Health Care Marketing
MKT 4536

Spring, 2001
Professor: Dr. Raymond P. Fisk
Office: BA 102 Office Hours: By Appointment
Phones.  280-6160 work office or 280-6963 Mktg. Dept.
288-4740 home office
Fax: 280-5443
E-Mail: rfisk@uno.edu
Text

Interactive Services Marketing, by Raymond P. Fisk, Stephen J. Grove and Joby John (2000), Boston:
Houghton Mifflin.

Recommended Supplementary Texts
Market Driven Health Care, by Regina Herzingler (1999), Reading, MA: Perseus Books.

Marketing Strategiesfor Physicians: A Guideto Practice Growth, by Stephen W. Brown and Andrew
P. Morley (1986), Oraddll, NJ Medec Books.

Healthcare Marketing in Transition, by Terrence J. Rynne (1995), Chicago: Irwin.
Articles

Since agood and recent hedlth care marketing textbook isnot available, supplementa hedth care
marketing articles will be assigned to better establish the context and quirks of health care marketing.

Course Objectives
By the end of this course, you should be able to:
1. Andyze hedth care marketing issues.
2. ldentify sgnificant hedth care marketing problems.

3. Determine actionable problem remedies.



4. Understand and appreciate a broad perspective of hedth care marketing strategy.
Seminar Atmosphere and Conduct

Most graduate education occurs outside of the classroom. As such, the purpose of classtimeisthe
reinforcement, clarification and synthess of ideas learned prior to class. In this context the role of the
ingtructor isthat of an organizer, coordinator, resource person, and stimulator.

The class will be conducted in seminar style with some lecturing, but a heavy emphasis on class
discusson and participation. Y ou are expected to read assgnments prior to the classmeeting for which they
areassgned. Thevaueof discussonwill be heavily influenced by the preparation and performance of each
of us. Everyone is expected to contribute.

The subject matter of hedth care marketing invites lively discusson. Your knowledge and
understanding will be much enhanced through a stimulating exchange of ideas and voca examination of
concepts.

In addition, each student is expected to have acquired the habit of reading the business press
(BusinessWeek, CityBusiness, Fortune, Forbes, Wall Street Journal, etc.). Wewill devote someof our
discussontimetointerpretation of mgor current eventsin heath care marketing asthey arereported inthe
business press.

Exam

Y ou will have one essay exam a the end of the class. The exam will cover the textbook, articles,
and classroom discussion. It will require considerable preparation.

Term Project

Studentswill work in teamsto create marketing strategies for new or existing health care products
of loca hedlth care establishments. Thiswill include both awritten and an ora presentationof the marketing

Srategy.

Final Paper - Thefina paper isdueon April 29",

Detalled “ Guiddines for Preparing Papers’ are in a separate handout. It is mandatory that you
follow these “ Guidelines.”

You must use and reference some of the generd services marketing literature in developing your
marketing strategy. Also, be sureto use asmuch current hedth care marketing information aspossible (even
if it isfrom newspapers, magazines or from persond interviews) that will help you understand your topic.
Also, | must be ableto find “you” in the paper. In other words, | must be ableto find your interpretations,
evauations, ingghts and experiences in your paper.
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Term Project Presentation

Following the completion of your papers, we will schedule atime for each team to present your
marketing strategy to the class. Each team will prepareacopy of their presentation didesto distribute to the
class on the day of the presentation.

Service Encounter Journal

Aspart of your training, each student will keep ajournd of service encounter experiences. Thegod
of thisassgnment is to understand and eva uate the service encounter [buyer-sdler interaction] from your
own perspective as acustomer. This process will improve your ability to anayzeand diagnose hedlth care
marketing problems.

We al have a number of service encounters each week with everything from restaurants, banks,
drycleaners, doctors, libraries, hair stylists among others. Y ou are required to complete 7 journal entry
forms. One blank copy is attached -- make seven copies for yourself. Each entry will correspond to one
service encounter you have. The purpose of the journa is to identify sources of customer satisfaction or
dissatisfaction with services.

Collect avariety of typesof incidents[e.g., donot do only restaurantsor bars], aswell as somethat
you find satisfying and some that are dissatisfying. The best way to complete your journd isto fill one out
immediately following a particular incident. Do not try to do severd inarow. If you do your entries from
memory or do too many at one time, the qudity of the entries will suffer.

