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Module overview

This course studies public sector marketing: the application of marketing techniques and concepts to various public and political organisations. It introduces the latest research conducted by Keele staff within the Centre for Political marketing & management (see www.keele.ac.uk/depts/mn/cpm). As a research-led module, whilst it considers standard public sector marketing areas such as health and education, it also discusses marketing being used charities, local government, the media and the monarchy. 

It analyses why marketing has permeated the non-profit arena, how it can be used in non-business situations, the advantages it may bring but also the problems that can occur. It encourages students to think seriously about the application of marketing to a non-business environment: how marketing might be adapted to a different arena, what marketing tools and concepts can be transferred, addresses significant current debates within the public sector and the ethical issues arising from the use of marketing in the public/political sector.

Module Aims

To provide students with a detailed and comprehensive awareness of how marketing has permeated the non-profit arena. To appreciate how and why public sector marketing has developed over time. To understand how marketing may be used within the public environment, but also appreciate the differences between marketing business and marketing the public sector. To criticise the spread of marketing into the non-business environment: analysing the difficulties in introducing marketing into politics, questioning the ethical issues arising from marketing public organisations, arguing the benefits marketing may bring to the public sector. To encourage critical thinking about not just the nature of marketing, but its application to a non-business environment, encouraging advanced analytical and debating skills.

Module Objectives

1. Comprehend the concept of marketing

2. Understand the differences between marketing business and marketing a public organisation

3. Analyse why marketing has developed in the public sector

4. Acquire new knowledge about different aspects of the public sector arena

5. Explain how public sector organisations might use marketing.

6. Assess the advantages from using marketing within, and to study, the public sector

7. Appreciate the difficulties in introducing marketing to the non-business environment

8. Debate the ethical issues from the rise of non-profit marketing

Transferable Skills

Critical analytical and comprehension skills will be developed through dealing with the course material. Debating and presentational skills will be encouraged through tutorials, seminars and the debate-lectures. The two forms of written assessment will require writing and reporting skills, with the ‘Public sector marketing Consultancy Report’ in particular encouraging primary research skills including contact with public officials. The module overall will develop appropriate employability skills and benefit students by broadening their career options beyond marketing roles in business to include jobs such as NHS management, local government public relations, and recruitment in colleges.

 Teaching Staff

Tutor: 



Dr Jennifer Lees-Marshment 

Email: 



j.lees-marshment@keele.ac.uk  



Tel: 



01782 58-4372


Office:



1.13, Darwin Building

Office hours:


Thursday 12-1, Friday10-10.45

If you have anything you wish to discuss about the module, please feel free to come and see me in my office hours: if this is not possible, please email me to make a specific appointment. I am unlikelyto be able to answer lots of questions by email effectively, so please do try to come to see me.

Public sector marketing 

2004-5 Timetable 

Classes held Friday 11-1, CBA 1.075

	Wk
	Date
	Topic
	Class

	1
	Friday 1 October 
	Introduction to the course
	Introduction to the module outline and outline of assessment 

~

Lecture: The causes of public sector marketing

~

Group work: Contrasting differences between the public sector and business

	2
	Friday 8 October
	Education marketing


	Lecture: Marketing universities

~

Group work: marketing assessment of universities

	3
	Friday 15 October
	
	Visiting speaker – Helena Thorley, Keele University recruitment

~

Debate: Should Keele University design its behaviour according to student demand?

	4
	Friday 22 October
	
	Lecture: Marketing schools

~

Video: Marketing of a private school

~

Group work: The potential and limits of marketing schools

	5
	Friday 29 October
	Health marketing
	Lecture: Marketing health

~

Group work: Benefits and barriers to marketing the NHS

	6
	Friday 5 November
	
	Visiting speaker health, Katy Bean, Public and Patient Involvement in Health, t.b.c

~

Group work: Listening to your market: the practicalities and ethics of consulting the public

	7
	Wednesday 10 November

2-3.30,

4-5.30
	Optional - Centre for Political Marketing seminar
	Political marketing: consulting and responding to the citizen-consumer

Visiting speakers from MORI, university, charity, media, local government, health; followed by workshops

	
	Friday 12 November
	Charity marketing


	Lecture: Marketing charities 

~

Visiting speaker: Beverley Woodhead, Wrekin Housing Trust

	8
	Friday 19 November
	Monarchy marketing
	Lecture: Marketing the monarchy

~

Video: Cue the Queen

~

Group work: advising the royal family how to use marketing

	9
	Friday 26 November
	
	Group work & presentations: assessment of public sector organisations (preparation for 2nd assessment) 

	10
	Friday 3 December
	Media marketing
	Lecture: Media and marketing

~

Visiting speaker:  Mr Tim Beech, BBC Radio Stoke

	11
	Friday 10 December
	Local government marketing
	Lecture on local government

~

Visiting speaker: Alison Pease, Newcastle-Under-Lyme Council

	12
	Friday 17 December
	
	Debate: Citizens should never be treated like consumers

~

Further advice re the second assessment/careers



Reading

Principal Text: Students are expected to buy the following text:
Lees-Marshment, Jennifer (2004). The Political Marketing Revolution, Manchester University Press ISBN 0-7190-6307-8. 
 

Copies should be in the university campus bookshop. This new book has a different chapter on each topic of marketing - education, health, local government, charities, the monarchy and the media - and is therefore the broadest text out there at the moment. It will also provide detailed elaboration of the themes introduced in the lectures.
Essential reading

Students will be expected to read the set essential reading for each teaching session/topic.  In most cases this means reading the appropriate chapter from the textbook, sometimes it means following internet links. The principal text covers the majority of the course. Teaching in this module is very topical and research-based.

