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Introduction 

This proposal presents a new concept-Palmolive Company’s portfolio, reinforcing its leadership in the global oral care market. Founded in 1806 by William Colgate as a starch, soap, and candle business, Colgate-Palmolive has evolved into a multinational consumer gods powerhouse headquartered in New Yok City. The company is renowned for its commitment to innovation, quality, and sustainability across its diverse product categories, including oral care, personal care, home care, and pet nutrition.

Colgate-Palmolive's legacy in oral hygiene began in 1896 with launch of its first toothpaste in a collapsible tube-a revolutionary innovation that reshaped the industry. 1n 1908, the company established a dental care research centre, further solidifying its dedication to advancing oral health. Today, Colgate-Palmolive operates in over 200 countries and territories, with its product reaching millions of consumers worldwide.

The oral care segment remains the company’s largest and most profitable division, accounting for approximately 47% of net sales in 2019. Its flagship brand, Colgate, hold a dominant 39.9% share of the global toothpaste market (Statista, 2019), understanding its strong market position and consumer trust. This market position and consumer trust. This success is driven by continuous product innovation, strategic marketing, and a deep understanding of consumer needs.

The proposed product aims to build on this legacy by introducing a fresh, high-performance oral care solution tailored to modern consumer preferences. By leveraging Colgate-Palmolive's established brand equity and global distribution network, the new product will enchance the company’s competitive edge while aligning with its values of sustainability and wellness (Dybka, J. 2019). 






















Element 1: STDP Analysis 

1.1 Segmentation strategy 

Colgate-Palmolive (Colgate) employs a highly refined segmentation strategy across demographic, geographic, psychographic, and behavioural bases to work globally. This approach enables the company to customize products to determined consumer needs while maintaining its position as market leader.

Demographic Segmentation is one of Colgate primary strategies based on factors such as age, gender, and social class. Colgate offer children toothpaste in different age range 0-2 onwards to 8-12, even designing for boys and girls using popular characters that attracts them. For their older consumer, they produce products for tooth with sensitivity, gum health and whitening. This segmentation guarantee Colgate can meet the need of a very wide demographic range.

Geographic Segmentation, Colgate is globally, the company operates in over 200 countries.  consumer needs and purchasing differ between markets, Colgate product or not uniform, like the number of varieties of toothpaste lines differ by country (Datta, Y. 1996).

Psychographic Segmentation by guaranteeing product to consumer lifestyle and values. Customer who lives a healthy lifestyle, Colgate offers premium products such as sensitive pro-relief toothpaste that is designed to address dental conditions. This segmentation assists Colgate with consumer not just by age or location, but also with oral concerns and self-image.

Behavioural Segmentation is another key support for Colgate. It picks out consumers based on the benefits they are looking for such as whitening, cavity protection and sensitivity and their usage patterns. By analysing purchase behaviour. Colgate can offer pricing strategies. In emerging economics in certain markets, helps behavioural segmentation with balance growth and affordability (Kanodia, Y. 2020).


















1.2 Targeting Strategy

Colgate-Palmolive targeting strategy is to differentiate the meaning of company by using the segmentation and not just saying one-size-fit-all (mass-market) approach. This allows Colgate to distribute to different consumer needs and maximize its global reach and maintain wide market coverage while still adjusting their products. Colgate core target often centres on middle class consumer. The company offers toothpaste and toothbrush products that are available and affordable for the average household. Colgate offers premium products such as whitening or sensitive products that are at higher prices.

Needs based targeting Colgate is differentiates its products based on specific oral-care needs of its customers. Consumer with different lifestyles needs and values such as parents concerned about the health of their children dental care, so they would want family friendly oral care products to use, Colgate maximizes its market share potential and customer loyalty. Colgate has use innovation and data-driven targeting techniques to refine its targeting, so using technology to understand and design for consumer needs more precisely.





