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EXECUTIVESUMMARY

Twinsworldmoisturizerisahome-basedspecialtyskincreamformulator,wesell

productstocompaniesrangingfromdrugstorestoconsumers.Thepurposeofthe

businessbeinghome-basedistolowerthecostsofoverhead.Wemanufactureand

distributeanapprovedskincreamusedtoimprovearthritisinmusclemass.Twinsworld

moisturizeralsoproducesoneotherspecialtyformulathatwillbedetailedlaterinthis

document.

Intheory,awholesaledistributorbehavesnodifferentlyfromaretailer:itpurchases

goodsitintendstosellataprofit.Thefundamentaldifferencebetweenthetwoisthat

retailersselltothebuyingpublicor"theconsumer"anddistributorsselltoretail

businessesandfellowwholesalefirms.Inthestrictsenseoftheterm,distributorsnever

selltothepublicconsumer,althoughtheadventofwholesalemembershipclubsand

other"powerretailers"hasbeguntocallthatdefinitionintoquestion.Anew,natural

productcalledNopeinne,Nopeinneisamanifestationofremediesusedfortreatmentof

woundsandphysicaldisorderthatcausedpainandsufferingamonganomadicpeople.

Twinsworldmoisturizerisanicheplayerinthespecialtyskincarebusiness,focusingon

value-addedproducts.Wehaveperfecteduniquedistributionprocessesresultingin

lowerdistributingcostsandhighprofitability.Wehaveestablishedanetworkof

strategicallianceswithamanufacturerwhohasthecapabilitytoascendfrom

laboratorytocommercialscaleandmanufactureproductsinaccordancewithquality

specifications.

Ourretailersandourcustomershavegivenusanopportunitytoprovideproducts

beyondourpresentcapability.Weneedtoincreaseourinventory,purchaseadvertising,

andestablishmarketingandsupportactivities.



ContentAnalysis

Inthisreport,wewillanalyzethemarketingcommunicationstrategyfortwinsworld

moisturizer.Twinsworldmoisturizerdealswithoilyskin,itcomesinthreeforms:rollon,

spray,bodycream,facescrubsandstick.Theproductclaimstohavefortyhoursanti

perspireantprotectionagainstsweat,odorspimplesandacnes.

Customercontext

Twinsworldmoisturizerprotectisalowinvolvementproductinthesensethattheprize

rangeinexpensivethus,consumersdon’tnecessarilyhavetothinktoomuchwhen

makingapurchase.Moreover,aperceivedriskfromdeodorantisunlikelysignificant

whencomparedtofacialnourishingcreamandhaircreamcolor.

Intermsofmotivation,Iwouldarguethathavingseenthecommunicationcampaign

(externalfactor)firstmotivateconsumers.Thecommunicationexposuremakes

consumersrecognizestheneedsoftheproducts,theymayrecallpastexperience

(internalfactor)andrealizethatthecurrentproductwillbethesolutiontotheirpast

problems.

Thereforetwinsworldmoisturizermustbeabletodefineconsumerstouchpointtothe

triggertheneeds.Hence,apartfromrelyingfrommassmediatocreateawareness,

twinsworldmustalsoutilizethesocialmediatoengagewithconsumers.

Businesscontext

Acurrentcommunicationstrategyfortwinsworldmoisturizertendstobemorecontent

orientedratherthanmediachanneloriented.Twinsworldmoisturizerstressprotect

couldtalkaboutitfunctionalbenefitsolely.Thecampaignusedthefactthatpeople

haveoilyskinwhentheygetstressedforcampaignexecutionthen,mediachannelthat

candeliverthecontextisselectedinthis,thechannelaresocialmedialikeFacebook

andYouTube.Theawarenessisimportanttoencouragetrialandpurpose.Therefore,

Massmediamustbeincludedtogainbrandcoverage.Thebrandisnotonlyabout

message,advertising,andpackaging,butalsoaboutcommunicationchannelsthatcan

reflectthebrandpersonality.



Intermsofbrandimagetwinsworldmoisturizerismorefeminine,softandcaring.In

mostoftheTVC,womenintheadisportrayedastakingcareofherselfwellandthereis

alwaysmaleappreciationofwomen’sbeautytoconfirmproductperformance.

Internalcontext

Twinsworldmoisturizervaluesresearchassitsbaseforproductinnovation.Twinsworld

isoriginatedbytheresearchdiscoveryofemulsions,whichledtothedevelopmentofoil

andwaterbasecream.Moreover,twinsworldmoisturizeraredermatologicallytested

andskinenduranceproven.

Externalcontext

Inordertomaintainitsbrandpromiseofofferingsuperiorandinnovativeproducts,

twinsworldmoisturizerlaunchedpearfinderonlinecommunitytoincreasejoint

collaborationwithsmartandcreativemindsworldwide.