Journal entriesmust be typed.

Finally, develop areport in which the service encounter journd entries are andyzed. In this paper,
identify in your own words the sources and actions that seem to account for satisfaction or
dissatisfaction with services- includerelevant cour se concepts. Y our typed report, about 6- 7 pages
should dso include (as an addenda) your journd entries.

Y our report based on your service encounter journas is due on June 16™.

Grading

Grades for this course will be earned on adtraight scde:

90-100 = A
80-89 = B
70-79 = C
60-69 = D
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0-59 = F
Note: | do not curve grades.

Grades will be earned based ypon: (1) Consumer behavior grade from Professor Hensdl, (2)
performance on theterm project, (3) performance on the service encounter journd, and (4) performanceon
thefina exam.

Cour se Reguir ement Weight
Consumer Behavior Grade (From Professor Hensel) 25%
Service Encounter Journal 25%
Term Project (15% for paper, 10% for presentation) 25%
Find Exam 25%
TOTAL 100%

Make-up exams and incompletes are intended for emergencies and extraordinary Stuations. The
fact that you have alot of work to do does not fit these criteria. Make-up exams and incompletesare given
a my discretion and | do not give them often.

Marketing Ethics

Properly practiced, marketing is a very honorable professon. In a free marketplace, successtul
exchanges between buyersand sdllersrequire offering and receiving fair value. Nonethel ess, the marketing
professon suffers from a reputation that has been serioudy tainted for years by those short-sghted
marketers who seek to make a quick buck by cheating their customers. Y ou will not be among those
marketers! Y ou must understand that amarketing manager hastremendous ethical respongbilities because
of having so much contact with customers.

Fundamentally, decisions about right and wrong are persona decisons. Hiding behind corporate
policy is not acceptable. Making ethical choices requires very careful thought and the highest leve of
persona integrity. Y ou are expected to devel op marketing decisonsthat are ethical. Y ou will be pendized
should you choose unethicad marketing decisons. No excusesfor unethical decisionswill be acceptabl el

Pease understand that making ethical decisonsand preserving your persond integrity isnever easy.
Here are some of my persond beliefs about ethics:

Every business person has two major sets of ethical responsibilities: 1. Responsibilitiesto
yourself and 2. Responsihilities to your company. Responsibilitiesto yourself include taking pridein
your work, not engaging in or tolerating corruption, and not compromising personal ethics for
corporate goals. Responsibilities to your company include representing the firm ethically and working
productively. Y our responsibilitiesto yourself take precedence over those to the company. Never let
yourself be pressured into unethical behaviors at theinsistence of aboss. Y ou may even find that you
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will beforced toresign ajob (as| have) because of ethical conflicts. Don:t “go with the flow.” Guess
who would be scapegoated by the company when the truth was made public?

There are three traps that people often fall into as they wrestle with ethical decisions:
1.“A marrs got to eat!”

This trap leads people into engaging in or tolerating unethical conduct because they are
worried about eating (or getting paid, etc.). Don:t let this happen to you.

2. “Everybody elseisdoing it!”

Thistrap isvery seductive for many people because they want to be socially accepted. If you
worked in an industry in which most businesses were cheating their customers, that would
not makeit right.

3.“Who am | tojudge?’

Each of us must make our own judgments about what is right or wrong, and we should not be
silent about our beliefs. There is afamous quote from World War 11 that saysit very well:
“When they came for the Jews, | said nothing. When they came for the Poles, | said nothing.
When they came for me, there was no one left to say anything.”

All of these traps represent a suspension of consciousness. | would argue that suspension of
thought (the refusal to think things through) isthe root of all evil. Think about it!

Therearetwo powerful rulesof thumb that will help each of you avoid unethicd decisons Rulelis
the Mom Rule —“If your mother knew exactly what you are doing, would she gpprove?’ Rule 2 isthe
Morning Paper Rule—"If the morning newspaper wrote adetail ed description of your actions, would your
customers gpprove of your actions?’

Chesting

Aspart of my concern for marketing ethics, any evidence of chesting, whether by anindividua or a
team, will be severdly punished. There are several possible ways to cheat. One way is by damaging,
destroying or hiding library materids. Another way is by stedling, damaging or destroying another teanrs
meaterids.

