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Marketing Plan Basics
1. Market Research
Due to the emerging trends in health, Tele-monitoring, in this case, uses a smartphone to monitor the health of the patient. It is an emerging service in the current health market. Various patients buy this healthcare product because it is convenient and cheap. It enables them to save time which would have been taken while going to the hospital. In the health market today, many States have passed the telemedicine laws that make it easier for the practice hence the business finds it favorable to venture into the business. The products that the business will sell include remote patient monitoring whereby patients will be monitored for chronic diseases such as blood pressure and blood sugar. The health care patients communicate with our customers in real time and visit the patients in their homes or assisted living homes, make telephone conversations as well as video conferencing in order to make sure that patient health issues are solved Fasano, 2013). 
2. Collect, organize, and write down data about the market that is currently buying the product(s) or service(s) you will sell. Some areas to consider:

Market dynamics, in the field of telemedicine include. The health market is quickly taking another shape due to modern technology. Patients are willing to pay for health care services that provide the right services that they need. The current patient population wants to call the telemedicine number and get all the services that they want. The web search has made it easier for the patients to get fast health care services by just a click of the mouse. The target customers of our services include the elderly in the community and any other person who is in need of chronic disease attention such as blood pressure and hypertension (Armstrong & Frueh, 2013). 
Customers that the business targets include the aged who are suffering from chronic diseases. Most of our customers are sponsored by their family members for medication. The customers usually use their medical insurance in assessing the Tele-monitoring services.  As mentioned earlier in this paper, the customers need a quick access to telemedicine services. They only want to pick the phone and seek medical help. It is therefore important for the business to offer telemedicine services according to the market segment. There are market segments that need door-to-door services while others are able to seek help from the web search. The middle-aged customers will first seek information about the business and the health services they wish to buy. On the other end, the aged will not have a second thought but to seek the medical attention that they deem to be fit. Most of the customers in our target market seek Tele-monitor services as per their financial strength. Many of them prefer cheap medical services as compared to a few who will be willing to pay any amount as far as they get the medical attention they require (Tracy, et. Al., 2012). 
The products in Tele-monitoring vary with the caregiver. On the other hand, it can be a negotiation between the customer and the business. A lot of Tele-monitoring services are available in the market. For example, it varies with pricing and the availability of the services. Some market entrants have decided to more convenient Tele-monitoring services which can be accessed through the phone. For example, the use of a mobile application. The competition is therefore stiff and the business must adjust to that and face the reality surrounding competition.
Current sales in the industry are high due to the merging Tele-medicine trends which are pushing sales higher. Due to the flexibility of medical insurance companies, customers are now able to access any form of Tele-medicine services that they would wish to get. It is therefore important for the business to allocate a favourable amount for advertising of the business products in the highly competitive Tele-medicine industry in order to raise the sales of the company. For example, the use of broadcast ads, newspapers and print ads.  In order to get a good share of the market, in terms of sales, our business must select the right audience and then generate a reasonable budget that is able to support the advertising of the company’s products (Berkowitz, 2017). 
Benchmarks in the industry include the well-established health care facilities which have a large market share in the Tele-medicine industry. These companies/health care facilities have a lot that our business can learn from. For example, how they put across the message and the customers targeted. For example,
· Targeting the patients who are chronically ill and helping them to overcome the travel challenges. This is done by offering Tele-medicine services straight from home.
· Use of technology to facilitate health care service provision in the large tech-savvy population is also another idea used by our competitors

· Our competitors also offer local hospital services by establishing local hospitals near the community members/patient population. Patients do not have to travel for long distances in order to get health care. 
· Formation of community-oriented health clubs that can deliver health services to the community and special medical consultation services. 
Suppliers needed will include well-established business people who have been in the Tele-medicine industry for a long time. It is important for the health facility to have reliable vendors that the business can rely on. The suppliers must be willing to update the health care facility on the progress of deliverables in health care materials needed. The suppliers must be well connected to the business in a manner that our business can benefit from credit services offered by the supplier (Armstrong & Frueh, 2013).
3. Target Market
In order to understand the market niche or target markets for the Tele-medicine product, it is important to segment the market. Market segmentation will enable the business to understand what the market wants to be served with in terms of Tele-monitoring. The business will also be able to analyze those services and describe them. These are some of the questions that can help in describing the needs of the customers. For example, 

i. What are the benefits of Tele-medicine to the community?
ii. What can be done to change the mode of service delivery to help improve the patient’s health?

