                           




1. Should Munich Gases invest €10 million in this new product project? Why? Why not?

Answer: 
My simple answer is yes, Munich gas should invest in this project.
However, to decide to invest in the new product development (NPD) is not a simple task for any organization, because of the underlying uncertainty involved. To overcome the uncertainty or minimize the risk, the organization should have an innovation management plan, therefor firms can calculate the risk, even though there is no guarantee for successful innovation. This plan normally, acquiring early knowledge through R&D, market research, competitor analysis, trend spotting and a host of another mechanism to deciding (Tidd, 2009). Here I am quoting from Tidd and Bessant (2009), in new product development organization should use innovation funnel model (figure 1) so, they could take decision step by step rather than a big one. 
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Figure 1: The innovation funnel (Tidd and Bessant, 2009).
The benefits of following the NDP structure, not only makes the decision process fully defined but also, clarify the basics of a decision to everyone and eliminate unnecessary actions. The structure includes all necessary issues for product development and the checklist would remind the project team if anything left behind when the next stage comes up.    
Despite the limited amount of information in the case study, here I am giving some basic reasons, in favour of investment.
1. Product innovation is more vital than ever before, because of the five key external trends such as technological advantage, continually changing customer need, shortenings product life cycle, Increased globalization, and the internet. I am quoting from Cooper (2017), firms need innovation to stay a life. Nowadays, surprisingly 27.3% of sales come from new product and 25.2% of profit comes from the new product. According to Cooper (2017), a new product can be considered that has been marketing by an organization for three years or less (Cooper, 2017). 
2. This product has got huge market potential. It has been grown a large market for teeth whiting product because people like their teeth must be white when they smile in all year round. I would like to mention a report in 2000, where explained oral care business grown from zero to half a billion dollars within five years because consumers prepared whiter teeth and keep them that way (Zappier, 2000) and certainly, this market is continuously growing.
3. As a new product, it has come across up to in between gate 2 and gate 3 of Cooper (2017) Stage-gate model (Figure 2). According to Cooper (2017), Stage-Gate is the process from innovative thinking to new product launch and beyond (Cooper, 2017). According to the case study, this product is about to build a business case and further development stage where it has been tested on pig teeth and got a positive result. The case study does not mention any major reason why the project should be stopped in the middle rather than continue.  
4. At this stage, this project needs funds for successful innovation. The next stages require lots of money because the plans and plants, test markets and product launches are very expensive. [image: Diagram
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  Figure 2: Stage-gate model (Cooper, 2017) (page-542).



My discussions in favour of investment in Edward de Bono’s PMI tool as shown in table 1.
	Topic
	Plus
	Minus
	Interesting

	1. Importance of Innovation
	+5
	
	

	2. Product potential 
	+5
	
	

	3. Cost of hole development
	
	-4
	

	4. Target market response
	
	
	+3

	5. Up to now, there is no problem
	+5
	
	

	Total=
	+15
	-4
	+3



Table 1. PMI chart in decision making. 

The total score is (+15-4+3=14) 14 which has shown the in favour of investment.  

2. What other factors may yet decide the fate of this project?
Answer:
My answer to this question is every single factor related to this project can be a decider of this new product success or failure, which is the ecosystem or system thinking. System thinking is all about understanding the game, where each and everything connected in business architecture (Schuster, 2018), in figure 2, I have pointed out a brief system thinking for this NPD process. 
Technological
Political
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Global
Social

Figure 3: System thinking for New product (Schuster, 2018),
Here, I am excluding the huge discussion of system thinking. However, my following discussion is about some of the facts that may hinder the success of the project. 
I. Likely to fall behind many projects:
It is clear from the case study, Munich Gases is an innovative prioritise firm, as the organization has got [image: Euro with solid fill]100 million on R&D budget and teeth whiting product is one of the 100 current projects. Among all other projects, some project may come forward with more potential and organizational interest rather than the teeth whitening product.
II. The obstacle in the research and development process:
This is a kind of cosmetic, health and beauty product where the product will apply to the human body part. The research and development (R & D) process of this product will face a few challenges such as  
· The regulatory board in terms of product safety issues, 
· Need to prove product is environmentally friendly because of rising environmentalism, 
· Calls for scientific data product claim,
· Market channels and so on (Liao, 2008). 
Therefore, the project may be called off if they failed to both in market research and safety concern.

