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Course Description 

The Centers for Disease Control and Prevention (CDC) identify social marketing 
as a practice allied with Health Education and Health Promotion 
(http://www.cdc.gov/healthmarketing/). The CDC encourages programs to 
apply the principles of social marketing to health behavior change efforts to 
increase the effectiveness of interventions. Social marketing uses audience 
research to determine target audience segmentation into groups with common 
risk behaviors, motivations, and information channel preferences. Key audience 
segments are then reached with the mix of intervention strategies formed by 
the “4 Ps” of social marketing, namely, product, price, place, and promotion. 
The final “product” is designed based on the needs and desires of the 
consumer, and persuasive messages advocating behavior change are promoted 
to the target audience. Continuous evaluation and message revision allow for 
regular refinement based on consumer feedback. 

This course is designed to familiarize you with current theory and knowledge in 
the field of social marketing and to analyze the components and applications of 
marketing used for promoting health behavior change and behavior 
management strategies. Topics include: Determining Research Needs and 
Resources; Selecting Target Markets; Understanding the Target Audience and 
Competition; Determining the Product, Price, Place and Promotion of the 
Market Offering; Implementing and Evaluating Social Marketing Efforts; and 
Ethics in Social Marketing. Class sessions will combine didactic presentations 
with group discussions and in-class exercises. 

Course Objectives 

By the end of the course, you will be able to: 

• Identify appropriate uses of social marketing in community health 
education. 

• Discuss the use of social marketing to make public health interventions 
culturally sensitive and educational materials relevant for low-literacy, low-
income, minority, and other special populations. 

• Identify appropriate methods for use in conducting social marketing 
research. 

• Design a social marketing plan to ameliorate a public health problem. 

• Analyze and critique current case studies in social marketing. 

• Analyze and critique social marketing in peer-review literature. 

• Apply the ethical principles that guide social marketing practice. 

This syllabus is your contract with Dr. Rodgers. 
By remaining enrolled in the course, you indicate your understanding 

and acceptance of all policies as outlined. 

 
 

Professor / Contact 
 

Joy L. Rodgers, Ph.D., MCHES®, 
Senior Lecturer 

Email: rodgersj@ufl.edu 
Office: FLG 71 
Phone: 352-294-1807 
Office hours via Zoom: 
▪ 11:45 a.m.-1:45 p.m., 

Tuesdays 
▪ Other times by appointment 
 

Textbooks / Resources 
 

▪ Kotler, P. and Lee, N. (2020).  
Social Marketing: Influencing 
Behaviors for Good (6th 
Edition).  Sage: Thousand 
Oaks, CA. (Required) 

▪ Gladwell, M. (2002). The 
Tipping Point. Little Brown 
and Company: New York. 
(Required) 

▪ Thaler, R. H. and Sunstein, C. 
(2009). Nudge: Improving 
Decisions about Health, 
Wealth and Happiness. 
Penguin: New York. 
(Required) 

▪ CDCynergy Social Marketing 
Edition: Your Guide to 
Audience-based Program 
Planning, version 2.0. 
(Available free online). 

▪ Canvas access for course 
materials: elearning.ufl.edu  

▪ Facebook group (Social 
Marketing in Health). Join at: 
https://www.facebook.com/g
roups/uf.hsc6637/ 

Social Marketing in Health ~ HSC 6637, Sec 0338-13869 
Wednesday, 3:00 – 6:00 p.m. ~ Online, via Zoom Conferences 
Spring 2021 ~ University of Florida 

http://www.cdc.gov/healthmarketing/
http://lss.at.ufl.edu/
https://www.facebook.com/groups/uf.hsc6637/
https://www.facebook.com/groups/uf.hsc6637/
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Class Format, Structure, Meeting Times 

This class is conducted fully online in a synchronous format, meaning that weekly class meetings will take place 
via Zoom Conferences at the Registrar-designated class meeting day and times, specifically Wednesdays from 3 
to 6 p.m. You may access Zoom Conferences through your course Canvas website. 

