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Proposal Information: (Procedures for form #3)
Course justification:


According to Hoover’s the “US nonprofit industry includes more than 1.4 million organizations with combined annual revenue of more than 1 trillion.” Additionally, many occupations within the nonprofit industry are expected to have more than average growth in the years to come, including work with advocacy, grant making and civic organizations and positions for which students with strong and specialized communication skills are well qualified (US Bureau of Labor Statistics). This course will serve students via extension and exercise of transferable skills acquired during their major education in preparation for their career.

This capstone course builds upon the foundation provided in previous courses, such as Communication 327, Communication 485, and Communication 322 and will likely afford the opportunity to practice skills addressed in one or more of the related electives, such as Communication 242 and 373. In this course, students will hone skills required of communication professionals in nonprofit organizations, including interpersonal, presentational, persuasive, and organizational communication skills, culminating in an applied capstone project.
Relationship to program assessment objectives:


This course will fill an elective capstone option in the new Corporate and Health Communication major. Additionally, this course will fill an elective option for the Masters of Science in Communication degree. The course aligns soundly with University of Wisconsin-Whitewater’s core values of development of the individual, commitment to serve and desire to support innovative and responsive curricula and the stated mission of the Department of Communication. LEAPs Essential Learning Outcomes of intellectual and practical skills, as well as, personal and social responsibility and integrative learning are fostered in the course.
Budgetary impact:
 None beyond existing levels. Current faculty will teach course. Resources from deleted course (i.e., COMM 429/629) will be reallocated to new course. 
Course description: (50 word limit)


This course prepares students to better understand the traditional organizational frameworks and apply them in the nonprofit world.  Specifically, the course will address communicating a strategic vision, stewardship, managing and understanding the relationships between boards and volunteers and staff, building and maintaining successful volunteer programs, event planning, fundraising and media and government relations through reading, lectures, case studies and a capstone project.
If dual listed, list graduate level requirements for the following:

Graduate students must meet all of the undergraduate requirements and complete two additional requirements to demonstrate the unique expectations this university holds for graduate students in the areas of increased emphasis on course content, intensity, and self-direction. These requirements are as follows:

1. Organizational Profile Assignment (400 points). Graduate students will explore content in greater depth by conducting additional research, such as interviews, observation or textual analysis, to supplement the secondary research.  Graduates students will prepare a significantly more comprehensive literature review and include additional primary research for their profiles.
2. Team Plan/Project for Meeting/Live Event (450 points). Graduate students will demonstrate greater intensity and rigor by locating, reading and summarizing, in a separate paper, 10 or more published articles or studies related to meetings/events and stakeholder communication. He or she may also choose to complete the project individually, rather than in a team setting, for greater autonomy.

Course objectives and tentative course syllabus:
Students will develop knowledge and practice skills required of communication professionals in nonprofit organizations, including:

· describing the nonprofit industry and identifying career opportunities

· reflecting knowledge of nonprofit organizations and their unique missions, communication needs and management properties through examination and application, with emphasis on:

· the steps for developing the structure and content of a successful nonprofit marketing plan

· the steps to build a successful volunteer program that enrich nonprofit organizations

· the importance of employee/volunteer relationships and how to generate teamwork

· creative approaches to board recruitment, development and orientation and to build board commitment to the nonprofit mission

· writing a comprehensive organizational profile using primary and secondary research

· developing a persuasive communication message on behalf of a non-profit organization

· collaboratively researching, planning and budgeting a professional meeting or event 

· delivering a team pitch to a client organization
Bibliography: (Key or essential references only.  Normally the bibliography should be no more than one or two pages in length.)

Resources for COMM 417/617: Communication in Nonprofit Organizations

Materials listed below are accessible via Anderson Library resources

Books 

Arons, D. (Ed.). (2007). Power in policy: A funder’s guide to advocacy and civic participation. St. Paul, MN:  Fieldstone Alliance.

Connors, T. (Ed.). (1997). The nonprofit handbook. New York, NY: Wiley.

