Introduction 
This part of the business plan explores the relevant marketing specifics affecting the future performance of the mobile app Positiva. The main trends in the marketplace for mental health mobile apps are analysed together with some practical decisions in the field of segmentation and targeting. Moreover, the marketing plan considers the specifics of the external environment which are likely to influence the future business development of the mobile app. A SWOT analysis is also taken into consideration in order to identify relevant factors as a part of the strategic decision-making process at Positiva. 
Marketing analysis and trends 
The industry developments are quite relevant in identifying the size and specifics of demand. Panchal et al. (2021) recognises the negative role of the coronavirus pandemic on individual mental health. It is argued that the instances of anxiety and depression have increased 3-fold in comparison to the pre-pandemic level (Panchal et al., 2021). The deteriorating mental health status of the population is additionally worsened by the outbreak of a war in Ukraine which have caused uncertainty and worries among a large share of the population. 
These two key factors have predisposed for the increase in the number of downloads of mental health applications which deliver support to users. As reported by Evenstad (2021), the popularity of such mobile apps increased by 200% in 2020 alone after the outbreak of the pandemic. Similar trends are also observed at a global level but the growth is less impressive – an increase of only 25% (Evenstad, 2021). In this light, the UK market appears to be quite attractive for Positiva due to the consumers’ preferences for such type of mobile app assistance.  
The analysis of the market situation also recognises the existence of many mobile apps in the field of mental health support. Marshall et al. (2021) cite a specific figure – more than 10,000 mobile apps – however, many of them lack advanced functions and flexibility to deliver customised and effective mental health support to users. This opens a niche for Positiva to fill the existing gap in digital mental health support. 
The market potential is also quite significant. As shown below, the market is in its growth stage given the total size of global expenditures for mental health and well-being mobile apps (Auxier et al., 2021). Regardless of the fact that many mobile apps remain free to users; the industry size has continuously increased in the last several years. The market size accounted for only $203 million prior to the pandemic in 2019; however, the trend for uninterrupted growth suggests a projection for almost half a billion US Dollars as of year 2022 (Auxier et al., 2021).
Figure 1 – Total spending on mental health and wellbeing mobile apps ($, million)
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Source: Auxier et al. (2021)
As it can be seen, global spending has accelerated in the period after the outbreak of the pandemic (Auxier et al., 2021). This trend is expected to last for some time given the officially reported data regarding the mental health status of the population. As shown below, more than 41% of the UK population reports symptoms of anxiety and depressive conditions in comparison to just 11% prior to the pandemic (Panchal et al., 2021). Thus, mental health issues are already widespread and expected to persist for some time which provides favourable conditions for the growth of the Positiva mobile app. 
Figure 2 – People reporting symptoms of anxiety and depression in the UK 
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Source: Panchal et al. (2021)
The market trends also analyse the motives of different groups of consumers of mental health mobile apps. Panchal et al. (2021) recognises young adults as a particularly active user group. This is also a particularly vulnerable group because 56% of representatives between the age of 18 and 24 reported anxiety and depression episodes during the pandemic due to loss of income, lack of socialising, fear from the virus and others less significant reasons (Panchal et al., 2021). It is also important to note that young adults are also more likely to engage in suicidal thoughts and substance abuse in comparison to the general population (Panchal et al., 2021). Therefore, they appear to be a major target group, especially given their status as tech-savvy users who could be more willing to download and engage with mobile apps. 
In marketing, the segmentation process aims at dividing the entire market into smaller homogenous groups of users based on four key criteria – demographics, geographic location, behavioural patterns and psychographic characteristics (Kotler and Armstrong, 2013). The market success largely depends on targeting or the ability to meet the needs of the selected lucrative market segments. Given the above-mentioned marketing developments, Positiva should focus on demographic segmentation by targeting users of age below 35. The focus on tech-savvy users also predisposes for behavioural segmentation by focusing on individuals with accumulated experience with mobile apps. These two segmentation criteria may also predispose for targeting individuals located in large cities. Nevertheless, mobile apps can be accessed everywhere and geographic segmentation appears to be less relevant from a practical point of view. 
These suggestions could be seen as a good basis for the marketing efforts of Positiva in the future. Given the focus on predominantly young users, the brand may also launch a wide range of social media activities to engage and communicate with users. Facebook, Twitter, YouTube and Instagram appear to be suitable platforms for content dissemination, so that the brand awareness and engagement of users are effective developed over time at a low cost. 
PESTEL analysis 
The next section of the marketing plan aims at understanding the main external trends affecting the performance of the business idea. For this purpose, the PESTEL analysis is used as a way of identifying the most relevant political, economic, social, technological, environmental and legal factors (Johnson et al., 2017). In this way, it is possible to outline specific opportunities and threats, which are related to the external environment, for the practical development of the business idea (Johnson et al., 2017).
Political factors determine the overall business conditions (Johnson et al., 2017). They include the level of political stability, regulations, institutional effectiveness and others (Johnson et al., 2017). The home country – UK – is a politically stable nation with efficient public institutions and rule of law. This is testified by the position of the country in the corruption perceptions index by Transparency International (2020). By being one of the least corrupted countries in the world, it is not surprising that the UK also has one of the best business environments. This is shown by the ranking of the country in the prestigious Doing Business report by the World Bank (2020). While the UK appears to deliver excellent political conditions for doing business, instability occurs from the ongoing war in Ukraine. This is major factor for political concerns at the current stage of development. 
Economic variables are also quite relevant in analysing the demand in the marketplace. Therefore, economic analysis takes into consideration the level of income, economic growth, inflation, unemployment, interest rates and other relevant factors which shape the demand and business conditions in a country (Johnson et al., 2017). The UK is also of the G7 countries which show its advance status and high income level per capita. Nevertheless, the country’s economy experienced a major recession in 2020 when the COVID-19 restrictions and lockdowns led to a decline of the national income of almost 10% (Harari, 2022). As of the end of 2021, the economic recovery has failed to reach the pre-pandemic levels which means that consumers’ purchasing power is not fully recovered (Harari, 2022). Consumers also remain uncertain due to the high levels of inflation. They already exceed 7% at annual basis and this is a speed of price increase surpassing the record three decades ago (Trading Economics, 2022). This is also a negative factor eroding the purchasing power of consumers in the UK. 
Social factors reflect the main preferences, as expressed by consumers, which also shape demand patterns (Johnson et al., 2017). Demographic trends also belong to social factors (Johnson et al., 2017). As earlier mentioned by Evenstad (2021), UK consumers demonstrate strong demand for mental health and well-being apps, as suggested by the annual growth of 200%. These are favourable trends supporting the launch of Positiva. Moreover, the UK population trends to grow at a rate of 400,000 people per year (Focus Economics, 2022). This growth projection together with the already large population size of approximately 67 million indicates the existence of a large market in the UK with a significant potential for the future development of the mobile app (Focus Economics, 2022). 
Technological state determines the access to technologies and highly qualified workforce which enhance technological development (Johnson et al., 2017). This is essential for being productive and innovative – key characteristics for success in the mobile app marketplace. According to Global Innovation Index (2020), the UK is one of the most technologically advanced countries in the world due to the access of capital, advanced technologies, extensive research and development activities, supportive legislation and other factors. For Positiva, this means access to technologies and qualified specialists who can innovate new app’s features and deliver high-quality maintenance services, so that a high level of operational efficiency is achieved. 
Environmental and legal factors also impose specific regulations to be followed by companies. These are legal obligations, although many companies use sustainable pro-environmental practices as a way of differentiation in the marketplace (Morrison, 2020). Given these considerations, Positiva has to comply with the legal specifics of the home and all host countries in the future. Thus, the mobile app has to invest in legal compliance as a way of ensuring uninterrupted and legal performance. 
The research findings suggest the existence of many opportunities and threats which a potential impact for Positiva. They are summarised as a part of the SWOT analysis in the next sub-section of the business plan. 
SWOT analysis 
The next model refers to SWOT – strengths, weaknesses, opportunities and threats (Morrison, 2020). This model supports strategic decision-making due to its ability to identify the main organisationally-related strengths and weaknesses which support or inhibit growth (Morrison, 2020). Respectively, Positiva may use the strengths to expand, as well as the existing weaknesses to implement positive changes at organisational level. The opportunities and threats, which are included in the SWOT analysis, originate from the PESTEL one; hence, they are externally related and also may potentially affect the business development process (Morrison, 2020). 
The following table summarises the main internal strengths and weaknesses, as well as the key opportunities and threats derived from the PESTEL analysis and referring to the external conditions. 







