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MGT569 - Healthcare Marketing 
Fall 2012 

 
Instructor        
Paul Abel, Ph.D.         
Adjunct Faculty, School of Medicine 
Oregon Health & Science University       
Email: paul.abel@blue-research.com 
Phone: 503-888-7391        
 
 
Description 
Knowing how to effectively apply marketing principles in realistic management situations is essential for healthcare 
executives. As the US healthcare industry continues to evolve, government(s), employers, insurers and patients are all 
exerting more and more influence on the how, when and where in the delivery of care. To be successful in this market 
requires understanding and knowing how to apply the various needs of the healthcare ‘customers,’ to efficiently 
define, market, influence and deliver services that customers want. Healthcare marketing is an essential tool for 
executives to successfully lead organizations to compete, to grow and to thrive in this industry.  
 
This course is specifically designed to provide students an understanding of marketing principles through practical, 
hands-on application in the healthcare industry. Students will have the opportunity to directly apply the tools learned 
in this course in the creation of a real-world marketing plan with fellow classmates. This learning experience is 
supported and complemented by carefully selected case studies, discussions, videos, presentations from leading 
executives and textbook readings.  
 
The overall objective of this course is to help you understand through experiential learning both the value of 
marketing and how to effectively apply marketing principles in the healthcare industry. 
 
This course is intended to provide understanding around the following specific questions: 

• What is marketing and why do marketing in healthcare? 

• What are the core marketing concepts every healthcare leader should know? 

• How can you apply marketing principles successfully in your organization? 
 
Credits  
This is a 4-credit, 10-week, graduate-level course using blended learning methods. The course begins Monday 
September 24 and ends on Friday, December 2. Two face-to-face (F2F) sessions will be held, one the end of the 
second week (October 5th), the second the end of the final week (November 30th). Both F2F sessions will be conducted 
at the OHSU South Waterfront Center for Health and Healing (CHH) 12th floor room 12181 from 4-9pm; attendance at 
the face-to-face sessions is a course requirement. 
 
Office Hours: 
The timeliest way to reach me and ask questions is via email. I will attempt to respond to any email inquire as soon as 
possible after I receive them. I will also be glad to meet in person or discuss questions over the phone as needed or 
appropriate. If a majority of the class would find it useful I’ll be glad to arrange a weekly office hour. I will check online 
discussion forum at least twice a week: Thursday and Friday. 
 
  

mailto:paul.abel@blue-research.com
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Organization 
The course is structured around analyzing and discussing practical, real-life, management situations through case 
studies, online discussions, guest presentations, team projects, students and teacher interactions. Students are 
expected to review content and read materials on their own. The philosophy is that the instructor is a facilitator of 
learning; the student’s job is to learn—from the content, each other, experiences and instructor.  
 
We will be using the OHSU Sakai platform (http://sakai.ohsu.edu) for the online part of the course. Each week will 
involve the completion of tasks, questions and discussions designed to facilitate the learning experience. During the 
final face-to-face session student teams will present a marketing plan they developed. 
 
Grading 
30%: Individual assignments. 

1) Complete review of weekly material and individual tasks before the end of each week. This enables the class 
to participate in an ‘informed’ online discussion the latter part of each week.  
 
2) Prepare a careful review and analysis of PacifiCare's African American Health Solutions (HBR M312-PDF-ENG) 
no more than 5 pages. IMPORTANT NOTE: the purpose of this assignment is to demonstrate your critical 
thinking skills and application of marketing concepts NOT to summarize the case or the data presented.  
 
Questions you need to address in your analysis of this case are: Is the AAHS program successful? Why or why 
not? What did the team do well and what did they not do so well? What should they do moving forward? Why? 
How?  
 
As you approach this assignment consider the following:   

• Problem statement/Key issues: Provide a clear statement of the problem/key management issues you have 
identified through your analysis. 

• Supporting argument: Explain why you have concluded that this is the key issue or underlying issues. To do 
this, explain how the data presented, information you have found and concepts covered in the course leads 
to your findings and interpretations. 