iii. What are the values sought by the patient in Tele-medicine?
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Understanding the target market is an important strategy that the business can capitalize on in order to device tactics that they can approach to meet the clients/customers and satisfy their needs. For example, how the business will put across the message of the Tele-monitoring services offered in the marketing and advertising business strategies.  The business is going to venture on the ideas and opportunities that are discovered after segmenting the market. these ideas can be synchronized with ideas from the benchmarks in order to ensure that the business stays relevant in the market and can provide the right services to the consumer (Armstrong & Frueh, 2013). 
4. Product 
Telemedicine has become a major field of exploration in the health market today. Telemedicine can be defined as the transmission of the medical images via the health centres in order to get the right diagnosis. Telemedicine can range from home monitoring where patients such as the elderly get care at home. Telemedicine can also be in the form of consultation whereby the consumer gets information about their health across distance, for example, Tele-Cardiology.  Diagnosis can be done at a distance by either a supervisor of the patient and the patient can get health services at home far away from the hospital. The telemedicine product on sale in this paper is the Tele-monitoring which takes care of patients with diabetics and the elderly as well (Institute of Medicine & Field, 2016). 
5.  Competition
My competition in the market is the general health care market which has well-established businesses which have been there before as well as the new market entrants. Other competitors that might force a challenge in the market include the herbal doctors who can offer health care services to patients in the market. In order to stand apart from your competition, the company invests in the branding of its services as well as promotional programs in the social media, TV and the media houses. The company is also committed to making press releases about the milestones achieved and the unique services offered to its patients (Armstrong & Frueh, 2013).
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In order to compete fairly in the market, the business has decided to embark on the market tactics as learned in from the market segmentation. Our "unique selling proposition." and strategy is to include the 4P's in its marketing agenda. This is one of the strategies that make the business unique in terms of the services provided by the health care facility (Tracy, et. Al., 2012). 

It is important for the company to be specific in the product offered in the market. For example, Tele-monitoring consultation and primary care are done by our professional physicians as the point of delivery. The remote monitoring of diabetes and cardiology patients across our market niches. It is also important for the business to look into the price of the Tele-monitoring services. The prices should be fair and affordable. For example, $20/consultation. On the other hand, it is advisable for the health care facility to offer discounts to the customers. It is also important for the business to ensure that the appropriate message is passed across to the customer in order to influence sales. Decreasing the price alone is not enough in this case. Services must be delivered at all of the 50 States. The patients should be able to reach out the business and get the services right away at the point/place of their wish.
6. Mission Statement
· To meet the health needs of the community 

· To efficiently disseminate health care services in the quickest way possible

· To offer affordable and high-quality health care services through Tele-monitoring
· To provide quality Tele-monitoring health services that will be of great benefit to the customer
7. Market Strategies

Networking is one of the most key market strategies that the business uses to meet its customers. A good networking with the customer is going to make sure that the patient is well catered for.  Networking is key in market penetration and will enable the business to make a major progress towards market development in Tele-medicine.  In order to make sure that the customers are reached, direct marketing is important. For example, making direct sales by issuing business brochures or flyers can help market the Tele-monitoring services of the business to the patient population. 
Immense advertising is important. Advertising through the print media, directories can be effective. What the business needs are sensitization of the community about the products offered and the quality of the services, the expert of our physicians and so on. The customer only needs assurance that he/she is in the right place. Training programs can be used as a market entry strategy to lure the community into believing that the health facility is of great importance to the community. It is actually one of the best ways to positively create awareness of the business programs (Armstrong & Frueh, 2013). 
Another market strategy that the business can look at is by engaging bloggers who can help create traffic in the business website. The bloggers can initiate a social media marketing strategy that is important in luring customers into the business. The business can also frequently provide press releases which are necessary for business marketing. Other areas that the business can use to market itself include;
· Trade shows
· Sponsoring events
· Event hosting 
8. Pricing, Positioning and Branding

The information collected can be of great benefit to the business in terms of understanding what the customer needs and establishing the right strategies for determining the price of the product, where the product will be positioned in the market and how you will achieve brand awareness.
The following are tools that the business can uniquely use in positioning the solutions which are fit for the customers targeted. 

	Issue
	Tool

	Identify the customer’s desired values and benefits
	The benefits ladder

	Product differentiation for the target customer 
	A unique selling proposition 


In the benefits ladder, it is important for the business to consider the customer values and the reasons why the customer will buy from the business. The customer will look at the benefit which they are going to get from the purchase of the Tele-monitoring product for example, what is the uniqueness of the services offered as compared to other companies. 
Pricing is one of the basic or the key element, especially when coming up with the marketing strategies of Tele-monitoring. When coming up with pricing strategies there are many factors that should be put into consideration. One is how to maximize the profits, meet the standard of the market as well as support the Tele-monitoring brand. The pricing strategies influence the market as well the customers.
9. Budget
In order to make the best strategy in marketing, the business has to budget and come up with a good amount of money that can be used in doing marketing. In order to minimize the costs, the business has to strategize and work for a simple budget. The budget for this marketing strategy adds up to $2,000 which is the money that should go out to the outsourcing services and most of the items that cannot be done in-house. For example,
· The hiring of consultancy services
· Hiring of bloggers

· Media house marketing 

· Print-outs

10. Marketing Goals
After doing a thorough marketing, it is now time for the business to reap. The business should be able to realize an increase in client walk-ins seeking Tele-monitoring services from the business. It is important, therefore, that the business establishes quantifiable marketing goals. This means goals that you can turn into numbers. 
For instance, 
· To gain at least 100 new clients in the first month 

· To sell 100 products per week, 

· To raise the revenue of the company by 30% in the first half of the year. 
· To enhance customer's satisfaction.
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