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[bookmark: _Toc67503513]Should Munich gases invest 10 million Euro in this new product project?

 Munich Gases' decision to invest €10 million in this new product development will not be easy, as the company must carefully consider a number of factors before making a final decision. (O'shaughnessy,  2014) Given that Munich Gases is a Munich based industrial company with a long history of supplying gases and liquids to European companies. The company is well-known for its product delivery and research development. Since there is not enough information given in the case study, for the company to invest in a new project, the firm needs to revise its strategic plan, and this should include a range of essential factors such as the market overview, market saturation, the company's expertise, the necessary safeguards, the rate of return, profitability, product growth, and exit strategy, among others. (Hagstrom, R.G., 2013)
Furthermore, since the concept is a new method in the industry, it requires a skilled project team and lab equipment to ensure no side effects when Plasma is used as the primary material. As a result, a significant investment in this project is required, as the company must consider the risk and competitive advantage that the new product will provide. (Bachmann et al. 2019)
Considering the firm's long successful dominance in the gas sector, which has enabled the company to build a well-known name, gives the firm advantage of introducing and investing in this new product since the targeted market is already familiar with the company's brands; hence the targeted market will readily accept the new product as it would be easier for the company to persuade the public to buy their new product. Since its inception, the successful existence of the company demonstrates that the targeted market approves of its products; hence, the company's latest project has a good chance of gaining acceptance and recognition within the market region. (McDaniel and Gates, 2018)
Going into market with this product will face many challenges on the way. Luckly the product is new and unique and will last the time. Other companies will try to replicate this product if they think it is going to be successful whereas Munich gases would be the first company to bring it into market. Continued research and development will be required to fully harness the products benefits and also clear up any misconceptions people might have. Fully functional, this will be a game changer and Munich Gases will go from strength to strength.
[bookmark: _Toc67503514]Other factors that might affect the fate of the project
When investing in this new product, Munich gases should consider a number of factors. For instance, since chemicals are part of the product being used in the new product's processing, various health-related factors should be considered, which should be accompanied by a proper researcher on the subject matter to prevent any occurrence of allergic reactions health-related complications. Since Plasma can conduct electrical currents, it is of great significance for the firm experts to ensure that the newly manufactured product can be safely used in the bathrooms, which are also fitted with electrical devices and other necessities. Furthermore, the project's success can also be significantly hampered by the government's product safety standards. (Coeurderoy et al. 2014)
Moreover, since this is a new technology, there will be significant costs incurred during execution and experimentation. Since this product will be launched in a competitive market area, the firms’ competitors will adopt the new technology, which will definitely alter consumers’ preferences, making it extremely competitive for the company. Lastly, the competitor’s action during the period is another significant factor that could prolong the project's approval. Being a competitive market, many rivals are attempting to develop concepts to be the next industry's pioneer. Launching innovative brands allows the company to gain a competitive advantage over its rivals. As a result, Munich Gases must expedite the decision-making process to be the first to market with such a product.
Depending on what the product can be, it may be a unique style toothbrush or toothpaste. The product will be better then all the other items as it has in trial period make teeth cleaner already. Once consumers are aware of the product and safety issues have been explained, tested, rectified for public use, the the general public/consumers will be able to access a superior product. Not only Europe, but the rest of the world multiples would like a piece of the action. Even though there is many large companies with similar products, this one will set the standard and other companies will try to replicate or even try to join in with this one.
[bookmark: _Toc67503515]Which market should Munich gases select? The consumer product or professional/business market?
