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1. Priority Population: women ages 40 & up in Cincinnati
2. Marketing Mix:
Product: Annual mammograms will benefit consumers by starting early detection of any possible health issues like breast cancer.
Price: Most health insurance covers cost of mammograms through Affordable Care Act in 2010 (co-payments and co-insurance) for women 40 and over. Average cost can be about $100-$250. Some women may be scared to know if they are at risk or currently have some type of tumor and may not want to take mammogram. A way to overcome this barrier would be to explain how knowing early detection is far more beneficial than waiting last minute or not knowing at all. Many women at this age are either mothers or possibly grandmothers so thinking about their families and how it could affect them. Also, if someone does not have insurance, then the cost may be expensive for them. A way to overcome this barrier is to work with those women with facilities that can cover some of that cost or even help them set a saving plan throughout the year to save for an annual test. 
Place: Local urgent cares and hospitals. Also, another idea for women that are more elderly or that are in an environment where distance is an issue, there could be free transportation to take them to and from their visit.
Promotion: The purpose of this product is to inform consumers on awareness for early detection of breast cancer. Consumers will know about this product through major marketing strategy. First, media is a good way to advertise the product (television, radio, Facebook ads, etc.). Next, build boards near major streets/highways. 
3. Segmentation of Priority Population
One example of how I could segment my population is by targeting mothers who are over the age of 40 and have health insurance. I say this because mothers may recognize they have their family to think about when it comes to breast cancer and may be more willing to check for early detection rather than someone who is not. Also, since most health insurances cover the cost, this could be more persuading for them to do. My promotional messages would differ by bringing in the family aspect to advertising. Bringing an emotional appeal to reach out to those women to go get an annual mammogram. 
4. Pretesting
I would use pretesting in the first phase by having a select group of women who either survived breast cancer or who has caught early stage of it to get their viewpoints on how it could be promoted and what they wish they would have known about mammograms. Then, for the second phase, I would create survey for those who complete mammogram and see how they found about getting one or if they have already been getting one annually. This would tell me how marketing is doing for promotion. 

