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[bookmark: _Toc237575264]Executive Summary

The consultancy report proposes an innovative way for Dexcom to move from continuous glucose monitoring (CGM) to predictive health intelligence by launching Dexcom Horizon™ as a sustainable brand extension. The sustainable value of Horizon™ is reflected both in its environmental performance and through the application of predictive analytics, clinical decision support, and personalised coaching to enhance early intervention, increase patient empowerment, and optimise resource utilisation across healthcare systems.
Through the evaluation of strategic fit and commercial potential using the STDP framework and the extended marketing mix (the seven Ps); and through the assessment of the three bottom lines (social, economic, and environmental), this proposal argues that Dexcom has the opportunity to significantly grow its competitive advantage through deeper relationships with customers; increased clinician support; and alignment with developing trends in digital health and preventive care.
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STDP and the Extended Marketing Mix (7 Ps) will be used to evaluate the proposal, along with contemporary marketing and healthcare literature.
The proposal is based on the development of Dexcom Horizon™, an AI-based predictive health intelligence platform that extends Dexcom's capabilities into personalised preventive care.
Dexcom has become an internationally recognised company with its CGM systems supporting both real-time glucose monitoring and data-driven diabetes management. The increasing incidence of diabetes, along with high healthcare costs and mounting system pressure, has created strong evidence for moving away from merely reactive care toward a model of predictive and preventative care.
Brand extension allows organisations to build on their existing brand equity when entering new markets or product lines (Kotler et al., 2024).
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Figure 1. Strategic Brand Extension for Dexcom Horizon™(Author’s own work).
DEXCOM
 ↓
 Continuous Glucose Monitoring
 ↓
 DEXCOM HORIZON™
 ↓ 
Predictive Health Intelligence
 ↓
 Earlier Intervention
 ↓ 
Better Patient Outcomes
 ↓ 
Sustainable Healthcare 
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[bookmark: _Toc237575268]Strategic Market Analysis Using the STDP Framework

[bookmark: _Toc237575269]2.1 Strategic Opportunity

The diabetes market is changing due to rising prevalence, digital health innovation, and growing demand for personalised care. The International Diabetes Federation (2025) reports that more than 537 million adults worldwide live with diabetes, while healthcare systems face workforce pressures, treatment costs and increasing chronic disease demand.
Advances in artificial intelligence, predictive analytics and wearable technologies create opportunities to move from monitoring and reacting to complications towards earlier, data-informed intervention. Dexcom is well-positioned to extend its CGM expertise into predictive health intelligence because it already has an established technology ecosystem and customer relationships. Horizon™ would add value through personalised insights that support earlier action and potentially more efficient use of healthcare. This is consistent with the principle that brand extensions should leverage existing brand equity while creating additional value in adjacent markets (Kotler et al., 2024).
The opportunity is therefore not simply technological. Strategically, Horizon™ could shift Dexcom from a device-centred proposition towards a continuous service relationship, increasing relevance throughout the patient journey.

[bookmark: _Toc237575270]2.2 Strategic Market Segmentation 

Geographically
 The first market for a product of this nature is likely to be countries with well-established digital health infrastructure and developed diabetes care systems. This will include the UK, USA, Canada and certain other European markets.
Demographically
The demographic of interest includes all adults who suffer from either type 1 diabetes or type 2 diabetes that require insulin. Healthcare professionals, NHS trusts and private providers, as well as integrated care systems, are secondary groups, as they can directly affect access to Horizon™ and clinicians' use of it.
Psychographically
The psychographics of the target market are individuals who are digitally active, believe in self-managing their condition, want to prevent complications, want to optimise their overall health status, and utilise personalised technology. 
Behaviourally
From a behavioural standpoint, the best users are frequent CGM users who regularly review their data and prefer to manage their glucose levels continuously rather than episodically. 
As these segments are strategic, Horizon™ leverages behaviours that already exist among consumers; it does not require them to start using a completely new method. Additionally, integrating with the Dexcom ecosystem can create barriers to entry and increase customer retention, thereby increasing customer LTV (customer lifetime value).
However, digital inclusion must still be considered. If we were to target only the digitally literate users, we would exclude many patients with lower digital literacy, connectivity issues, or accessibility needs. An intuitive system design, along with education and/or support from their clinicians, would improve both the system's adoption rate and social sustainability.
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STDP Segmentation Wheel   Framework for Dexcom Horizon™ (Author’s own work).
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Dexcom’s Horizon™ product will utilise a segmented, or "differentiated," targeting approach for its target audience. Horizon's primary target is current Dexcom customers, who have been shown to be digitally active and motivated to proactively manage their own health. As an established brand that customers already feel comfortable with, Dexcom may lower the perceived risk of adopting new technology and leverage pre-existing channels to communicate with those customers.


