Running head: MARKETING STRATEGIES		1
MARKETING STRATEGIES		2






[bookmark: _GoBack]Marketing Strategies for Sleep Lab
Student’s Name
Institutional Affiliation


Marketing Strategies for Sleep Lab
Twelve Month Business Projection:
Marketing strategies are essential in ensuring that an organization achieves its objectives of attracting the correct types of customers, in turn gaining the required revenue to break even and start making significant profits. Sleep Lab at St. Joseph’s Hospital is explicitly aimed at those with sleeping disorders and related challenges. In this case, the marketing strategies to promote the service should be designed in a manner that helps the organization reach the correct type of customers (both potential and existing ones). The following three strategies are suggested for the Sleep Lab.
Advertisements
The first strategy to reach a broad market base is to use advertisements. Advertisements should be through channels such as television, print, and web advertisements. Advertisements, primarily through the use of online advertising is most suitable to the needs of Sleep Lab as it helps the organization to reach a broader range of customers. Besides, online advertisement tends to keep information for a longer duration compared to other forms of advertisement (Kuisma & Hyona, 2015). In this regard, St. Joseph would need to design a website for the Sleep Lab to enable it to get to the growing population of online users globally (Kuisma & Hyona, 2015). In the website, the main message should include the critical information which presents the signs and symptoms of sleep disorder, recommending to the targeted audience that anybody who suspects of having the stated signs should consider signing up for the Sleep Lab to bring them to one step closer to finding solutions to such sleeping disorders. Similarly, the Sleep lab will need to avail print materials like newspaper ads, fliers, and brochures in health care facilities that do not have access to sleep labs. 
The primary target audience for the sleep Lab will be the employees working night shifts, those working in organizations with higher risks of acquiring respiratory illnesses, as well as those working in institutions with stressful work environments and requiring much time and involvement from its members (Kuisma & Hyona, 2015). Advertisements should be strategically timed such that they appear mainly at primetime and late night slots on television to help increase the accessibility of the message to the targeted audience. This strategy will work in favour of Sleep Lab since sleep disorder is a serious problem and many who have hard times getting sleep tend to watch televisions late at night.
Strategic Partnership with Healthcare facilities
This is the second strategy to obtain the required clients for Sleep lab. In this regard, Sleep lab should strategically enter into partnerships with other healthcare facilities, clinics as well as hospitals who do not own sleep labs. These partnerships will be beneficial to the St. Joseph’s sleep lab as the facilities do not own sleep labs, thereby they will recommend St. Joseph’s Sleep lab to their patients. In this regard, the primary targeted audience will be the health facilities without sleep labs. The main message will be that by having a sleep lab partnerships, they will be able to retain their patients as they will still be able to offer the patients services of a sleep lab without actually owning the sleep labs. Secondly, St. Joseph’s Sleep Lab would return the favor by making health services recommendations to these institutions, thereby increasing the customer bases for the partners as well (Breckenfeld, 2008). This strategy will work for Sleep Lab since the partnership will offer opportunities to not only Sleep Lab but also to the partners. From a business perspective, such beneficial partnerships are valued by business institutions.
Talks and Discussions
The third strategy that Sleep Lab should consider is the use of talks and discussions. In this regard, the talks and discussions should be held to institutions considered to be having higher risks of employees suffering from sleeping challenges. These discussions should be free of charge. The main messages for the discussions and talks should be the signs of sleeping disorders and the effects that such disorders may have on the job performance of the employees and their productivity. These messages should be short, precise and convincing enough to make the employees and employers consider using the services of Sleep Lab.
Similarly, the Sleep Lab should offer discounts to those who sign up for the sleep lab services immediately after the discussions and talks. This strategy will work as employees are concerned about their health and productivity. Besides, the discounts will act as incentives for the employees to sign up as they will be able to get the services at cheaper costs than those who sign up using regular means.
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