As the text is written by me, there will inevitably be overlap between the chapters and the lectures. I am basically teaching my research in this course: if you want to know more about this see the Centre for Political Marketing and Management web-site on www.keele.ac.uk/depts/mn/cpm. Some of these areas have not previously been covered by academics so there isn’t another book which covers them all!

Further reading

Public sector marketing is a highly topical and developing area. Students are therefore encouraged to use further reading references provided below, together with links provided to political organisations such as parties and public services to gain information about each topic. They are also encouraged to read newspapers and search their archives for pertinent material. Further reading is particularly important for the written assessment work.

On-line course resources 

Module web-site

Materials will also be made available on Keele’s learning and teaching resources at: www.learn.keele.ac.uk. Just look under modules, the ‘man’ for management, and then click on the module (MAN 30013). 

Alternatively go directly to:

http://www.learn.keele.ac.uk/04-05/modules/man/man-30013/
The module outline, lecture plans, crucial articles and details about visiting speakers for the module will be placed there and updated as we progress through the module. Any changes to class speakers, timings or news will also be placed here so students should check it throughout the module. There are also some links to relevant articles within the archive.

Electronic journals

Many of the journals listed are available from the library electronically.

Class format and expectations of students

The module consists of two hours of teaching within each week. The two formal hours of instruction are delivered in various ways, designed to stimulate interest, facilitate greater absorption of knowledge and understanding, and develop transferable skills such as analysis, making an argument and working in groups. Students are expected to participate in all class formats.

Lectures: Students are expected to attend all lectures and take notes as they will provide the basis for discussion in group work, debate lectures and tutorials as well as help with continuous assessment.

Lecture material will be drawn primarily from the course textbook, so students should not be surprised if they find significant overlap between the reading and lectures. If you attend lectures and do the basic reading, there are two chances of you absorbing the material!

They should also attempt to download lecture plans/handouts provided on the module web-site prior to attending a lecture, to aid comprehension. Power point slides will be used for lectures, and the lecture handouts will be similar but not completely the same as the slides, because the  presentational slides incorporate photos, will not be made available on the web-site because the photos are not able to be disseminated on the world wide web.

Notes for guest lecturers, if available, will be placed on the visiting speakers page of the module web-site.

Group work: In seminars students will be put into small groups and asked to discuss various questions and then report back to the whole class.

Debates: In debates students will be expected to work in small groups and then present points the rest class to form a debate. Discussion will then become open to the floor so that points can be exchanged and debated at length. This will require students to create points to argue one side of an argument, to improve their critical thinking, brainstorming skills, and ability to make an argument. It will also encourage objectivity because students will be required to argue one side regardless of their own opinions.

Visiting speakers: Visiting speakers from outside the university have been invited to come and speak to students drawing on their practical experience of a topic. Students will be expected to treat these visitors with respect and be prepared to ask questions or make comments at the end.  There may also be guest lecturers who are either lecturers or PhD students and you should treat them with the same respect as you would any other academic.



Outline, reading and links for each topic and week

Week 1: Friday 1 October 

Introduction & public sector marketing

Introductory lecture to the module

We will go over the topics and basic requirements of the module

Lecture: The causes of public sector marketing 

Lecture plan

· The factors behind the growth of public sector marketing

· differences between business and public sector organisations

· range of public sector organisations that use marketing

· advantages marketing can bring

· problems of applying marketing to the public sector

· link to party marketing and promises

· delivery in the public sector

Group work: Marketing the public sector: issues and complexities

Issues to consider:

· The wide range of goals that non-profit organisations have

· How do you measure performance?

· What values might public sector organisations hold?

· Who is the market for public sector organisations?

· What constraints do they face?

· Do you think the UK Labour government will deliver on their promises to raise standards in the public sector?

Essential reading

I recommend students to read after the first class:

· a conference paper called ‘The Political Marketing Revolution: is marketing transforming the government of the UK?’ which will be given out in class

· Textbook Ch 1: Political marketing and the rise of the political consumer
Further reading

Shapiro, Benson. (1973), ‘Marketing for Non-profit Organisations’, Harvard Business Review, 51, 123-32 (September-October). 

Kotler, P and Levy, S. (1969), “Broadening the Concept of Marketing”, Journal of Marketing, Vol. 33, No. 1, pp. 10-15 (January). 

Laing, A. and J. Lees-Marshment, ‘Time to deliver: why political marketing needs to move beyond the campaign.’ at the 2002 PSA Conference and the 2002 Political Marketing Conference (supplied online in website archive as a pdf file)

Rothschild, Michael. (1979), ‘Marketing Communications in Non Business Situations - or why it's so hard to sell brotherhood like soap’, Journal of Marketing, 43, 11-20 (Spring).

Kotler, Philip. (1972), ‘A Generic Concept of Marketing’, Journal of Marketing, 36, 46-54 (April).
Links to explore with regard to government delivering on promises:

Labour’s 1997 election manifesto: http://www.psr.keele.ac.uk/area/uk/man/lab97.htm
Labour’s 2001 election manifesto: 

http://www.labour.org.uk/lp/new/labour/labour.wwv_main.main?p_full=1&p_language=us&p_cornerid=364778&p_currcornerid=1 

The Prime Ministers’ Delivery Unit:

http://www.cabinet-office.gov.uk/pmdu/index.htm
Report on Labour’s 1st Annual report, 1998:

http://www.portal.telegraph.co.uk/htmlContent.jhtml?html=%2Farchive%2F1998%2F07%2F31%2Fnblur131.html
BBC News: Three views on Labour’s second annual report:

http://news.bbc.co.uk/hi/english/uk_politics/newsid_403000/403876.stm
NHS service delivery agreement for 2000: http://www.doh.gov.uk/sda/
Week 2: Friday 8 October

Marketing Education

Lecture: Marketing universities

Plan:

· Nature of universities

· Product-oriented universities

· Sales-oriented universities

· Market-oriented universities

· Difficulties in marketing universities
· Ethical questions about marketing universities