All online course sessions will endeavor to be highly interactive, with a mixture of lectures, class discussions, 
individual activities, and small-group work utilized to cover course content. In addition, a team-based learning 
approach will be employed to complete group projects. Ideally, you will come to class having completed the 
assigned readings and required assignments. But, if you have not gotten to your homework or readings, please 
attend class anyway. You also should be prepared to participate in the class discussions and activities. 

What You Can Do to Be Successful in HSC 6637 

I want to see you succeed! Here are some suggestions on what you can do to be successful in this course: 

1. Attend all class meetings. (See “Active Participation and Absences” for more details.) 
2. Plan to spend at least seven hours outside of class time each week on this course. Note: An end-of-

term group project is a requirement of this course. While some class time may be set aside for groups 
to work on their projects, you should plan to devote time outside of class for completion of the 
project. 

3. Be an active participant in class discussions and activities. (This requires attendance at all class 
meetings.) 

4. Complete any readings before coming to class. As we engage in class discussions, you will want to be 
familiar with the material so that you may contribute to discussions.  

5. Complete course assignments before the due date indicated. 
6. Join and observe and participate in the Social Marketing in Health Facebook group. 
7. Take notes on each resource and refer to them when completing assignments and/or during class 

discussions. 
8. Check course announcements on Canvas website and email (both ufl.edu and Canvas) for new postings 

and messages. 
9. Monitor your own progress through student records on Canvas website. 
10. Inform me whenever a problem arises related to the class, whenever you feel the need to clarify 

questions, or whenever you desire to further explore topics of particular interest. 
11. Meet with me long before Finals Week to raise concerns about grades and progress in the course. 

Note: I am here to help you and I want to help. However, I cannot help if you do not give me an 
opportunity to do so. All students have 48 hours from release of grades on all assignments to review 
feedback and raise questions about grading. After the 48-hour review period, assignment grades 
become final and no further review will be given. 

12. Respect my viewpoints and contributions, as well as those of your fellow classmates. 

  



HSC 6637: Social Marketing in Health Spring 2021 

 

Page 3 of 11 
 

Course and UF Policies 

Requirements for attendance and makeup assignments and other course work are consistent with university 
policies that can be found online at: https://catalog.ufl.edu/ugrad/current/regulations/info/attendance.aspx.  

1. Communication, Interaction, and Access 

• Email: The best way to reach me directly is to use the Inbox tool on the Canvas course website. If 
you message me using my UF email address (rodgersj@ufl.edu), you risk a longer wait for a 
response because of the high volume of messages I receive at this email address. I typically 
respond to emails within 24 hours on weekdays and 48 hours on weekends. Messages received 
after 4 p.m. on Fridays and/or during the weekends will most likely receive a reply the following 
Monday. 

• Office hours: Office hours are an important part in supporting you in your learning throughout this 
course. Even if you do not have specific questions, needs, and concerns, I would love to meet up 
with you at least once during this semester. There are a couple of options to meet up: (1) Weekly 
drop-in chat via Zoom from 11:45 a.m. to 1:45 p.m. on Tuesdays and (2) By appointment via Zoom 
if the weekly drop-in chat hours do not work for you. 

• Course materials: Course-related information and materials are available on the Canvas course 
website at http://elearning.ufl.edu unless otherwise noted. Check Canvas often and regularly, 
meaning, at least two times a week, for announcements and course updates. PowerPoints provide 
somewhat of an outline of each lecture. I encourage you to review them in advance and take 
additional notes during class. 

• Course questions: My habit throughout in-class sessions is to allow time for you to ask questions 
that come to mind immediately or during the class. However, I recognize that questions may come 
to mind outside of class that you may need a response before our next in-class session, for 
example, how to access assignments or PowerPoints that appear to be locked. In these cases, you 
may use the Canvas Discussion tool for all class-related questions. I will respond to questions as 
needed within 24 hours on weekdays and 48 hours on weekends. I also strongly encourage you to 
read and respond to these questions, as appropriate. By doing so, you can help each other 
troubleshoot and resolve problems. And of course, please follow up in our in-class sessions with 
any questions you may have. 

