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[bookmark: _Toc90077823]Introduction 
[bookmark: _Hlk90319269]Pricing, in every aspect, is key to success in making sales. Proper pricing should help achieve the organizational goal of market penetration, skimming, profit generation, and countering competition (Hong, Wang & Yu, 2018). Ideally, the pricing of products should reflect the value of the product and match the goals and objectives of an organization. Commercial soul searching is essential for an organization to identify the best strategies to employ in its pricing. Health app, for instance, requires proper research on the type of market and the level of competition in the market they venture in. Medical products are essential and sensitive and require proper research to ensure all the goals and objectives are met. This essay will explain how the health app can apply different strategies to achieve its goals and objectives in the highly competitive and dynamic modern markets.
[bookmark: _Toc90077824]Goals of the pricing 
[bookmark: _Toc90077825][bookmark: _Hlk90319306]Market penetration 
pricing of products in the medical app should focus on market penetration both within the country and outside the country. The payment method used by the medical application should be readily available and easy to acquire by many of their target clients. The pricing method developed by the application should be considerably low to ensure it is fast and quickly adopted by most of the target market (Tarmidi, 2021). Low prices usually entice clients to purchase a product, thus exponentially increasing its use and popularity.
Product promotion pricing through the issuance of gifts and offers also survive to increase the acceptance of the application and fasten its market penetration. The organization's management can roll out a system that will reward frequent users of the application with a series of gifs to ensure the community members actively and continually use it. Further, through gift and donation, the entire market will be enticed to use the app as they will feel indebted and affiliated to the application. Therefore, it is essential to employ strategic pricing schemes to ensure all the potential customers are taken care of.
[bookmark: _Toc90077826][bookmark: _Hlk90319333]profit generation 
[bookmark: _Hlk90319342][bookmark: _Hlk90319355]Majorly, the pricing in the application should aim at the covering of all related costs and a mall profit margin. To facilitate continuity in production, the method of pricing adopted by the organization should cater for all the production costs and a profit margin (Dusetzina, Huskamp & Keating, 2019). The profit should however remain within the acceptable range to avoid exploitation of the consumers. On the other it is essential to ensure the organization remains sustainable and that it can finance its growth and future further development. Also, the pricing of products in the medical app can change according to demand on certain products and constant for a given bundle of products depending on the nature of the market segment. The pricing flexibility should be based on the general market demand and other factors like the product's luxury, efficiency and general acceptance in the market. The management needs to ensure they gain the best profits from the market without the consumer feeling ripped off.
[bookmark: _Toc90077827][bookmark: _Hlk90319367]Value-based pricing
  Medical products are generally expensive and regarded with high quality in every market. The pricing used should reflect the actual quality of the products offered for sale. Proper inspection of usability and quality of product should influence price of the product (Dusetzina, Huskamp & Keating, 2019). High-quality products should be priced considerably high as compared to the average quality. The cost should be passed to the client to ensure all their needs are effectively taken care of for customization. The medical app should therefore price their products in order of their priority in the market.
[bookmark: _Toc90077828][bookmark: _Hlk90319385]Market retention 
[bookmark: _Hlk90319394] Retention of market share by the operators of the medical application is essential for the continuity of the business operations. Pricing can be used to capture the market for a relatively long period (Chen & Huang, 2017). The management can use strategic pricing to ensure the clients are held relatively long. The medical app can introduce incentives that are only available for long-term subscribers. The management of the process can ensure the long-term relationship with the app is rewarded with various gifts to ensure there is maximum retention of the clients acquired by the organization.
[bookmark: _Hlk90319406]Notably, the goals of marketing services are to enhance the organization's performance. The pricing level affects the growth and development of medical app products, just like in every business. Strategic and comprehensive criticisms should be put in place to ensure flawless analysis on the level and the impact of pricing adopted by the organization. Also, the pricing strategies employed should march the organization's goals and objectives to ensure there is proper guidance on the type on the level of production and market target in all their levels of operation in the modern market.
[bookmark: _Toc90077829]pricing strategy 
[bookmark: _Toc90077830][bookmark: _Hlk90319425]Price Skimming 
[bookmark: _Hlk90319436][bookmark: _Hlk90319446][bookmark: _Hlk90319460]Price skimming is the process in which the prices are set high during the introduction of a product in the market and gradually reducing their costs as competition increases (IJzerman et al., 2017). The medical app can set a relatively high price for their products during the initiation phase and progressively decrease it with the competition. After an extended period, the application will gain the benefits of economies of scale to help hedge the losses during the reduced prices sales. A successful price skimming helps the medical app capitalize on the opportunity on early adopters and then undercut the future competitors as they join the already existing market. The management should conduct adequate research to ensure the timing is perfect for all the price changes and should highly consider using the product life cycle theory in setting the prices.
[bookmark: _Toc90077831][bookmark: _Hlk90319478]Market penetration 
This is a type of pricing used to ensure a fast spread of a product in the market or a given region. The price penetration strategy can be achieved by introducing the products at a relatively lower cost. Through this strategy, the mobile application can forego profits in the short run to ensure they capture a more extensive market base for their products (Vogler, Paris & Panteli, 2018). However, the market penetration strategy should be accompanied by intensive advertisements to enhance their acceptance in the general market.