III. Open Innovation and IP strategy:
According to the case study ‘Plasma as a cleaning agent’ and the idea to innovate a tooth whiting product, came from the University of Southern California to Munich Gas. This product can be classified as an open innovation.  Open-innovation is an idea of business-to-business interaction where companies purchase or licences technology typical external sources for innovation and beyond that, it is opened R&D activities with other organization (Jolly and Philpott, 2009). On this point, both parties need mutual trust, balanced by the potential benefit and rational agreement to define the rights and obligation, otherwise the same or similar product can be developed by the Munich Gas competitors. In the case study, it is not clear what is the intellectual property (IP) strategy for this project, e.g., eighter it has been patents or any other designs to protect the IP from the threats of the competitors, so they continue to the project safely up to launch and beyond.



IV. Schedule: 
To quote Cooper (2017), rapid development is so very crucial in each stage, especially in the development stage. The main reason for this, the product should reach the market as soon as possible to acquire a competitive advantage and get a faster return from the investment. So, I think this product launch should be in schedule time, otherwise, too late may create a chance of losing track or taken off and too early might be created of quality issues.    
However, it has been claimed by Maund (2018), all innovation has a different driving force in different platforms, such as scientific knowledge, institutional norms, competent human resources, financial investors, educated consumers, stable legal, political, and economic cornerstones (Maund, 2018). Each driving forces are important for this product development.

3.  Which market should Munich Gases select: the consumer product market or professional/business market?
Answer:  
My brief answer to this question is Munich gas should select both the business market (B2B) and consumer product market via the internet rather than a professional market. 
I am quoting from Kotler (2016), marketing strategies development is one of the key stages for NPD, and Munich Gas must choose a cost-effective, affordable marketing strategy for this new product up to commercialization (Kotler, 2016) as figure 3 has shown below.  
[image: ]
Figure 3: The NPD Decision Process (Kotler, 2016).
However, my proposal comes from the analysis of Kolter (2016) three-part strategy for a new product’s entry into the market.  
The first part is about the target market size, market share and profit goal. As I mention before the product is kind of health and beauty, so the target market should be anybody who has got teeth and needs to keep them white, where the target market would be larger and profit Margie will be bigger. Therefor target the consumer market is ideal for Munich Gas because a similar kind of product already in the consumer market e.g., Stylsmile (Teeth Whitening Booster Tray Kit) in Aldi supermarket. 
The second part is outlining the plan for price and distribution strategies, where I think, it will be easy for Munich Gas to make a price plan with a reasonable profit in the consumer market, otherwise, firms may need to share the profit with a third party if they chose the professional market. 
In the third part where organization’s plan for long-term profitability, I think Munich Gas should think about choosing the consumer market, because the organization will be free from any necessary change in the plan or the product in the future, on the other hand, they may have to negotiate with the third party if they choose a professional market for any necessary changes. 
However, there are a few advantages to choosing a professional market. Such as a market segment, as Trott (2017) argued, it is easier to target smaller groups for a new product (Trott, 2017), where the professional market is much smaller than the consumer market. Beyond that, it is safer in the professional market rather than consumer marker because end-user gets the product via professional/dentist, where I think, the firm has some security of selling the product. Although there are few advantages in the professional market, for the wider vision, the long-term success consumer market is most feasible. 
At last, I like to mention e-commerce is a huge consumer market for this product as well. If anybody search in google for ‘teeth whiting kit’, within 0.42 second 2,590,000 results pops-up. Also, we have learned a new way of all kind of online shopping in this epidemic (covid-19). Therefore, the company may choose the online consumer market via website, internet marketplace (Amazon, eBay, Alibaba etc) or mobile app. So, Munich Gas must choose both B2B and online consumer market.  


4. Should Munich Gases secure an entry into the market with one of Europe’s leading multiples (e.g. Lidl, Tesco, Carefour, Aldi)? (Why/Why not?)
Answer:  
I have suggested in question 3 company should choose B2B and consumer market and here, I would say, it is a good idea to secure an entry into the market with one of Europe’s leading multiples.  My answer is yes because of the following discussion and analysis. 