• Privacy: To ensure your privacy, questions and comments about missed assignments, grades or 
other sensitive issues, and requests for letters of recommendation or other personal matters will 
only be discussed in my office (during office hours) and not in the classroom. 

• Zoom pet policy: If a pet enters the camera frame during class, we will pause our discussion for an 
introduction to that pet and admiration by all. Dogs, cats, rabbits, hamsters, birds, iguanas, etc., 
are all welcome. Note: Snakes are discouraged. I have been known to hyperventilate just seeing a 
photo of a snake! 

2. Active Participation and Absences 

Regular attendance and participation are givens for successful completion of this class. Attendance is 
taken at each class meeting and will be counted as in-class activity points. Please understand that no 
makeup is given for a missed in-class activity regardless of the reason the activity is missed. You will be 
held accountable for any information presented in class discussions, lectures, assignments and/or 
readings, regardless of whether you are present. If you fail to attend class regularly and have excessive 
unexcused absences or late arrivals, your final participation grade will suffer. More than one 
unexcused absence will be considered excessive.  

https://catalog.ufl.edu/ugrad/current/regulations/info/attendance.aspx
mailto:rodgersj@ufl.edu
http://elearning.ufl.edu/
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Although in-class activities may not be made up for any reason, your final grade will be adjusted, and 
your final grade will not be affected if you provide a University-approved excuse for the absence and 
appropriate documentation within 48 hours of the missed activity. Among the reasons missed 
assignments may be considered excused by the University are the following: 

• Participation in an activity appearing on the University authorized list (appropriate documentation 
required, e.g., official letter on UF letterhead).  

• Death or major illness in a student’s immediate family (appropriate documentation required, e.g., 
medical note or obituary).  

• Illness of you or a dependent family member (appropriate documentation required, e.g., doctor’s 
note).  

• Participation in legal proceedings or administrative procedure that require a student’s presence 
(appropriate documentation required).  

• Religious holy day. Note: You will be taken at your word on this. However, if I learn that you have 
abused this excuse, you will be subject to academic dishonesty policies per University regulations. 

• Professional activities (e.g., interview, conference, with appropriate documentation required). 

3. Assigned Coursework 

You are expected to do your own original and best work. You should submit assignments via the Canvas 
course website. Assignments are due at or before 11:59 p.m. on their designated due dates. If you 
experience a technical issue submitting your assignment, you must contact the Help Desk (see Item No. 
8 “Available Help and Resources” for technical issues with Canvas). Individual assignments are 
accepted within 24 hours of their due date. Late individual assignments will incur a 50% deduction in 
points earned on the assignment. No late submissions of group work are accepted. Late group 
assignments will receive a zero (“0”) in the gradebook. 

Except for documented medical or immediate family emergencies, no makeups or late assignments 
(beyond 24 hours) will be accepted. Documentation of illnesses or emergencies should be given in a 
timely manner for consideration of makeups or late submissions. “Timely” will be defined by the nature 
of the circumstances and the ability to obtain appropriate documentation given the circumstances, but 
within 48 hours is expected. Note: See additional information in No. 2 above titled: Active 
Participation and Absences. 

4. Course Grading and Extra Credit 

Table 1 gives a brief overview of assignments on which course grades will be determined. Note: 
Assignments are featured by group; points on assignments within each group vary. 

Table 1. Breakdown of Assigned Work by Group 

Assignment Groups Points Total 

In-Class Participation, Facebook Share, and Syllabus Quiz 94 

Discussion Leader 25 

Synthesis Essay 50 

Case Study Presentation 30 

Social Marketing Team Project (contract [5 points], written plan [125 
points], oral poster presentation [75 points], peer evaluation [25 points]) 

230 

      Total Possible Points 429 
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Assignment of final course grades will be made on the scale shown in Table 2. Note: At the end of the 
term, if your final course points total 386.09999999, your grade equals a “B+” for the semester. 