Connors, T. (Ed.). (1995). The volunteer management handbook.

Denhardt, R., Denhardt, J. & Aristigueta, M. (2002). Managing human behavior in public and nonprofit organizations. Thousand Oaks, CA: Sage.

Durham, S. (2010). Brandraising: How nonprofits raise visibility and money through smart communications. San Francisco, CA: Jossey-Bass

Dym, B. & Hutson, H. (2005). Leadership in nonprofit organizations .Thousand Oaks, CA: Sage. 

Institute for Career Research (2005). Careers with nonprofit organizations working for charitable and philanthropic organizations: Executive positions in administration, advocacy, fundraising, public relations. Chicago, IL: Institute for Career Research.

Lublin, N. (2010). Zilch: The power of zero in business. New York: Penguin.

Robinson, E. (2003). The nonprofit membership toolkit. San Francisco, CA: Jossey-Bass.

Top, P. & Cleveland, J. (2010). Desigining for the greater good: the best of cause-related marketing and nonprofit design. New York, NY: Collins Design.

E-Journals

Nonprofit management & leadership. Hoboken, NJ: Wiley.
Nonprofit and voluntary sector quarterly. Thousand Oaks, Ca: Sage.

Nonprofit world. Canton, MI: Society for Nonprofit Organizations.

Periodicals and Popular Press Sources

“10 Direct-Marketing Tips for Meetings Success.”  Goldman, Jon.  American Society of Association Executives.  Assoc Now, 6 no5 AP2010, pg. Xxvi-xxviii.  H.W. Wilson Company.  2010.

“A Checklist for Event Planners.”  Katz, Barbara.  Marketing (Maclean Hunter). 1999.

“Alternatives to Venue Internet Service.”  Turner, Jeff (President).  AetherQuest Solutions, Inc.  http://www.corbinball.com/articles_technology/index.cfm?fuseaction=cor_av&artID=8500  Copyright: 2011.  Retrieved March 8, 2011.

“Courting Female Philanthropists Makes Good Financial Sense.”  Society for Nonprofit Organizations.  Nonprofit World.  Volume 20, Number 3.  May/June 2002.

“Eleven Meetings Technology Trends to Watch for 2011.“  Corbin Ball Associates.  http://www.corbinball.com/articles_future/index.cfm?fuseaction=cor_av&artID=8148  Copyright: September 2010.  Retrieved March 8, 2011.

“Entry-level Skills for the Event Management Profession: Implications for Curriculum Development.”  Fletcher, Donna, Dunn, Julie and Prince, Rosemary.  International Council for Health, Physical Education, Recreation, Sport and Dance, 4 no1 Spring/Summer 2009, pg.52-57.  H.W. Wilson Company.  2009.

“Get Experienced.”  Rauch, Maggie.  Sales and Marketing Management, 2005.  VNU Publications.  http://www.vnumedia.com  Copyright: 2001.  Retrieved March 9, 2011.

“High-End Strategic Alliances as Fundraising Opportunities.”  Society for Nonprofit Organizations.  Nonprofit World.  Volume 19, Number 5.  September/October 2001.

“How Big Business Can Learn From Tiny Nonprofits (& Vice Versa).”  Society for Nonprofit Organizations.  Nonprofit World.  Volume 28, Number 4.  July/August 2010.

“How to Engage the Next Generation of Donors Now.”  Harris, Trista.  Society for Nonprofit Organizations.  Nonprofit World.  Volume 29, Number 1.  January/February 2011.

“How to Evaluate and Choose an AV Provider.”  Bracht, Eric.  Electro-Media Design & Consulting.  http://www.corbinball.com/articles_technology/index.cfm?fuseaction=cor_av&artID=8344  Copyright: 2010.  Retrieved March 8, 2011.

“Importance of the Nonprofit Sector.”  Manzo, Peter (Former Executive Director).  Center for Nonprofit Management.  The Los Angeles Business Journal, Vol. 20, No. 46, November 16-22, 1998.

