[image: ]








Course name: Business Management L5 T2 G1

Module: Entrepreneurship LCBB5001

Student name: Elena Aleksandrova   2023165

Lecturer: Dr. John-Paul -  Okeke   

Assignment 2












BUSINESS PLAN TEMPLATE

	BUSINESS DESCRIPTION / MARKET OPPORTUNITY


Ask a Doctor LTD is an exciting and innovative platform that aims to connect consumers with doctors. If users are looking for medical support, advice and consultation, Ask a Doctor provides an opportunity for users to ask for medical help and support. Ask a Doctor was created to efficiently and quickly overcome the communication challenges between doctors and patients, ensuring a good connection with the help of modern technologies. In this case, the online platform increases trust and brings communication ease. During COVID-19, the lack of such a system with communication between users of medical services and doctors was strongly felt. More and more users have experienced the ease of communicating online with their treating physician as long as their condition does not require visits and stays in a hospital facility. This innovative opportunity could have millions of users paying a minimal fee to consult with doctors they wish. In order to do this, they need to make a quick registration and then search and find the specialist they need. The company's administrative staff supports the patients to make registering easier in case of difficulties, questions and case of need for further clarifications. The main advantages of this system are that it allows users to communicate through a part with doctors and track the progress of their condition (Wong, Yee & Nohr, 2018).
Ask a Doctor LTD offers four main categories of services: consultation with a doctor via video or chat, consultation with various specialists through insurance, and online full medical assistance, which includes consultation, research and reading by the specialist.
The mission of Ask a Doctor LTD is to provide a trusted and well-balanced communication channel between patients and consumers using the possibilities of online technologies. The vision of Ask a Doctor LTD is to find a doctor for the specific patient case, and effectively, with the help of technology, the person can get support, have their profile, and take anamnesis.
Ask a Doctor LTD was formed based on a technological platform backed by a good team of professionals. It provides users access to services, goods, promotions, and discount coupons for chosen laboratories, at which users may be inspected and have the option to consult (Yang & Hsiao, 2009).
Ask a Doctor LTD is an application that operates in some different modes, including the following:
1. To users and patients who desire simple and rapid communication with the treating doctor without having to visit physical offices if their condition allows it if this option is available to them. In this instance, Ask a Doctor LTD offers various online services, such as research reading, online medical services, online therapy, and hospital referrals.
2. The target audience for Ask a Doctor LTD comprises medical practitioners who wish to better assist their patients by maintaining open lines of communication with them. They aim to assist more individuals, and one of the ways they may do so is through internet contact.
3. Ask a Doctor LTD provides various wellness services to assist in treating users and integrates online communication as a safer, more inexpensive, and perhaps more fruitful approach to create a dialogue between patients and medical experts.






	INDUSTRY ANALYSIS

The threat of new entry
This danger is ever-present as this is an innovative method of communication that is yet to be developed by consumers and medical professionals. However, consumers are very diverse, and so are medical professionals. Even if new units are entered this market, it will not threaten the company's operations. One reason is that the UK is a large country with a substantial population, and some professionals participate in such platforms to help patients. The situation with COVID-19 has led to a search for solutions to ease the healthcare system (Adbelkafi et al., 2013). Namely, such platforms would facilitate the work of patients, medical personnel, and centres. For example, when one of the users has specific symptoms, he can quickly and easily consult a medical professional and then take specific actions. All this would greatly ease the whole activity if the cases are not urgent but need counselling.


Threat of substitutes
Similar substitutes pose a threat to business, but that should not be a problem. As we said, this market is quite extensive, and the activity can quickly be developed from more similar platforms. The most important goal is to create a relationship between users and professionals to find a specific solution to their problems. So even if there were substitutes for this product, it would only lead to more benefits for medical professionals and consumers.


Bargaining power of customers
Users are essential in this process. Their presence is significant and helps the development of this platform. Users are the ones who will pay for the consultation. However, they are very demanding and demand more and more for the money they pay for any services. Funding is crucial as consumers pay for and demand quality services in return. Consumers want free time, faster and easier communication and quick and easy solutions to their problems (Brousseau & Penanrd, 2007). Namely, this is what similar applications provide them. On the one hand, they get the answer they are looking for, and on the other hand, they support the development of this business.

Bargaining power of suppliers

In this case, the providers are the medical persons who provide their consultations to the users. They have the power to negotiate to get better commission or advertising for their business. It all depends on the wishes of medical persons and their reputation. Another provider is the Internet and developing technologies that require creating and maintaining the platform and investing specific amounts of money in maintaining servers and a database. These costs require investing more funds in this activity.






Competitive Rivalry: who are your main competitors and how can you differentiate yourself from them

	Name of competitor
	Differentiation

	Competitor 1 
Medicus Al 
	It focuses on customers and their research and a better understanding of their health. Our company seeks the benefit and support of the end user—maintenance of results and better opportunities for communication between the patient and the medical professional (Medicus AI, 2022).


	Competitor 2
Stuff that Works 
	This competitor has a large company that could be a problem for our business. This company makes it possible to communicate with patients and create media content through a chat system. Our main advantage is that users have direct access to the medical person, and if desired by both parties, it can be mined to direct communication via video or voice call (Stuff That Works, 2022).

	Competitor 3
5C Network 
	The difference between this competitor and our company is that we have a personal focus on the patient and an approach that medical professionals follow in communicating with their patients. They work directly with them, and communication does not go through other administrative units as with this competitor. In addition, in case of a subsequent need for specialization, the competing company looks for opportunities for hospitalization, while with us, it is an arrangement between the patient and the medical professional (5C Network, 2022).

