Table 2. Final Course Grading Scale 

Letter Grade Points Range Letter Grade Points Range 

A ☺ 429.00-394.68 C 334.61-308.88 

A- 394.67-386.10 C- 308.87-300.30 

B+ 386.09-377.52 D+ 300.29-291.72 

B 377.51-351.78 D 291.71-265.98 

B- 351.77-343.20 D- 265.97-257.49 

C+ 343.19-334.62 F             ≤ 257.48 
 

If you believe an error has been made in grading, you should first review the assignment instructions 
and rubric carefully. Then, you should check relevant policies on the syllabus. If, after doing these two 
things, you still believe an error has been made, you should (1) state the problem in detail in writing 
and (2) follow up with me during office hours. Note: You are expected to review my feedback given on 
each assignment within 48 hours of the return of the assignment. No grades will be reviewed after 
that 48-hour period.  

Simply put, no extra credit assignments or opportunities will be given. Please note that, requesting 
points to be “given” at the end of the semester is a violation of UF Student Honor Code. If you are 
having trouble or problems with the course or your ability to meet course requirements, I encourage 
you to meet with me immediately. 

5. Accommodations and Inclusive Learning 

• Accommodations: Your success is important to me. The University of Florida is committed to 
making reasonable, effective, and appropriate accommodations to meet the needs of students 
with disabilities and help create a barrier-free campus. If you have a disability and require 
accommodations, please register with the Disability Resource Center 
(https://disability.ufl.edu/students/get-started/) to have an accommodation letter sent to me. 

• Inclusive Learning: We all learn differently and bring different strengths and needs to the class. If 
there are aspects of the course that prevent you from learning or make you feel excluded, please 
let me know as soon as possible. Together, we will develop strategies to meet both your needs and 
the requirements of the course. There are also a range of resources on campus. Please see Item 
No. 8 (Available Help and Resources). 

6. Academic Honesty 

UF students are bound by The Honor Pledge which states, “We, the members of the University of 
Florida community, pledge to hold ourselves and our peers to the highest standards of honor and 
integrity by abiding by the Honor Code. On all work submitted for credit by students at the University 
of Florida, the following pledge is either required or implied: ‘On my honor, I have neither given nor 
received unauthorized aid in doing this assignment’.” The Honor Code 
(http://www.dso.ufl.edu/sccr/process/student-conduct-honor-code/) specifies several behaviors that 
are in violation of this code and the possible sanctions. Furthermore, you are obliged to report any 
condition that facilitates academic misconduct to appropriate personnel. If you have any questions or 
concerns, please consult me.  

  

https://disability.ufl.edu/students/get-started/
http://www.dso.ufl.edu/sccr/process/student-conduct-honor-code/
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7. Online Course Evaluation 

You are expected to provide feedback on the quality of instruction in this course based by completing 
the online course evaluation via GatorEvals. You may go to https://gatorevals.aa.ufl.edu/students/ for 
guidance on how to give feedback in a professional and respectful manner. 

You will receive an email from GatorEvals containing information on when the course evaluation period 
opens. Course evaluations may be completed using the link provided in the email from GatorEvals. 
Alternatively, you m ay complete evaluations via https://gatorevals.aa.ufl.edu/. Summaries of course 
evaluation results are available to students at https://gatorevals.aa.ufl.edu/public-results. Note: UF 
policy does not allow students to be given extra credit for completing course evaluations. Any 
professor who offers points for course evaluation submissions is violating UF instructional policies. 

8. Available Help and Resources 

For issues with technical difficulties for Canvas, contact the UF Help Desk at: 352-392-HELP (4357), 
learning-support@ufl.edu, or https://lss.at.ufl.edu/help.shtml. Any requests for makeups due to 
technical issues must be accompanied by the ticket number and the message resolution (email) 
received from LSS when the problem was reported. The ticket number will document the time and date 
of the problem. You must contact me within 24 hours of the technical difficulty if you wish to request a 
makeup. 

