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	Social


	Course 4252	 

Sem: Au 2023
	Social Marketing and Public Policy

Class Day/Time: MoWe 2:20-3:40 PM	

Room: Schoenbaum Hall 220	

	

	Instructor:
	Prof. Adele Berndt
	E-mail:
	

	Office Hours:
	By Appointment            
	Location:
	Fisher Hall 500

	



Course Description 
Broadly defined, social marketing involves using marketing tools and techniques to understand and change behaviors of individuals and organizations in ways that can benefit individuals, society, and the environment. Public policy involves government rules and regulations to set standards that can serve to guide the behaviors of individuals and organizations. In this course, you will explore a wide variety of challenges facing societies and the environment. You will learn about efforts to change behaviors seen as harmful to individuals, groups, and the environment. The social and environmental issues addressed in this course will focus on a wide variety of issues from around the world.

Course Learning Outcomes
After taking this course, the student will be able to:
· better understand the complexities of problems facing individuals, groups, businesses, and policymakers. 
· develop the ability to apply marketing principles and techniques to foster positive change in the behaviors of individuals, groups, businesses, and policymakers.

Required Texts/Materials
Lee, N.R., Kotler, P. and Colehour, J. (2024). Social Marketing: Behavior Change for Good, 7e. Sage. ISBN: 978-1-0718-5164-7
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Click on the CarmenBooks link in the upper left menu in Canvas to access the textbook.
The textbook and/or courseware for this course is being provided via CarmenBooks. Through CarmenBooks, students obtain publisher materials electronically through Carmen Canvas, saving them up to 80% per title. The fee for this material is included as part of tuition and is listed as Carmen Books fee on your Statement of Account. In addition to cost-savings, materials provided through CarmenBooks are available immediately on or before the first day of class. There is no need to wait for financial aid or scholarship money to purchase your textbook.
Unless you choose to opt out of the program, you do NOT need to purchase any materials for this course at the bookstore. For more information on the program or information on how to opt-out, please visit the CarmenBooks website (Links to an external site.).

PPT files for the textbook chapters and other assigned readings can be found under "files" on the canvas site.
Note: If you need any special accommodation or help to complete the requirements for this course, please contact the instructor as soon as possible.

Course Format 

This course will meet in person. Students are expected to keep pace with weekly deadlines but may schedule their efforts freely at their own pace within that time frame.

Credit hours and work expectations: e.g., This is a 1.5-credit-hour course. According to Ohio State policy (Links to an external site.), students should expect 1.5 hours per week spent on direct instruction (e.g., instructor content, Carmen activities, simulations, quizzes, etc.) in addition to 3 hours of homework (reading and assignment preparation, videos, etc. for example) to receive a grade of (C) average.

Attendance and participation requirements: Your attendance is based on participation.
The following is a summary of everyone's expected participation:
• Participating in online activities for attendance: You are expected to log in to the
course in Carmen every week. (During most weeks you will probably log in many times.)
If you have a situation that might cause you to miss an entire week of class, please discuss it with me as soon as possible.
• Office hours and class sessions: see the times noted in the syllabus.
• Participating in discussion forums: [see syllabus] As part of your participation, each
week you can expect to post on Canvas as part of the class discussion on the week's topics. 
• Dis-enrolled: Any student who fails to attend an in-person class or complete an online
assignment for an online course, without giving prior notification to the instructor, will be dis-enrolled after the third instructional day of the term, the first Friday of the term, or the second class of the course, whichever occurs first.



Grading components and grading scale

	Component
	Requirement
	Weight

	Class and online  
	Weekly contributions both in online discussions and class participation
	30

	Course paper
	15-page paper
	50

	Quizzes 
	2 x 10
	20

	
	
	



	Grade GPA 					Grade GPA

A = 93-100% 		4.0 		C = 73-76% 		2.0
A- = 90-92% 		3.7 		C- = 70-72% 		1.7
B+ = 87-89% 		3.3 		D+ = 67-69% 		1.3
B = 83-86% 		3.0 		D = 63-66% 		1.0
B- = 80-82% 		2.7 		E = 0-65%		0.0
C+ = 77-79% 		2.3

Participation
General Discussion Posts (1 per week before Sunday 10 pm): Each week you are required to post one item related to the topic of the course. These things can include comments on textbook or lecture materials, comments on assigned videos or other readings or reports of news stories and other information relevant to social marketing and public policy. As a business student, you should be actively following news developments related to your discipline to make connections between your courses and news events. Substantive Responses to posts by other students also count as posts. Posts can also include a URL link to news stories and sources. Additionally, you are required to come prepared to participate in class, having read the material and watched the videos associated with the session. 

Quizzes
Two Quizzes each covering 4 chapters, online materials, and discussions. Quizzes will all be multiple-choice. They will be conducted on Canvas. The sections covered in each quiz appear in the Weekly schedule.