“Increasing Fundraising Efficiency Through Evaluation:  Applying Communication Theory to the Nonprofit Organization-Donor Relationship.”  Walters, Richard D., PhD.  Sage Journals Online.  http://Nvzs.sagepub.com/content/early/2010/03/17/0899764009354322.abstract  Copyright: 2010.  Retrieved March 9, 2011.

“iPads and Other Tablets:  New Mobile Options for Events and Trade Shows.“  Corbin Ball Associates.  http://www.corbinball.com/articles_technology/index.cfm?fuseaction=cor_av&artID=8502  Copyright: 2011.  Retrieved March 8, 2011.

“Key Steps to Event Management.”  O’Brien, Kevin.  Franchising World 42 no2 F 2010, pg. 48-50.  H.W. Wilson Company.  2010.

“Mastering the Art of Fund-Raising for Nonprofit Organizations.”  Aquino, Norman P.  Business World.  Friday, September 23, 2005.

The University of Wisconsin-Whitewater is dedicated to a safe, supportive and    non-discriminatory learning environment.  It is the responsibility of all undergraduate and graduate students to familiarize themselves with University policies regarding Special Accommodations, Academic Misconduct, Religious Beliefs Accommodation, Discrimination and Absence for University Sponsored Events (for details please refer to the Schedule of Classes; the “

HYPERLINK "http://www.uww.edu/Catalog/02-04/Legal/Legal1.html"Rights and Responsibilities

HYPERLINK "C:\\Documents and Settings\\bertelsc\\Local Settings\\Temporary Internet Files\\www.uww.edu\\Catalog\\02-04\\Legal\\Legal1.html"
” section of the Undergraduate Catalog; the Academic Requirements and Policies and the Facilities and Services sections of the Graduate Catalog; and the “Student Academic Disciplinary Procedures (UWS Chapter 14); and the “Student Nonacademic Disciplinary Procedures" (UWS Chapter 17). 

Course Objectives and tentative course syllabus with mandatory information (paste syllabus below):
COMMUNICATION 417/617: Communication and Non-Profit Organizations

Instructors:

Sally Vogl-Bauer – Office HE 451 – Phone: 262-472-1025 –voglbaus@uww.edu
William E. Lowell – Office HE 456 – Phone: 262-472-1286 – lowellw@uww.edu
Dept. of Communication website http://academics.uww.edu/cac/communication/index.html
COURSE DESCRIPTION

Non-profit organizations exist for the good of society.  Although managers in non-profit organizations are faced with many of the same challenges as their for profit counterparts, this course will prepare students how to better understand the traditional organizational frameworks and apply them in the nonprofit world.  Specifically, the course will provide knowledge and insight regarding nonprofits and their unique communication needs through examination, exploration, lectures, case studies and a capstone project..

The course will cover such practical issues common to nonprofits and crucial to their success.  The topics will include the following: communicating a strategic vision, stewardship, understanding financial stewardship, managing and understanding the relationships between boards and volunteers and staff, how to build and maintain successful volunteer programs, event planning, fundraising and media and government relations.

COURSE OBJECTIVES

Students will develop knowledge and practice skills required of communication professionals in nonprofit organizations, including:

· describing the nonprofit industry and identifying career opportunities

· reflecting knowledge of nonprofit organizations and their unique missions, communication needs and management properties through examination and application, with emphasis on:

· the steps for developing the structure and content of a successful nonprofit marketing plan

· the steps to build a successful volunteer program that enrich nonprofit organizations

· the importance of employee/volunteer relationships and how to generate teamwork

· creative approaches to board recruitment, development and orientation and to build board commitment to the nonprofit mission

· writing a comprehensive organizational profile using primary and secondary research

· developing a persuasive communication message on behalf of a non-profit organization

· collaboratively researching, planning and budgeting a professional meeting or event

· delivering a team pitch to a client organization

REQUIRED TEXTS

Brinckerhoff, P.C. (2004). Nonprofit stewardship: A better way to lead your mission-based organization. 
             St. Paul, MN: Fieldstone Alliance.