Colgate production and distribution market of oral care products like toothpaste, toothbrushes, mouthwash, and dental floss as rapidly increase in 2018. The company goal is to make the world better by providing oral care products




1.3 Differentiation Strategy

Colgate-Palmolive use a wide differentiation strategy to distinguish its oral-care products in a highly competitive market. The company centre their products on innovation, scientific credibility, strong branding, and customer-centric value propositions that appeal to diverse consumer needs. The strategy is to remain global leader in oral care competitive market (Kotler & Keller, 2022).

The company invests rapidly in research and development to create scientifically advanced formulations, such as Colgate Total, Colgate Sensitive and Colgate White. Each product targets a specific need such as protection, sensitivity relief and whitening this allow Colgate differentiation on functional benefits (Hassan & Craft, 2020). 

Brand equity is another core component of Colgate differentiation strategy. Colgate maintains powerful global brand recognition build around family care products. The company partner with dental care associations and canpaigns promoting oral hygience. This helps Colgate differentiate itself from lower priced competitors (Armstrong et al., 2021).

Colgate has a difference in packaging, strategically significant. Colgate innovative packaging such as flip-cap tubes, gel formats, eco-friendly recyclable tubes and child themed designs with its convenience and sustainability target appeal.


1.4 Positioning Strategy
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The introduction Colgate of my new toothpaste for Colgate brand, Colgate Smoker Treatment, designed specifically for consumers who smoke and wish to prevent or reduce tooth staining cause by tobacco use. This new formulation is developed with high-quality ingredients and has been extensively tested and approved by leading dental scientists. Because smoking often leads to discolouration, plaque build-up and persistent odours, this product aims to offer a targeted solution that goes beyond the benefits of general toothpaste. Colgate Smoker Treatment therefore fills a market gap by addressing a problem that a Signiant number of customer experience but for which few mainstream oral-care products currently provide adequate support.

Within Colgate’s broader brand positioning strategy, this new product would be placed as a high-value yet affordable solution. Compared with high-end specialist whitening or clinical-grade treatments offered by competitors, Colgate Smoker Treatment would be priced more accessibly. This pricing strategy is international; the target segment includes regular smokers aged 14 and above who seek oral care solution but may not be able to pay premium prices for dentist administered treatments.

The postioning map for the Colgate product porfolio would place Smoker Treatment in a space that highlights specialised effectiveness atlower cost. The product contributes significantly to Colgate’s strategy of expanding into oral care market by delivering tailored solutions that meet specific consumer needs. From a marketing perspective, Colgate Smkoer Treatment will appeal to customers who want a product that is useful, reliable, and result driven without being overly expensive.




Positioning Strategy

Colgate employ a clear and consistent positioning strategy built around oral health expertise. It's central around brand promises trusted oral care for a healthier future. As a market brand leader that prioritizes dental health, innovation and long-term wellbeing. This allows Colgate positioning has enabled maintain strong global brand equity and remain the world leader in toothpaste and toothbrush (Kotler and Keller, 2022).
 
At the core of Colgate positioning is professional credibility. The company communicates its endorsement by dentists and dental association, strengthen its products that are scientifically validated and recommended by experts. This information helps to position as the most reliable effective oral-care choice for consumer (Armstrong et al, 2021).





Element 3: Promotion Poster of Colgate Brand

[image: ]
Colgate Smoker Treatment Is strategically positioned to serve a clearly defined consumer segment. Individuals who smoke, those who suffer from stained or discoloured teeth, and consumers who wish to maintain the cleanliness and appearance of their teeth by preventing future stains. Smoking remains one of the leading causes of dental discolouration and odour. As a result, many customers seek a solution that not only cleans their teeth effectively but also address the specific challenges caused by tobacco use. Colgate Smoker Treatment is designed with this purpose in mind, offering a specialised formula that targets tough stains while supporting overall oral care. 
This product is produced to a solution that boosts customer confidence. People who struggle with stained teeth often experience reduced self-esteem and may feel reluctant to smile or speak. Colgate Smoker Treatment aims to empower users to feel more confident in their appearance. Although the primary target market is smokers, the product is deliberately positioned to appeal to a wider audience. Individuals who frequently consume stain causing beverages such as coffee, tea, or red wine may also experience discolouration and therefore find value in the product’s stain prevention benefits. 

