1
MARKETING PLAN			2
[bookmark: _GoBack]





















Sorrident Dental Clinic Marketing Plan
Student’s Name
University Department
Course Name/number
Professor’s Name
Date


















Sorrident Dental Clinic Marketing Plan

I. Executive Summary
Sorrident Company as from 4/17/2020 will embark on the move to change the marketing plan. The focus of marketing plan will emphasize on changing our brand into effective services. People have continually drop complains about having a product that effectively help dental problem clients. As a result, our company wants to roll around 4 million dollar to promote research department to improve our products as at10/17/2020. 
With completion of research and test of the quality and effectiveness of our teeth cleaning, filling, and removing products, the merchandises will be rolled immediately into the market. The marketing plan process is expected to be competed in June. The completion of this process is very essential to our company as it will promote the distribution of our products to the market.
With the emergence and wide use of social media, the last process of our marketing plan will be to use the platforms. The arrangement is supposed to be complete by the beginning of October. The management and the marketing department is ready to ensure  our products are advertised clearly in the most used social media platforms such as Twitter and Facebook. 
II. Situation Analysis
A. The Internal Environment
Review of Marketing goals and Objectives
Sorrident company marketing goals and objectives are to enhance and promote the sale of our products. The sales promotions deem to be solely on the social media and use of traditional means such as TV. 
Review of current marketing strategy and performance
One of the market strategies of Sorrident Company is to release as many products to the market as possible. The release is highly concentrated on the new developed products of the company. We also expect customers to access and get our products in various market outlets, and use social media largely.
As our performance have been inhibited as the customer’s behavior have changed. The new product when rolled in the market will enhance the relevancy of the company once more. 
Review of current and anticipated organizational resources
After more branches have been opened in different towns in Brazil, the company has increased in its production as well as customer reach. Moreover, Sorrident have several franchise clinics in Latin America. The company also glimpses to produce more cleaning products.
Review of current and anticipated cultural and structural issues
The company has strengthened its management and it is aimed at ensuring the marketing platforms such as use of Television advertisement and social media is intensified. Additionally, the company looks forward to have equipment qualified to provide effective services to our clients.
B. The Customer Environment
Who are the firm’s current and potential customers?
Dental care services customers are diverse; both young and old are customers. Currently, many children especially those aged 12 have dental issues. This makes them our potential customers.
What do customers do with the firm’s products?
Customers for dental care services can purchase the products to clean their teeth. They can also use it for filling gaps or removed teeth. 
Where do customers purchase the firm’s products?
The services can be purchased on our different branches in Brazil as well as our franchise in Latin America. 
When do customers purchase the firm’s products?
Customers can purchase and access our services when they need dental treat especially those with tooth decay.  
Why (and how) do customers select the firm’s products?
Customers should select our services and products when they are experiencing problems with their teeth.
C. The External Environment
Competition
Our services and products are highly competitive. There are several other firms in Brazil that offer services like ours.
Economic Growth and Stability
Many children are highly affected with tooth decay and adults too. This provides an opportunity for our services to compete well in the market.
Political Trends
Political factors normally affect businesses both positive and negative. Our services and products usually get affected by policies that require our firms to have quality products. This requires our services to pass through certification as well as inspection.
Legal and Regulatory Issues
Sorrident is very committed to follow every law and regulation in the market. The firm emphasizes on the kind of laws the government impose on every firm in Brazil. 
Technological Advancements
The means of doing things have changed and there are various machines available today to make dental care easier. That’s why the company has improved our products and services for the people of Brazil. 
Sociocultural Trends
The customer’s needs today are diverse when it comes to dental care. There are customers who would like to have services such as whitening and filling. As such, the company is committed to deliver such services as per the requirement and needs of the customers.
III. SWOT Analysis
A. Strengths
Strength 1: offer quality products and services
Strength 2: have access to many customers
Strength 3: competitors are expensive
Strength4: offer services for the elderly and people with disability
B. Weaknesses
Weakness 1: Franchised clinics largely don’t benefit the people in Brazil
Weakness 2: competitors try to counter the effort of company
Weakness 3: Many Clinics opening in Brazil
Weakness 4: resource acquisition so expensive
C. Opportunities
Opportunity 1: franchise helps to reach more and large customers
Opportunity 2: with many people now seeking for dental care, the company is using this opportunity to provide quality services
Opportunity 3: Competitor’s services in places such as Sao Paulo are expensive for many customers
Opportunity 4: the advancement in technology makes it possible for Sorrident to promise quality services to its customers.
D. Threats (external situations independent of the firm)
Threat 1: competitors enhancing their products and services
Threat 2: customer reduction as many cannot afford the services costs
Threat 3: cost competition among competitors
Threat 4: government policies and regulations
E. The SWOT matrix
	Strengths
· offer quality products and service
· have access to many customers
· competitors are expensive
· offer services for the elderly and people with disability