The secondary target for Horizon™ is health care organisations interested in solutions that enhance preventive medicine, increase patient engagement, and improve the overall efficiency of resource allocation. Because many healthcare providers can significantly influence purchasing decisions (e.g., procurement), payment for services, and the clinical acceptance of products such as Horizon, it is also important to consider the B2B aspects of the target market.
Therefore, Dexcom should initially launch Horizon™ through a controlled pilot with existing Dexcom customers before expanding into other healthcare partnerships.

[bookmark: _Toc237575272]2.4 Differentiation Strategy

Porter (1985) argues that competitive advantage can arise through meaningful differentiation. CGM brands commonly compete on sensor accuracy, wear duration, usability and connectivity. Horizon™ adds a new layer of value by shifting competition from hardware alone towards predictive health intelligence and personalised support.
Rather than simply reporting glucose data, Horizon™ would combine CGM trends with relevant contextual information to identify periods of increasing risk and provide personalised prompts. The differentiation is therefore service-based: Dexcom becomes a proactive health partner rather than solely a monitoring technology provider.
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The proposed positioning statement is:
Dexcom Horizon™ empowers people living with diabetes to make earlier, better-informed decisions through predictive health intelligence, supporting healthier lives and more sustainable healthcare systems.
This positioning reinforces Dexcom’s innovation credentials while distinguishing Horizon™ from monitoring-focused propositions. However, predictive health technologies pose risks to data privacy, algorithmic transparency, regulation, digital exclusion, and clinician trust.
Horizon™ must therefore complement, not replace, professional clinical judgement. Claims of reduced complications or healthcare utilisation would require clinical validation rather than being assumed based on technological capability.
Overall, the STDP analysis indicates that Horizon™ is a coherent brand extension with potential to strengthen customer relationships and respond to demand for personalised, preventive care. Its commercial success, however, depends upon credible evidence, responsible governance and careful integration into existing healthcare pathways.

[bookmark: _Toc237575274]STDP Conclusion
The STDP Framework demonstrates Horizon™ is both a strategically coherent and commercially viable Brand Extension. The Proposal defines the target Market Segments and targets those segments in a manner that creates a clear Competitive Positioning and Value-Driven Differentiation. This will enable Dexcom to enhance its relationship with customers while addressing an increasing demand for predictive, personalised, and sustainable healthcare solutions.
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[bookmark: _Toc237575276]Applying the Extended  Marketing Mix to Dexcom Horizon™
[bookmark: _Toc237575277]Introduction
The extended marketing mix (the 7 Ps) integrates all elements involved in developing products and services that ultimately translate into customer value (Kotler et al., 2024) and therefore provides a useful way to translate customer requirements from strategy into action. The new marketing strategy does this through a combination of service and relationship marketing, representing an integrated digital healthcare service. Therefore, with a product such as Dexcom Horizon™, where the customer experience includes much more than the device itself, it will be necessary to ensure that every aspect of the marketing strategy works together to improve patient engagement, enhance brand equity, and provide more sustainable health care.

[bookmark: _Toc237575278]3.1 Product Strategy

The Horizon™ platform extends CGM by providing personalised lifestyle recommendations based on user behaviour, as well as clinician dashboard views for enhanced management of patient populations and reporting. As a result of this integration of glucose data with context (e.g., exercise, sleep, behavioural patterns) – and the creation of value that is both preventive and informed by relevant data - Horizon™ transitions from simply tracking glucose levels to predicting future glucose values. 
Horizon™'s strategic advantage lies in differentiating itself from competitors by leveraging its ecosystem to provide an additional physical device. Therefore, while it can provide ongoing revenue streams throughout the customer's entire life cycle, the clinical predictions or decisions made by the system will need to be validated at a high level, meet regulatory standards, and clearly define the line between automation and professional counsel.