	OPERATIONS AND MANAGEMENT TEAM 
OPERATIONS
What is your business process like? E.g., if it is a bakery – what are all the processes involved? Where will you get your supplies from? What supplies and equipment will you need? How will you transport them to your production site? Where will you make the cakes and scones? How will you get them to your customers? Will anyone else be involved in this process? Etc

In the case of Ask a Doctor, the processes are entirely customer-oriented (Burschmann et al,, 1996). One of the crucial elements in making the connection between consumers and medical professionals is technology. The services are offered online, necessitating IT specialists to maintain the site and collect process and analyse user information. In the process, the creation of the site and the presentation of the offered services take first place. Then there are the user profiles and distribution of services online. This distribution often occurs through social media such as Facebook, Instagram and LinkedIn. Online advertising provides an opportunity to promote advertising in as many places as possible online and reach a more significant number of consumers. Therefore, good marketing advertising is essential to the success of Ask a Doctor. The company's employees undergo special training, where they are trained to assist and serve users in case of problems. They are also trained to work well with the platform (Chesbrough, 2007).
The process takes place in a company office. A dedicated IT company maintains the site. The success of Ask a Doctor is based on creating a sound system of working services that requires each team member to know their responsibilities and fulfil them. Users also need to know and understand the capabilities of the platform. Therefore, there is a unique training video at the beginning of their registration. The purpose of the video is to introduce and present the possibilities and services offered by Ask a Doctor.
Each user has a profile where they can review their past communications with medical professionals. In addition, IT professionals maintain the platform and make it easy for users to access.







How would you generate revenue for your business? E.g., How would you prevent loss of revenue?

Creating such an excellent platform requires capital investment. The company's primary income comes from consumers. They pay for the consultation with the medical personnel, and this consultation is usually charged a minimum fee of 12%. The rest of the amount goes to the medical specialist's account. A user membership fee may also be paid by users and may be terminated at any time. The revenue receives also comes from advertising pharmaceutical products on the site. Loss reduction will most often be achieved by maintaining a high level of service so that consumers have quick and easy access, which is attractive to them. Users also offer various benefits, such as additional product promotions or discounts on specific fees (Fielt et al., 2008).

 


MANAGEMENT TEAM

	Name 
	Skills
	What do they bring to the firm

	Leanne Clarkson

	He is the head of the management team. Possesses good organizational skills, high technical knowledge, creativity, innovation, and constantly seeking development.

	He is part of our organization because he is constantly looking for opportunities for development and progress.

	John Jenkins

	He runs the IT department of a company. His most essential skills are leadership, organization, and high technical knowledge.

	He is part of the platform because he has excellent technical skills and supports the Ask a Doctor platform.

	
Lily Jones

	She is the HR team manager. Her skills are diplomacy, intelligence, innovation, creativity, and a personality that also has good management skills.

	Her task in the company is to find quality employees and personnel who want to develop with us.

	Barbara Kelton

	It supports the marketing channels and advertising in a company—her skills of creativity, innovation, opportunity seeking, good organization, and specialist in the field.

	She is part of the team as she has the expert judgment and creates successful marketing advertising campaigns.







	MARKETING: The Four P’s must be used to describe your marketing strategy

Product: Brief description of your product
The product is online medical consultation. The company Ask A Doctor provides standardized package services that include the provision of health consultations. The health mall offers a wide range of products and services that consumers can choose from. Ask a Doctor aims to create a relationship between consumers and medical professionals (Fitterer et al., 2011).



Price: How much would you charge for your product, and what is the basis for the price chosen?

The cost of services varies, with a minimum of £30. Each specialist can choose what price to put on their consultation, and most often, they vary between £60-90 to a maximum of £150-180. From this amount, the platform receives a 12% commission for offering this. Users also have the option of a three-pack subscription service. The first pack is £15, the second is £35, and the third is £80.


Promotional Mix: What techniques would be used in promoting your product?


The main channel of promotion is social media and the Internet. The ads on the platform are mainly on social media like Facebook, LinkedIn, Instagram and online sites. The platform also plans to create YouTube videos, a series of the most popular issues and topics of interest to society, and business cards of the platform's specialists.


Place (Distribution strategy): How would your product be distributed?
Distribution channels are mainly social media, TV commercials, pharmaceutical companies, and advertising from satisfied customers. The specialists themselves also have the opportunity to self-promote the product to their patients.






	FINANCIALS 

Sources of funds: where would you be getting funds from?

The primary means of financing are investors and advertising funds. The primary financial source is the commissions connecting the users and the medical persons.



Use of funds

	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue (from your operations and marketing section)
	450 000
	550 000 
	620 000
	740 000
	730 000
	820 000

	Fixed Costs
Technical Support
Marketing 
Salaries
Other expenses 



	


50 000
25 000
150 000
15 000
	


50 000
25 000
150 000
15 000
	


50 000
25 000
150 000
15 000
	


50 000
25 000
150 000
15 000
	


50 000
25 000
150 000
15 000
	


50 000
25 000
150 000
15 000

	Variable Costs
Customer Support
Advertising
Marketing material





	

20 000
7 000
2 000
	

25 000
7 000
1 500
	

22 000
6 000
1 500
	

28 000
10 000
0 
	

32 000
15 000
0
	

25 000
9 000
1 500

	Profit 
	181 000
	276 500
	350 500
	462 000
	443 000
	544 500
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