Summaryofcontextanalysis

Twinsworldprotectisalowinvolvementproductthatemotionaldrivenapproachtends

tobemoreeffectiveincreatinginterest.Consumerjourneyisimportantinorderto

convertinteresttopurchasethattwinsworldhastomakesurethatitreachesevery

possibleconsumertouchpoints.Promotionissuggestedtoacceleratepurchasedecision.

Nevertheless,amessagedeliveredineachtouchpointmustbeconsistent.

Communicationchannelsmustalsoreflectthebrandgoalandpersonalitysuchassocial

mediaasbeingmodernandbeinnovativecompany.

Marketingcommunicationsgoalsandpositioning

Currently,beiersdorfandtwinsworldmoisturizerdon’tstateitscorporateobjective

publicly.Hence,implicationsfrommessageareusedforthisassumption.Thecorporate

objectiveofbeiersdorfistobeNo.1inskincareinitsmarketandcategories.The

objectivewillbeachievedbyincreasingglobalpresenceandinvestmentinproductfor

superiorityandinnovation.Beiersdorfhasastrategicbusinessplancalled“blueagenda”

introducedin2012andwillbeeffectiveinthenextfiveyearsinwhichtwinsworldbrand

isonthefocus.Thenewpackaginghavebeenusedinskinandbodycarecategories.



Positioningissuperior,highquality,andinnovativeproductsthatpeoplevalueand

enhancetheirlives.

Intermsofcommunication,theobjectiveistostrengthentwinsworldasNO.1skincare

brandandnewmodernbrandimage.

Segments,targetingandpositions

Thereasonfortwinsworldmoisturizeristoenhancetheskinandcontroloilyskin.Which

givespeopleconfidencetogoout,givenatechnologicaldevelopmenttrend.Twins

worldrarelyusescelebrityasbrandpresenter.

Intermsofbuyingdecisionmakingprocess,itissuggestedthatitsstartswithproblem

recognition,informationsearch,alternativeevaluation,purchasedecisionandpost

purchaseevaluation.However,insuchalowinvolvementproductlikedeodorant,

consumersmayrecognizetheproblembyhavingseentheTVCorprintad.It’sunlikely

thattheyinitiallysearchforinformationaboutthedeodorant.Instead,iftheadhitsthe

insights,theytendtoskiptopurchasedecisionandpostpurchaseevaluation.Then,they

maysearchforinformationabouttheproducttoconfirmtheirpurchaseandsharethe

productexperiencetofriendsiftheproductisproventobeeffective.

Marketingcommunicationstrategy

Themessageisdeliveredconsistentlyineverycommunicationchannel:fromproduct

name(stressproduct),interactiveVDO,webapplicationandTVC.Whenyoustress,one

tendstosweatandtwinsworldprotectisyoursolution.Theimprovementsasmentioned

earlieraretouseemotionalcontentsonlineandincorporate.

Issues

Twopossibleissuesaremorerelatedtoconsumerpersonal.Thefirstisemotional

immaturity,whichsomewomenmayfeelthatwomenshouldnotbedominatedbythe

presenceofmen.Thesecondissueswouldbementalhealthi.e.whatifhetargetatthe

airporthasaseverestresscontrolcondition.However,thereisnosignificanthealth

reportforeachfeedbackatthemoment.

Objectives



Ourobjectivesaretohave:

1.agrossmarginof65percentormore

2.anetprofitabove10percentofsale

3.salespassingtheprojectedsalesof$252,000bytheyear2004

PRODUCTS/INGREDIENTS

Ourproductsareskincarecreamsforacneandrazorbumpsandmedicatedtherapyin

theformofanarthritiscream.Theproductsareallnaturalwithnochemicals.The

productsalsoincludeherbs.HerbswereusedextensivelybyancientRomansand

EgyptiansandarefrequentlyfoundinthetombsofPharaohsbyarchaeologists.

Harvestingassortedherbsduringthegrowingseasonwhichwerethendriedbythesun

andthewindandeveninthesheltersofIndiansandslaves.Manysuchwildplantshave

beenusedsuccessfullyfordecadesbychefsandcooksatpubliceatingestablishments

forthepurposeofenhancingtheflavoroffood.Modernsupermarketsstockacomplete

assortmentoffamiliarherbs,attributedtopopulardomesticdemand.Nopeinneisthe

creationofanawaremaleamateurcookwhobeganexperimentingwithherbsandfruits,

basedonhisknowledgeofnaturalmedicinalpropertiescontainedinthem.Amongthem

aresassafras,sena,andthealoeVeraplant,foundamongplantsinmanyhomesand

usedtotreatminorburns.Herbteaisapopularbeverageconsumedbymillionsof

peoplearoundtheworld.Peppermint,eucalyptus,lemonbalm,lavender,compry,Queen

Anne'slace,capsicum,feverfew,ginseng,Echinacea,andhotpepperareafewherbs

thatcontainhealingproperties.Othervaluablefoodsusedformedicinalpurposesare

citrusfruits,bananas,andorangesandareincludedinfabricatingthisformula.The

extensiveuseofherbshasbeenwellestablishedbyman,includingthesourceofmany

drugs,althoughNopeinnedoesnotcontainharmfulforeignproperties.