• Alternative strategies: Describe the strategies available to the organization and explain the benefits and 
costs you expect from each and how the implementation of each strategy will affect the situation. 

Avoid cop-outs such as: 
• "Hire a new president who can solve the problem." 

• “Define objectives.” 

• "Conduct market research." 

• "Delegate more authority to lower management." 

• "Hire a management consultant to solve the problem." 

• Recommendation: Identify which strategy you recommend and explain your recommendation. This 
explanation should flow naturally from your earlier discussion of the options. Effective managers are willing 
to confront the real issues, even if they are sensitive. The best solutions often involve taking calculated risks. 
Be willing to take those risks in presenting your solution. A conservative, risk-free solution is often not the 
best one. 

• Implementation plan: Present an implementation plan for your recommended strategy.  

Be sure to back up your points above with a well thought out rationale based on applying specific concepts or 
analytical frameworks to the data available to you. Do not waste space summarizing information already found in 
the case. Assume the reader is already completely familiar with the situation as described. You should, however, 
refer to specific data or facts when necessary to support your analysis or conclusions. Your report should be clear, 

http://sakai.ohsu.edu/
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concise, and objective. Don't embellish your analysis with flowery language, hyperbole, or unsupported personal 
opinions.  

Differentiate between facts, opinions, and assumptions. Assess all evidence in the case to determine its accuracy, 
reliability, and relevance. If different facts seem to conflict then try to resolve the disagreements. Deal explicitly 
with any differences of opinion between characters in the case.  

Use any information that is relevant. You can take advantage of information that has become available 
subsequent to the date of the case / what has actually happened.  

30%: Active preparation in discussion forums.  
During weeks when the course does not meet face-to-face, students will be asked to participate in an online class 
discussion forum and a spate online team forum. The goal of these discussions is to help internalize concepts, 
consider how they apply within your own organization and identify areas from reviewing the course content that 
may need further clarification. Students will be asked to post a response to at least one question and respond to 
the posting of at least one other student each week. The details and due dates for doing this are spelled out in the 
individual weekly assignments. All Sakai postings must be in clear, concise, professional business language. 

 
40%: Team project 

Students will be divided into teams; each team will create a marketing plan for an existing or potential health care 
offering. Over the course of the term this marketing plan will be developed, interim drafts will be submitted and 
reviewed, and a final version will be presented during the last face-to-face course session. Presentations are to 
last no more than 1 hour 30 minutes plus 30 minutes for Q&A. Grading will be based on the marketing plan 
content, effectiveness of the presentation, response to Q&A and team member evaluation of each other’s 
individual contribution to the team effort.  

 
Graduate credit will be granted for a class grade of C or better, however a class grade below B is cause for serious 
concern.  
 
Grades are based on the following criteria: 
 

A 95-100%  
A- 90-94%  
B+ 87-89%  
B 83-86%  

 B- 80-82%  
C+ 77-79%  
C 73-76%  
C- 70-72%  

 D+ 67-69%  
D 63-66%  
D- 60-62%  
F Below 60%  

  

 
Grades are due to the Registrar’s Office one week after the end of the term. Students will find official grades posted in 
ISIS within two weeks of the completion of the term. If at this time you do not see your grades in ISIS, please contact 
the Division at 503-346-0375.  
 
Required Materials 

Reading Packet: 
Harvard Business Review articles are available at the following website: 
http://cb.hbsp.harvard.edu/cb/access/14384046  
 

All other articles will be available through the links provided below and posted in the individual weeks 
assignments online.  
 

  

http://cb.hbsp.harvard.edu/cb/access/14384046
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Textbook: 

  
 

 
Team Project 
Students will be divided into two or more teams (pending on class size) and given a real-life marketing challenge: 
creation of a marketing plan. The goal is to gain practical insights through experience that will help synthesize and 
internalize concepts covered in the course. Your marketing plan project is a progressive effort; I will give you feedback 
along way. In creating this plan you need to communicate your ideas clearly and convincingly. Use the textbook, 
course materials, company information and your own research. 
 