Other available resources include: 

• Counseling and Wellness Center, 352-392-1574, www.counseling.ufl.edu  

• Disability Resource Center, 352-392-8565, www.dso.ufl.edu/drc  

• GatorWell Health Promotion Services, 352-273-4450, www.gatorwell.ufsa.ufl.edu  

• UMatter, We Care, 352-294-CARE (2273), umatter@ufl.edu, www.umatter.ufl.edu  

• Career Resource Center, 352-392-1601, www.crc.ufl.edu  

Course Requirements 

Detailed instructions for each course assignment are located under the Assignments tab on the Canvas course 
website. You should review all assignments as outlined on the Canvas website to ensure you understand all 
instructions and requirements for each assignment. If you have questions about any assignment, you should 
ask your question during our in-class meeting or post the question on the Canvas course question forum so 
that everyone in the class may benefit from my response. Chances are that if you have a question, other 
members of the class likely will have the same question. What follows here are brief descriptions of course 
assignments and assessments for this term. 

1. In-Class Participation, Facebook Share, and Syllabus Quiz (94 points possible) 

• Participation (65 points): This is a graduate-level course, and you are responsible for keeping up 
with course material and announcements, as well as for thoughtful discussion and active 
engagement in each class session. Although quality of participation is more important than 
quantity, you should offer opinions, pose questions, and answer questions in every class discussion. 
If you miss more than one class period for unexcused reasons, you will not receive an A for this 
portion of the grade, no matter the quality of your interaction. 

https://gatorevals.aa.ufl.edu/students/
https://gatorevals.aa.ufl.edu/
https://gatorevals.aa.ufl.edu/public-results
mailto:learning-support@ufl.edu
https://lss.at.ufl.edu/help.shtml
http://www.counseling.ufl.edu/
http://www.dso.ufl.edu/drc
http://www.gatorwell.ufsa.ufl.edu/
mailto:umatter@ufl.edu
http://www.umatter.ufl.edu/
http://www.crc.ufl.edu/
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• Facebook Group Share (10 points): Social Marketing in Health is a Facebook group for current and 
former graduate students enrolled in HSC 6637 at the University of Florida. The group, which is 
maintained by me, serves to supplement course instruction and facilitate your learning through the 
sharing of current examples of social marketing in practice. The group is closed, with posts only 
visible to members of the group (not public). You must request to join the group. The link to make 
the request is found at: https://www.facebook.com/groups/uf.hsc6637/. Note: Joining the group 
does not require “friending” me or others in the group. To take part in the group, you must go to 
the group page to submit and view posts. The privacy of your individual Facebook page is 
respected and preserved. I will assign Facebook Group Share points at the end of the term, based 
on my participation records. 

• Syllabus Quiz (19 points): The course syllabus is a mutual agreement between me, as the instructor, 
and you, as the student, to recognize expectations for the course assignments, policies, and 
procedures. You will get two chances to achieve a score of 100% on the syllabus quiz. If you fail to 
reach a 100% score on either of the two attempts allowed, then the highest score will be recorded 
in the gradebook. For example, if you get a score of 85% on a first attempt of taking the syllabus 
quiz and a 90% on the second attempt, the score of 90% will be recorded in the gradebook and will 
remain as the final score on the syllabus quiz. This policy ensures that you are familiar with course 
policies at the outset of the course.  

2. Group Discussion Leader (25 points possible) 

You are expected to lead a discussion at least one time in the semester that relates to the reading(s) for 
the week. Specifically, you will be responsible for providing discussion questions that apply (link) the 
reading(s) to the material and concepts presented during the class lectures. Please do not repeat what 
the article discusses. Instead, engage the class by asking thought-provoking questions, posing unique 
scenarios, and/or conducting activities. All class members are expected to have read the assigned 
article. Additionally, discussion leaders are required to submit discussion guides in advance via 
Canvas. Note: The number of discussion leading sessions will depend on the number of students 
enrolled in the course. 

3. Case Study Presentation (30 points possible) 

Depending on the number of students enrolled in the course, you – either individually or as part of a 
team – will present a case study of social marketing with the goal of educating the class on the goals, 
objectives, challenges, and methodology of the case study. Each case study presentation will be a 15- 
to 20-minute overview and a 10- to 15-minute class discussion (total 30-minutes). You also are 
expected to submit a written one- to two-page summary/overview of your case presentation that I will 
share with the other class members before your presentation. Case study presentations will be 
assessed either individually or collectively on comprehension of the presentation, as well as clarity and 
presentation style. You may select a case study from the list provided in the detailed assignment on 
Canvas. No duplication of cases will be allowed, so let me know as soon as you select your case, and 
certainly, before the due date stated in the course schedule. 