Co-Opetition:
As we are living in the knowledge-based economic era, the idea of co-opetition is likely the new way of business success. Economist, Author Brandenburger (1996) argued that business is now a day simultaneously war and peace (Brandenburger, 1996), where an organization can compete and co-operated at the same time. If I explain in very brief coopetition is an idea where two or more organization co-operate or work together in a specific task to benefit each other’s regardless they have a different target or they are competitors in the market. 
I think Munich Gas’s main benefit will be a ready consumer market for this new product when they secure entry with Europe’s leading supermarket. Some other key benefit will be, chance of higher sale volumes, within in short time product could reach all over the continent, faster return for investment, easy to reach investor or share market. Most importantly, Munich Gas can easily and effectively communicate, or deal with one large organization rather than lots of small retailers. On the other hand, the supermarket main benefit will be keeping their customer happy by providing effective teeth whitening new product.
The benefit of stage-gate and NPD decision process:
As I mention before stage-gate model in answering question 1 and here my point is the advantage of securing entry in terms of the model (Figure 2), when the product reach gate 4 (Testing & validation), organizations already have places for testing & validation. Beyond that, in the NPD decision process, if the market test needs some adjustment in stage 7, they could send it back to R&D for further improvement and continue again (Figure 3).  
Benefit in resisting threats:
We know that, as a new product organization must face some threat to survive or succeed. Securing entry with Europe’s leading supper market will be beneficial to conducting threats such as 
 -Threats of new entry, 
- Bargain power of buyers,
- Threats of a substitute product. 
Disadvantage:
There be will a few disadvantages as well in securing entry with a big supermarket, such as profit share and beyond that product distributing, shelving and promotion mainly depend on the big supermarket. 
System thinking:
As I have mentioned before system thinking is all the connections in terms of product/business success, here I am pointing out securing entry with Europe’s giant supermarket makes easy and effective some of those connections for Munich gas, e.g., product distribution, promotions, customer feedback, customer service and so on.
Although there are few disadvantages to securing entry with Europ’s leading, my suggestion is Munich Gas should secure entry with leading Europe’s supermarket because of the bigger picture or system thinking for product success and long-term benefit. 

 
5. How can the firm reassure uneasy consumers about the safety of plasma in their mouth?
Answer:  
I think Munich gas need to take some serious initiatives in terms of CRM and CEM to get leadership in the market, because of the nature of the product innovation (technology push innovation). Here I am quoting from Trott (2017), this kind of product innovation is costly and risky and the main reasons for these difficulties to pass the information of new product to customers and in the same time, customers have got lots of information via the internet, such as social media both good and bad about the technologies. First steps for Munich gas to reach the whole customers by promoting product safety by both traditional and online media, as I have listed nine traditional and nine online media.
	
	Traditional Media
	Online Media

	1
	Print Advertising
	Online Advertising

	2 
	Press Kit
	News Release

	3
	Print Article
	White Paper/Blog

	4
	Direct Mail
	Email Marketing

	5
	Trade Speech
	Online presentation 

	6
	Trade Show
	Social Media

	7 
	Road Show
	Webinar

	8
	Customer Seminar
	Web Microsite

	9
	Sales Visit
	Search Marketing



Table 2. Traditional media and online media for product promotion.
Except for the promotion, I can mention, few other technics company can use for reassurance the use of product safety. Such as 
Simulate Test Marketing:
According to Kolter (2016), simulated test marketing does not only give a fairly accurate result about the effectiveness of product promotions in traditional and online media but also in a shorter time and cost-effective (Kotler, 2016. The main idea is to provide a small voucher or chase to a group of target customers and asked them to shop for a specific group of products. Later, the firm asked the reason for purchase or not to purchase and offer the free sample who has not bought the and request a review after use.
My suggestion to firms that, they could do a similar kind of activities with the supermarket customers where I have mentioned to secure entry in the answer of question no 4. Munich gas could do Simulate Test Marketing in teeth whitening product and techniques will eliminate the fear of using the new product.
Test centres:
Normally, firms are setting up test centre, if the product is too large, too expensive, or too complicated (Trott,2017). In this case, I think the firm can set up a few test centres, to assure the safe use of the new technology in the mouth. This test centre could be set up in a big shopping mall in a small open stall or mobile van. The most effective test centre would be free to use the product in the supermarket for a short time. 
Trade Shows
Munich gas can arrange a few trade shows where they can present their product to many customers and describe the safety of use in the mouth. They could participate in the trade fair as well, where many customers visit their stall. 
However, the firm must gather all the test result and the customers’ feedback and add those to their main promotions to spread the information to the wider community. 
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