Group work: marketing assessment of universities

Plan:

The task is to provide a marketing assessment of a university, working in small groups, before presenting it to the whole class, using the information provided and your own knowledge. You should 

consider:

The market, customers, goals, product of the organisation

Differences with business

Current degree of market-orientation

How to apply a product, sales and market-orientation

Likely opposition to marketing 

The effectiveness of marketing techniques
Essential reading

Textbook Ch 7: Marketing university education

Explore this link: Tony Blair’s speech on Reform of the Public Services: http://www.pm.gov.uk/news.asp?NewsID=2305
Further reading

Sargeant, Adrian. 1999. Marketing Management for Nonprofit Organisations. Oxford University Press Chapter 7  on Education

Gray, Lynton (1991), Marketing education 
Davies, Peter Further Education Unit (1985), Marketing further and higher education a handbook
Farnham, David (1996), Managing the new public services 


Week 3: Friday 15 October
Marketing Keele University

Visiting speaker – Helena Thorley, Keele University recruitment

Plan:

Ms. Thorley will outline the recruitment that Keele engages in, discussing topics such as:

· What recruitment goals does Keele have

· Recruitment methods 

· What approach does it take - e.g. strategy, positioning in market-place

· Difficulties/challenges with recruitment 

· Examples of success/increase in recruitment

· future plans/strategy
Debate: Should Keele University design its behaviour according to student demand?

Issues to discuss:

· Need to respond to market demand

· Changes in government finance

· Competition for Keele University

· Keele academics expertise, time

· Why academics can object to marketing the education they offer

· Closure of departments, courses in recent years

Essential reading

Explore these links:

http://www.keele.ac.uk/prospective.htm and identify the marketing elements in the recruitment strategy by Keele University (e.g. tie theory and practice); suggest how this might be improved

Guardian education section online:

http://education.guardian.co.uk/0,5429,,00.html

Week 4: Friday 22 October 

Marketing schools 

Lecture: Marketing schools

Plan:

· Nature of schools

· Product-oriented schools

· Sales-oriented schools

· Market-oriented schools

· Issues with marketing schools

Video: ‘The Headless School of Rannoch Moor’

Watch the video about marketing a private school and make notes about the marketing used there.

Group work: The potential and limits of marketing schools 

Rannoch Moor:

· What is the product on offer?

· Why has demand fallen?

· What training, skills and experience does the new marketing director have?

· What marketing activities does the director engage in, and with what affect?

· Could you advise the school how to use marketing more effectively?

Schools generally:

· How would you market a standard comprehensive/state school?
· How might it differ to marketing a private school?
· Do you think, looking back, that the introduction of internal competition, regulation and markets into school education has improved the quality of education in the UK?
· Could marketing damage the education offered in schools?
Essential reading:

Choose one of the books/articles below on schools and read one of them

& explore these links:

Pirie and Worcester (2001), The Wrong Package, report from MORI survey into
what the public saw as the priorities in three areas including schools . The Wrong Package is downloadable from www.adamsmith.org.uk or www.mori.com/polls/2001/asi.shtml.
Guardian education section online:

http://education.guardian.co.uk/schools/
Further reading:

Sargeant, Adrian. 1999. Marketing Management for Nonprofit Organisations. Oxford University Press Chapter 7  on Education

Gray, Lynton (1991), Marketing education 
Walsh, Kieron (1984) Falling school rolls and the management of the teaching profession

Farnham, David (1996), Managing the new public services 

Butler, Patrick and Neil Collins. (1995), ‘Marketing Public Sector Services: Concepts and Characteristics’, Journal of Marketing Management, 11.

Morken, Hubert (1999), The politics of school choice 
Gewirtz, Sharon (1995), Markets, choice and equity in education 
Higher Education Quality Council Corp. (1995), Choosing to change extending access, choice and mobility in higher education. Outcomes of the consultation Taylor, Monica Jean (2002), School Councils; their role in citizenship and personal and social education 
Kenway, Jane (2001), Consuming children; education-entertainment-advertising 
Cox, C.B. (1973), The accountability of schools an analysis of present trends in education and suggestions to make schools more responsive to external standards and parental choice 
Good, Thomas L. (2000), The great school debate choice, vouchers, and charters 
Schneider, Mark (2000), Choosing schools; consumer choice and the quality of American schools 
Woods, Philip (1998), School choice and competition markets in the public interest? 
Whitty, Geoff (1997), Devolution and choice in education the school, the state and the market 
Carnie, Fiona (1996), Freeing education steps towards real choice and diversity in schools
Smith, Kevin B. (1995), The case against school choice politics, markets, and fools

Week 5 Friday 29 October

Health marketing

Lecture: Marketing health

Plan:

· Nature of public services generally

· Nature of the health service

· Product-oriented health care

· Sales-oriented health care

· Market-oriented health care

· Difficulties and ethical objections to marketing health

Group work: Benefits and barriers to marketing the NHS

Questions to discuss:

· Why are the public as a whole increasingly untrusting and unsatisfied with the NHS?

· What factors make it difficult to use marketing in health? 

· Is market intelligence, such as the Government’s national consultation on health, an effective tool for designing health services?

· Why do medical professionals resist the idea of patient-choice?

· What barriers are there to New Labour being able to deliver on health?

· Could the NHS ever become fully market-oriented?

