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 Panuska College of Professional Studies 

Department of Health Administration and Human Resources 

University of Scranton 
  

HAD 515 - Health Care Planning and Marketing             Dr. Rita DiLeo, DSc,MPA,CRA,RT,BSP      

Fall 2019 -  Thursday: 4:30 pm ± 7:10 pm                        Office ± McGurrin 407, PCPS 

Room:  ELH 400                                                                E-Mail: rita.dileo@scranton.edu 

Office Hours: Wed ± 1pm to 2pm /Thurs ± 12pm to 2pm  Telephone: 570-941-7598 

                                      

I. Course Description 
The purpose, function, and application of planning and marketing in health care administration 

are studied.  Content includes strategic planning, situational analysis, strategy formulation, action 

planning, exchange/buyer behavior, segmentation, market research, product/services pricing, 

distribution, promotion, and marketing control. The role and responsibility of health system 

governance in marketing fundamentals and ethics is examined. This course provides for a 

framework to identify ³the customer´ of health care and how an organization would structure and 

position itself within a specific market. Selected theoretical concepts are drawn from disciplines 

such as economics, organizational theory, psychology, and sociology.  Perquisites are HAD 500, 

HAD 501, HAD 505, and HAD 519, or permission from the instructor. 
 

II. Competencies, Student Learning Outcomes, and Assessment 

HLA Competency Model 

Adopted MHA Program Course Specific Core Competencies 
 

Domain #1: Communication and Relationship Management 

mailto:rita.dileo@scranton.edu
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III. Course Activities/Methodology 
 

This course uses readings, group exercises, case studies, lectures, projects, videos, discussions, 

handouts. Tests, guest speakers, research, and students¶ presentations to enable students to 

achieve course objectives.  Other learning methods may be used. Class sessions will be mixed in 

format, to include interactive lectures, discussions of readings, case analyses, video clips, &  in-

�ဨFODVV��H[HUFLVHV��DQG��SUHVHQWDWLRQV���The students will  be  divided  into  teams  with each  team  

building a marketing/strategic plan to promote a company's product and/or service.  

 

The students also complete the individual assignment(s) to demonstrate mastery of the content 

material. Students will participate in weekly discussion with the instructor assigned topic/question 

to demonstrate their ability to examine marketing research issues with a holistic focus.  

 

 
IV. Student Responsibilities 
 

Students are responsible for: 

 completing all reading assignments prior to scheduled classes 

 participating in class by actively engaging in discussions regarding assigned case studies 

and readings 

 attending(on time) and meaningfully contributing to all classes 

 getting all material presented and announcements made during any class 

 completing all course assignments and activities as scheduled 

 talking with the instructor regarding questions or concerns about assignments, grades, 

class activities, or other aspects of the course 

 reading and following the university policy on attendance, plagiarism and other matters 

 reading and understand the course syllabus and comply with all the requirements outlined 

for the course. 

 logging regularly to D2L to read course announcements, submit assignments, complete 

discussion boards, and access power points or other lecture related information. 

 using D2L¶s messaging tool for internal course communication; your University of 

Scranton email account should only be used for times when D2L cannot be accessed. 

 contacting the instructor immediately in the event of an emergency, illness, or issue that 

affects participation or attendance in this course. 

 

 

V. Additional Course Information and Method of Evaluation 

 
1. Do not expect any posted power points to duplicate readings, or vice versa.  You are 
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extension, substitution, waiver, or make-up of any assignment will be at the discretion of 

the instructor. To avoid any issues, complete and submit your work as required.  

           Problems with technology or understanding how to use D2L tools are not a valid      

           excuse for failing to submit an assignment on time. 

 
4. Work submitted after 11:59pm EST on the end/due date may be penalized a single letter, 

up to a 24-hour period. 

 
5. No assignments will be accepted after 24 hours past the due date. It is recommended that 

you allocate at least 10 hours per week for course readings and assignments. Please plan 

accordingly. 

 
6. Class absences will impact the final course grade. Please note that attendance is 

extremely important for your success in this course and is required. Class attendance, 

preparation, and participation are directly correlated with course performance and with 

actual long-term retention.  The more one attends, prepares, and participates, the more one 

learns and retains that learning.  Be prepared to meaningfully discuss class readings, cases, 

assignments, lectures, activities, and materials.  Students are encouraged to share their 

own experiences that fit with the class content. 