According to the R&D director, both the consumer and professional markets are viable. Hence, in my opinion, both markets will provide positive feedback for Munich gases since they both allow for increased profitability and product diversification. However, suppose the company decides to enter the business market and sell the product in large quantities to dental offices or other manufacturing companies. In that case, it will have to retain its core mission of manufacturing chemical. In contrast, if the company decides to sell consumer products, it will enter the FMCG market and diversify its activities. Moreover, the consumer brand market would give the new product an advantage since it can clearly show the consumer consumption patterns more effectively, which can help provide firsthand data on customer feedback, allowing the company to effectively integrate its consumers and develop the product as a result. ( Camilleri, 2018)
As a result, the professional market presents less risk since it may incorporate an annual service into the product. Additionally, the firm can increase profits by offering after-sales service. Moreover, the firm has the opportunity of licensing the product to dentists, allowing the firm to harvest profits either way. As a result, the type of business strategy fully depends on the company's desired business strategy. (Couturier and Sola, 2010)If the company is looking for long-term growth, professional and business markets are a good choice because licensing royalties generate recurring revenue. If, on the other hand, the firm does have more concepts for launching a complementary product, the consumer brand market should be selected. (O’shaughnessy, 2014)
In business in this era, ecosystems are gaining popularity. It is more about everyone connected not only inhouse but to the rest of the people such as competitors, suppliers, public, government and literally everyone else. The idea behind eco systems is so that everyone is connected in this digital age. Everyone now wants to be the system leader rather then be the industry leader or have the superior product. Companies in the ecosystem are creating more value by being together,  co-opetition. Like in nature everyone needs and depends on one another for survival and so everyone benefits with one’s gains, another also can gain. Another way of looking at this if one company has something of importance, they can open up and share with others so more value will be created for the product. Customers and companies alike can share in the success of co-creation.


[bookmark: _Toc67503516] Should Munich gases secure an entry into the market with one of Europe’s leading multiples?
In my opinion, Munich Gases should be able to secure a deal with one of Europe's top multiples. Although the marketing manager, Thomas Haas, has stated that entering the market is challenging due to the increased presence of competitors, Munich Gases must seize the opportunity to join the leading multiples in Europe. I believe that Aligning with Europe's leading multiples and distributors would lessen the entry barriers for Munich Gases' new product, allowing them to attain clients through an already established consumer base rather than having to go through the hassle of conducting customer research and building a customer base. This will increase consumer acceptance of the new product and be of great significance in helping the firm produce extra revenue. ( Shambaugh et al., 2018). Hence, Munich Gases should reduce consumer apprehension about the new product by using Europe’s leading multiples names.
However, if Munich gases can create their own distribution network, this will ad more vale to the product and company. It will be more challenging, more time consuming and will cost more as they do not have an infrastructure yet. By choosing this option, they will not see the fruits of there labour in the short term however, once this reaches fruition, this will be huge one a world wide scale. 
[bookmark: _Toc67503517]How can the firm reassure uneasy consumers about the safety of Plasma in their mouth? 
Since the proposed new product and technology presented by the firm is causing some scepticism among customers, it will be difficult to advertise the products as Plasma is one of the by-products of the new product, and the general public believes Plasma is a chemical compound that is detrimental to one’s health. Therefore, the company must spend a considerable amount of money on raising awareness. To accomplish this, the company can take several steps, including strategic planning that emphasizes its marketing strategy, particularly on specific areas like better positioning and product awareness.
Furthermore, the firm should invite experts to speak extensively in various parts of the state so that the audience is aware of the benefits of Plasma. Apart from that, it is critical to demonstrate to society that Plasma is verified to be a harmless by-product with no side effects on human health. A public proof to accompany the testimony ought to be open to the general public to illustrate that the brand will have no negative side effects. Through awareness, the company can market the product within the targeted market as secure and healthy, which encourages positive influence on brand marketing. (Johnsen, 2011)Besides this, the company requires budgetary investment to promote brand awareness, as it plays a critical role in helping consumers better understand the benefits of technology and its drawbacks.
Furthermore, the company should consider hiring a well-known spokesperson to do a commercial for the product. It is preferable to invite a well-known dentist in the industry to boost reputation and trust among customers. Different advertising platforms, such as television, newspapers, and online forums, can also be used to reassure the public and send a clear message to the consumers that Plasma has no side effects and it is not a toxic substance for human usage. (Heifetz and Linsky, 2017)
In conclusion for the firm to have a successful entry into the European market it should be able to secure the support of one of Europe's leading toothpaste brands, as this will help it gain universal support since the chances of a new product's ability to stand out in such an international market is almost not possible. Hence, when Munich Gases obtains the supports of some of the current leading brands in the market, the company will gain access to an already established market channel, allowing the company to develop a better market appearance which will allow the firm to market their products effectively. (Meyer et al., 2011). Thus by leveraging strong toothpaste brands, the company will take advantage of even more co-branding opportunities with other major brands on the market. This will assist the business in expanding its customer base, increasing revenue, and increasing its popularity, as consumers always feels more confident while purchasing products that have received recognition from well-known brands. (Dahan et al., 2010)
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