  

https://www.facebook.com/groups/uf.hsc6637/
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4. Synthesis Essay (50 points possible)  

A synthesis essay is a written discussion incorporating multiple sources and 
viewpoints. For this assignment, you will read The Tipping Point: How Little 
Things Can Make a Big Difference and Nudge: Improving Decisions About 
Health, Wealth and Happiness and then write a synthesis essay that 
examines the principles/ideas presented in the texts and their relationships 
to social marketing and health education. Specifically, your synthesis essay 
should demonstrate your grasp of “social epidemic” and “behavioral 

economics” concepts and how they apply in social marketing and health education practices. Where 
possible and appropriate, you should synthesize and cite relevant readings from the semester, along 
with passages from the two texts. Your synthesis essay should be coherent, clear, and detailed. I 
cannot “guess” what you mean to say. You should plan to write a minimum of six (6) double-spaced 
pages in 12-point type (Arial or Calibri) and one-inch margins. 

5. Team Project: Social Marketing Plan (230 points possible) 

• Written and Oral Components (200 points): The purpose of this project, which entails a written 
marketing plan and a formal poster presentation, is to give you an opportunity to apply social 
marketing concepts to a current community health behavioral issue. Grouped in teams of from two 
to four students each, you will create and develop a written initial marketing plan to address a 
behavioral health concern. While some class time will be devoted to this activity, most of the work 
related to this assignment will be completed outside of class time. At three points in the semester 
your group should have a written draft of your plan to share with me. At the end of the semester, 
each team will make a formal presentation of their work to invited guests and classmates. This 
presentation will consist of a poster that would be suitable for submission to an academic 
conference. The final written and oral components will be graded on completeness, effort, insights, 
creativity, appropriateness of marketing techniques, and applied course content. 

• Team Project Contract and Peer Evaluation (30 points): You will be asked to evaluate the other 
members of your group, regarding their participation in the marketing project, based in part on a 
team contract you develop and sign at the beginning of the semester. Your individual peer 
evaluation score will be the average of the points you receive from the members of your group. 
Note: If you fail to submit a peer evaluation of your team members by or before the submission 
deadline, you will receive a zero (0) in the gradebook regardless of the scores you are given by 
your teammates. Because of the combination of group and individual components of the team 
project, it’s possible for group members to earn different grades on the project. 
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Course Outline* 
*The course outline that follows represents my current plans and objectives as of Jan. 8, 2021. As the semester progresses, plans may need to change either because 
of unforeseen circumstances or to enhance class learning opportunities. Such changes, communicated clearly, are not unusual and should be expected. 

Week Date Content Readings Due Assignments Due 
 

1 
 

Jan. 13 
 

Syllabus & Course Logistics 
 

Introduction to / Overview of 
Social Marketing 

 

Text: Chapter 1 
 

Syllabus Quiz, due by 11:59 p.m., Jan. 
15 

 

2 
 

Jan. 20 
 

Principles of Social Marketing 
 

Research Needs 
& Options 

 

Text: Chapters 2 & 3 
 

Kotler, P. & Zaltman, G. (1971). Social 
marketing: An approach to planned 
social change. Journal of Marketing, 
35(July), 3-12. 