I encourage you to create a roadmap for how you will work together as a team early in the term and build into this 
roadmap the check points when you will need to submit iterations of your marketing plan (see below). Your final 
marketing plan will be evaluated by the instructor, the other student team, a panel of judges as well as feedback from 
your teammates on each other’s contribution towards this effort. The textbook has an example of a marketing plan; I 
suggest you review others. If possible as a practical resource, I suggest finding examples of marketing plans within 
your own organization. The HBR reading material also includes an overview on creating a marketing plan. This reading 
is not assigned in the course, although is included as reference material. 
 

 
Copyright Information  
Every reasonable effort has been made to protect the copyright requirements of materials used in this course. Class 
participants are warned not to copy, audio, or videotape in violation of copyright laws. Journal articles will be kept on 
reserve at the library or online for student access. Copyright law does allow for making one personal copy of each 
article from the original article. This limit also applies to electronic sources.  
 
To comply with the fair use fair use doctrine of the US copyright law, Sakai course sites close three weeks after grades 
are posted with the Registrar. Please be sure to download all course material you wish to keep before this time.  
 
Syllabus Changes & Retention  
This syllabus is not to be considered a contract between the student and the School of Medicine. It is recognized that 
changes may be made as the need arises. Students are responsible for keeping a copy of the course syllabus for their 
records. HOWEVER PLEASE NOTE: the course outline posted on Sakai will have the most up to date information.  
 
Student Access  
Our program is committed to all students achieving their potential. If you have a disability or think you may have a 
disability (physical, learning, hearing, vision, psychological) which may need a reasonable accommodation please 
contact Student Access at (503) 494-0082 or e-mail at orchards@ohsu.edu to discuss your needs.  
 
You can also find more information here. Because accommodations can take time to implement, it is important to 
have this discussion as soon as possible. All information regarding a student’s disability is kept in accordance with 
relevant state and federal laws.  
 
Inclement Weather Policy  
When the weather forecaster is calling for ice or snow, call the OHSU Alert Line, 503 494-9021, for information 
regarding weather conditions that may affect operations at OHSU. If classes are canceled or delayed, residents and 
students who have patient care responsibilities must meet those obligations. See this website for details.  For more 
information specific to the Division, please visit our website.  

Marketing Management, Thirteenth Edition 
Philip Kotler, Kevin Lane Keller 
http://www.amazon.com/Marketing-Management-13th-Philip-
Kotler/dp/0136009980/ref=sr_1_1?ie=UTF8&qid=1250544227&
sr=8-1 
 
 
 

http://www.ohsu.edu/xd/education/student-services/education-diversity/student-access/index.cfm
http://www.ohsu.edu/xd/about/visiting/weather/index.cfm
http://www.ohsu.edu/xd/education/schools/school-of-medicine/departments/basic-science-departments/division-of-management/upload/weather.pdf
http://www.amazon.com/Marketing-Management-13th-Philip-Kotler/dp/0136009980/ref=sr_1_1?ie=UTF8&qid=1250544227&sr=8-1
http://www.amazon.com/Marketing-Management-13th-Philip-Kotler/dp/0136009980/ref=sr_1_1?ie=UTF8&qid=1250544227&sr=8-1
http://www.amazon.com/Marketing-Management-13th-Philip-Kotler/dp/0136009980/ref=sr_1_1?ie=UTF8&qid=1250544227&sr=8-1
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Academic Honesty  
Course participants are expected to maintain academic honesty in their course work. Participants should refrain from 
seeking past published solutions to any assignments. Literature and resources (including Internet resources) employed 
in fulfilling assignments must be cited. More information can be found online here.  
 
In an effort to uphold the principles and practice of academic honesty, faculty members at OHSU may use originality 
checking systems such as Turnitin to compare a student’s submitted work against multiple sources.  
 
