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Day Care Social Center
Recommendations to the Social Center Owner on Developing a Market–Driven Plan Process
[bookmark: _GoBack]The market plan should be clear that the sole aim of the social adult day care is to attend to adults above 65 years of age by providing them essential services like transportation, laundry services and various recreational activities that are therapeutic. The clients should also be those with certain functional limitations which call for some assistance. The marketing plan should also highlight the marketing strategies the day care will be using to acquire customers. The marketing strategies should also be Specific Measurable Attainable Relevant and Time-bound and should be based on Key Performance Indicators (Dehghani et al., 2020). For example, the center could target to be increasing its membership by five percent quarterly.
The Ideal Customers and an Ideal Customer Referral Base, As Well As the Target Market
The day care shall be admitting both men and women of 65 years of age and above. The clients should also be willing to be taken into the program. The clients shall also include majorly those adults who come from disadvantaged families that cannot afford to provide for these services. The clients shall also include those adults who have been abandoned. The center shall liaise with Medicaid supported hospitals to get information on this category of people.
Marketing Strategies That Will Increase the Center
Developing a bulk short message structure would be very effective. Through the platform, the center can send customized messages to the target clients. The messages shall be informative enough to make the clients learn about the role of the center and also attractive enough to bring in new and eligible clients to the center (Blair, 2017). The social media shall also be a useful platform. Customized messages shall be being shared on different Whatsapp groups, Facebook and twitter pages for sharing. The messages shall include the mode of referral of clients.
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