Essential reading

Textbook Ch 6 Marketing health

Explore these links:
National Health Service: http://www.nhs.uk/
Details of the Government’s National Plan for the NHS are at: www.nhs.uk/nationalplan.
See Tony Blair’s speech on Reform of the Public Services: http://www.pm.gov.uk/news.asp?NewsID=2305
Harold Shipman case: http://www.guardian.co.uk/shipman
Department of Health audit on the case: http://www.doh.gov.uk/hshipmanpractice/
Reports on the Alder Hey case: http://society.guardian.co.uk/alderhey/
Further reading

Walsh, K. (1994), ‘Marketing and the Public Sector Management,’ European Journal of Marketing 28(3), pp. 63-71

Sargeant, Adrian. 1999. Marketing Management for Nonprofit Organisations. Oxford University Press chapter 8 on Healthcare marketing

Graham, P. (1994), ‘Marketing in the Public Sector: Inappropriate or Merely Difficult?’ Journal of Marketing Management 10, pp. 361-375

Maxwell, Robert (1984), Public participation in health 
Cook, David (1993), Patient's choice 

Wensley, R. (1990), ‘The voice of the consumer? Speculations on the limits to the marketing analogy’, European Journal of Marketing, 24: 7, 49-60.

Gilligan, Colin (1995), Marketing and health care organizations 

Walsh, Kieron (1995), Public services and market mechanisms competition, contracting and the new public management 
Kotler, Philip. (1979), ‘Strategies for Introducing Marketing into Non-profit Organisations’, Journal of Marketing, 43, 37-44 (January).

Kotler, Philip and Alan R. Andreasen. (1991), Strategic Marketing for Non-profit Organisations, Prentice-Hall sections on health

Sheaff, Rod. (1991), Marketing for Health Services, Open University Press

Laing, AW and Lorna McKee (2000), ‘Structuring the Marketing Function in Complex Professional Service Organisations.’ European Journal of Marketing 34(5/6): 576-591.

Wheeler, N and T. Proctor (1993), ‘Strategy Analysis in the Health Service,’ Journal of Marketing Management 9(3): 287-300.

Butler, Patrick and Neil Collins. (1994), ‘Political Marketing: Structure and Process.’ European Journal of Marketing, 28: 1, 19-34.

Butler, Patrick and Neil Collins. (1995), ‘Marketing Public Sector Services: Concepts and Characteristics’, Journal of Marketing Management, 11.

Butler, Patrick and Neil Collins. (1996), ‘Strategic analysis in political markets’, European Journal of Marketing, 30: 10-11, 32-44.


Week 6 Friday 5 November

Consulting patients 

Visiting speaker health, Katy Bean, Public and Patient Involvement in Health

Issues to be discussed:

· Why consult at all?
· How the patients' forum work
· How to manage consultation to ensure representation of society
· Results from a recent consultation
Group work: Listening to your market: the practicalities and ethics of consulting the public

Issues to discuss:

· Need to respond to market demands

· Expertise and training of the professional

· Tendency to ignore demands of the users

· User desire for choice and control

· Need to give professionals room to do what think is best
· Why medical professionals resist the idea of patient-choice
· Problematic cases where this debate may occur; e.g. baby organ donation, genetics
Essential reading

Explore these links:

Visiting speaker link – PPIH - see: http://www.cppih.org/ 
Paper on costs of patient choice: http://www.kingsfund.org.uk/pdf/PatientChoice.pdf
Details of the Government’s National Plan for the NHS are at: www.nhs.uk/nationalplan
Further reading

National Health Service: http://www.nhs.uk/
Harold Shipman case: http://www.guardian.co.uk/shipman
Department of Health audit on the case: http://www.doh.gov.uk/hshipmanpractice/
Reports on the Alder Hey case: http://society.guardian.co.uk/alderhey/

Optional session Week 7 - Wednesday 10 November

Centre for Political Marketing & Management seminar


Special invitation to the inaugural seminar and workshop

Consulting and responding to the consumer in the public and political sector

Date: Wednesday November 10 2004
Place: Keele University, Exhibition suite, Chancellors Building
Attendance: is free and open

Time: Part I 2-3.30; Part II 4-5.30 (either or both)

Consultation and marketing in charities ~ local government ~ health ~ schools and universities ~ parliaments ~ parties ~ the media
Format of the event
 The seminar will be held in two parts; the first presentations and delegate comment; the second a knowledge-sharing and networking workshop. Delegates may attend one or both of the sessions.
Part I: Presentations & discussion - The scope and limitations of consultation in the political and public sphere
This will explore the range of consultation/polling being used by the range of public and political organisations, to show the potential of consultation, and also any obstacles to utilising it and responding to it. Presenters will give brief reports on marketing used in their own organisation and then the floor will be open to questions and answers.

 

Confirmed Speakers
Dr. Roger Mortimore, MORI polling organisation, London
and local speakers from a range of organisations, including Katy Bean, Public and Patient Involvement in health; Tim Beech, BBC Radio Stoke; Helena Thorley, Keele University recruitment, Beverley Woodhead, Charitable Wrekin Housing Trust; Robert Flello, Labour Party/Big Conversation.
Part II: Knowledge sharing workshop: The potential and problems of consulting the public

The second session will divide delegates into groups to discuss problems and concerns about consulting the public, mixing academics/practitioners/public, to share experiences, perspective, and generate issues to be dealt at further seminars.
Free Registration
Attendance is free, but we do ask you let us know in advance if you are coming so we can ensure there are enough chairs and coffee ordered! Please let Jennifer know by email j.lees-marshment@keele.ac.uk or Tel 01782 584372 by November 5th 2004.