Use of Sakai  
This course will have an online component, which can be accessed through Sakai, OHSU’s online course management 
system. For any technical questions or if you need help logging in, please contact the Sakai Help Desk.  
 
Hours: Sakai Help Desk Mon – Fri, 8 am – 10 pm weekends 12 pm – 8 pm  
 
Contact Information: (Local) 503-494-7074, (Toll-free) 877-972-5249 email sakai@ohsu.edu  
Please remember, Sakai course sites close three weeks after grades are posted with the Registrar. Please be sure to 
download all course material you wish to keep before this time.  
 
  

http://www.ohsu.edu/xd/education/library/research-assistance/plagiarism.cfm?WT_rank=1
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Course Calendar (First 3 Weeks)  
 

 Week 1 (Sept 24 - 30): Is Marketing Important in Healthcare? 
 

1. Read the “Welcome to the Class” posting on Sakai and introduce yourself to the class by 
“responding” to the latest posting on this “thread” with your name, the name of your 
company or organization, your role within your organization, your experience with 
Marketing and what you would like to most get out of this course by midnight Sept 26. 

 
2. As an introduction to marketing please read the following: Marketing Myopia and 

Marketing Management Chapter 1 summary on page 30, then pages 10-15, 18-30. Chapter 
2 summary on page 63, then pages 34-40 and 56-57. Please ask if you have any questions 
on the topics covered by posting your question to the class discussion forum. Due by Sept 
27 
 

3. Meet with your marketing plan team in person and/or over the phone to discuss how you 
will work as a team to conduct the market research assignment (due week 2) and create 
the marketing plan. You will also want to plan how you will accomplish week two's market 
research team assignment carefully and begin working on this as soon as possible. Due by 
Sept 27 

 
4. To prepare for the first phase of the class project, please read Chapter 4 pages 89-105 and 

watch the video segments from the following two chapters at the link below as follows:  
“The Science of Selling” from 0:00 until 9:25min, then 14:19min until 18:03min  
“Giving Us What We Want” from 0:00 until 9:02 

http://www.pbs.org/wgbh/pages/frontline/video/flv/generic.html?s=frol02p74&continuou
s=1 
 
Please post a one-page maximum summary of your reactions to this content (text readings 
and videos) in the class discussion forum.  Specifically I’d like you to comment on one or 
more of the following:  

• What were the most important learnings for you?   
• What does your organization do to understand its customers and apply what it 

learns? (please consider this yourself as well as ask within your organization) 
• In what way could these learnings positively impact your organization, or you, 

given your current role or future position?   
Postings are due by 12pmPST Friday Sep 28. Note: clarity is more important than length 
 

5. Respond to at least one other student’s reactions by posting a response to their ‘thread’ 
Note: you can ask questions to each other, elaborate on points, agree or disagree. The goal 
here is to learn from each other’s experiences as they relate to these topics; clarity is more 
important than length.  If you agree or disagree with the postings of others please 
elaborate on the reasons why.  Due by Saturday, end of day, Sept 29  

 
Checklist for weekly tasks and Sakai postings: 
____ Sept 26:  (1.1) Introduce yourself to the class by answering the questions above. 
____ Sept 27:  (1.2) Complete reading assignments 
____ Sept 27:  (1.3) Meet with team and begin week 2 market research assignment 
____ Sept 28:  (1.4) Post your response to the three questions above about the text  
____ Sept 29:   (1.5) Respond to at least one other person’s posting  

 

http://www.pbs.org/wgbh/pages/frontline/video/flv/generic.html?s=frol02p74&continuous=1
http://www.pbs.org/wgbh/pages/frontline/video/flv/generic.html?s=frol02p74&continuous=1
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Week 2 (Oct 1 - Oct 7): Who is the customer and what do they want? 