Selected chapters from:

Ramsborg, G. & Miller, B. (2006). Professional meeting management: Comprehensive Strategies for meetings, 
conventions and events (5th ed). Dubuque, IA: Kendall Hunt.

Silvers, J. (2004). Events: Professional event coordination. Hoboken, NJ: Wiley.
Any additional text or electronic materials will be distributed in class or made available via the D2L site, directly or with an internet link.

REQUIRED COMMUNICATION

Students should log on to the D2L course site prior to class and should check their UWW email account on a regular basis. Inclement weather: check email on bad weather days

COURSE POLICIES

ATTENDANCE POLICY

You are required to attend class. Attendance is defined as being physically present during an entire class. Missing class, arriving late or leaving early constitutes an absence. Absences will be excused when you supply the instructor with written, verifiable, and acceptable proof of an illness, accident, death in the family or other emergency. This proof must be provided within one class period of the absence, and it must clearly demonstrate that you were prevented from attending class on the date and time of the missed class. In the case of absence due to a university-sanctioned event, you should provide advance notice to your instructor. Make-up work must be completed in a timely manner (exams to be completed prior to the next class period).

Missing class for any other reason constitutes an unexcused absence. A maximum of two unexcused absences is permitted. Unexcused absences result in a 0 for missed exams and in-class activities. Fifty (50) points will be deducted from your final grade for each unexcused absence beyond the maximum. If you are absent from class and it is an unexcused absence, you are responsible to get the notes and any assignments from another student in the course, not your instructor.

What does not constitute an excused absence?

Attending weddings, family get-togethers, studying for other classes, convenient travel plans, or other personal commitments are not acceptable excuses for missing class.  As a result, any work missed will result in a 0.  

USES OF CLASS PROJECT RESULTS

With regard to the team consulting project, the client will provide each student, and subsequent groups, a significant real world, hands-on experience.  An impressive research document for your portfolio will be the result of this client/team effort.  It is important to point out that the client has the discretion to do with the research results and all final products as it wishes.  It owns all information and documents.  For example, the client may choose to submit the information to the media or sell it and take full credit for the final outcome.  Neither the students nor the University have the rights to the final research without the permission of the client.  

ASSIGNMENTS

All work must be your original work created exclusively for this class. Submitting revised work completed for another course will result in a zero for the assignment.

Organizational Profile Using Primary & Secondary Research (200 points possible)

The purpose of this assignment will be to measure the student’s ability to conduct primary and secondary research.  The students will be responsible for interviewing a representative from the selected organization and utilizing a multitude of secondary sources in order to write a profile of a non-profit organization, including organizational goals, activities, accomplishments and needs. Where feasible, the profile will provide an industry analysis, a description of the competition, future trends, issues influencing the business/organization and any key threats of which the client should be made aware.  Each student will be responsible for writing his/her own secondary research report.
Additionally, Graduate students will explore content in greater depth by conducting additional research, such as interviews, observation or textual analysis, to supplement the secondary research.  Graduates students will prepare a significantly more comprehensive literature review and include additional primary research for their profiles.  

Persuasive Communication Message (100 points possible)

Each student will develop a persuasive message, such as a blog, fact sheet, poster or write a solicitation letter to stakeholders on behalf of the organization researched in the Organizational Profile assignment. Students will utilize a variety of persuasive tools in their messages, such as narratives, statistics, reasoning patterns, etc. 

Final Exam (200 points possible)

A focused exam will measure the student’s depth of knowledge and ability to apply the content provided in class and the readings. Exam will include multiple choice, true-false, and short answer questions. Students will receive a detailed review sheet one week prior to exam.

Team Consulting Project (500 points total)

Students will work in teams on a “real life” consulting project for a client.  The goal will be to professionally plan a formal meeting or live event for a nonprofit client.  Student teams have the responsibility of finding their own client for this assignment and are encouraged to develop a collaborative relationship with a local nonprofit organization.

