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1. SHOULD MUNICH GASES INVEST IN THE €10 MILLION IN THIS NEW PROJECT?

In my opinion Munich Gases should invest the €10 million in the new project, as teeth whitening is popular among people as everyone want to take care of their teeth and this is something that is a growing market, the fore this will be ideal to invest in and this project can offer superior customer value, where it can take the company to a strong market direction, this can be achieved by the company by understanding the customers need and wants and they can do this by creative thinking, where they can generate different ideas and explore different solutions.
According to the case study Munich Gases has a long history in supplying oxygen to health care markets and carbon dioxide to drinks and beverages industry which shows they are already dominant in the market, this shows bringing the new product will make them break in to the market furthermore and expand the company and also being able to think critically to be logical in what the company are trying to do, they can break the information down on the new product and evaluate it. As being a well-known company and have been in trading for decades the company has already got existing audiences and for their own benefit, they can set in motion with their existing audiences in trying out the new product on the platform.
This is a new thing for Munich Gases, therefore it will require professional work done by the team and a lot of care in making the product, they can look in to the product properly to make sure there are no side effects as plasma is used as the main source, Munich Gases can approach this product by considering the risk assessment on the product and the benefits of what the new idea will give.
This innovation will give an extra factor in to the market for Munich Gases as they already have a competitive advantage in their position, they are in. The idea of the new technique of teeth whitening can make the company realise the approach to long term growth and being creative in the market will have a competitive edge but however developing marketing need to be well marketed, to push on the growth of the product.
The company investment on this can process through the product life cycle by introducing the new technique and that is the way consumers can sense it which will bring other competition in the market by others with similar product, which Munich Gases can lead way as an example through positioning the product by advertising and promoting the new technique and this way the company can market by communicating the product, this is where they can beat other competitors and the important thing is the investment can make the company to be sure on generating high revenue by implementing the product on the target market. 
New product development process serves as a guide for managers seeking to develop new products in a comprehensive and appropriate fashion, (Booz et al 1982).























2. WHAT OTHER FACTORS MAY YET DECIDE THE FATE OF THIS PROJECT?

The factors that can contribute the fate of this project, one of them is regarding the issue of safety. But however, plasma is used in cleaning teeth, the reason the safety issue pops up on this, in my opinion from looking at the case study, plasma is electrically generated and can mix with other chemicals, this can cause allergic reaction. And there are economic issues that can influence on any decisions taken.
But demand for this in the European market are high, as this technology fosters to innovations and improving the market, also the process of companies that is supported internally. Innovations of companies brings economic growth and big companies always look at getting the best to have a competitive edge and focus on the audience with improving productivity and performance.  
Entry into the market with the new project for Munich Gases are not easy as there are competitors like Colgate-Palmolive and Proctor and Gamble who have lots of power, this competitor are always having improvements that is to the bottom line, they have got sustaining innovation. However, this sort of competitors is offering similar product for years as they always deal with teeth whitening products and are experience in understanding the importance of prioritization and order of precedence in problem solving. And limitation is open, which means other competitors will know with experience on how to develop products an put on the market more than newcomers.
The product to be sold has to be depended on the cost by the company that is selling the new product and look at the market size of potential buyers, advertising the product through media can lead to competition with others that deal with teeth whitening and this other competitors will lead on by example of promoting consumer promotion.
Consumers are very demanding nowadays and to buy the product consumers will look at the price cut and cutting costs will create value, this is which need to be satisfied by the company to give in to the consumers need and consumers will want to know how good the product is and is it safe to use, is it a professional product to buy and will it fulfil all the criteria expected and what was needed to make the product like ingredients. Also, if the product is tested on consumers and its failed, then consumers will reject it in buying the product. Companies fail at times developing products without researching what the target customers have in common or what they really want from the product and what budget is going to suit them. 
One of the major factors is affecting the Europe market is occurrence of periodontal diseases among individuals. The rise of oral diseases is increasing are being aware among people for dental health and hygiene. People are more focus on dental associations which makes the dental companies encourage consumers to increase investing in bleaching products, (Cision 2019). 
Teeth whitening has gained popularity and manufactures, and brands understand the regulations restriction across Europe, so it is important when distributed, the product has been safe and compliant.



















