2019 CASE STUDY: 24 BABY SMILE CLINIC
24 BABY SMILE CLINIC IS NAMED SO FOR THREE REASONS:
i. It will be a 24 hour operational facility that aims at being accessible at all times of the day and week.
ii. It targets clients in search of urgent pediatric services – infants, babies and adolescents.
iii. It is located inside the Use Mall hence easily accessible near heavy client traffic.

THE CLINIC ‘24 BABY SMILE CLINIC’ IS AIMED AT:
i. [bookmark: _GoBack]Providing close attention to your little angels whenever they get ill. We work with children aged from infants stretching to adolescents. It is our passion to bring back your angel’s smiles. Is it at the middle of the night or at the weekend party having a groove of the weekend but the young ones having a nasty fever? Link with us.
ii. Children share common ailments which are easily traceable and treatable if realized in time. Thus, 24 Baby smile clinic works side by side with other care givers to provide best services in time and at all times.
iii. The 24 Baby smile clinic has an ambulance on the move to increase efficiency. For emergencies, please read batch leaf for Contact Information, Help and FAQs.
iv. The clinic opens a month prior to the Christmas seasons. This period will allow the clinic to start running in prior time to the season’s flu outbreak, a common ailment for children. There is also a lot of internal and external movements of families during this season and will require quick services in case of ailments.
v. Children get ill more frequently more than any other age groups thus need to close a gap for this shouting need.



MARKETING TACTICS. 
Owned media – the clinic entrepreneurs wish to make a branded communication with direct connection between the clinic and the clients.
i. Offer simple feedback platforms such as hotline/emergency numbers, SMS supported query feedbacks and email communications.
ii. Offer packaged services such as packing of drugs in tailor made bags with the clinics portrait and themes.
iii. Set a team on the ground to supply questionnaires and hang posters and banners with the clinics portrait and themes.
Paid media – The marketer wishes to place, buy and control advertisements in the following media outlets;
a. Television broadcast just before and after the great national news broadcast.
b. Book and print a portrait of the clinic on the Daily Newspaper on the second page.
c. Design a tailor made online website supported with live response platforms for the clients and an administration login pad for the clinics’ teams.
Earned media – the clinics objectives and progress will be under constant criticism and tight competition which will not only work to fine our services but also sale us out as a reviewed commodity and service.
a. Ensure possible perfect customer care that supports feedback reception from clients. This will allow discussion amongst the clinic and its clients.
b. Service criticisms will offer ratings and give a good fighting chance to strengthen and shine the clinics brand. 92% of people will trust a recommendation from a paper
c. Compete with other similar facilities to earn a chance to win annual business prizes and recognition from magazines foundations.

EVALUATION.
Will the entrepreneurship have seen the following results in 3 months after launch?
· 18 clients a day (24 hours)
· 30% organic social media traffic
· 20% growth in email subscriptions
· 60% revenue realized

CONCLUSION.
To transform the 24 baby smile clinic from a mere shop to a successive entrepreneurship, the team will need access to a premium public subscription that foregoes the constraints of competition from similar investments. Attribution is also crucial, giving clients the ability to compare the convenience of our services to their needs with other businesses.
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