Course paper (50%)
Topics for papers should be chosen by Monday, October 30. Papers should focus on a review of the published literature on a social marketing topic of your choice. Use the OSU library research databases (Business Source Complete, Psychinfo) to find materials. You may also draw on materials found on government (e.g., CDC, FDA, USDA, etc.) and foundation (e.g., MADD, etc) websites as well as news sources. 

As part of the process of developing your paper, you should complete the summary document and upload it to Canvas (by Monday, October 30 – 23:59). There will be an opportunity to meet with the course instructor to discuss your topic on Wednesday (November 1) and Thursday (November 2). Bookings are to be made on Canvas. (Note: the uploaded document will be used in the discussion time.) 

Technical aspects of the course paper: 15 double-spaced pages, including references, 12-point font, and all papers should use American Psychological Association (APA) format for the reference list and in the text.

Additional details on the content and grading will be provided at the start of the class.

Additional Policies
Testing Policy
[If applicable] There are no make-ups for quizzes. Missed quizzes will be recorded as a “0”. Missed exams can only be made-up in extreme cases (e.g., death of a family member, personal hospitalization, etc.) with proper documentation (e.g., a physician’s note, ER paperwork, obituary, etc.). Each decision of potentially allowing a make-up exam is made by the instructor on a case-by-case basis. Additionally, you MUST contact the instructor as soon as you know of a potential problem or conflict with an exam date.
Alternative methods (e.g., oral exam, essay) of testing may be used for make-up exams.

Academic Conduct
If a student is suspected of, or reported to have committed, academic misconduct in this course, I am obligated by University Rules to report my suspicions to COAM. If you have questions about the above policy or what constitutes academic misconduct in this course, please contact me. See OSU Prohibited Conduct – Section 3335-23-04(A) here 

Other university information
University Policies, Services and Resources here
Fisher Undergraduate Handbook and QuickLinks here
Fisher Navigator Resource Portal here (www.nav-1.com)
University Health and Safety Guidelines here
For disability services, go here or contact slds@osu.edu.

Course-specific Copyright Policy 
The material provided by the instructor may not be re-posted anywhere without the explicit permission of the instructors. See University Copyright Policy. 

Additional Course Resources
Business Source Complete via the OSU library and the research databases are excellent sources for materials to write papers. Access here.


Weekly Schedule

	Week
	Date
	Topic
	Student activities/

	1
	Monday, October 16
	Course Introduction

Introducing Social Marketing

	Review materials on Canvas site 
Read Chapter 1 
Post comment/s online during the week 


	
	Wednesday, 
October 18
	The strategic planning model 

	Read Chapter 2 
Watch videos posted online


	2
	Monday, October 23 
	Research options
	Read Chapter 3 
Watch videos posted online
Post comment/s online during the week 


	
	Wednesday, October 25
	Behavior Change Theories, Models, And Frameworks

	Read Chapter 4
Watch videos posted online


	3
	Monday, October 30
	Step 1: Social Issue, Dei Considerations, Purpose, Focus Step 2: Situation Analysis

	Read Chapter 5
Watch videos posted online
Post comment/s online during the week 


	
	Wednesday, November 1

	Selecting Priority Audiences
	Read Chapter 6
Watch videos posted online



	4
	Monday, November 6
	Behavior Objectives And Target Goals

	Read Chapter 7
Watch videos posted online
Post comment/s online during the week 


	
	Wednesday, November 9

	Audience Insights

	Read Chapter 8
Watch videos posted online


	
	Thursday,
November 10
	
	Quiz – chapters 1-6 and video content

	5
	Monday, November 13 

	Crafting A Desired Positioning

	Read Chapter 9
Watch videos posted online
Post comment/s online during the week 


	
	Wednesday, November 15

	Product: Creating A Product Platform
	Read Chapter 10
Watch videos posted online
 


	6
	Monday, November 20

	Price: Determining Incentives And Disincentives
	Chapters 11
Watch videos posted online
Post comment/s online during the week 


	
	Wednesday, November 22 

	No class
	Thanksgiving break

	7
	Monday, November 
	Place: Making Access Convenient And Pleasant

	Chapter 12 
Watch videos posted online
Post comment/s online during the week 


	
	Wednesday, Nov 30th

	Promotion: Deciding On Messages, Messengers, Creative Strategies, And Communication Channels

	Chapter 13
Watch videos posted online


	
	
	
	Quiz 2 on Thursday, December 1


	8
	Monday, December 5
	Monitoring And Evaluation
Budget And Funding Plans

	Chapters 14 and 15
Watch videos posted online
Post comment/s online during the week 


	
	Wednesday, December 6th
	Implementation And Sustaining Behaviors Plans
	Read Chapter 16
Watch videos posted online


	
	Friday, December 8
	
	Final papers uploaded to assignments by 23:59
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