3. WHICH MARKET SHOULD MUNICH GASES SELECT: THE CONSUMER PRODUCT MARKET OR PROFESSIONAL /BUSINESS MARKET?

I think Munich Gases should select both market, which is ideal for long term. The consumer market will have potential for greater rewards and entering the business market will be an easy path to have an expanding strategy on their business as a chemical company.
In my suggestion the consumer market is vital as the company can meet the consumer’s needs, getting to understand the consumers and be in a professional manner towards the consumers, this can generate means of profit and this way the company can get information of what really the consumer want and how they want it, this will allow the company to sell the product directly. The company can use the ecosystem model to interact with consumers, through the system, this can value proposition and give a description in what the consumers are going to expect from the company’s product, in an example the product is used by plasma and what are the ingredients in it. 
This is a good way to open to the consumers of their product design and how they are innovating them to the consumers through the ecosystem which can set value to the consumers.
Looking to profit in a technology are needs “generative sensing” through hypotheses about underlying state of consumer demand are tested until a set of options can be validated, (Dong et. al. 2016).
The professional market is a less risk situation offered according to the case study and joining with other competitors will provide the product with annual service. Being in this market can increase the revenues and the company can be successful and its less costly. Working with competitors in the professional market can give a competitive advantage and can make the company a strong leader in the market. Also, Munich Gases can work with others to produce the right product as in the correct development of the product.
Munich Gases can follow the co-opetition model which allows them to form and create value together with competitors. The company can innovate their business model with others and increase their size in the market. This will lead the company not have competition with each other and as the company is new to the product, it is a good way for them to cooperate with others, which will give them more innovation on the product and also enlarge the company and this will help to strengthen the company to develop new opportunities in the market. At this professional market the company can buy in to the idea and then develop it, their innovation can lead to higher productivity and more productivity rises more goods and services are produced which will make the economy grow. The company will feel a level of comfort, their technology and their innovation policy in the professional will make them better.  
Firms in coopetition have the potential to create more value than if such relationships did not exist, which may be beneficial for both firms and customers in terms of innovation outcomes, (Brandenburger and Nalebuff 1996).
 



















4. SHOULD MUNICH GASES SECURE AN ENTRY INTO THE MARKET WITH ONE OF EUROPES LEADING MULTIPLES (e.g., LIDL, TESCO, CAREFOUR, ALDI)? (WHY/ WHY NOT).


Munich gases should enter the market with Europe’s leading companies. This is a good way of entering the market as big companies like Lidl, Tesco, Carefour  and Aldi will be able to sell the product directly to consumers as these companies have many consumers, however this is a way they can leave the product on the shelves to attract the consumers and this can lead to sales of the product. 
The advantage of Munich gases partnering with big companies can give the company access on distribution of the product, also it can help the company to get the right pricing of the product where the company can match the competitors.
Munich gases can improve relationship with big leaders in the market with critical thinking to better understand them and this can lead them to become more open minded with views of selling the product with big leaders and improve productivity and performance. 
Munich gases can create open innovation with others, the firm can address the design of the products to others, which will give them more details and get to know the services that Munich gases provide where it can lead to those big companies to look at the product and start their innovation process of the product in getting to the consumer market. Leading firms can also use the e-business model to apply advertisement of the product on the internet and use of social media, this is where the product can be communicated to consumers and facilitate the understanding of the product and the use of plasma technology, this is way it will generate more interest on the product to sell and give Munich gases more competitive edge in the market with leading companies who are already there.
Munich gases can build trust with customers with their product in line with big leaders, the big leaders will recommend the product to the wider consumer market. And according to the case study this will improve their licensing options and gain revenue by its plasma technology, and it will save a lot of cost for Munich gases.
Activity of cooperation with other companies play an important role in increasing common benefits, (Gnyawali and Park, 2011).
The disadvantage of Munich gases partnering with other companies can result in conflict, this can occur due to declining revenue. Also, another factor why businesses can fail in partnership is failure in trust as an honest and open relationship by partners can lack trust which will lead to reduce communication towards low innovation which will lack agility and responsiveness to changes in a condition.
Another concern is both parties can’t work independently as any decision taken has to be agreed with both party and approved by both side, however with Munich gases development of their product may not be agreed in terms by others, as the product is Munich gases value, it will reflect on them, so in that case the other partner would not share the same value on the product as Munich gases will do as they have developed the product.



















5. HOW CAN THE FIRM REASSURE UNEASY CONSUMERS ABOUT SAFETY OF PLASMA IN THEIR MOUTHS?


Munich gases can reassure consumers about safety of plasma in their mouth by increasing their budget to apply on platforms to show the safety of plasma, this is where they can spend the money to educate consumers. The firm should invest on public education and build awareness towards the benefits of using plasma on their tooth whitening product. Also they can give training held by professionals of the safety of the product, they can do that at dental boards, this is a way of showing consumers the safety and the firm can also address that the product is tested to the safety standards.
Another way they can spend the money by advertising on T.V., this is a great way of showing the use of plasma and show the ingredients that are in use, consumers will look at advertisement on telly to make them reassure that the product is safe and not dangerous.
Another factor to show how safe the plasma is through papers and magazine, the firm can talk about use of plasma with details and drawing diagrams of how the plasma is used on the papers and magazines, this can be attention to consumers to collect data on plasma treatment to be assure of the safety.
Free consultation can be given as consumers can sit down with professionals and give their thought on plasma, this meeting gives the consumers to ask about the product and how the treatment work, the firm can show photos of similar cases of treatment to the understanding of consumers need, this can be of previous test results done on the product which showed there is no side effect and all this is at no extra cost for the consumers.
The company also can minimise misconception of consumers by using governments medical department like the NHS, this can make the use of plasma safety details to consumers more understanding and also consumers can check the benefits that are there in using plasma as a tooth whitening product. 
Munich gases can consider online advertisement as well, the company can reach consumers efficiently with online presence, they can reassure consumers about the safety of plasma by putting in a lot of information about plasma safety, this can be visible to many consumers who are interested in tooth whitening product. Online advertising is evolving rapidly and most of the population use internet of all ages, the company can demonstrate the product safety, and this can be taken in detail to the consumers knowledge. 
The balance between the need for treatment that is judged necessary by the practitioner and the risk induced by therapy must reach valuable equilibrium. Many efforts of the industry have been able to short the noxious effects of bleaching products. However, there is clear compromise on efficiency and safety that cannot be ignored, (Aushill et all., 2005).
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