	Opportunity
· franchise helps to reach more and large customers
· with many people now seeking for dental care, the company is using this opportunity to provide quality services
· Competitor’s services in places such as Sao Paulo are expensive for many customers
· The advancement in technology makes it possible for Sorrident to promise quality services to its customers.


	Weakness
· Franchised clinics largely don’t benefit the people in Brazil
· competitors try to counter the effort of company
· Many dental care Clinics opening in Brazil
· resource acquisition so expensive
	Threats
· competitors enhancing their products and services
· customer reduction as many cannot afford the services costs
· cost competition among competitors
· government policies and regulations



F. Developing Competitive Advantages
To develop a competitive advantage, Sorrident is committed to offer affordable prices for its services to cover people with low-incomes. The plan is to ensure this is met and all the needy get access to the services
G. Developing a Strategic Focus
The strategic focus is to ensure services are quality and reach as many customers as possible.
IV. Marketing Goals and Objectives
A. Marketing Goal A: increase quality of the services and products
Objective A1: services focus on providing the needed services by the customer
Objective A2: many customers have access to the services
B. Marketing Goal B: reduce the services cost 
Objective B1: be inclusive in service delivery
Objective B2: management to finalize the Business Call to Action (BCta).
V. Marketing Strategy
A. Primary (and Secondary) Target Market
Primary target market
The primary target market is Brazil for elderly, disabled people, young and adults.
Secondary Target Market
The secondary target market is international market aiming to help every customer with dental problem.
B. Product Strategy
The marketing of the services focuses on the quality.
C. Pricing Strategy
Since there are many dental clinics and competition in this field is high, Sorrident has adopted the Business Call to Action to ensure prices are affordable to all.
D. Distribution/Supply Chain Strategy
Sorrident clinics are widely distributed both in Brazil and other places such as Latin America. Moreover, the clinic is undertaking training to ensure more clinics are redistributed to cover the population.
E. Integrated Marketing Communication (promotion) Strategy
Our services marketing strategy is to use the social media platforms such as Twitter and Facebook as well as television advertisement. Moreover, Sorrident is franchised to reach more customers.
VI. Marketing Implementation
A. Structural Issues
The clinic management is to ensure the marketing department uses the available resources to market our services across all the social media platforms as well as televisions.
B. Tactical Marketing Activities
	Specific tactical Activities
	Person/Department Responsible
	Required Budget
	Completion Date

	Product activities
Quality Services
	Research and Development
	1.5 million Dollar
	7/6/2020

	Pricing Activities
Slightly reduce prices
	Accounting
	500K
	5/6/2020

	Distribution/Supply chain Activities:
Train more personnel in clinic operation
	Human resource
	1 million Dollar
	23/8/2020

	IMC (promotion) Activities:
Product advertisement through social media and television
	Advertisement department
	1 million dollar
	17/10/2020



VII. Evaluation and Control
A. Formal Controls
Input controls- ensure enough resources such as finances, good departmental staff and right expenditure.
Process controls- clinic operation training, employees retention and customer satisfaction
Output control- the company’s accounting sector has the responsibility to analyze performance and give reports of the company services outcomes.
B. Informal Controls
Employee self-control- the clinics ensure employees get further training in the normal training schedules of the clinics to enhance their knowledge. 
Employee social control- employees are monitored always to ensure they give their best services. 
Cultural control- Sorrident management usually acts as the role model. The employees are expected to follow how the management discharges its duties and services to the clients.
C. Implementation Schedule and timeline
	Month
	___June_____
	__August______
	__October______

	Activities                                          Week
	1
	2
	3
	4
	1
	2
	3
	4
	1
	2
	3
	4
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D. Marketing Audits
The audits will be done yearly by our franchise clinics. This is to ensure every detail is captured without disposition. The audit is also to examine the improvement garnered by the company through the year of marketing.