Professionalism

Your conduct in this dass mugt be professond at al times. A professona is a person of true
character who conducts him or herself in adignified, ppropriate manner. Sadly, professond conduct isal
too rare in business (and incredibly rare in some sports). The best business firms (and the best hedlth care
organizations) tolerate nothing less than professiona conduct. They aso hire and keep only those people
cgpable of behaving professondly.
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Professiond conduct will bethenorminthisclass. Professona conduct meansthat you will tregt all
classmemberswith respect. All questions and commentsduring the ord presentations must be professond
rather than persond. Persond criticisms of class members will be pendized.
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American Disabilities Act

ItisUniversty policy to provide, on aflexible andindividuaized bass, reasonable accommodations
to students who have disabilities that may affect their ability to participate in course activities or to meet
course requirements. Students with disabilities are encouraged to contact their instructors to discusstheir
individua needs for accommodetions.

About Your Instructor

DR. RAYMOND P. FISK isProfessor and Chair of the Department of Marketing at the Univergty
of New Orleans. He earned his B.S., M.B.A., and Ph.D. from Arizona State University. Previoudy, he
served as Interim Chair and Associate Professor of the Department of Marketing, University of Central
Florida and Interim Head and Associate Professor of the Department of Marketing, Oklahoma State
University. Dr. Fisk served asaFulbright Scholar to Klagenfurt University of Education Sciences, Audtria
Hehasdso taught at ArizonaState University, the American Graduate School of International Management
(Thunderbird), the Universidade do Porto, Portugd, University College, Dublin, Ireland, and the Swedish
School of Economics, Helsinki, Finland. Dr. Fiskss research has focused on services marketing and
marketing theory. He has published in the Journal of Marketing, Journal of Retailing, Journal of the
Academy of Marketing Science, European Journal of Marketing, Journal of Services Marketing,
Service Industries Journal, Inter national Journal of Service Industry Management, Journal of Health
Care Marketing, Journal of Professional ServicesMarketing, Journal of Marketing Education, and
the Mar keting Education Review. Dr. Fisk has published four books: Marketing Theory: Distinguished
Contributions, AIRWAYS: A Marketing Smulation, ServicesMarketing: An Annotated Bibliography,
and Interactive Services Marketing. Dr. Fisk created SERVMARK: The Electronic Bibliography of
Services Marketing Literature and started the American Marketing Associatiorss Services Marketing
Specid Interest Group. Heis Past- Presdent of the AMA:=sCentrd Horidaand New Orleans Chepters. Dr.
Fisk has served varioudy as Senior Vice Presdent of Marketing, Finance, Teaching and Information
Dissemination on the Executive Committee of AMA:=s Academic Council. Heled the AMA Taskforcethat

put the AMA on the Internet. Currently, Dr. Fisk is President of the AMA:=s Academic Council. Dr. Fisks
hedlth care marketing experience includes consulting, executive seminars and speeches to hedth care
organizations.
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Week of
Apil 21
22
May 19
20
June 16
17
June 23

Health Care Marketing
MKT 4536
Spring, 2001
Schedule
Topic
Introduction & Service Frameworks
Services Technology, Strategy & Performances
Demand, People, Setting, & Customers
Price, Promotion, & Quality
Recovery, Research, Internationd, & the Future
Oral Presentation of Projects

Final Exam

Hedth Care article assgnments will be made separately.

Other Due Dates-

Service Encounter Journals—May 19"

Paper — June 16"

Chapter Assgnments

Ch.1,2
Ch.3,4&5
Ch.6,7,8&9
Ch.10,11& 12

Ch.13,14,15& 16



Service Encounter

Journal Entry:
Y our Name:
Name of Firm:
Type of service (e.g., arline, bank, restaurant):
Date of encounter: Time encounter occurred:
What specific circumstances led up to this encounter?
Exactly what did the firm/employee say or do?
How would you rate your level of satisfaction with this encounter?
(circle anumber corresponding to your fedings)

1 2 3 4 6 7
extremely extremey
dissatisfied satisfied

What exactly made you fed that way?
What could the employee/firm have done to make you happier with the encounter?
How likely isit that you will go back to this service firm?
(circle one number)
1 2 3 4 6 7
extremdy extremdy
unlikey likey