The exact nature of the project will be determined in consultation with the client and instructor given organization needs and available resources. This semester-long endeavor is broken into four assignments for manageability and feedback. Graduate students may opt to complete the project individually or they can complete the additional assignment indicated under the Plan description below.

Team Proposal (50 points)

Each student team will be responsible for putting together a proposal for their client project.  This proposal should include a background, situational analysis, proposed methodology, responsibilities of the consulting team and client and a timeline.  This proposal also provides you the opportunity to put together an agreement and understanding of the consulting arrangement for your client. 

Team Plan/Project for Meeting/Live Event (250 points) 

Each team will submit a plan to the instructor that details the project plan and budget.

Additionally, Graduate students will demonstrate greater intensity and rigor by locating, reading and summarizing, in a separate paper, 10 or more published articles or studies related to meetings/events and stakeholder communication. 

Team Client Pitch Presentation (100 points)

Each consulting team will be responsible for presenting the plan or project in class or at the client organization.  Students will put together a visual presentation of the project and findings.  
Individual Report and Critique (100 points)

Each student will report on the procedural aspects of the project, including unexpected occurrences and the likelihood of achieving planned outcomes. Student will highlight lessons learned regarding communication, nonprofit organizations and event planning and recommend changes in for future endeavors.

COURSE GRADING POLICIES
Equal Treatment: The principal of equal treatment of all students is a fundamental guide in responding to requests for special consideration. No student shall be given an opportunity to improve a grade that is not made available to all members of the class. This policy is not intended to exclude reasonable accommodation of verified student disability or the completion of work missed as the result of religious observance, verified illness, or justified absence due to circumstances beyond a student's control.

Extra Credit Policy: Should appropriate research opportunities arise during the course of the semester, efforts will be made to offer this opportunity to the class as a whole. Extra credit points will be determined given each specific opportunity. Only research activities will be considered for extra credit.

Late Work Policy: All assignments are due at the beginning of class on the scheduled due date. Should unusual circumstances arise; out of class assignments will be accepted until midnight the following day, with an automatic deduction of ten percent of the points possible. I will deduct an additional 10% of the points for each day late. For example, if the homework is due Tuesday at 12:30 p.m. and you turn it on Thursday at 2 p.m., I will automatically deduct 20% of the total points possible. You cannot make-up in-class work or exam points without written, verifiable and acceptable proof of a significant circumstance (i.e., an excused absence). Submit late work to the Dropbox in D2L or hand to me personally.

Participation – Given the philosophy of active learning that we will embrace in this class, it is important that you adopt the role of an active learner and team participant. The more you put into the course and projects, the more you will get out of the experience. Team members who do not make a reliable and/or equitable contribution to the team project and cultural comparison paper may receive reduced or zero points for specific parts of the assignments. This will result only when other team members can provide convincing evidence that the team member in question did not meet the standards of work quality or quantity established by the team.

Assignment - Grading Turnaround Time.  Although it is understandable that students would like a quick turnaround on all graded assignments, the type of assignment, and other faculty commitments, does not always make this possible.  As a result, an “estimated” turnaround time for assignments will be as follows (pending any unforeseen circumstances).  


Exams, Proposals





1 week


Profiles, Solicitations, Plans




2 weeks

Grade Questions & Inquiries.  Receiving feedback on an assignment often triggers an emotional reaction in students (whether positive or negative).  In an attempt to facilitate a rational discussion on any grade issues, a 24-hour waiting period is required before any discourse occurs on a graded assignment.  After 24 hours has elapsed, students are invited to come by during office hours or to set up an appointment with their professor.  Any discussion of a graded assignment should occur within a reasonable time frame.