[bookmark: _Toc90077832][bookmark: _Hlk90319516]Premium pricing 
This type of pricing is where an organization creates high-quality products and services and only markets them to high-income individuals or market segments. The premium pricing is often used for medical products for goods of ostentation (Vogler, Paris & Panteli, 2018). The medical app can present high-end products that the wealthy class of society can use to potential clients. The medical app should provide a branding strategy targeting wealthy community members. The premium pricing strategy can be used together with the bundle pricing to ensure the affluent users of the application are kept relatively long.
[bookmark: _Toc90077833][bookmark: _Hlk90319542]Value-based pricing 
 Just like premium pricing, value-based pricing is set according to the perceived value or quality of the product offered for sale in the market. Value-based pricing can be achieved through constant and thorough research about a particular product to understand the consumer's psychology on its use and potential price in the general market. The medical app can maximize its product by researching the need for certain products and services; for chronic diseases and those requiring urgent attention, it can change relatively quickly to maximize its gain. Further, the organization can enhance its value-based pricing by analyzing the relative demand of the products over a more extended period to ensure there is active demand for the product.
[bookmark: _Toc90077834]Challenges in the pricing of products in the medical app
[bookmark: _Toc90077835][bookmark: _Hlk90319553]Identification of the best pricing strategy 
Optimization of price is a significant challenge facing most organizations. The medical app is faced with the challenge of considering the needs of various stakeholders with diverse needs and preferences. The different strategies that the medical app can adopt have significant challenges that make the adoption very difficult (Gavulic, Pelletier-Fleury & Dusetzina, 2020). For example, demand-based pricing has the disadvantage of forcing the managers to make a good guess about the sales at different price levels, competition –pricing has the disadvantage of ignoring the aspects related to demand like the willingness and ability of the target customers to buy are often ignores among other aspects that make it difficult to settle on a specific pricing strategy.
[bookmark: _Toc90077836][bookmark: _Hlk90319568]Determination of the price acceptability by the market 
[bookmark: _Hlk90319579]Most managers face the uphill task of identifying the clients' price for the goods and services offered for sale. The speculation about the product's shortage and usability may cause a dramatic effect on the prices. Sometimes, the customers attribute the fees charged to the after-sales services such as reliability, high quality, and longevity, and the brand (Gavulic, Pelletier-Fleury & Dusetzina, 2020). Therefore, the medical app has the challenge of identifying the customers' attitude about every product offered for sale to effectively identify the best price level for the organization's products. There is a significant challenge in identifying the marginal change in sales and the prices of the product and the possibility of replication of the effect to other medical products.
[bookmark: _Toc90077837][bookmark: _Hlk90319618]Poor price data collection and analysis 
[bookmark: _Hlk90319627] Data about the prices and demand of products is essential for the pricing process in every organization. There is, however, a myriad of challenges faced when collecting and interpreting data about the prices to be charged in each product in the general market. Medical products are significant victims of the process as most patients answer the interview questions based on intuition or biases that make it difficult to rely on their feedbackurther, misinterpretation of the data presented for pricing often leads to the setting of unrealistic prices that reduces the sales of products by an organization. This is usually attributed to the data complexity and inability to effectively use the statistical tools to derive meaning from data collected from various sources.
[bookmark: _Toc90077838] Remedy to the pricing problems 
[bookmark: _Toc90077839][bookmark: _Hlk90319643] Proper analysis and interpretation of data 
 The management is tasked to ensure they employ the best statistical tools like spss, programming, among other tools, to ensure they derive meaning from the data collected about the price of a product (Gordon et al., 2020). The data about the medical product should be carefully collected as the recipients are prone to biases and exaggeration of the feedback based on intuition making and that there is skilled personnel to take care of the entire process. 
[bookmark: _Hlk90319658][bookmark: _Toc90077840] Setting realistic processes for all the products. 
The management is required to ensure they set a realistic price that won't shy away from the potential target market. Intuitional pricing of medical products should be highly discouraged. The product life cycle should be closely followed for all the products offered for sale by the medical app (Gordon et al., 2020). Ideally, the management should ensure they conduct a test with a portion of the market to test on the acceptance of the product's price before approaching the general market.
[bookmark: _Toc90077841]Conclusion 
As observed in the paragraphs above, the medical application is a tool that bridges between the doctors and their patients. The pricing of products in the medical app has proved to be an uphill task for its owners. To create a reasonable price that most of the clients will accept, it is essential to consider the general attitude of all the stakeholders to ensure that their interests are served when setting the price. additionally, the management of the organization should work on ensuring all the limiting factors in setting the costs are mitigated and that the clients can easily accept the set process. The value-based pricing should be employed only when the company's true and tested value recognition on specific products. The organization's management should stick to the identified pricing t strategy to avoid the uncertainties related to frequent changes in the price strategy adopted by an organization. Therefore, the pricing of the medical app should be easy and effective if the aspects are effectively considered when making the prices for the products.
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