.
[bookmark: _Toc237575279]3.2 Pricing Strategy

A tiered pricing model based on a value approach will be suitable for this. Core predictive functionality in its basic form would likely be provided to all existing users as part of their current service. Advanced analytical capabilities, clinician collaboration tools, monitoring of families or individualised coaching would then be available via premium levels. 
Adoption barriers are thereby reduced; however, higher price points may increase the risk of digital health inequities. Therefore, partnerships with healthcare providers, payers (insurers) or government departments could provide greater access to the technology at a time when it is most needed whilst maintaining commercial viability.

[bookmark: _Toc237575280]3.3 Place Strategy 

Horizon can be delivered via a multi-channel (omnichannel) model across the Dexcom app, patient portals, health care dashboards and remote consultation to reach as many patients as possible. As such, embedding the service within existing digital and clinical pathways will help reduce the customer effort required to implement Horizon and minimise implementation barriers.
 Interoperability between Horizon and various Health Care Systems will be key for Institutional Adoption. Therefore, the biggest distribution advantage of Horizon will not come from its geographical coverage but from its integration into existing Dexcom and clinical touchpoints.



[bookmark: _Toc237575281]3.4 Promotion Strategy  

The promotion of Horizon™ should focus on patient empowerment through education, building trust with patients, and emphasising the educational aspects of using Horizon™ rather than emphasising its technological innovation. This could be done by using digital marketing, holding webinars, attending medical conferences, partnering with patient advocacy groups, working with professionals, and providing peer-reviewed scientific evidence to support its use.
Horizon™’s message, "Earlier Insight. Better Decisions. Healthier Futures," positions it as a partner in preventive health. 
Because there will always be controversy over AI in healthcare communications, Horizon™ must be transparent and evidence-based and must never suggest that predictive alerts can eliminate all possible complications.
It is also necessary that Horizon™ clearly communicate that it is designed to support and augment physician judgment to establish its credibility.

[bookmark: _Toc237575282]3.5 People Strategy 
Trust in the system will be built through successful delivery of the product to patients by diabetes specialist nurses, endocrinologists, general practitioners, customer support teams, software engineers, and data scientists, as well as by clinician confidence in using Horizon. Clinicians' confidence will influence patients' trust and whether they continue using Horizon™. As such, training for all involved parties (clinicians, customers, etc.) regarding predictive analytics, ethical artificial intelligence, digital communication, patient education, and shared decision-making will be essential to transform Horizon™ from simply a technology-based health care platform into a human health relationship.

[bookmark: _Toc237575283]3.6 Process Strategy
The proposed approach to this journey is simple and direct: Dexcom CGM monitors the patient's blood glucose levels; Horizon™ combines monitoring of the patient's blood glucose level with their lifestyle related data; when it identifies an increasing risk; it provides personalised guidance to the patient for action or seeking clinical opinion as needed; and where possible clinical staff can view shared insight into patient activity to provide additional support in providing on-going care.
The method has two benefits: by decreasing customer effort, it promotes a consistent relationship through user engagement. Safety processes need to be established to include guidelines on escalation (e.g., what is unacceptable), data control systems (e.g., who sees what information about whom), and formal governance processes to ensure clinical safety.