 
1. To efficiently understand the needs of customers it is important to first carefully evaluate 

who is “the customer.”  What characteristics best distinguish the target customer from the 
non-targets? What are their unmet needs? How can they be reached and influenced? What 
will drive them to adopt your service over the competition? For a baseline understanding 
of market segmentation and target marketing read and be prepared to answer questions 
about Marketing Management Chapter 8. Please ask if you have any questions on the 
topics covered by posting your question to the class discussion forum. Due by Oct 3 
 

2. Watch the following video that talks about how the food industry came to think about 
meeting the needs of the customer by recognizing there are different types of customers 
with different needs and preferences. Malcolm Gladwell video on Market Segmentation  
 
Watch the following video that talks about how politicians and advertisers use consumer 
segmentation data to target campaigns based on the perceptions of constituent groups. 
“Chapter 6: The Narrow Casting Future” from Frontline’s Persuaders until 5:24 min 
http://www.pbs.org/wgbh/pages/frontline/video/flv/generic.html?s=frol02p74&continuou
s=1 Due by Oct 3 
 

3. As a team, create a profile of the ideal customer for your marketing plan. You will want to 
consider information about the market for your services, what your company is or could be 
prepared to deliver, as well as information about customers in need or that can benefit 
from your services. Factors to consider as you define your idea customer include: age, 
attitudes, income, desires, insurance coverage, health, lifestyle, life stage, careers and 
location. You will also want to be sure the population of ideal customers is large enough to 
be attractive to your business. One point to note, by ideal customer I mean the individual 
that you will market your service to and will likely be the one that will ‘buy’ your service; 
this may (or may not) be different from the individual that will actually benefit from or use 
your service. 
 
 
 
Once you have created a profile of your ideal customer your task is to conduct primary 
research by seeking out and talking directly with 10 people that match the specific profile 
of your ideal customers. The goal of that research is to understand what this audience 
wants as it relates to the products and services you offer, what this audience perceives to 
be true about your company and/or your specific product offering and what factors your 
ideal customer believes are most important in selecting a provider for that offering. 
Ultimately, you are trying to gain insights into how to define an offering to meet what your 
ideal customer wants to buy and define strategies that will make your ideal customer want 
what you have to sell. I encourage you to carefully plan the way in which you will collect 
this information and the specific questions you will ask; feel free to use your instructor as a 
resource or sounding board.  
 
Using your team’s discussion forum (not the class discussion forum), please agree on a 
response to each of the following questions after your research is complete.  

http://www.ted.com/talks/lang/eng/malcolm_gladwell_on_spaghetti_sauce.html
http://www.pbs.org/wgbh/pages/frontline/video/flv/generic.html?s=frol02p74&continuous=1
http://www.pbs.org/wgbh/pages/frontline/video/flv/generic.html?s=frol02p74&continuous=1
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• Who is your ideal customer and why? How many of them are there in the Portland 
Metro area?  

• What are their unmet needs which they want fulfilled as it relates to your category 
of offerings? What are their ‘hot buttons’ or ‘motivators’ 

• What are their current perceptions of your offering or brand? What might help and 
what might hinder your ability to get customers to adopt your service based on 
your research?  

Select one person from your team to post the results of your team’s efforts to the class 
discussion forum; this is due by end of day Oct 4th. Note: clarity is more important than 
length. 
 

4. For the face-to-face meeting, each team should be prepared to provide an overview of 
their market research: the goal, method used, research findings and interpretations. Each 
team will need to deliver this overview in no more than a 30-minute presentation. 
 

5. As a team, based on the discussion during the face-to-face meeting and your own 
experience, create a response to the other team’s efforts by posting a response to their 
‘thread’ in the class discussion forum. Note: you can ask questions to the team, make 
suggestions to their points, or raise potential concerns with their theses. The goal here is to 
learn from each other and help further develop the marketing plan. Identifying the target 
segment, understanding their needs and developing a good understanding of what makes 
them ‘tick’ is important in creating an effective marketing plan. Due by Saturday October 
6th. 
 

 
Face-to-Face session October 5th, 4-9pm at CHH 12181 
During our face-to-face meeting we will review and plan the marketing team assignment, discuss 
the role of healthcare marketing and the overall course content, structure and layout. We will also 
have a unique opportunity to listen to presentations from two healthcare executives: one from 
OHSU and one from Providence Health & Services. These presentations will provide the context 
and valuable information for the marketing plan assignments.  
 