 

The Centre for Political Marketing & Management www.keele.ac.uk/depts/mn/cpm
Seminar series supported by Department of Management & Keele Research funds

Week 7 - Friday 12 November


Charity marketing

Lecture: Marketing charities 

Plan:

· Charities: their nature and size

· Why charities began to use marketing: the rise of competition
· Sales-oriented charity marketing

· The move towards marketing the product

· The concept of a market-oriented charity

· How charities go through the marketing process
· The effect on recruitment
Visiting speaker: Beverley Woodhead, Wrekin Housing Trust

Issues to be discussed:

· organisational goals

· market/customers

· how they use marketing

· successful examples of where marketing helped
· any barriers to marketing/ethical issues
Essential reading

Textbook Ch5, Marketing charities

And explore at least one charities’ web-site, such as those from the list of links below, and find out about their campaigning, members/supporters, any consultation, communication and policy
Links to numerous interest-groups and charities:

Environmental Organisational Directory http://www.webdirectory.com/
Charities Direct Information http://www.caritasdata.co.uk/

Examples of  some charities:

Friends of the Earth: http://www.foe.co.uk/
RSPB: http://www.rspb.co.uk/
CPRE: http://www.cpre.org.uk/
Oxfam: http://www.oxfam.org.uk/
NSPCC: http://www.nspcc.org.uk/homepage/
National Trust: http://www.nationaltrust.org.uk/trusty/ and http://www.nationaltrust.org.uk/main/
Greenpeace: http://www.greenpeace.org.uk/contentlookup.cfm?SiteKeyParam=HOME1
Amnesty International: http://www.amnesty.org.uk/
Federation of Small Businesses: http://www.fsb.org.uk/
National Asthma Campaign: http://www.asthma.org.uk/
British Heart Foundation: http://212.67.212.10/
Downs Syndrome Association: http://www.dsa-uk.com/frameset.htm
RNLI: http://www.rnli.org.uk/Home.asp
Royal National Institute for the Blind: http://www.rnib.org.uk/
Consumers Association/Which: www.which.net/
Further reading

Sargeant, Adrian. 1999. Marketing Management for Nonprofit Organisations. Oxford University Press Chapter 5 on Fundraising (Heavy Demand, 658.8 Sar)

Jordan, Grant and William Maloney. 1998. ‘Manipulating Membership: Supply-Side Influences on Group Size.’ British Journal of Political Science. 28: 389-409

Jordan, Grant and William Maloney (1997). The Protest Business: Mobilizing Campaigning Groups (Manchester: Manchester University Press).

Johnson, Paul E. 1998. ‘Interest Group Recruiting: Finding Members and Keeping Them.’ Chapter Two pp. 35-62 in Interest Group Politics 5th edition edited by Allan J. Cigler and Burdett A. Loomis. Washington DC: Congressional Quarterly Press.

Maarek, Philippe J. 1995. ‘Direct marketing methods.’ Chapter 6 pp. 137-162 in Political Marketing and Communication. John Libbey, London

Rosenstone, Steven J and John Mark Hansen. 1993.Mobilization, participation and democracy in America. New York: Macmillan 

Rothenberg, L.S. 1988.‘Organisational Maintenance and the Retention Decision in Groups.’

Week 8 Friday 19 November


Monarchy marketing
Lecture: Marketing the monarchy

Plan:

· The monarchy product and market

· History: deference towards the monarchy

· The celebrity sales-oriented era

· Movement towards market-oriented monarchy: why, why and how
· Difficulties in marketing a monarchy
Video: Cue the Queen

Group work: advising the royal family how to use marketing

As if you were political marketing consultant to a member of the royal family (e.g. The Queen, Prince Charles or Prince William), produce a presentation on how would you advise them to market themselves.

Aspects to consider:

· What do you think the public want from the royals – sources and results of market intelligence

· Opposition to the monarchy

· The nature of the product: the individual person, character and activities they engage in

· Strengths and weaknesses of past behaviour/media relations

· Potential future development to the product

· Media relations and communication aspects

· The potential more effective marketing would bring

Essential reading

Textbook chapter 3 Marketing the monarchy

& explore the following links:

The British Monarchy, Official web-site. http://www.royal.gov.uk
Prince of Wales, (2002), The Prince of Wales web-site, www.princeofwales.gov.uk/
Further reading

Two books published by DEMOS, available on the web-site archive

Modernising the monarchy by Tim Hanes and Mark Leonard, 1998

Monarchies: what are kings and queens for? edited by Tom Bentley and James Wilsdon, 2002

Nairn, Tom (1988), The enchanted glass: Britain and its monarchy

Petrie, Charles Alexander Sir Bart (1961), The modern British monarchy 

Murray-Brown, Jeremy (ed), (1959), The monarchy and its future 

Bogdanor, Vernon (1997), The monarchy and the constitution 

Great Britain. House of Commons Corp. (1981), The monarchy in Britain 

Wilson, Edgar (1989), The myth of British monarchy 

Chapters on the monarchy/crown within any standard UK politics textbooks such as UK Politics today will also be useful.

Further links to explore:

Download this and read it, speech given by the first Communication Secretary to the Queen:

Lewis, Simon (2001), ‘Communicating the modern monarchy,’ Rolls-Royce Lecture. http://www.cf.ac.uk/jomec/reporters2001/lewismain.html
Royal Insight, (2002), On-line magazine/monthly guide to the life and work of Britain’s Royal Family, http://www.royalinsight.gov.uk/current/front.html
The Prince’s Trust, (2002), The Prince’s Trust web-site, www.princes-trust.org.uk/
Historic Royal Palaces, (2002), Official site of Historic Royal Palaces, www.hrp.org.uk
The Queen’s Golden Jubilee web-site (2002), http://www.goldenjubileeweekendtrust.co.uk/


Week 9 - Friday 26 November

Assessing marketing in an organisation

Group work & presentations

Students will make an assessment of the use of marketing in a public sector organisation, as practice for the second written assessment, using material provided in class.

Week 10 Friday 3 December

Media marketing

Lecture: Media and marketing

Plan:

· Nature of  the media: product, market etc.