[bookmark: _Toc237575284]3.7 Physical Evidence
Although Horizon™ is primarily digital, credibility can be reinforced through professional app design, intuitive dashboards, secure reports, educational materials, clinician resources, regulatory evidence and transparent corporate reporting.
These visible cues increase the service's intangibility and reinforce Dexcom’s established reputation for technological competence.
[bookmark: _Toc237575285]3.8 Marketing Mix Evaluation
The 7Ps offer a systematic approach to integrating the development of innovative products, relationship development, and digital service design. The potential for Horizon is to enable Dexcom to continue adding customer value beyond just competing on the features of its hardware products.
Socially, it could potentially provide benefits such as empowering patients to take control and receive assistance sooner. Economically, it can enhance customer relations and increase efficiency in healthcare usage. Environmentally, there is an indirect benefit from reducing unnecessary travel or resource consumption. As such, these are possible outcomes and will require evaluation (not assumption) at this time.
Additionally, to implement Horizon™, Dexcom will have to invest in Artificial Intelligence, Cyber Security, Clinical Evidence, regulatory compliance, and staff education. Therefore, Dexcom needs to define Horizon™ as a preventive healthcare ecosystem while ensuring that its ambitions do not outweigh accessibility, patient safety, and ethical governance.
[bookmark: _Toc237575286]4. Strategic Recommendations
[bookmark: _Toc237575287]Implementing Dexcom Horizon™

The first pilot of Horizon by Dexcom needs to be conducted with a limited number of diabetes service providers, using current G7 users to assess user engagement, operational viability, and the predictive performance of Horizon. The pilots will generate real-world evidence for future studies.
Dexcom should collaborate with NHS organisations, ICSs, and diabetes experts to integrate Horizon™ into their existing diabetes care pathways, rather than treating Horizon™ as a stand-alone consumer application. 
The ethical AI governance structure established by Dexcom should cover all aspects of ethics, including transparency, validation, privacy, cybersecurity, informed consent, and clinical oversight. 
All phases of relationship marketing (insight development, education, coaching, clinician feedback) need to drive all Horizon™ implementations.
Finally, the success of Dexcom's Horizon™ implementation should not be based solely on financial performance. Financial metrics should be supplemented with other relevant metrics, such as user engagement, user satisfaction, appropriate follow-up after receiving alerts, customer retention, customer lifetime value, utilisation of health resources where feasible, and stakeholder confidence. 
The above recommendations will facilitate phased implementation while establishing direct linkage between commercial performance and patient and system value.
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[bookmark: _Toc237575289]Reflective Statement
[bookmark: _Toc237575290]Developing Dexcom Horizon™

To expand my knowledge of strategic marketing and sustainable brand development, the Dexcom Horizon™ proposal was a very large undertaking. At first, I believed there were two types of sustainability: environmental and social/healthcare. I originally conceptualised my brand extension based upon recycling. After reviewing my draft submission, I realised the importance of originality and the need to view sustainability from a broader strategic perspective. This realisation caused me to revisit both the marketing opportunity and the larger challenges facing healthcare delivery.
I utilised Gibbs’ Reflective Cycle (1988) to reflect on how my thinking evolved over the course of the project. Originally, my focus was on decreasing product waste. Through further exploration of the topic, it became apparent that while sustainability in healthcare extends beyond environmental considerations, it encompasses patient care, resource utilisation in healthcare delivery, and organisational resilience over time. This change in perspective shifted the entire direction of my proposal.

My clinical experience also influenced my thoughts. The stress and pressure created through diabetes related complications reinforced the idea of providing support to patients prior to their conditions escalating. While each clinical situation is unique and influenced by numerous variables, my observations led me to consider how predictive health intelligence could enhance current glucose monitoring technology, enabling earlier detection and patient education. This enhanced my respect for prevention as part of a sustainable healthcare system.

Through the application of the STDP Framework and the extended Marketing Mix, I have been able to take steps beyond merely describing marketing concepts and analyse how strategic decisions generate value. Rather than seeing marketing solely as a promotional activity, I am now aware of its role in identifying and meeting unmet needs, developing meaningful customer experiences, and contributing to the overall strategic direction of organisations.

This process also improved my ability to conduct research and think critically. Reading marketing literature and researching digital health and sustainability frameworks forced me to critically assess evidence and defend my recommendations with theory rather than relying on personal opinions. Additionally, I learned the importance of adapting ideas in response to comments during peer review. Revamping my initial concept taught me that constructive criticism can improve creative thought and strategic analysis.
Ultimately, this project has given me greater confidence in applying marketing theories to real-world healthcare challenges. In the future, I will continue to apply evidence-based decision-making and utilise my clinical experience to develop innovative solutions that add value for patients, organisations, and communities. The project has reinforced my belief that effective marketing is more than just selling products; it means addressing significant issues in a manner that is socially responsible, ethically acceptable, and strategically sound.












