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Section Two: Branding and Idea Context
23andMe Company is a biotechnology company that is privately owned in the United States, which is based in Sunnyvale, California. The company not only operates in the U.S. but also in some other more than 50 nations around the world. The corporate mission of 23andMe Company is to assist people access, understand, and reap benefits from the human genome. The workers and the stakeholders of 23andMe Company are guided in their work by the passion of serving humanity. The employees have got a significant drive that helps them in pushing the boundaries of what they view as helping the turn of genetic insight into better health and personal understanding (23andMe). Their corporate mission has proved to be structuring the organization's core values. The company operates in a field that is so much involving, and the workers seem to be perceiving it in that manner. This is also another factor that has acted as a catalyst that has kept the workers on their toes so that they can continue propelling the company forward towards the realization of its objectives. The company is aimed at extracting more information about each genome. Also, due to the nature of the company's work, the workers have resulted in working as a group so that they can assist each other if necessary. 
The company has made technology an integral part of its operations. Almost all their activities are carried out using some technology. The company's product will be market through the internet as there have been proven effective ways of the market due to the technological advancements that have taken place in the ICT field. Internally, the company's product can be market through marketing representatives or even through signboards, which will be located strategically containing the information that is required (Farr, 2018). The other form of technology that the company applies is that of the single-nucleotide polymorphisms (SNP), which samples the genome collected from the client using multiple points and correlates the coded data with already identified genetic conditions and human characteristics.
Besides, technology is applied as a significant factor in marketing. The organization has resulted in utilizing the technological advancements in ICT, such as social media, to aide in its efforts to reach out to as many customers as possible. Social media is a common tool for the company to do marketing online. Through social media platforms, 23andMe company marketers can share important information concerning their products, and they can direct such information to some of their potential clients around the world (Paul, 2015). This is made possible by the fact that technological advancement in the Information and Communication Technology field has made the world to become a global community – one where people can reach out to each other with just a click of the button within a very short period. 
Besides, the growth of the different elements of the internet has made it possible for the broad reach of the organization. According to the CEO of 23andMe Company, Anne Wojcicki, the company's focus has been designed to restructure the healthcare experience. In the past, the industry required patients to come over to the healthcare facility, but with the current innovations, 23andMe Company has eliminated this practice and resulted in using emails to send the results to the clients (Holger, 2019). The company also uses the internet to post information and discoveries that address various diseases globally. 
23andMe Company markets both its technological aspect and its privacy statements. In order to accomplish its marketing strategy, the company utilizes a 24-format illumine chips, whereby it presents its important aspects that are aimed at addressing future advancements as well as development in research. They have developed kits that enable their clients around the world to carry out their tests while at home. The company can also collect information through the chip about the reviews of the satisfaction of the different clients. Through the customer's reviews, 23andMe Company captures the trust of their customers as well as the potential ones.
[bookmark: _GoBack]The main competitor of 23andMe Company is AncestryDNA. The two companies charge customers for their services between $99 and $149. However, they offer varied promotional packages and discounts to their customers. 23andMe appears to be more advanced than its main competitor within the industry in that the tests of AncestryDNA can only provide ethnicity information of a client up to the 7th generation whereas 23andMe provides data for thousands of years ago as well as providing more information of their migration patterns (McDermott, 2020). Also, the visualizations of 23andMe Company are advanced compared to those of AncestryDNA – they offer additional chromosome paintings and ancestry timeline services. 
In my view, 23andMe Company has employed a marketing strategy that has enabled them to expand its global reach over the past decades. Their success can be attributed to the fact that the marketing team has gained knowledge about the targeted clients. It makes it possible for a marketing team to carry out its marketing activities when it knows the kind of market or clients that they need to reach out to. They are in a position to customize the customer-oriented marketing information, and that will capture their attention (Brown, 2017). They have also employed the use of social media in its quest to reach out to a large number of clients across the world.  
Section 3: Defining Product or Service Need
23andMe Company serves clients who are eager to find out more details concerning their genealogical lineage as well as their health. The group of clients who are eager to know more about their genealogical lineage requires the company to carry out analysis of their genome which will be eventually compared to the data that is stored in the data banks of the company so that they can be able to trace back their lineage thousands of years back (Murphy, 2013). Others are looking forward to knowing much about their health conditions so that they can safeguard the health of their future generations.
The product, in this case, is geared towards fulfilling the desire of the clients of tracing back their genealogical lineage. Some people have not yet traced back their origin due to limited information that has been provided to them concerning their origins. 23andMe Company fulfills such customer needs by extracting the lineage information from the saliva that they provide the company after analysis. Once the information has been emailed back to the customers, they can be able to trace back their lineage for the last thousands of years while others can plan for their future generations by taking up the necessary measures. 
The customer seeks the information to fulfill his or her desires by reaching out to the company – the client expresses his needs or desires to the doctors or rather researchers at 23andMe Company. After the reception of such information from a client, the company then creates an account for the client online on their website, after which they email the client the kit, which the client will use to send a sample of saliva back to the company. The kit contains information concerning or outlining the guidelines which the client is supposed to follow in extracting the saliva sample, after which it is emailed back to the company. The emailing services are pre-paid. Once this is done and the saliva sample is sent back to the company, it takes about 3 to 5 days before the results are out. Once the results are out, the company representative emails the client that the results are out and that they can be accessed by logging into the already created account. They then post the information, and the client can access the information from his or her comfort at home by logging into the account which he or she created with the company. 
The product is bought through a simple process. The client starts by requesting for the kit, after which the company emails it to the location of the client. The company then takes the address of the location of the client, after which they send it to the recipient (Seife, 2012). The company offers various shipping options. One of the shipping options is the express shipping, which is a bit faster, thus the best for the customers who need convenience. There is a barcode that is used by both the company and the customer to enable verification and avoid mixing of the samples. 
In my view, I think my market choice is the best since it knows the value and appreciates the services that they get from the products as well as services that are offered to them. The target market also provides the company with numerous opportunities for advancing in the future. The information that is collected also provides the company with additional information concerning genealogical lineage, which means that both parties are benefiting from the activities that are carried out by the company.
Section 6: Pricing
At the start, the pricing for the testing by 23andMe was $299. However, once the company achieved financing of $59 million, it lowered its price to $99 from $299. The move employed by the company to have the price lowered was received well with many people around the world. This is one of the reasons why the company achieved a broad base of customers from many different places around the world. Consequently, the dropping of the prices came with mutual benefits since the company increased its amount of data after they received more customers. 
The concept of a variable and fixed costs presents the two critical prices that represent how much value the company accords to its services and products. Variable costs are affected by the level of production that is carried out by the company. Consequently, fixed costs remain constant despite the level of production that is carried out by the company. There is a shift in the dynamic for the cost consideration for information goods. The cost incurred in the quest of either to acquire or generate the information is normally fixed due to relatively minor costs for replications and distribution (Weinman, 2015). However, the cost implications for all the company on all its operations are fixed.
However, both fixed and variables costs that are incurred by 23andMe Company fit well with its short-term and long-term goals via accumulation during the production process. The fixed costs do not affect the factors of production and also does not have any impact concerning the company's short- and long-run cost implications. However, both variable cost and revenue have implications for both. The influence of the variable cost has the capability of altering the dynamic of the production output as well as the quantity. For instance, variable costs for the organization are labor cost and price deductions from promotional packages and coupons. The fixed costs include the cost of shipping, ads, depreciation of its assets, insurance, and utility expenses.
	Fixed Costs
	Variable Costs

