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Introduction
UnitedHealth Group is one of the largest health care providers in America based in Minnesota. It was ranked the 6th by the Fortune 500 in the United States. UnitedHealth Group avails health care products and services via two operating divisions, UnitedHealthcare and Optum. Being a healthcare service division for UnitedHealth Group, Optum again ranks the largest healthcare IT corporation not only in US but world in general, with reported revenue of USD 184 billion in the last financial year (UnitedHealth Group, n.d). The two subsidiaries of UnitedHealth Group attended to about 115 million people in 2016. 
Impact of marketing to UnitedHealth Group
UnitedHealth Group operates a highly diversified health services, serving key markets through UnitedHealthcare and at same time expanding its health services markets via Optum. These platforms are nurtured through intensive marketing services that form core competency of business growth (UnitedHealth Group, n.d). Majority of consumer behavior in health care sector are greatly influenced progressively more by education obtained from marketing interventions. The marketing interventions of UnitedHealthcare are build on three competencies; clinical insight, technology, and data and information. Clinical insight necessitate use of market knowledge and experience to create health care resources that best serve the market based on its specific needs. Technology plays a critical role in linking key participants in health care and trying to examine their needs and broaden the market (Ogden & Ogden, 2013). UnitedHealthcare gather relevant data and information from the market to examine the best way to meet the needs of its clients. This has played an important role in growing majority of it markets.
The breadth and scope of UnitedHealthcare marketing activities have consistently assisted in enhancing diversified business of the Group through access of new markets. Marketing has also helped the UnitedHealth Group gain insights about the needs of people and through quick response in provision of affordable and quality health care services, it has been able to acquire a competitive advantage over its key competitors (Trevor, 2003). Marketing has also allowed the Group to serve individuals and businesses with innovative healthcare products. 
The marketing of virtual clinics of UnitedHealthcare has seen the numbers grow steadily since people can get medical services on chronic diseases or other care via the internet (UnitedHealth Group, n.d). This has an area that UnitedHealth Group has focused on to grow numbers of its clients and increase revenue generation in the business.

Marketing Strategy for UnitedHealth Group

Marketing practice is now a common concept of many health care providers. A marketing strategy is crucial for healthcare providers that are determine to widen their current market scope and also reach out to potential clients (Ogden & Ogden, 2013). Before coming up with a solid strategy, management need to understand that healthcare sector evolves constantly, thus need to reconsider the changes and adapt to best practices and keep clients informed. In this technological era, where many people are using new communication platforms to interact with each other, UnitedHealth Group is not left behind. The health care provider uses websites and online platforms such as social media to freely interact with patients (UnitedHealth Group, n.d.). UnitedHealthcare have physicians who full respond to patients online. A practice website and social media has been a core marketing strategy that has helped UnitedHeathcare to reach out to existing customers wherever they are and respond to their inquiries. This has also attracted more potential clients who are active on the internet.   
The marketing strategy has always aligned with the products or services (Mukherjee, 2015). For instance, UnitedHealthcare in its advertising campaign employ comical injuries, this illustrate how individuals get health-care system and highlight the way UnitedHealthcare can assist them navigate it. On household, a TV ad known as “Our Song” shows a couple of dancing moves by one partner because of interesting music, and later crashes into a dining table. The wife rushes to link with virtual clinic of UnitedHealthcare and immediately get sorted out, and the husband now smiles for the quick medical solutions. 
The strategy focuses on getting the health care service provider on consumer’s data and establish trust that later earn recommendation to other service users. The industry being exceptionally complex, good marketing interventions if well illustrated assist to connect with consumers, some of them who may be frustrated with other service providers (Ogden & Ogden, 2013).  UnitedHelathcare has moved from commercial-side of the corporation that focuses more on business and presently speaks straight to consumers with aim of understanding specific needs    (Dow Jones, 2003). The changes are in line with shifting landscape of health insurance, because of the Affordable Care Act, that allows consumers to shop for the insurance covers instead of depending to employers and government plans.
The alignment of ads to specific products and services is meant to make health care provider more approachable. To build brand in the market, the focuses on a campaign drive of about 5 spots on CBS, ABC and NBC. The advertising campaign is also channeled in digital ads, social push, daily tweets, radio and Facebook posts (UnitedHealth Group, n.d.). This creates the name of the health care service provider to be visible everywhere.

Recommendation

The healthcare sector in U.S has become more competitive due to Affordable Care Act. This has made many players now to change toward value creation, by innovating and building for value so as to be competitive at the market. The company can use marketing to appeal to consumers on its services with value creation. This will assist in attracting more clients.
The emerging technologies are set to disrupt the business operations and become important part of consumer lives (Mukherjee, 2015). For that reason, UnitedHealthcare must invest heavily in new technologies and customize its more on technological platforms. This will reinforce its strength in the market. 

The Group should also focus more on nutrition which is believed to be a prevention measure for costly medical complications. This will help to improve general health of the individuals and build trust among its clientele base as a partner who cares for their wellbeing.
The issue of cost remains pertinent to consumers when it comes to choosing a plan from health care provider. UnitedHealthcare should endeavor to offer quality services at affordable price to be able to attract more potential clients in the market (Mukherjee, 2015).  
Conclusion 

The growing competition in the healthcare sector requires a focused service provider that focuses more on value creation and provision of innovative products and services. Majority of consumers in digital era are more informed will prefer to compare services of many service providers before making a decision. Good marketing interventions and provisions of affordable healthcare services could be important in attracting more clients. The campaign strategies used by UnitedHealthcare are crucial and will play key role in expanding the business. 
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