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Impact of Health Literacy on a Marketing Plan
Healthcare marketing is an area that has experienced tremendous growth stemming from the changes in the view of the physician-patient relationship. Traditionally, marketing in healthcare was uncommon as many people thought healthcare demand was inelastic. However, with many healthcare offering similar services, campaigns challenging people to take control of their health, and rise in medical discretion services such as cosmetic surgery, marketing have risen to be a central component in healthcare. The need for marketing arises out of the desire for healthcare organizations to attract new healthcare consumers and to maintain the existing customer base. That marketing has gained traction in healthcare can be evidenced by the changing focus from patients to healthcare consumers and customers. Marketing does not focus on the patients only but on consumers of healthcare (Chandra, Handel, & Schwartzstein, 2019). Basically, everyone is a potential consumer of healthcare services, even with that, marketing needs to be focused and goal-oriented. The achievement of success in marketing requires one to be clear on the target market. The target market is then analyzed to determine the marketing plan which will be influenced by among other things the health literacy levels of the target market which is the focus of this paper.
            Health literacy refers to the degree to which individuals have the capacity to obtain, process, and understand basic health information and services needed to make appropriate health decisions. The target market is identified by consideration of the health services and programs that a healthcare organization wishes to offer (Peerson & Saunders, 2009). Careful and precise identification of the target market requires one to know who is being reached, their location, what makes them tick, and how to directly speak to them. The manner in which the target market is to be spoken to is determined by their literacy level. The aim is always to have a communication that is understood by all of the target markets.   
            My plan would address the health literacy problem by utilizing a series of techniques. The first step is to identify the problem, here it should be noted that people are reluctant to state that they don’t understand, and as such one need to pose questions to see if the people understand. Secondly, explaining the matter slowly would help. Using plain language as opposed to medical jargon would also help in improving literacy levels. Visual images are effective in helping people to understand and thus they should be applied while educating the people. It is also advisable to give piecemeal information and not bombard the target population with more information at the same time (Yokopenic, 2021). Creating a shame-free environment that makes it easy for people to ask questions and assuring them that they can call your office anytime they don’t remember any details are also great ways of dealing with this literacy problem.
            Strategies to improve uptake of services are determined by the target group. Supposing the target population is male and female aged between 21-35 years, having at least one family and they are homeowners who have at least a high school degree. This description presents young and energetic people who may have health literacy. Strategies that can be utilized for this target group include the internet and personalized emails. This is because people of this age who have health literacy would most likely shop for healthcare from the internet (Rooney, 2009). Sending them emails and telling them about the services that your offer would ensure that they search through your website when they are a healthcare need which you outlined in the mail.
            As competition continues to be riffle among healthcare organizations, patients become more informed and are taking control of their health. In realization of this, healthcare organizations are devising ways that can net them more customers. Understanding the target population is a plus in the battle to attract more health seekers. Once this is determined, the message used in marketing should be clear and understandable by the target group this the need to learn their health literacy level before releasing messages.
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