	The formula for used to calculate for the fixed cost is:
TC = FC + VC (Q)
FC, fixed cost
VC, variable costs
TC, total costs
Q, quantity
	Total variable costs are calculated by taking the number of the variables per unit multiplied by the total number of products produced.
VC = Q * TC 


	For instance, when one assumes q to be $2,500 and the cost of implication of the organization per the produced output as $100, the fixed costs for the organization will be
FC = TC/(VC (Q))
FC= 100/(2500*100*2500)
FC = 1.6 * 10-7
	Total variable costs amounts to
2500*100 = $250,000



 The competitors of 23andMe Company employs the use of a premium pricing strategy. However, they only employ this when they introduce a new product or service in the market. Also, if they perceive the production as well as the service is unique, they can employ the same pricing strategy. The premium strategy is only applicable to scenarios whereby a company is providing a unique product or service in the market. It is employed since the product or services does not have competitors. 
I think the market is available, and they are willing to pay for the products that the organization is dealing with. The price that will be set by the company will stand at $99.00 as offered by 23andMe per test. However, some other prices are not easy to value because of the differences in classes and the needs that a certain client will have. Many of the clients who come for the tests or instead the company's services are the prospect of personalized care and preventative medicine that affords them a sense of control over their situation (Schindler, 2012). Such services are influenced mostly by personal preferences since the needs are personalized in some way. 
I think that the most appropriate strategy for 23andMe Company is the penetration strategy, which is more like the ones that they adopted when they dropped their pricing. The company dropped the price for its services and products after they attained certain financing.  This move wooed so many people to register with the company for services – many people were attracted to the low priced personalized services.
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