· History: early BBC and product-oriented ethos

· Competition and challenges

· ITV: conception and early days

· Move towards sales-0rientation and consequences

· BBC today: market oriented?
Visiting speaker

Mr Tim Beech, BBC Radio Stoke, to talk about commercial and BBC radio; issues such as the media market, BBC consultation/charter review, audience research, nature and ratings, differentiating local BBC radio from commercial competitors

Essential reading

Textbook Ch 4 Marketing the media

Explore the links; find out the range of programmes they offer, and any forms of public participation:

www.bbc.co.uk  www.itv.com 
www.channel4.com
For visiting speaker explore the link: http://www.bbc.co.uk/stoke/
Further reading

Wheeler, Mark. (1997) Politics and the Mass Media

Livingstone, Sonia M. (1994), Talk on television audience participation and public debate 
J. Seaton and B. Pimlott (eds) (1989) The media in British politics 

Negrine, Ralph, (1994), Politics and the mass media in Britain 

Franklin, Bob, (1994), Packaging politics political communications in Britain's media democracy 

Stevenson, Wilfrid (ed), (1993), All our futures the changing role and purpose of the BBC 
Gibbons, Thomas C. (1998), Regulating the media 
Beesley, Michael E., (1996), Markets and the media competition, regulation and the interests of consumers 
Eldridge, John (ed), (1995), Glasgow Media Group reader. Vol.1. News content, language and visuals 
Philo, Greg (ed), Glasgow media group reader 2 Industry, economy…

O'Sullivan, Tim (1994), Studying the media an introduction 
Gunter, Barrie (2000), Media research methods; measuring audiences, reactions and impact 
Cottle, Simon (ed), (2000), Ethnic minorities and the media; changing cultural boundaries 
Gunther, Richard (ed), (2000) Democracy and the media; a comparative perspective 
Jacobs, Lawrence R. (2000), Politicians don't pander; political manipulation and the loss of democratic responsiveness
Kieran, Matthew (1997), Media ethics a philosophical approach 
Week 11 Friday 10 December

Local government marketing
Lecture on local government

Plan:

· Can marketing make local services more responsive to peoples’ needs?

· Think about nature of local services

· Effectiveness of citizen consultation

· Local government being closer to local people

· Problems with delivery/inefficiency
· Limitations of market intelligence
Visiting speaker: Alison Pease, Newcastle-Under-Lyme Council to discuss consulting the public

Issues to discuss:

· What the council did in the past

· Why we now consult

· How we consult 

· The outcomes of consultation
Essential reading

Textbook Ch 9 Marketing local government

For the visiting speaker, explore these links:

NUL people’s panel: http://www.newcastle-staffs.gov.uk/General.asp?id=SXCB1E-A77F7736
Consultation reports: http://www.newcastle-staffs.gov.uk/General.asp?id=SXA5E6-A77F7602
Essential Reading

Explore the link to Newcastle under Lyme council, finding out what services they offer, publicity work, and any participation e.g. the People’s Panel http://www.newcastle-staffs.gov.uk/
Beuret, K. & Hall, R. (1998)  Marketing in local government, Financial Times Professional Limited

and/or chapter in core textbook/any other textbook on local government
Further Reading

Local government generally

Alexander, Alan. (1982), The politics of local government in the United Kingdom.

Stoker, Gerry (1991), The politics of local government 
Richards, G. (1980), The reformed local government system

Elcock, Howard (1982), Local government: politicians, professionals and the public in local authorities.

Gillspie, J.M. (1988), Local government

Elcock, Howard James (1994), Local government policy and management in local authorities

Keen, Linda (1998), Local government management the rhetoric and reality of change 
Pratchett, Lawrence (ed) (1996), Local democracy and local government 
Explore these links:

Pirie and Worcester (2001), The Wrong Package, report from MORI survey into

what the public saw as the priorities in three areas including local government. The Wrong Package is downloadable from www.adamsmith.org.uk or www.mori.com/polls/2001/asi.shtml.

DTLR (Department of trade, local government and the regions). http://www.dtlr.gov.uk/
Local Government Association http://www.lga.gov.uk/
UK local government: explains the democratic role of local government http://www.local.gov.uk/
http://www.local-regions.detr.gov.uk/ - Portal to a wide range of information on local governance

Info4Local portal: This site provides the first, online, one-stop gateway for local authorities to get quick and easy access to local government-related information that is published on the web sites of central government departments and agencies. It is run by 5 departments - http://www.info4local.gov.uk/ 

Office for Public Management: Independent centre working to provide management practice and thinking in the delivery of public services - http://www.opm.co.uk
Wilson, D., J, & Game, C. (1998) Local government in the United Kingdom, Basingstoke Macmillan

Week 12 Friday 17 December

Political consumers

Debate: Citizens should never be treated like consumers

Issues to discuss:

· whether the public sector needs to respond to market demands

· professional expertise and training

· Tendency to ignore demands of the users within the public sector

· Increase in rights of the pupil, parent, student, patient, citizen, tax-payer

· Relationship to political party marketing

· Why do academics object to marketing the education they offer?
· Problematic cases where this debate may occur; e.g. student desire for no assessment, student desiring courses staff don’t have expertise in, teachers under constant criticism -> no respect from pupils/misbehaviour
· Whether local government consultation provides better services
· Why citizenship is different to being a consumer of a business/commercial product
For the debate, explore the links below or follow your own from an internet search  on ‘consultation’

Labour Party’s consultation: http://www.bigconversation.org.uk/
NHS report from consultation:

http://www.nhsia.nhs.uk/confidentiality/pages/consultation/default.asp

Re students as consumers in university education:

NUT (National Union of Teachers):

http://www.data.teachers.org.uk/nut/index.html
Especially section ‘Education Review’ which discusses various issues:

http://www.data.teachers.org.uk/nut/er/action.lasso?-database=nut&-layout=cgi&-response=er_results.html&-op=eq&id=1443&-search
Guardian education section online:

http://education.guardian.co.uk/0,5429,,00.html
in schools:

http://www.dfes.gov.uk/buildingonsuccess/
Cabinet office consultation:

http://www.cabinet-office.gov.uk/regulation/Consultation/introduction.htm
On health:

http://www.doh.gov.uk/mentalhealth/draftbill2002/

Consultation in Scotland on stones:

http://www.historic-scotland.gov.uk/index/ne_news_events/ne_news_listing/news_minister_launches_consultation.htm
Constitution consultation: http://www.dca.gov.uk/consult/confr.htm
Local government: http://www.eastsussexcc.gov.uk/consultation/main.htm
Further reading – the boundaries of marketing

Banker, Steve. (1992), ‘The Ethics of Political Marketing, the Rhetorical Perspective’, Journal of Business Ethics, 11, 843-8.