Element 2: Critical analysis of the marketing mix
The marketing mix (product, price, place, promotion, people process and physical evidence) play a major role in Colgate-Palmolive's global strategy. While the company has built strong competitive advantage with its product range globally, the effectiveness of product strengths and strategic limitation. 
Product strategy of Colgate built on differentiation and innovation, contributing wide range of oral care products such as Colgate Total, and sensitive Pro-Relief. This product line of Colgate helps them to maintain leadership in the global toothpaste industry.
Pricing Strategy with Colgate adopting a value-based pricing strategy, providing high-quality products and maintaining pricing on products. This allows the brand to operate effectively emerging and developing markets. In developed markets Colgate faces pricing pressures from private labels and organic brands, so there will always be price adjustment (Jain, R. Jain, S. Jain, S. 2022).
Colgate Place Distribution strategy is one of the major strengths, the company operates through an extensive global operation global network. Its penetration into remote regions creates its strength in the market.
Colgate Promotion strategy relies massively on scientific creditability, its long running of educational campaigns in oral care programs in schools have been beneficial and effective in developing brand trust (Jain, K. M. 2013).
People Colgate focus on training sales teams, building strong relationships with dental professionals, dental support is great way to drive consumer confidence.
Process Colgate production and quality control are at a standard, always ensuring consistent product quality. Its supply chain allows competitive pricing and widespread availability; with a large manufacturing systems can make rapid innovation slower than competitor with smaller brands.
Physical Evidence packaging plays a significant role in Colgate strategy; clean professional and scientific designs give the brand a better positioning. A challenge is that many Colgate packages or similar, so can make it harder for consumers.


Element 4: Reflection
Designing and preparing my new product for the brand Colgate, was both a challenging and rewarding experience. One of the initial difficulties i encountered was the fact that Colgate already offers a wide range of toothpaste products, each designed to address different oral-care needs. Because of this, creating a product that was innovative, relevant, and capable of adding genuine value to the brand required careful thought and creativity. I need to identify a gap in the market that Colgate had not yet fully addressed, while also ensuring that the product would be beneficial to consumers and aligned with Colgate's brand identity.
To begin the process, I started by brainstorming ideas and seeking inspiration from the people around me. I observed common oral-care concerns and thought about the type of customers who might feel underserved by existing products. Through this process, I developed the concept of Colgate Smoker Treatment, a toothpaste specifically designed for individuals who smoke or struggle with persistent tooth stains. These ideas emerged from noticing how many people experience discolouration or reduced confidence in their smile due to smoking related staining. I believed this product could fill a meaningful gap in the market while supporting Colgate’s mission to improve oral care for customers.
Throughout the assignment, i gained a significant amount of knowledge about product development and marketing. I learned how important it is to consider not only the features of a product but also who it in interned for, where it fits in the market, and what specific needs it aims to meet. Looking ahead, i would like to conduct deeper research into consumer behaviour and needs within the oral care industry. With more detailed research and analysis.
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Discover the next generation of oral care, our new product is for the brand
Colgate, with this product we will target smoker, Colgate smoker treatment
prevent customer teeth from discolouration and give customer the teeth
protection they have been waiting for, also leaving customers with fresh
breath and brighter smile, giving them an unstoppable confidence.
Powered by advanced mint freshness.

Colgate smoker treatment, this toothpaste is designed fight stains, remove
stain that is cause by smoke or other food , it delivers 10x longer protection
and freshness than ordinary toothpaste. Every brush unleashes a stain
removal agent with protection and freshness, so your smile last all day and
night.

Every brush removes and protects your teeth and strengthens your enamel, it
is trusted by approved and recommended by dentist worldwide. Colgate
smoker treatment isn't just toothpaste it’s a daily boost of protection,
confidence and freshness. Customer can find our product i stores near you
or purchase online today for fast and free next day delivery our smoker
treatment is price at £1 our customer or range from age 14 - 80.

no one can match our unbeatable price