EVALUATION
Organizational Profile








200

Persuasive Communication Message






100

Final Exam 









200

Team Proposal








 
 50

Team Plan/Project








250


Team Client Pitch Presentation







100

Individual Report and Critique







100

Total Points Possible

1000


Grades will be assigned based on points earned according to the scale below. As adjustments to grades on assignments or exams are calculated during the course of the semester, I do not make any adjustments at the end of the semester for the final grades. Therefore, if you have 929 points at the end of the semester, you will get an A-. I will not round up to an A.

. The following table is used to determine Undergraduate letter grades:

	A
	930 - 1,000

	A-
	900-929

	B+
	870-899

	B
	830-869

	B-
	800-829

	C+
	770-799

	C
	730-769

	C-
	700-729

	D+
	670-699

	D
	630-669

	D-
	600-629

	F
	599 and below


Additional Requirements for Graduate Students:

Graduate students must meet all of the undergraduate requirements and complete two additional requirements to demonstrate the unique expectations this university holds for graduate students in the areas of increased emphasis on course content, intensity, and self-direction. These requirements are as follows:

3. Organizational Profile Assignment (400 points). Graduate students will explore content in greater depth by conducting additional research, such as interviews, observation or textual analysis, to supplement the secondary research.  Graduates students will prepare a significantly more comprehensive literature review and include additional primary research for their profiles.
4. Team Plan/Project for Meeting/Live Event (450 points). Graduate students will demonstrate greater intensity and rigor by locating, reading and summarizing, in a separate paper, 10 or more published articles or studies related to meetings/events and stakeholder communication. He or she may also choose to complete the project individually, rather than in a team setting, for greater autonomy.

The following table is used to determine Graduate letter grades:

	A
	1302-1400

	AB
	1218-1301

	B
	1134-1217

	BC
	1050-1133

	C
	980-1049

	D
	840-979

	F
	839 and below


UNIVERSITY POLICIES

The University of Wisconsin - Whitewater is dedicated to a safe, supportive and non-discriminatory learning environment.  It is the responsibility of all undergraduate and graduate students to familiarize themselves with University policies regarding Special Accommodations, Academic Misconduct, Religious Beliefs Accommodation, Discrimination and Absence for University Sponsored Events (for details please refer to the Undergraduate and Graduate Timetables; the “Rights and Responsibilities” section of the Undergraduate Bulletin; the Academic Requirements and Policies and the Facilities and Services sections of the Graduate Bulletin; and the “Student Academic Disciplinary Procedures” [UWS Chapter 14]; and the “Student Nonacademic Disciplinary Procedures” [UWS Chapter 17]).

Academic Misconduct
The University believes that academic honesty and integrity are fundamental to the mission of higher education and of the University of Wisconsin System.  The University has a responsibility to promote academic honesty and integrity and to develop procedures to deal effectively with instances of academic dishonesty.  Students are responsible for the honest completion and representation of their work, for the appropriate citation of sources, and for respect of others; academic endeavors.  Students who violate these standards are subject to disciplinary action.  UWS Chapter 14 identifies procedures to be followed when a student is accused of academic misconduct.  For additional information, please refer to the section in the Student Handbook titled, Student Academic Disciplinary Procedures.

University-Wide Administrative Drop Policy

Students: Please note that the Administrative Drop Policy for courses enrolled in at UW-Whitewater has changed.  Faculty will no longer process any automatic course drops.  If you wish to drop a course(s), it is your sole responsibility to go into WINS to drop the course(s).  Even if you fail to attend class during the first week of a semester, you still must drop the course(s) on WINS.  The deadlines for dropping a course(s) are listed in the timetable, and can be found on the university’s academic calendar.  Any student failing to drop a course(s) within the deadline periods will still receive a grade in the course(s) he/she is enrolled in.

Religious Beliefs Accommodation
Board of Regents policy states that students’ sincerely held religious beliefs shall be reasonably accommodated with respect to scheduling all examinations and other academic requirements.  Students must notify the instructor, within the first three weeks of the beginning of classes (within the first week of summer session and short courses) of the specific days or dates on which they will request accommodation from an examination or academic requirement.  For additional information, please refer to the section in the University Bulletin and the Timetable titled, Accommodation of Religious Beliefs.