Attendance is required for the course; please be sure to give yourself enough time to get to class 
on time given traffic, parking, etc.; we will start and end on schedule. 

 
Checklist for weekly tasks and Sakai postings: 
____ Oct 3:   (2.1) Complete reading assignment 
____ Oct 3:  (2.2) Watch video 
____ Oct 4:  (2.3) Complete research and post response to questions  
____ Oct 5:   (2.4) Deliver your presentation at the face-to-face meeting 
____ Oct 6:  (2.5) Discuss and post a response to other team’s posting   
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Week 3 (Oct 8 - Oct 14): What will you offer to meet the needs of your customer? 
 

1. Please watch the following video 
http://www.cnn.com/video/#/video/health/2009/09/21/cohen.telemedicine.cnn?iref=vide
osearch and read American Well: The Doctor Will E-See You Now (HBR 9-510-061). If a 
thread has not already been started answer one or more of the following questions (if a 
thread has already been started on that topic then respond to at least one of the following 
threads).  

• Who is likely to use OC, in which situations (when) and what benefit would they 
receive (Why)?  In what way does OC compete with traditional care models and in 
what way does it complement or extend care models? 

• What would be an annual salary for a physician that did all of his/her work using 
OC? Which types of physicians are most likely to join? Why? 

• Which potential customer in the health-care value chain should Ido and Roy target 
next and why?   

Postings are due by 12pmPST Thursday Oct 11; clarity is more important than length 
 

2. As a team, determine what your product/service offering will be for your target customer 
segment. This should address a key unmet need for your targets, define a solution that is 
attractive given competitive offerings and realistic given the cost required to provide the 
service. I suggest reviewing chapter 12, particularly pages 331-337. 
 
Once your team has agreed on its offering(s), and believes it will be compelling for your 
target audience, please have one person from your team post a brief, but comprehensive 
description (no more than one-page) to the week team sharing/response topic forum. As 
you craft this description please describe the offering(s) in simplistic terms – as you might 
describe it to an elementary school student. You should include who your target is; what 
unmet need your solution addresses and what/how the product or service will be 
delivered. Note, the intent is to use language that clearly describes the information above 
without worrying at this point about using language designed to make it sound attractive or 
compelling. We’ll get into that later. Due by end of day Thursday Oct 11 
 

3. As a team, create a response to the other team’s efforts by posting a response to their 
‘thread’ As before you can ask questions to the team, make suggestions, or raise potential 
concerns. The goal here is to learn from each other and help further develop the offerings. 
Due Friday end of day Oct 12. 
 

4. Individual Assignment: Prepare a careful review and analysis of PacifiCare's African 
American Health Solutions (HBR M312-PDF-ENG) no more than 5 pages, submitted by 
8:00am Pacific Time Monday, October 15. IMPORTANT NOTE: the purpose of this 
assignment is to demonstrate your critical thinking skills and application of marketing 
concepts NOT to summarize the case or the data presented.  
 

5. Questions you need to address in your analysis of this case are: Is the AAHS program 
successful? Why or why not? What did the team do well and what did they not do so well? 
What should they do moving forward? Why? How? NOTE: Be sure to review the 
information in the syllabus above under Grading that provides guidance on how to 
approach this assignment 
 

  

http://www.cnn.com/video/#/video/health/2009/09/21/cohen.telemedicine.cnn?iref=videosearch
http://www.cnn.com/video/#/video/health/2009/09/21/cohen.telemedicine.cnn?iref=videosearch
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Checklist for weekly tasks and Sakai postings: 
____ Oct 11 by noon: (3.1) Complete reading and post response to questions outlined above  
____ Oct 11:  (3.2) Define your offering and post a description to the class forum 
____ Oct 12:   (3.3) Discuss and post a response to other team’s offering  
____ Oct 15:   (3.4) Submit individual case study assignment 
 


