edu) or email equity@osu.edu.

Commitment to a Diverse and Inclusive Learning 
Environment
The Ohio State University affirms the importance and value of diversity in the student body. Our programs and curricula reflect our multicultural society 
and global economy and seek to provide opportunities for students to learn more about persons who are different from them. We are committed to 
maintaining a community that recognizes and values the inherent worth and dignity of every person; fosters sensitivity, understanding, and mutual respect 
among each member of our community; and encourages each individual to strive to reach his or her own potential. Discrimination against any individual 
based upon protected status, which is defined as age, color, disability, gender identity or expression, national origin, race, religion, sex, sexual orientation, 
or veteran status, is prohibited.

Glenn College Diversity Values

The Glenn College is committed to nurturing a diverse and inclusive environment for our students, faculty, staff, and guests that celebrates the 
fundamental value and dignity of everyone by recognizing differences and supporting individuality. We are dedicated to creating a safe space and 
promoting civil discourse that acknowledges and embraces diverse perspectives on issues and challenges that affect our community. 14
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COVID Process SLDS Statement

The university strives to make all learning experiences as accessible as possible. In light of the current pandemic, students seeking to request 
COVID-related accommodations may do so through the university’s request process, managed by Student Life Disability Services. If you anticipate or
experience academic barriers based on your disability (including mental health, chronic, or temporary medical conditions), please let me know immediately 
so that we can privately discuss options.  To establish reasonable accommodations, I may request that you register with Student Life Disability Services.  
After registration, make arrangements with me as soon as possible to discuss your accommodations so that they may be implemented in a timely fashion. 
SLDS contact information: slds@osu.edu; 614-292-3307; slds.osu.edu; 098 Baker Hall, 113 W. 12th  Avenue.

FERPA and Privacy in CarmenZoom

Video and audio recordings of class lectures will be part of the classroom activity. The video and audio recording is used for educational use/purposes and 
may be made available to all students presently enrolled in the course. Please note that you are not allowed to share these recordings. This is to protect 
your FERPA rights and those of your fellow students.
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Online Accessibility
Required Equipment

■ Computer: current Mac (MacOS) or PC (Windows 10) with high-speed internet connection
■ Webcam: built-in or external webcam, fully installed and tested
■ Microphone: built-in laptop or tablet mic or external microphone
■ Other: a mobile device (smartphone or tablet) to use for BuckeyePass authentication

Required Software
Microsoft Office 365: All Ohio State students are now eligible for free Microsoft Office 365. Visit the installing Office 365 (go.osu.edu/office365help) help 
article for full instructions.

CarmenCanvas Access
You will need to use BuckeyePass (buckeyepass.osu.edu) multi-factor authentication to access your courses in Carmen. To ensure that you are able to 
connect to Carmen at all times, it is recommended that you do each of the following:

■ Register multiple devices in case something happens to your primary device. Visit the BuckeyePass - Adding a Device (go.osu.edu/add-device) 
help article for step-by-step instructions.

■ Request passcodes to keep as a backup authentication option. When you see the Duo login screen on your computer, click Enter a Passcode 
and then click the Text me new codes button that appears. This will text you ten passcodes good for 365 days that can each be used once.

■ Install the Duo Mobile application (go.osu.edu/install-duo) on all of your registered devices for the ability to generate one-time codes in the event 
that you lose cell, data, or Wi-Fi service.

■ If none of these options will meet the needs of your situation, you can contact the IT Service Desk at 614-688-4357 (HELP) and IT support staff 
will work out a solution with you.
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Online Accessibility (cont’d)
Technology Skills Needed for This Course

■ Basic computer and web-browsing skills
■ Navigating CarmenCanvas (go.osu.edu/canvasstudent)
■ CarmenZoom virtual meetings (go.osu.edu/zoom-meetings)
■ Recording a slide presentation with audio narration and recording, editing and uploading video (go.osu.edu/video-assignment-guide)

Technology Support
For help with your password, university email, CarmenCanvas, or any other technology issues, questions or requests, contact the IT Service Desk, which 
offers 24-hour support, seven days a week.

■ Self Service and Chat: go.osu.edu/it
■ Phone: 614-688-4357 (HELP)
■ Email: servicedesk@osu.edu

Digital Flagship
Digital Flagship is a student success initiative aimed at helping you build digital skills for both college and career. This includes offering an engaging 
collection of digital tools and supportive learning experiences, university-wide opportunities to learn to code, and a Design Lab to explore digital design
and app development. Digital Flagship resources available to help Ohio State students include on-demand tutorials, The Digital Flagship Handbook (your 
guide for all things tech-related), workshops and events, one-on-one tech consultations with a peer or Digital Flagship staff member, and more. To learn
more about how Digital Flagship can help you use technology in your courses and grow your digital skills, visit go.osu.edu/dfresources.
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Disability Services Statement
Accommodation Policy

The University strives to make all learning experiences as accessible as possible. If 
you anticipate or experience academic barriers based on your disability (including 
mental health, chronic or temporary medical conditions), please let me know 
immediately so that we can privately discuss options.  To establish reasonable 
accommodations, I may request that you register with Student Life Disability 
Services. After registration, make arrangements with me as soon as possible to 
discuss your accommodations so that they may be implemented in a timely fashion. 
SLDS contact information: slds@osu.edu; 614-292- 3307; slds.osu.edu; 098 Baker 
Hall, 113 W. 12th Avenue.
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Your Mental Health
As a student you may experience a range of issues that can cause barriers to learning, such as 
strained relationships, increased anxiety, alcohol/drug problems, feeling down, difficulty 
concentrating and/or lack of motivation. These mental health concerns or stressful events may 
lead to diminished
academic performance or reduce a student’s ability to participate in daily activities. 

No matter where you are engaged in distance learning, The Ohio State University’s Student Life 
Counseling and Consultation Service (CCS) is here to support you. If you find yourself feeling 
isolated, anxious or overwhelmed, on-demand mental health resources 
(go.osu.edu/ccsondemand) are available. 
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GETTING HELP
You can reach an on-call counselor 
when Counseling and Consultation 
Service is closed at 614- 292-5766. 

24-hour emergency help is available 
through the National Suicide Prevention 
Lifeline website 
(suicidepreventionlifeline.org) or by 
calling 1-800-273-8255(TALK). 

The Ohio State Wellness app 
(go.osu.edu/wellnessapp) is also a great 
resource.

#