 

7. 
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VI. Required Reading 
 

Berkowitz, E. N. (2011). Essentials of Health Care Marketing (3
rd

 Edition). Jones & Bartlett 

Learning, LLC 

 

Fortenberry, J.L. (2011). Cases in Health Care Marketing.  Jones and Bartlett Learning, LLC 

 

Zuckerman, A.M. (2012). Healthcare Strategic Planning. Health Administration Press. 

 

Reading in the health care planning, marketing, and management literature (e.g., Marketing 

Health Services and Health Care Management Review), health care trade journals (e.g., Modern 

Healthcare), World Wide Web sites, and newspapers will be useful to prepare for meaningful 

class discussion and to complete assignments. 

 

Microsoft Word, Excel and PowerPoint are used in this course. If you lack basic knowledge of 

these software packages, consider consulting one of the many free on-line tutorial resources, 

including https://support.office.com/en-us/training 

 

VII. Accommodation 
 

The University of Scranton complies with all applicable laws & regulations with respect to the 

accommodation of handicaps & disabilities as these terms are defined in the law.  The University 

will provide reasonable accommodation so that students can fully participate in curricular & 

https://support.office.com/en-us/training
http://www.scranton.edu/ctle
mailto:disabilityservices@scranton.edu
http://www.scranton.edu/disabilities
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Writing Center Services 

 

The Writing Center focuses on helping students become better writers. Consultants 

will work one-on-one with students to discuss students' work and provide feedback 

at any stage of the writing process. Scheduling appointments early in the writing 

progress is encouraged. 

 

Students can make an appointment through the My.Scranton 

portal: my.scranton.edu -> Self Service -> Student & Financial Aid -> CTLE Menu. 

 

For more information, please contact Amye Archer at 

amye.archer@scranton.edu or visit the Writing Center webpage. 

 
Counseling Services and Academic Support 
The strains and workload of student life can sometimes feel overwhelming and it is easy to lose 

perspective when faced with academic, social, and personal demands.  The staff of the 

Counseling Center (6th floor of O¶Hara Hall) are there to help students manage the stresses of 

university life. Appointment can be scheduled by calling 941-7620 or by stopping by.  

 
 

VIII. Responsible Employee  

 

mailto:amye.archer@scranton.edu
/academics/ctle/writing/index.shtml
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Students who believe they have been subject to sexual harassment, sexual misconduct or sex or 

gender discrimination should contact Christine M. Black, Interim Title IX Coordinator, (570) 

941-6645 christine.black@scranton.edu or Ms. Lauren Rivera, AVP for Student Formation & 

Campus Life and Dean of Students, at (570)941-7680 lauren.rivera@scranton.edu.  The United 

States Department of Education¶s Office for Civil Rights (OCR) enforces Title IX.  Information 

regarding OCR may be found at www.ed.gov/about/offices/list/ocr/index.html       

 

The University of Scranton Sexual Harassment and Sexual Misconduct Policy can be found 

online at www.scranton.edu/diversity. All reporting options and resources are available at 

www.scranton.edu/CARE.  

 

 

X. ACADEMIC CODE OF HONESTY 
 

Conduct that violates the Academic Code of Honesty includes plagiarism, duplicate submission 

of the same work, collusion, providing false information, unauthorized use of computers, theft & 

destruction of property, & unauthorized possession of tests & other materials.  Steps taken in 

mailto:christine.black@scranton.edu
mailto:lauren.rivera@scranton.edu
http://www.ed.gov/about/offices/list/ocr/index.html
http://www.scranton.edu/diversity
http://www.scranton.edu/CARE
http://www.scranton.edu/student_handbook
http://matrix.scranton.edu/student%20handbook/policy%20academic%20code%20honesty.html
http://owl.english.purdue.edu/owl/resource/589/1
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                                                        Absentee Policy 

 
Students are expected to attend class to maximize your learning and to support your team. Since 

participation is a component of your grade and requires attendance, if you are not in class on a 
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10 �‡  Assess the impact the strategic planning facilitator has on strategy execution and success. 

�‡  Create strategies and plans by assessing business environment. 

�‡  Prescribe the implementation, evaluation, and modification of the strategic plan 

�‡  Employ decision-making techniques to draw conclusion  

Class Content 

�‡  Special role of budgets 

�‡  Process guidelines 

�‡  Reassessing and revising plans 

�‡  Facilitating the strategic planning process 

�‡  Organization culture and performance 

�‡  Four barriers to strategy execution 

�‡  The Balanced Scorecard 

�‡  Annual strategic plan update 

�‡  Strategic thinking, decision making, and game theory  

Readings  

Zuckerman, Chapters 11, 12 

 

No Discussion Board this week.  