 

Kassirer, J., Lefebvre, C., Morgan, W., 
Russell-Bennet, R., Gordon, R., 
French, J., … Biroscak, B. J. (2019). 
Social marketing comes of age: A 
brief history of the community of 
practice, profession, and related 
associations, with recommendations 
for future growth. Social Marketing 
Quarterly, 25(3), 209-225. DOI: 
10.1177/1524500419866206 

 

Facebook Group Share 
Project Team Formation & Team 

Contract, due by 11:59 p.m., Jan. 25 

 

3 
 

Jan. 27 
 

Theoretical Frameworks 

 

Text: Chapter 4 
 

Readings: (1) Theory 

 

Facebook Group Share 
Discussion Guide 1 due by 11:59 p.m., 

Jan. 25 
Project Topic Email due to Dr. Rodgers 

by due by 11:59 p.m., Jan. 29 
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Week Date Content Readings Due Assignments Due 
 

4 
 

Feb. 3 
 

Situation Analysis 

 

Text: Chapter 5 
 

Readings: (2) Formative Research 

 

Facebook Group Share 
Discussion Guide 2 due by 11:59 p.m., 

Feb. 1 
Case Study 1 Summary due by 11:59 

p.m. Feb. 1 
 

5 
 

Feb. 10 
 

Target Audience 
 

Competition 

 

Text: Chapters 6 & 8 
 

Readings: (3) Audience Segmentation 

 

Facebook Group Share 
Discussion Guide 3 due by 11:59 p.m., 

Feb. 8 
Case Study 2 Summary due by 11:59 

p.m., Feb. 8 
 

6 
 

Feb. 17 
 

Objectives & Goals 

 

Text: Chapter 7 

 

Facebook Group Share 
Case Study 3 Summary due by 11:59 

p.m., Feb. 15 
Two-page Background, Focus and 

Purpose, and Situation Analysis 
(Steps 1 & 2) due by 11:59 p.m. 
Feb. 15 

 

7 
 

Feb. 24 
 

Positioning 
 

Product 

 

Text: Chapters 9 & 10 
 

Readings: (4) Product 

 

Facebook Group Share 
Discussion Guide 4 due by 11:59 p.m., 

Feb. 22 
Case Study 4 Summary due by 11:59 

p.m., Feb. 22 
 

8 
 

Mar. 3 
 

 

Price 
 

Place 

 

Chapters 11 & 12 
 
Readings: (5) Price & (6) Place 

 

Facebook Group Share 
Discussion Guides 5 & 6 due by 11:59 

p.m., March 1 
Case Study 5 Summary due by 11:59 

p.m., March 1 
Draft marketing plan (Steps 3-5) due 

by 11:55 p.m., March 1 
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Week Date Content Readings Due Assignments Due 
 

9 
 

Mar. 10 
 

Promotion Messages 
 

Promotion Channels 

 

Text: Chapters 13 & 14 
 

Readings: (7) Promotion 

 

Facebook Group Share 
Discussion Guide 7 due by 11:59 p.m., 

March 8 
Case Study 6 Summary due by 11:59 

p.m., March 8 
 

10 
 

Mar. 17 
 

Group Meetings with Dr. Rodgers 

 

Group Meetings with Dr. Rodgers 
 

Group Meetings with Dr. Rodgers 
Synthesis Essay due by 11:59 p.m. 

March 15 
 

11 
 

Mar. 24 
 

UF Recharge Day – No Class! 

 

UF Recharge Day – No Class! 
 

UF Recharge Day – No Class! 

 

12 
 

Mar. 31 
 

Evaluation & Monitoring 
 

Text: Chapters 15 & 16 
 

Readings: (8) Evaluation 

 

Facebook Group Share 
Discussion Guide 8 due by 11:59 p.m., 

March 29 
Draft marketing plan (Steps 6-7) due 

by 11:55 p.m., March 29 

 

13 
 

Apr. 7 
 

Implementation & Recap 

 

Text: Chapter 17 & Appendix B (Sample 
Social Marketing Plans 
 

 

Facebook Group Share 

 

14 
 

Apr. 14 

 

Group Meetings with Dr. Rodgers 
 

Group Meetings with Dr. Rodgers 
 

Group meetings with Dr. Rodgers 

 

15 
 

Apr. 21 
 

Marketing Plan Presentations 
 

 
 

Project Presentation (poster) due by 
11:59 p.m., April 19 

Peer Evaluation due by 3 p.m., April 
21 

Written Marketing Plan due by 3 
p.m., April 21 

Course Evaluation due by April 23 

 