ProductDescription

Ourcurrentandfutureproductsconsistofthefollowing:

 Skincare—facialtreatments

 BodyandBath—bathandshowerproductsthatarenotextensionsofafine



fragrance

 Men'sProducts—men'shairbumptreatment

 Otherproducts—medicatedtherapycreamforarthritis

Anew,naturalproductcalledNopeinne,conceivedbyamanofvision,willsoonbe

availabletorelievephysicalpainandsufferingofmankind.Aninvestmentinto

Nopeinneisanadventureintothenearfuture.Nopeinneisamanifestationofremedies

usedfortreatmentofwoundsandphysicaldisorderthatcausedpainandsuffering

amonganomadicpeople.NopeinneisnotexpectedtoaccomplishwhatViagradidfor

men,butitspurposeistoimprovepeople'sphysicalabilitytofunction.Thisnewproduct

maybethekeythatwillunlockstiffjointsandtightmuscleswhileraisingtheinvestors'

monetaryvalue.

MarketingPlan

Ourmarketingplanconsistsofprovidingadirectlineofcommunicationregardingour

producttocurrentandprospectivecustomers.Ouradvertisingcampaignwill

accomplishthefollowing:

 Convincecustomersthatourcompany'sproductsarethebestavailable

 Enhanceourtheimageoftheproduct

 Pointouttheneedandcreateadesireforourproducts

 Announcenewproductsorprograms

 Drawcustomerstoourbusiness

 Wewillusethefollowingadvertisingmediaforourhome-basedbusiness:

 Personalcontact

 Newspapers

 Magazines

 Newsletters



 Telephonedirectories

 Radio

 Online/Internet

 Flyers/DirectMail

 SpecialtyItems(pencils,calendars,matchbooks,telephonepads,etc.)

FutureProducts

Ourfutureproductsinclude:

 Bathoils

 Moisturizer

 Additionalacnecreams

 Shavingbumpcream

MARKETANALYSISSUMMARY

Ourtargetmarketsaretheretailerswhohaveestablishedrelationshipswithconsumers

andtheconsumersthemselvesviaword-of-mouth.Weareessentiallythedistributing

armfortheseretailersandcanprovidedevelopmentservicesaswellasproductsfor

them.

Theretailbusinessesareinthebusinessofsellinggoods,andtherearemorethan1.5

millionofthemacrossthecountry.Thegreaterthedifferencebetweenthesellingprice

andthepricetheypayfortheproduct,thegreatertheirprofit.Itfollowsthatretailers

have(orshouldhave)akeeninterestinthewayproductsmovefromthemanufacturer

tothembecausethat'swherethemarkupoccurs.Iftheycanfindawholesaledistributor

liketwinsworldmoisturizer,whocandeliveraproductontheirshelvesatalowerprice

andstillprovideexemplaryservice,fewwillrefusethechance.Randomtestresultsof

Nopeinneexceedanticipatedperformanceatthelaboratorylevelwhileclinicalanalysis

ispending.ThisnewproductnettedanimpressivepercentapprovalfromMichiganand

Indianaconsumersranginginagefrom13to50andolderoveratwo-yearperiodwith



noreportofsideeffects.

MarketGrowth

Oneofthemorelucrativefieldsofprovenendeavoristhatofpharmaceuticalsand

relatedmedicalaidspurchasedbypersonssufferingfrompain.Aplethoraofrelated

complaintsaredocumentedeachyearbythousandsofdoctorsandpharmacists.Recent

governmentstatisticsdisclosethefactthat43millionindividualssufferfromarthritis

while20to40percentofadultsinthiscountryareplaguedbyacne.Caution,reluctance,

orprocrastinationcouldbecostlyinthisinstancebecausestatistically,theAmerican

consumerhasproventobereliableintermsofbuyinghealthproductsasrapidlyasthey

areexposedtothemarketplace.Consumerconfidenceinhealthproductshasnever

beenhigher.