Table 1 – SWOT of Positiva 
	Strengths 
· Innovative business idea.
· Mobile app with new features and functionality.
· Limited financial requirements to launch the mobile app 
	Weaknesses
· Lack of previous business experience. 
· Unknown brand name.
· Lack of existing customer base.
· Limited exiting resource to launch business activities. 

	Opportunities 
· Political stability in the UK.
· Favourable social trends and preferences for mental health mobile apps. 
· Positive demographic trends.
· Access to advanced technologies.
· Young adults as an attractive segment. 
	Threats 
· War in Ukraine and geopolitical uncertainty.
· Economic uncertainty and price-sensitivity of consumers.
· Regulatory and legal compliance costs.
· High level of rivalry within the industry.


Positiva should employ its internal strengths and external opportunities to support business growth in the future. The brand should also try to eliminate its internal weaknesses, as they may inhibit performance. The external environment is also associated with a set of threat which should be incorporated as a part of the risk management process at Positiva. It is important to periodically conduct SWOT analysis as a way of identifying developing trends and possible strategic directions for growth and development on the basis of the newly developed strengths and external opportunities (Morrison, 2020). 
Conclusion 
In the light of research findings, Positiva faces generally positive marketing trends. The growth of the mobile app market has been quite spectacular recently. Respectively, there are specific suggestions regarding the expected target segments and future growth in the case of Positiva. The success of the company would largely depend on its ability to accurately recognise developing trends and react accordingly, so that consumer demand is matched with innovative and extensive mental health services. 
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