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FALL 2008
INSTRUCTIONS

Working from the case below, answer questions on the following page. 

ORAL-B BRUSH-UPS

Founded in 1901, the Gillette Company, which markets all Oral-B brand products is a subsidiary of Procter & Gamble (P&G), a leading multinational public corporation.

Oral-B is a leading brand in oral hygiene products and markets well known Oral-B brand products such as manual and power (electric or battery-operated) toothbrushes, whitening products, dental floss, toothpastes and mouth rinses. 

Brush-Ups, a new type of oral care, is in a new category of products called on-the-go oral care.

Introduced at the beginning of 2008, Brush-Ups are disposable, soft-textured, mint-flavored teeth wipes that require no water. They are a long oval shape, looking something like a long, though soft sewing thimble (“dé à coudre”). Designed for today’s hectic lifestyle, Brush-Ups fit perfectly in a purse or wallet and when slipped on a finger (usually the second or third finger), can provide a practical alternative to regular tooth brushing – for clean teeth and fresh breath.

Unique in its class, Brush-Ups are marketed in packages of 12 individually wrapped wipes, with a sugar-free mint flavor. Ingredients include starch, flavor, tints, sweeteners, acids and other ingredients also found in toothpaste. Made in USA (and imported to Canada from the Canadian subsidiary of Gillette), a package of 12 green wipes retails for $3.99 at drugstores; with tax, it amounts to $4.59, or $0.38/wipe. Unique in this category, Brush-Ups can be used to wipe teeth, gums and tongue and are not recommended for use by kids under eight years of age. 

If you visited the Brush-Ups website, you would visit many web pages that illustrate situations where busy people can make a very practical use of the Brush-Ups, whether at work, traveling, going out, or others. Indeed, the company created a series of upbeat and young looking color cartoons that are short animated films which portray young urban people (20-30 years old, male and female) in various situations where Brush-Ups can come in handy (after lunch, socializing after work, when going for a workout, going out to dance or for a drink). Also used as a promotional tool, some airline companies (such as Thai Airways, in Thailand), are distributing Brush-Ups for free to travelers.
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INSTRUCTIONS

Carefully read all questions once, and then proceed to answer them sequentially.

Use point form answers, not full sentences, to save time.

Justify your answers when required. A justification is an explanation or an argument that explains and justifies your choice of answer. It usually includes a reference to information provided in the case and/or element(s) of theory.

MARKETING ENVIRONMENT

Name 2 elements in the marketing environment (from 2 different forces) that support the introduction (ie opportunities) of such a product and the likelihood of its success.

SEGMENTATION

Identify the following and briefly justify your answers when asked.

a. Write a possible positioning statement for the new product. No justification required.

b. Using your own words, describe the target market for Oral-B Brush Ups. No justification required.

c. Identify a minimum of 5 segmentation variables from 3 different categories (and subcategories) for the target market of Brush-Ups as described above. Justify.
PRODUCT
Identify the following and briefly justify your answers when asked.

a. Stage of PLC for Oral-B Brush Ups. Justify with info on sales, profits, costs, and competition.
b. Stage of PLC of 2 main competing products. Justify with info on sales, profits, costs, and competition.

c. Consumer product category. Justify.
d. Describe 3 unique product attributes. 
PLACE

Identify the channel of distribution for this product made available in drugstores only. Draw the graph that illustrates the channel structure and specific intermediaries - give the real names of different intermediaries. Identify the intensity of coverage (intensive, exclusive or selective). 

PRICE

Identify the following and briefly justify your answers.

a. The new product pricing strategy used by P&G (one of 2 strategies). Justify.
b. Name 2 factors that were most likely important to consider in pricing this product. Justify.
MARKETING RESEARCH

Imagine that after 1 year, the product is not very successful so that P&G needs to do marketing research in order to find out about elements of the features, use, need and shopping behaviors for the product. 
a. List and describe the 4 steps of the marketing research process.

b. Given the situation, and for the first step, identify a possible problem and objective. Justify.
c. Given the situation, and for the second step, identify whether they need primary or secondary data. Justify.
d. Write 6 possible multiple-choice questions to help reach the objective in b. Justify each. Provide answer ranges.
PROMOTION
a. Using a blank sheet provided at the end, design, identify and justify elements of a punchy full page English printed ad (for a magazine) that features the product and informs people of its launch. Use the format studied in class, with the 5 elements. If you are not able to draw the image, describe it. 

b. Given information in the case and the target audience, decide on a strategic local print medium to spread the printed ad (Question 5). Justify your recommendation and identify the media name.

c. Given information in the case and the target audience, suggest, describe in details, and justify a creative and realistic sales promotion tool to promote the product. Be specific.

d. Given information in the case and the target audience, suggest, describe in details, and justify a realistic public relations activity to make people aware of the product. Be specific.