IndustryAnalysis

Growthwasdrivenbycolorcosmeticswithitsfocusonteensand'tweens,andskincare

withitsdermalpatchesandporestrips,aswellastheimpactofnichelineswithspa

positioning.Asforbodyandbath,therewereafewcelluliteorslimmingbodyproducts

andthebathmarketseemedclosetosaturation.Fragranceexhibitedmodestgrowth,

fueledbyclassicscentsandlimitededitions.Theskincareindustryischaracterizedbya

widevarietyofcompaniesranginginsize,fromlargecompaniessuchasSt.Ivesto

smallerspecialtyfirmssuchasours.Thecompaniesaregenerallyorganizedbyeither

end-usermarketsorproducttechnology.Inthepastdecadetherehasbeenageneral

trendintheindustrytochangeemphasisfromusingchemicalstoallnaturalproducts.

Thecostofproductdevelopmentandtheneedtooperatefactoriesathighlevelsof

capacityhavecausedskincarecompaniesofeverysizetooutsourcepartsofthe

skincarecreammanufacturingprocesses.Thishascreatedopportunitiesforsmaller

companiestocreateandoccupynichesindevelopmentandcontractmanufacturing.An

investmentintohealth-relatedproductshasalwaysbeenawiseandadvantageous

decision,simplybecausemostAmericansarepronetoabusingandneglectingtheir

bodieswhichfrequentlyrequirecostlyadjustmentstorestoreareasonabledegreeof

physicalcomfort.Thelongevityofthestockmarketisdependentonthecontinued

desireandneedofpersonswithsurplusmoneytoimprovetheirfinancialstatus.Risks



Developingastrongbaseofretailersanddistributors,payingcloseattentionto

customersuggestionsandrequests,findingasmallnicheandstickingtowhatweknow

best,andcopingwithachangingeconomyareallprovenwaystokeepawholesale

distributionbusinesssuccessfulandoutofbankruptcy.

Asinanybusinesstherearerisks.Ourgoalistorecognizecrucialwarningsignsand

headoffdisastersbycontinuallyaskingourselvesthesequestions:

1.Arewecarryingtoomanydifferentkindsofproductsorstockingtoomuch

merchandise?

2.Areweblindedby"prideofparenthood,"failingtocutbackonmoney-losing

operations?

3.Havewecarefullyanalyzeddemandforourproducts,monitoredthemarketplace,

andadjustedquicklytochangingconditions?

4.Aresomeemployeesmakinglittleornocontributiontoourbottomline?

5.Areourprofitsdecliningdespiteincreasedsales,orisourinventorygrowingdue

toslidingsalesfigures?

Arewetakingstopgapmeasureslikeinjectingadditionalcashtomeetaccountspayable,

payroll,andotherexpenses,ratherthanfacingtherealproblemsandtakingthe

necessarycorrectivesteps?

Recognizingproblemsisastepintherightdirection.Thenextstepistotakeactiononce

we'vediagnosedtheproblemsowecangetourwholesaledistributionbusinessbackon

track.Whendecidingonourcourseofaction,wewillcreateandupdateanaccurateand

realisticcash-flowprojectionthattakesintoaccountchangingeconomicrealities,look

atouroperationsonanoverallbasisinsteadofattackingcost-cuttingpiecemeal,and

analyzeboththeshort-andlong-termeffectsofeachcost-cuttingactivity.Winning

venture.Thatdoesn'tmeanwewillneedmillionsofdollars;itmeanswemust

effectivelymanagethemoneywehave,whatevertheamount.

KeystoSuccess



Thekeystosuccessinthisbusinessare:

1.Marketing:eitherdealingwithchannelproblemsandbarrierstoentry,orsolving

problemswithmajoradvertisingandpromotionbudgets.

2.Management:productsdeliveredontime,costcontrolled,marketingbudgets

managed.

3.Uncompromisingcommitmenttothequalityoftheendproduct:multipleskincream

products

4.Successfulnichemarketing:weneedtofindthequality-consciouscustomerinthe

rightchannels,andweneedtomakesurethatcustomercanfindus.

5.Almost-automaticdevelopmentanddistributionofourproducttomaintainhigh

demandneeds.

Conclusionandsummary

Twinsworldmoisturizer,isaprivatelyownedspecialtyformulatorofskincreamsand

ointments.Ourend-usersareinalllevelsofskincareneedsrangingfromacnetorazor

bumpstoarthritis.Thebottomlineofeverybusinessissalesandprofits.Thereforeitis

imperative thatthebrandcanreachconsumersthroughoutthejourney.Marketing

communicationtoolsmustbeusedtosupportoneanotheralltheway.Themost

importanttaskoftwinsworldmoisturizeristoprojectthebrandinasinglevoice.

Marketingcommunicationtoolsmustbecarefullyselectedtoachievethebrand

objectives