Arndt, Johan. (1978), ‘How broad should the marketing concept be?’, Journal of Marketing,  42:1, 101-103 (January).

Luck, D. (1969), ‘Broadening the Concept of Marketing - Too Far,’ Journal of Marketing, 33, 53-55 (July).

Laczniak, Gene R., Robert F. Lusch and Patrick E. Murphy. (1979), ‘Social Marketing: Its Ethical Dimensions’, Journal of Marketing, 43, 29-36 (Spring).

Bartels, R. (1974), ‘The Identity Crisis in Marketing’, Journal of Marketing, 38, 73-76 

Brownlie, D. and Saren, M. (1992), ‘The four P's of the marketing concept: prescriptive, polemical, permanent and problematical’, European Journal of Marketing, 26: 4.

Houston, F. (1986), ‘The marketing concept: what it is and what it is not’, Journal of Marketing, 50, 81-7 (April).

Hunt, Shelby D. (1976), ‘The Nature and Scope of Marketing’, Journal of Marketing, 40, 17-28. 

Kotler, P and Levy, S. (1969), “Broadening the Concept of Marketing”, Journal of Marketing, Vol. 33, No. 1, pp. 10-15 (January).

Foxall, G. (1989), ‘Marketing's domain’, European Journal of Marketing, 23:8, 7-22.

Kotler, Philip. (1972), ‘A Generic Concept of Marketing’, Journal of Marketing, 36, 46-54 (April).

Trustrum, L. (1989), ‘Marketing Concept: concept and function’, European Journal of Marketing, 23: 3, 48-56.

Tucker, W.T. (1974), ‘Future Directions in Marketing Theory’, Journal of Marketing, 38: 2, 30-5 (April).

General sources of information

You are also encouraged to make the effort to keep up with current events by regular viewing of the quality press and news weeklies.  Electronic sources are increasingly useful. You might like to check the following media web-sites for general information about a topic: try searching their archives for reports about a particular issue.  

Centre for Political marketing and management

This module introduces you to the latest research in political/public marketing. To find out more about this, as well as see links to organisations and conference papers in the area, see Keele’s web-site:

Centre for Political Marketing and Management web-site on www.keele.ac.uk/depts/mn/cpm
Media web-sites: television and newspapers

	BBC
	http://news.bbc.co.uk/


	CNN
	http://www.cnn.com/


	Ananova
	http://www.ananova.com/


	Reuters
	http://www.reuters.com/


	Guardian/Observer
	http://www.guardian.co.uk/


	Telegraph
	www.telegraph.co.uk


	The Times


	http://www.thetimes.co.uk/


	The Scotsman
	http://www.scotsman.com/


	The Herald
	http://www.theherald.co.uk/


	The Electronic Newsstand has information on  many journals and magazines, often including a list of contents of the current issue and an archive.
	http://www.enews.com/


	News link claims to have the most comprehensive set of links to US electronic media publications. There is also a limited                                           selection of non-US links.
	http://www.newslink.org/


	British Humanities Index is a popular index to UK newspapers and journals previously only available on cd-rom. It has been bought by Cambridge Scientific Abstracts and can be accesses on the web-site opposite.

BHI goes back to 1962 and covers a number of UK publications which are sometimes missed by other indexing sources - New Statesman and Spectator, History Today, New Scientist, London Review of Books etc. Around 320 journals are covered. It also provides us with an index to longer articles in UK newspapers back to the 1960s.
	http://www.csa1.ac.uk. 

Click on "Subscriber login" and enter your Athens password. Choose "Arts and Humanities", then "Quick Search" to try a keyword search.


Another very useful resource starting point is Richard Kimber’s Political Science Resources page at: http://www.psr.keele.ac.uk/.

Government web-sites are a huge resources you can tap into. See the following sites for the UK:

British Government web-sites

	The monarchy
	http://www.royal.gov.uk/output/Page1.asp

	10 Downing Street
	http://www.number-10.gov.uk/

	Government Information Service
	http://www.ukonline.gov.uk/

	UK Houses of Parliament
	http://www.parliament.uk/

	House of Commons
	http://www.parliament.uk/commons/HSECOM.HTM

	House of Lords
	http://www.parliament.the-stationery-office.co.uk/pa/ld/ldhome.htm

	Hansard (House of Commons Debates)
	http://www.parliament.the-stationery-office.co.uk/pa/cm/cmhansrd.htm

	Central Government Departments list
	http://www.ukonline.gov.uk/quickfind/central/

	Cabinet Office
	http://www.cabinet-office.gov.uk/

	Centre for Management and Policy Studies
	http://www.cmps.gov.uk/

	Central Office of Information
	http://www.coi.gov.uk/

	HM Treasury
	http://www.hm-treasury.gov.uk/

	Foreign Office
	http://www.fco.gov.uk/

	Department of Trade and Industry
	http://www.dti.gov.uk/

	Scottish Executive
	http://www.scotland.gov.uk/pages/default.aspx

	Audit Commission
	http://www.audit-commission.gov.uk/home/



Assessment

Assessment for this course will be by written assessment which constitutes 100% of the final mark but it comprises two pieces of work, which are slightly different and worth different amounts:

i. Essay – worth 30% of the final mark –  due in Monday 15 November 2004

ii. Public Sector Marketing Consultancy Report – worth 70% of the final mark – due in Monday 17 January 2005

Further details about these are below.