Americans with Disabilities Act
As per Section 504 of the Americans with Disabilities Act (ADA), students who require “reasonable modifications” need to meet with the instructor to discuss those needs.

Absence for University Sponsored Events
University policy adopted by the Faculty Senate and Whitewater Student Government states that students will not be academically penalized for missing class in order to participate in university sanctioned events.  They will be provided an opportunity to make up any work that is missed; and if class attendance is a requirement, missing a class in order to participate in a university-sanctioned event will not be counted as an absence.  A university-sanctioned event is defined to be any intercollegiate athletic contest or other such event as determined by the Provost.  Activity sponsors are responsible for obtaining the Provost’s prior approval of an event as being university sanctioned and for providing an official list of participants.  Students are responsible for notifying their instructors in advance of their participation in such events.

Using Turnitin – Information for students 

UW-Whitewater has recently engaged a plagiarism prevention service from Turnitin. This service, hosted in California, is used successfully by many universities around the country and around the world. This service is employed to protect the integrity of a class assignment as well as student original work. 

How does the service work 
Faculty submit students papers electronically to Turnitin, where the papers are checked against the Turnitin database which comprises of several generations of Internet documents, published work in commercial databases, and student submitted papers to determine the originality of the work. A report comes back with a score indicating how likely the paper is to be original work, including the sources of matches found. 

If the matching source is determined to be from a paper authored by another student, the faculty may then request a copy of the original paper to review. To do this the faculty who is reviewing the paper would seek permission from the faculty whose student’s work was listed as a source. Permission must be granted before the paper is released. 

How do we use the service at UW-Whitewater 
Students are notified by their instructors in advance for assignments that will be checked for plagiarism using this service. Submitted papers are stored in the service’s database, as a protection of the intellectual property of the original author. However, upon a special request from the institution, a specific paper can be removed from the database. Student names do not have to be attached to papers. Instructors will remove names on the papers to preserve privacy of students. 

Privacy & Copyright 
Turnitin abides by a strict privacy policy to protect sensitive data. Student information and papers are secured digitally through industry-standard SSL encryption and physically through stringent security measures at Turnitin’s server facilities. Turnitin does not require student names to be associated with submitted papers. A more detailed explanation can be found on the Privacy Pledge statement at the Turnitin website - The Turnitin service complies with FERPA, COPPA and copyright laws and requirements. For details, refer to http://www.turnitin.com/static/pdf/us_Legal_Document.pdf
TENTATIVE WEEKLY SCHEDULE

Week

Topic






Readings

Week 1

Introduction to Course



Overview of Non-profit Organizations

Week 2

Stewardship





Brinckerhoff, Ch. 1 & 2



Decision-making



Week 3

Organizational Configuration & Boards


Brinckerhoff, Ch. 3


Week 4

Staff and Volunteer Management



Brinckerhoff, Ch. 4

Week 5

Funders 






Brinckerhoff, Ch. 5




Financial Stewardship




Brinckerhoff, Ch. 7



Organizational Profile Due






Week 6

Fundraising

Week 7

Membership/Customer Service





Persuasive Message  Due
Week 8 

What is Professional Meeting Management?


Ramsborg & Miller, Ch. 1

Week 9

Defining Event Specifications 



Silvers, Appendix One 



Assessing Event Elements




Silvers, Ch. 2


Team Project Proposals Due 

Week 10

Event Budgeting





Ramsborg & Miller, Ch. 3



Working with Committees, Volunteers & Staff

Ramsborg & Miller, Ch. 9



Event Promotion





Ramsborg & Miller, Ch. 5

Week 11

Media/Government Relations

Week 12

Marketing






Week 13

Strategic Planning




Brinckerhoff, Ch. 6 & Ch. 8

Team Project/Plans Due

Week 14

Evaluation 





Brinckerhoff, Ch. 9 & 10

Week 15

Client Pitch Presentations




Individual Report & Critique Due
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