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Munich Gases is a company that has been operating successfully to the health care market and beverages industry. They have been supplying liquid oxygen and carbon dioxide. Given the history and success of the company, therefore in my opinion it should invest €10 million in developing the new project. Businesses must be able to adapt and develop if they wish to survive (Trott, 2011). The company’s position in the industry has created a competitive advantage, and this would give the opportunity to convince its clients of their new product project as they have done previously with other products. The company has been trading for over 80 years, so they have a lot of customers around the world and this platform can be used to launch the product through with existing customers. Also, the company has other projects running and this shows that there is a higher chance of market recognition as well as acceptance. There is a growing market for teeth whitening as many people care about how their teeth look and by using a market overview for plaque, periodontal diseases and the cleaning of the teeth could give a better picture (he Roles of the Various Plasma Agents in the Deactivation of Streptococcusmutans Bacteria on Teeth, 2020). Since it is a new technique in the industry, Munich Gases will also need to consider that there will be a need to have professional project team and instruments in order to make sure that it is tested to see that there are no side effects, and this may require further investment in research and development. The company will also have to take into consideration the demand of the product (Trott,2011).
The factors that play an important role for the project to be a success or failure. Innovation is vital if a business is to survive and grow in a constantly changing world. There are two different approaches that business may take to innovations “open innovation” and “closed innovation”. Open innovation is collaborating with external sources and expert knowledge. Closed innovation is developing the knowledge through staff within the company. The closed innovation can be used by Munich gases with benefits such as having all rights on the intellectual property, the control of machinery and technology belong to the company, less risk for innovation information being leaked out to competitors, will give substantial advantage in the marketplace and to be able to perform the process it is essential having a resources and development plan in place. A new product development strategy should be conducted. This should start with generating the idea and also researching external ideas from competitors, customers, and suppliers. The marketing strategies for product positioning can help determine which audience to target i.e., consumer or professional market and this information will aide streamline marketing efforts. The product positioning can be used not just with single audience but can have a secondary audience that are interested in the product in a different way. Other factors to consider, is there a growing demand for the teeth whitening market, encouragement of innovation, improved market size and the support of the internal team of the company. The major factors that will determine the success of the project depends on cost of the product, side effects of the use of plasma as a cleaning agent, competition from other availability of teeth whitening products and the competitive strategies of other competitors in the market to develop the innovative products. Business analysis is important as this will provide a forecast the cost of goods and services and the estimated future profit. Without having the knowledge of future sales figure are going to be, you will not be able to manage cash flow, your inventory or plan for growth.
 The economic issues are a factor that will have influence on any decisions for the future of this project. The product could face government rules and regulations of different countries. The safety regulation issues of the product are another factor that would require the company to take action to protect consumer and ensuring thus ensuring product safety.
According to Technavio their latest market research report for teeth whitening 2020-2024 (Market Research Reports - Industry Analysis Size & Trends - Technavio, 2021) has led them to forecast incremental growth of €840.38mn and the market accelerate at a CAGR at 4%. The report examined the teeth whitening market size, the market trends, market industry analysis and all the data from different resources. The revenue for professional teeth whitening is anticipated to increase by a growth of over 28% between 2019-2025(Intelligence, 2021). The research reports of Technavio and Arizton has exemplified that there is a demand for teeth whitening products in market and also the rising demand of consumers using cosmetic dentistry have also played a role in the increase of market growth and demand. The increase in teeth discolouration due to food and drinks and self-neglecting of dental health are leading factors in the market growth (Intelligence, 2021).
There are many competitors in this market such as Colgate-Palmolive, Gosmile LLC, Ultradent Products Inc, Unileaver Group, Jhonson & Jhonson, The Teeth Whitening Company.Com and Procter & Gamble etc. These companies are offering products for teeth whitening such as Colgate whitening toothpaste, Crest 3D white strips, Pro teeth whitening Co, Wisdom Intense white teeth whitening strips, Activated Charcoal teeth whitening, I white instant teeth whitening kit and Mr Bright LED teeth whitening kit.

The market that Munich Gases choose is a very important decision. It is possible to enter both the consumer market and the professional market together in the long term. The consumer market carries the potential for greater rewards (Miller and Washington, 2017). Entering the professional market would give Munich Gases an opportunity to strengthen its business as a chemical company. According to the case study both markets will offer profits. I believe that Munich gases should patent their technology in order to gain the opportunity to have access to different markets and this would also provide a choice as to who to make the licensee i.e. Having an established retailer as a licensee (Goldstein and Kearsey, 2004). An established retailer would provide their experience, infrastructure and will be more involved. The licensing arrangement can be structured in different ways, such as payments through revenues, royalty revenues per unit sale or upfront payments from the licensee. It is achievable for Munich Gases to develop the product independently because it is one component of a complete product but there is a need for a brand partnership in order to develop a strong company profile in the market.