	I: Essay

Worth 30% of the final mark.

Word limit 1500-2000 words

Deadline: Monday 15 November 2004

Overview

Students will be required to submit a traditional essay on public sector marketing. Please select one from the titles below:

Possible questions: please choose one

1. To what extent can public sector organisations utilise marketing as effectively as business?

2. What barriers are there to using marketing within the public sector and how might they be overcome?

3. What ethical issues arise from applying marketing to the public sector?

Please remember to use a wide range of sources (i.e. not just the textbook!) and include examples from a range of public sector organisations.




	II: Public Sector Marketing Consultancy Report 

Worth 70% of the final mark. 

Word limit: 3000-5,000 words

Deadline: Monday 17 January 2005

Overview

The task is to provide a report that has recommendations for how an organisation might use marketing more effectively to achieve its goals or objectives. You need to act as if you were a marketing consultant, analysing the nature of the organisation and then creating recommendations for how it can improve its performance.

Organisation

Students may choose whatever organisation they like as long as it falls within the public-sector definition – non-profit but public/linked to government/political, such as a university such as Keele, Oxford, Staffordshire; a charity such as Friends of the Earth; Health Promotions in Stoke; Newcastle-under-Lyme College; Stoke BBC; The Politics Show on the BBC; e member of the royal family e.g. Prince William; a council department e.g. market research/consultation in Birmingham city council. If you have any ideas outside this list, or if you are unsure what public sector may include, please check with the module co-ordinator.

Information sources: Primary research

As this is a more substantial piece of work, worth 70% of the final mark, it encourages primary research rather than just analysing information from the web. You will be expected to use a much wider range and quantity of information on which to base your analysis and recommendations, and produce a much more substantial piece of work. You may like to interview or send some written questions to people such as GPs, nurses, teachers, television presenters and local government officers. This type of original primary research will be awarded higher marks. The deadline is set for January so you can research over Christmas, but some organisations are difficult to access and may not be there during your Christmas holidays, so please start conducting primary research as soon as possible! Students who make reasonable contact, in good time, but receive no response, they should note their efforts in an appendix and all reasonable efforts to gather primary data, even if unsuccessful, will be taken into account when marking. 
  

Present-day analysis

The report should be done on the organisation as it is now; organisations will not benefit from an historical analysis of the past.

Report structure and content

You should write the report in report form, with paragraph headings, including the aspects laid out below. Please do NOT follow any other structure/guidelines such as for a marketing audit, or PEST analysis within other textbooks.

A. The organisation

Organisational objectives: what it would want marketing to achieve for it – its goal

Identification of its market: people they serve, environment, competitors, other influential actors/organisations it needs to take into account

Description of its current product(s): its product or behaviour, including people, place, organisation, buildings, policies, events, campaigns, services etc

B. Current market position 

        Current position in terms of support, satisfaction, performance measures, competition

C. Critique of current marketing effectiveness

         Marketing activities conducted – describe how it uses market intelligence, product design,       

        communication, delivery and any other aspects of marketing

Orientation: assess whether it is product, sales or market oriented or a combination

Effectiveness to date – make and assessment of the strengths and weaknesses of marketing used so far

D. Barriers or constraints to utilising marketing

e.g. cost, culture, institutional system, no or too many competitors, attitude of leadership, training of staff, nature of dominant market

E. Consultant Recommendations for the future

- as if you were a marketing consultant, give advice on how the organisation could use marketing more effectively to meet its objectives




Getting help from the module co-ordinator

You are welcome to discuss the assessment with me at any stage: please come to see me in my office hours or if this is not possible, please email me to make a specific appointment.

  
Meetings rather than email
However, please note that it will be best to come and see me in office hours than simply email me the week before the assessed work is due in. I will not guarantee to answer queries over email and I will not be able to respond the week the work is due in. I also prefer to see students face to face as it is much easier to explain and discuss in a meeting than over email. 

Please note that lecturers are allowed to have Christmas holidays! Therefore I will be able unable to respond to questions during the standard two week period of holidays over Christmas.
  
Students should therefore see me about the second assessment during office hours before they leave for Christmas.
Submission deadlines

I: Essay – worth 30% of the final mark – word limit 1500-2000, due 15 November 2004

II: Public Sector Marketing Consultancy Report – worth 70% of the final mark - word limit: 3000-5,000 words; due 17 January 2005
Word length

Please note that the expanded word lengths are to enable those students who wish more room to be able to write in detail, but it is not necessary to write up to the word limit. The minimum is fine. So please do not be put off by what may appear to be a lot of words; in practice most students find they use up the space easily!

Submission procedures for both assessments

Students need to hand in two copies, both word processed:- 

1st copy: named copy, with your name, registration number, course title/code and title of assignment and the department of management coursework cover sheet

2nd copy: one anonymous copy, with your registration number , course title/code and title of assignment on

You should also retain one copy for yourself and in case it is needed for the external examiner.

It should be handed into the departmental reception in Darwin Building according to the new system laid out in this year’s handbook, a note on the Department office door or direct notification by administrative staff. Please check the latest rules regarding times as late submission, even by just 5 minutes, may be penalised.
Departmental policy on plagiarism

All work you submit must be your own and not be copied or plagiarized in any way whatsoever. Plagiarism can result in severe penalties ranging from failure in a module to expulsion from the University. Further information regarding plagiarism can be obtained from the Keele University student handbook at: 

www.keele.ac.uk/depts/aa/handbook/section2/plagiarismanddishonesty.html
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