[bookmark: _Toc237575291]References 

Dexcom, I. (2024). Sustainability Report 2024. Available at: https://investors.dexcom.com/news/news-details/2024/Dexcom-Publishes-Annual-Sustainability-Report/default.aspx [Accessed: 01 August 2026].
Dexcom, I. (2026). Annual Report 2025. San Diego, CA: Dexcom, Inc. Available at: https://investors.dexcom.com/financials/annual-reports/default.aspx [Accessed: 01 August 2026].
Elkington, J. (1997). Cannibals with Forks: The Triple Bottom Line of 21st Century Business. Oxford: Capstone.
Gibbs, G. (1988). Learning by Doing: A Guide to Teaching and Learning Methods. Oxford: Oxford Polytechnic.
International Diabetes Federation (2025). IDF Diabetes Atlas. 11th edn. Brussels: International Diabetes Federation. Available at: https://diabetesatlas.org/resources/idf-diabetes-atlas-2025/ [Accessed: 01 August 2026].
Kotler, P., Keller, K.L. and Chernev, A. (2025). Marketing Management. 17th Global edn. Harlow: Pearson.
Medicines and Healthcare products Regulatory Agency (2025) Software and artificial intelligence (AI) as a medical device. Available at: https://www.gov.uk/government/publications/software-and-artificial-intelligence-ai-as-a-medical-device/software-and-artificial-intelligence-ai-as-a-medical-device [Accessed: 01 August 2026].
NHS England (2020). Delivering a ‘Net Zero’ National Health Service. Available at: https://www.england.nhs.uk/greenernhs/publication/delivering-a-net-zero-national-health-service/ [Accessed: 01 August 2026].
NHS England (2023). Inclusive Digital Healthcare: A Framework for NHS Action on Digital Inclusion. Available at: https://www.england.nhs.uk/long-read/inclusive-digital-healthcare-a-framework-for-nhs-action-on-digital-inclusion/ [Accessed: 01 August 2026].
Porter, M.E. (1985). Competitive Advantage: Creating and Sustaining Superior Performance. New York: Free Press.
World Health Organisation (2021). Ethics and Governance of Artificial Intelligence for Health: WHO Guidance. Geneva: World Health Organisation. Available at: https://www.who.int/publications/i/item/9789240029200 [Accessed: 01 August 2026].


Dexcom Horizon™


Geographic


Demographic


Psychographic


Behavioural


2

image2.png
s DEXCOM HORIZON'

= Earlier Insight. Better Decisions. Healthier Futures.

{

AI-POWERED PREDICTIVE HEALTH INTELLIGENCE

A sustainable brand extension that empowers people to act earlier,
supports clinicians, and helps create a more sustainable healthcare system.

healthcare is about helping people make
\7' that may reduce preventable complications and support more

vl comphosios i proenrs DEXCOM HORIZON" il v/

onpatents and helthearesystms. A-POWERED PREDICTIVE HEALTH INTELLIGENCE @) () Wen
€ 57Muon o b o=

) s S s S
\p)) e - 0 (@)

@] HIGH RATES

B s e
LT 00 e [
£10 BILLION+ : and sk summary.
e ©
WoRKFORCE & cAPACTY e
TRESSRES
Pl . 0 Pt
S 0 V|98 e

O cumeamsionr proonniie [ -] 3
[y —

th e etscides ORA koo f
creaad st corsmptn o Bt e
el pterts ct e s ek gt et

0 O s

ot

oo
© wHY THIS MATTERS © SUSTAINABILITY: THE TRIPLEBOTTOM LINE ] @) STRATEGIC FIT: A STRONG BRAND EXTENSION
o = =g £ [T rm———

*
Q s
B e et camen | | o
e 2

[

BRAND POSITIONING STATEMENT
s oo™ o Al pomeres et sty
it o that hlps el wih et sct.
e spports hrans wth actonti it

® © QO @  w= | w @ e

1525%  20-30%  £10000  Higher | Improwd  Lower e | wedien | e | W | e

o | et gt | by P P~ froona e o ettt





image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