According to Mckinsey, digital transformation is the changing of technology, organizations models and processes as to make certain new values for employees and customers in a constantly changing digital economy. This digital transformation if adopted by Munich Gases would fulfil benefits such as for example, in product development and design, demand forecasting which is collected by data and analytic system, supply and logistic which is done by sharing data with suppliers for stock checking, marketing sales and customer management which is done by using internet marketing and doing promotions.
The professional market such as dentistry would be easier to access for Munich Gases and they could work with a couple of lead users to achieve in finding the most suitable product. This product would be used in dental surgeries as this would require large cylinders of plasma and it will be operated in a regulated marketplace. This would offer the opportunity for Munich Gases to make extra revenues by doing annual service of the product, providing replacement parts, repairing, and maintenance and also an after sales service for the customers. The product can also be licensed to Dentists is another approach to consider for the future.
The Ansoff Matrix can be used to help Munich Gases to know which of the four strategy to adopt in relation to market growth for this new project (The new emerging market multinationals: four strategies for disrupting markets and building brands, 2013). The four generic strategies are Market penetration, this is about targeting existing market by using promotions or extra warranties, Market development is where you target new market in a different country, Product development is targeting the existing market for new products, Diversification is where you target new markets for new product.
 It would also be advisable to explore the idea of launching a handheld plasma toothbrush for the consumer market. The consumer market is where the company can deal directly with consumers and can receive direct feedbacks that can be used for future product upgrades (Shapo, 2009). There is the opportunity to target selling the products in places such as supermarkets, hypermarkets, and retail stores in expanding market coverage all over Europe. There will be competitors already with similar products but using a product market strategy to guide the pricing, positioning, and promoting would enable to get new audiences in the market (Pearson, 2014). This product can be compatible or equivalent to other toothbrush in the market for the cleaning and whitening of teeth.
Munich Gases would benefit having one of Europe’s leading retailers in entering the market. This would be another option to enter the market. The disadvantage of not having another retailing partner company alongside will make Munich Gases vulnerable to other competitors and they may fight against them by using means such as propaganda etc. There is the potential of disagreements or potential conflicts. In any partnership you cannot work independently, and any decisions will need approval from the other partner. The profits will be divided to both parties. If the business faces any legal issues or financial debts, then everyone involved in the partnership are responsible for it.
 The benefit of having another retailer alongside them would provide direct access to their consumers, their branches all over Europe, product on all their shelves, will be advertised in all the shops and this would generate sales. Making smart decisions and having the right partnerships can give potential rewards. Also, the uneasiness of costumers will be lowered with the help of the retailer’s brand. Pursuit of collaboration between two companies play an important role in enhancing common benefits (Gnyawali and Park, 2011). It would be an advantageous idea to licensing the plasma technology. The role of the patent will provide a monopoly for Munich Gases and will act as an advantage (Sullivan, 2009). This will benefit Munich Gases if they decide not to invest money into this project and in doing so will enable savings on manufacturing costs, distribution, packaging and also marketing. The patent licensing will generate revenue and would also give Munich gases leverage in giving certain rights to suppliers or competitors while still retaining ownership of their asset (Sullivan, 2009). An established retailer would give Munich gases access to distribution, on the pricing of the product in line with other competitors, move the product quickly and efficiently through their distribution networks and also sales and marketing. There is the benefit of having access to the partner retailer’s database of customers.
Munich Gases will need to invest extra money from the budget to reassure consumers about the safety of plasma in their mouth. This money will be spent on public education and awareness in order to show them the benefits of using plasma for teeth whitening. T.V. and paper adverts may also help to highlight and address any misconceptions the consumers may have about the product. Consumers do read and observe adverts, and this can also be useful in order to reassure them that there is no danger in using plasma to whiten their teeth. Another way of ensuring product safety would be to have the product tested to the specific safety standards required by using a laboratory that is accredited by a European or internationally (ILAC) recognised accreditation body to carry out the test. This is beneficial for everyone because this ensures that the testing is carried out professionally, the same specification each time is carried out, results are precise and consistent, and the certificate will be accepted by government regulators (Wenban-Smith, Bowyer, Howe and Fernholz, 2007). Also, by showing or displaying tests results or experiments done of the product to prove that there are no side effects. The dental board can be taken on board for endorsement or perhaps get a celebrity or sports person to do it. The medical professional’s magazine can be used to write a review and explanation of what the product would be used for, the benefits and the safety of the product. The government’s medical department such as the NHS can be used to assure consumers of the benefits of using plasma teeth whitening product.
The use of Social Media platforms is another opportunity to engage with customers who they might not otherwise have been able to reach using traditional methods. This online form of communication can be used to broadcast, advertise, or even making a short video about plasma teeth whitening product in various search engines that would reach out to consumers and businesses. A lot of consumers and businesses are using and investing in online communications. There is so many popular search engines which Munich Gases can use such as Facebook, Twitter, LinkedIn, Instagram, and You Tube etc. Mass Relevance conducted a research study which revealed that 59% of consumers are likely to trust a brand that has social media presence and 64% of consumers have spent money based on social media presence and also reviews (Mukherjee, 2019). This demonstrates the influence of social media has on consumers options of brand and product choices and that is a key to engaging effectively with customers.
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