 

 

Week 6 Fundamentals of Health Care Marketing (Oct. 3) 

 

Mid-Term Exam 

 

Additional Information for Class TBA 

 

Weeks 7  Fundamentals of Health Care Marketing (Oct. 10) 

 

 

Learning Objectives 

�‡  Explain principles of marketing used by health care executive in creating value 

�‡  Project marketing strategy to generate competitive advantage 

�‡  Create strategies and plans by assessing business environment. 

�‡  Reflect on the environment of marketing strategy in creating service and product 

�‡  Distinguish among marketing mix elements 

�‡  Delineate needs and wants 

�‡  Describe the value of alternative portfolio models 

�‡  Appreciate the factors that affect the level of competitive intensity  

Class Content 

�‡  What is marketing? 

�‡  What is a Marketing Plan? 

�‡  The History of Marketing 

�‡  Marketing in Healthcare 

�‡  Needs vs. Wants 

�‡  Target Market 

�‡  The environment of marketing strategy 

�‡  Economic, Technological & Social Factors 

�‡  Competitive and Regulatory Factors  
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Readings  

Berkowitz, Chapters 1, 2, 3 

 

Week 7 – Discussion 5 
 

VALS Profile 

Prior to class, read about and take the VALS survey. 
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� Conceptualize service and explain a model of how customers perceive service quality 

� Explain factors that determine service quality 

 

Class Content 

  

� Consumer decision making model and consumer decision making unit 

� Marketing Mix 

� Characteristics of services and implications for the 4 P¶s 

� Service quality model 

� The meaning of Price 

� The Ever-Increasing Challenge of Pricing in Health Care 

� Alternative Channels of Distribution 

� Channel Leadership 

� Selected Concepts of Retailing 

� The Communication Model 

� Mastering Customer Service 

� Determinants of perceived service quality 

� Criteria by which consumers evaluate services 

� Image and tools to measure image 

� Product life cycle and implications for the 4 P¶s 

� Distinguishing Product Types and Levels 

� Managing Product Lines 

� The Promotional Mix 

� Personal Selling 

� Social marketing 

� Media Options 

� The New Offerings Development Process 

� Building the Brand 

� Strategic planning benefits 

  

 

Readings  

Berkowitz, Chapters 8, 9  for Week 9   

                   &  

Chapters 10,11 for Week 10  

 

Week 9  -  Discussion 7 

 

Week 10  -  Discussion 8 
 

 

CASE STUDY DUE IN DROPBOX  no later than 11:59pm October 26, 2019 
 

 

Weeks 11 Advertising, Sales Management, and Control (Nov. 7) 
 

Learning Objectives 

� Analyze specific promotion techniques and methods and methods from the promotional 

mix.  

� Explain how to apply advertising and sales management to health services.  

� Assess methods for controlling and monitoring marketing objectives  

 

Class Content 
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� Consumer decision making model and consumer decision making unit
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Week 15        Marketing Plan & Presentations  (Dec 5) 
 

Course Evaluation 
Please log on to my.scranton (http://my.scranton.edu) this week to access and complete the 

Course Evaluation for this course. 

 

Week 16       Final Exam    (Dec 7) 
  

 
 

                                GUIDELINES FOR COURSE REQUIREMENTS 
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8.       MHA Course Integration. List and explain how you used specific MHA tools, methods, 

techniques, principles, theories, models, etc. from MHA courses that you used for this case. List 

specific tools (e.g., cost-benefit analysis, market segmentation, etc.).  Do not list general subjects 

(e.g., finance, leadership). 

 9.       Case Questions.
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to add staff, what is the cost and how will you cover the expense? How will the plan derive more 

revenue to cover the cost? How do you know how much the staff cost? Salary scales, etc. 

 

Please do not hesitate to contact me at any point. I am always available to set up a conference call 

or meeting with the team and review draft work. 
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Peer Evaluation Form 
Evaluation Completed by: 

Use the following scale to rate your peers: 

5= superior   4= above average     3= average  2=  below average    1=  weak contributions0=  no contribution 

I. Evaluation Measures & Team Members      

 

 

 

Ex. 

Victoria 

     

Attended all 

group meetings 

 

 

5 

     

Participated in 

group meetings 

and discussions 

 

 

5 

     

Completed 

quality portion 

of work prior to 

team 
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Made quality 

contributions to  

 


