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23andME is a biotech firm which operated in the United States of America, and they deal the selling of genetic data to their clients. The wording for the company name creates a link between the person (client) with the 23 paired volumes for each genome. The corporate mission of the company is to help people access, understand, and benefit from the human genome. 23andME serves as a grouping of passionate individuals with a significant drive to push the boundaries of what is perceived as possible in helping the turn of genetic insight into better health and personal understanding (23andMe, n.d.). The statement has also proven significant in structuring the core values for the organization. As a company in a pioneer industry, 23andME does not shy from thinking big and beyond the box to realize their objectives, and has high motivations behind deciphering the code behind each genome as a scientific discovery. Other core values include the necessity for teamwork, ensuring the principal focus is on science, and also keeping in mind that there is a human behind every data point. The basis of their research includes saliva tests, which the company can generate, result for up to 70 health conditions and genetic traits. 
The operations of the firm are highly dependent upon technology inclusive of the single-nucleotide polymorphisms (SNP), which functions to sample the genome from the client with multiple points and correlates the coded information with identified genetic conditions and human characteristics. Technology also plays a crucial part in marketing. The organization makes use of various technological platforms in their marketing objectives. Social media is a common tool for the company to market online. The platforms prove useful when the organization shares valuable information and the importance of the same to prospective client. The growth of various elements in the internet has facilitated the extensive reach of the organization. The CEO of 23andME, Anne Wojcicki, designed the company with a focus on the consumer as a reform to mend the broken health-care experience. The industry required the prescription of a doctor for samples of patients to be taken and processed in a laboratory. 23andME eliminated the prescription and went straight to the clients, and also mailed the results back (Farr, 2018). 
23andME also posts information about the influence and significance of the information they discover in addressing several diseases globally. The company markets both its technological aspect as well as their privacy statements. To accomplish this, 23andME makes use of 24 format illumina chips, which a critical aspect that promotes future advancement and development in research (Paul, 2015). The company also developed kits where their clients could take the tests while at home. The chip also proves significant in ensuring that their results are accurate and also provide market reviews from satisfied clients. The marketing strategy for their privacy statements is accomplished through the corporate support to the S-201 bill for Genetic Non-Discrimination Act. The strategy is also a corporate tactic the company capitalizes on to ensure trust with their clients. 
The most popular DNA testing companies are AncestryDNA and 23andME. Both have structured their services to cost between $99 to $149 with varied discounts and promotional packages. The former only takes account of the client’s automosal DNA, while the latter adds the mtDNA and yDNA for males. AncestryDNA tests can track the ethnicity of their client through seven generations, while 23andME can track lineage for thousands of years ago and also offers a detailed map of their migration patterns (McDermott, 2020). The visualizations of 23andME are also far more advanced offering additional chromosome paintings and ancestry timeline services. AncestryDNA has a database of 499 regions while that of 23andME is only at 171 without any collected data for the European settlers. The regions also influence the database of information with the former having collected the DNA for 10 million people as compared to 5 million for 23andME (Holger, 2019). The larger the database the more accurate the DNA results since they provide opportunities to perfect algorithms. 
My opinion is that the brand has employed a marketing strategy that has been effective over the duration of the past few years. A critical success factor for the strategy is comprehension by the organization of their target market. The use of social media for marketing has promoted its reach and expanded its customer base. The company has also offered accuracy, privacy (Brown, 2017), and technology to their clients, which is something that the target audience was seeking. 
Section Three: Defining Product or Service Need
23andMe seeks out clients who are eager to find out details not only about their d=genealogical lineage but also their health. The former target group seeks out the company for analysis of their genome to be compared to the data stored in their databases where they learn about their lineage from thousands of years ago. The information is crucial for each client for very different reasons, with some expressing the interest of knowing more of their origin since they did not have such information beforehand. The latter target group likes the appeal of seeking out a preventative approach to medicine. The human sample sent to the company is subjected to various laboratory tests seeking for hundred of multiple health risk associations (Murphy, 2013). The information is critical for the everyday consumer. They gain information about their health which allows them to better manage it. Other potential beneficiaries are scientists, doctors, researchers, and hospitals with information proving vital in the treatment of genetic diseases and mutations, and also in the development of cures and remedies. 
The founder and CEO had worked in Wall Street and had a degree in Biology. However, she had a particular interest which formed the groundbreaking business idea behind 23andMe. The dream was one to revolutionize health care. The industry is characterized with diagnostic approach to medicine where a doctor prescribes tests then treats the condition. The need that the industry sought to fulfill was readily available health information to clients of the industry, which aided hospitals and patients in a preventative approach to medicine rather than a reactive approach. The clients seeking out to fulfill the established need get the health information from their sample and can take a personalized approach to health care. The client now has purview to information about her health, and 23andme now comes in to iron out any data sets that the client may have trouble comprehending. Any issues detected will lead to a prompt by the company of how to better manage the issue while ensuring the client leads a healthier life. 23andMe also offers consultations and medical coaching at $199. 
The organization also seeks to achieve datasets of hopefully millions of clients. The big data and the increased capacity of their database will improve how the company carries out analysis and the genome sequencing technology. The datasets could be grouped into multiple paradigms which will enhance analysis and also promote customization and management of care to influence healthy living behaviors and actions. The benefits also spill to mothers whose testing could tell them about their carrier status and any probable abnormalities that may affect their future children. The information provided includes hereditary hearing loss, sickle cell anemia, status of cystic fibrosis and many others. The growth of the company has sprouted two additional divisions, both geared towards advancement and also helping the patients to better manage their health. The first is a therapeutic arm that has researchers working to uncover new medications and regimen that address genetic diseases. The success of the particular arm emanates from the records 5 million users. The other division of the company partners their efforts with academic researchers and pharmaceutical companies.  23andMe leverages their genomic data in the sequencing for the two partners. Combined effort from the three has led to winning multimillion-dollar contracts. 
The steps involved in the acquisition of the home kit are simple. The client begins by ordering the collection kit from the company. The kit takes three to five days to arrive within the United States depending highly on address by the client. The company makes use of an online account for all clients where you provide the name and address, and are encrypted with passwords. However, eager clients could opt for the express shipping option which offers much faster shipping. The kit comes with already definite procedure in the tube, which the client should follow precisely from home (Seife, 2012). All the client need to give is a sample of their saliva with no use of needles or blood. After collection of the sample, the client then registers their saliva collection tube using the barcode provided. The registration is critical since it helps both the organization and the client identify their sample and the information. The client then proceeds to mail back the information to the laboratory. The package for mailing back the information is pre-paid from the first step. The client then has to wait for between three to five weeks after arrival in their laboratory. Once the information is ready, 23andMe sends an email to the client indicating the information has already been posted to their respective online accounts. All the clients have to do is log in and access the information. After receiving the data, clients can then decide for additional services, according to the stipulated terms by the company. 
The target market appreciates the value of the product that the company offers. The value not only lies in how much gain that 23andMe gains from its services, but also in the choices that their services offer their clients. The target market also provides additional opportunities for advancements. The company develops through the addition of collecting genomic information from various clients, while the target market gets relevant information that proves critical in the management of care and also preventative medication for highlighted conditions. The target market is the best choice since the benefits accorded from the services are mutually beneficial to both parties. 
Section Six: Pricing
At the beginning, the pricing for the testing by 23andMe stood at $299. However, the company dropped its pricing to $99 when its financing achieved $59 million. The move increased the number of clients and potential clients seeking to acquire their services. Additionally, the increase in clients resulting from the drop in pricing consequentially benefitted the company since they now had a larger database, which would keep on growing gradually.
