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Marketing Research Strategies
Overview
The objectives of the company have come at the right time; there is a need to close the technological gap between the different ages. Constance Gustke, (2016), highlights how employees, when pre-exposed to a new technology, always feels an intimidating aspect that comes along until one gets comfortable in the long run. My prospects would be worse when you consider older people. Therefore, it is a natural need for everyone in his/her ageing days are familiar and up to date with helpful technology, which is what “Scenario IT to seniors” is all about. 
The company's products and services are very relatable to what the older people, 65 years and above, need to better their lives in one way or another. The company is determined in educating them under specialized leisurely process, which when combined to the gadget experiences completes an edgy curriculum. The theoretical nature of the company's curriculum is meant to ease the approach taken by seniors when it comes to technology. Reviewing the gadgets at play, the focus is not only on phones, tablets or computers. It is of greater use to showcase helping robots, biometric nurses and the software world that is shaping all that. Well, some of the lessons could be complex, although there are baby steps in place to bridge these courses into understanding.
Market Research Strategies
In launching any product or company, the first and most important step for a successful progression is a market research strategy. The method involves analyzing insights that guides companies on capitalizing on market opportunities and growth. The understanding of market strategy upholds a value system that would assist the company in avoiding costly mistakes with available benefits and risks at a manageable equilibrium. A market research strategy has to begin somewhere, more like a process to identify facts on the ground. The basics that form a proper evaluation are the situational analysis, marketing goals and tactics, communication strategy and budgeting. 
Situational Analysis
Apart from an overview of the company’s products, services and the right audience, it is important to analyze possible competition and establish the rightful position in the market. Basically, the analysis overlooks the strengths and weaknesses of internal affairs and compares them with risks and opportunities (external affairs) available for the company. 
Reviewing the advantages of product features like quality, affordability, user-friendliness and services of the company over the competitors, will normally give a perfect picture of its stand in the market.  As the company progress, the analysis can focus on secondary priorities like market-expansion related threats and opportunities.
Marketing Goals
Monitoring goals showcase progress or failure at any given subject. Therefore, for "Scenario IT to seniors" to move forward, there have to be measurable goals set in place. For a start, one of the key objectives is getting a substantial audience. Our market strategy is audience specific and may take time to have a 65+ years of age solid team ready to learn technology. 
Some of these targets will be achieved through need-oriented seniors. For example; one of our products is a medication dispenser. With these, most of the elderly hire nannies or nurses to monitor medication for them. However, a senior under such conditions are prone to adopt the technology faster than the anonymous-hunt strategy. 
Market Communication Strategy
Depending on how well the company holds this stage, it could mean everything for the company when it comes to marketing.  According to Krivonos A. (2018), Communication Strategy is the heart of Marketing. The author also emphasizes the magic of combining communication with tactics. On a normal prospect, the strategies involve cycles of public relations, mostly advertising and direct marketing, but the modern society needs more than that. The company’s communication strategy has to narrow down to tactics that focus on interpersonal relations. They include direct calls, customer incentives, events and fidelity programs. However, the public relations are still valid as a primary strategy.
Budgeting
Regardless of the action plans at hand, it all goes down to the financial muscle of the company. It is advisable to have a clear outline of everything needed on paper regardless of its overwhelming budget. With this acknowledgement, the company is able to reflect on affordability and how tight the budget can be constructed. There will always be a manageable neutral point.
PEST Analysis of the Macro Environment
Thompson and Martin (2017), claims that Francis Aguilar (1967), the founder of PEST analysis, defined it as a strategic tool than scrutinizes external factors within a company’s environment. They represent Politics, Economy, Social and Technology. The elements are key to harmonizing different reactions in projecting growth or decline. To start with political factors, they include regulations and laws of the land. They may also drag in political stability. With the company like Scenario IT to seniors, the government cannot be ignored whatsoever, it is worthwhile to abide with the market regulations and identify the suitability of the company to prosper within a given area. 
Secondly the economic factors, which are one of the unseen or disregarded external factors. Every other section of the macro environment could be tolerated but with factors like inflation and interest rates, nothing would matter. The company's evaluation should check on the history of growth rate, inflation rates or interest rates and compare the odds. For the company, most of the products are imported, hence unattractive rates for a start is not encouraging. The economy has to be suitable even for the seniors to partly afford some of the products. 
The other important element is social factors. With this, the company should consider the two most relevant aspects of health issues and age structures. Social factors stimulate the demand rates for the products and services of a given company. The more ageing market is, the better it is for the company to prevail. Other factors like health issues are secondary aspects of establishing the proper technological dimension to approach the market.
Lastly, technological factors play a synchronized theme with the main objective of the company. I would sensitize and allocate much of the resources and time on knowing the exact buttons to press. Technology could be an entry barrier or breakthrough. The objective of the company is reliant on the existing technology of a given location. However, technology keeps advancing or changing. The company has to embrace the change and spread the same to the seniors. This means, the type products and services released in the market in terms of quality and complexity, is entirely centred on the co-existing technology. Understanding such a factor will simplify decision making within the company’s operations. When it comes to what to teach and introduce to the seniors about technology. Momentarily it has to be accessible with ease, by all.
Conclusion
From the discussions above, marketing strategies are no longer a sequential thing that falls under miscellaneous budgets or position in a company. It is indeed very important to incorporate a research that sketches the actual happenings of the subject market before and after launching a company or a product in the market. Cycles of the strategy will definitely work at any given market. Henceforth, I believe “Scenario IT to seniors” has what it takes to grow up to the Global Scale.
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