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Chew till your heart desires 

or 

All day long. 

Which ever comes first! 

 

 

 

 

        

 

 



Introduction and Concept of the Product 

 

 

Confectionary industry in India had 

meteoric growth in recent years. But the available 

products have many drawbacks & have many 

negative effects on the consumer. The present chewing gums available in 

the market are harmful to the teeth and the body in general. Also, animal 

fats are used in the production of the gum base, which most people are 

not aware of but will be quite detested if mass awareness is created. 

 

Rising Sun Productions Ltd. is a newly formed sugar confectionary 

manufacturing company. We aim to provide good quality chewing gums 

at competitive prices. The sugar confectionary market in India has a high 

penetration rate, being consumed in a high percentage from the 5-45 age 

range. The highest penetration percentage is from the age group of 12-18. 

 

 Rising Sun Productions Ltd. aims to launch a new 

concept of Gel-based chewing gums. Such chewing gums 

do not contain any animal fat, as they do not need a gum 

base. Also, due to absence of colloidal sugar, they do not 

chip the teeth while also not sticking to the teeth avoiding 

tooth decay. The name of our product is CHEWYP. 

 

It‟s a new revolutionary gel based chewing gum. Luscious fruit 

juice encased in a gel base and that‟s not all „IDA‟ certifies that constant 

consumption of Chewyp can decrease the risk of developing tooth decay, 

gum disease and other dental problems. It will bring a new era of 

goodness in confectionaries industry. 



The products can be given any attractive shape & has long shelf 

life. It has natural preservatives & permitted colors & flavours. It does not 

require any special storage facility. 

The above special unique features will be a self-selling product 

against the competitors. Penetrating the markets with such products will 

be easier. 

The production process is not complicated. Technique & 

technology is a closely guarded one. Our organization has developed it on 

its own R&D. All the raw materials, machinery, can be fabricated & 

manufactured locally except process control equipments being imported.  

 

India is one of the largest young populations in the world. The 

confectionary industry is well developed, organized & vast. Introduction 

of classic novel products will be very well received. The target markets 

are major cities & towns immediately, (will be expanded later) which are 

well connected & the market is closely knit. Children & youth in the age 

group of 3 years to 35years will be the major consumers. 

 

As qualified & well-known authorities certify the above benefits, 

we will get them recommended & approach the market with it. We expect 

overwhelming response. We will introduce it also as decorative pieces 

e.g.. On cakes, deserts, dishes served in hotels. The by products will be 

sold in the markets as decorative & additives on ice creams, cakes & 

biscuits. Many innovative applications will be made available to the 

customers. 

 

 



Market Research 

 

Data Sources 

There are two types of data sources 

 

 SECONDARY DATA 

 

 PRIMARY DATA  

 

Secondary Data was obtained from ORG-MARG, which is a very 

well known and reputed market research agency in the industry. All the 

obtained data was based on the 2006 census, which is the latest 

information available on such a large basis.  

Primary Data 

A systematic market research was carried out to find the stand, 

value and the need for a gel-based gum. We carried out Primary research 

ONLINE as most of the people are some or the other way connected to 

Internet. Due to time constraint it was not possible of Retailer‟s survey.  

The questionnaire was prepared very systematically. It was 

designed in such a way that it would only takes two minutes to fill up. We 

promoted the links personally through mails and also through social 

networking websites. 

We got responses from Kolkata, Gujarat and all other parts of the 

country. We got 116 responses in around 16 days. The evaluation was 

done through the website www.tigersurvey.com 

 



Primary Data Analysis 

 

Analysis of the collected data was done by an in-house analysis 

team. This was all apart from questionnaires. What we came to know 

from questionnaires are as fallows. 

 Age of around 12 – 40 all prefer chewing gum. 

 Most of the consumer prefer Center fresh and Happy Dent White 

 Customer does not care about foreign or Indian brand. 

 They need a chewing gum, which will satisfy their needs. 

I.e. softness, taste, flour, fresh breath etc. 

 Bad effect of chewing gum were not known to many that they cause 

head ace when excessively chewed, they stick to hair and finally we 

have to cut that part of hair. Sticks to lungs if swallowed etc. 

 Research on Gel based chewing gum was successful as we came to 

know that gel will work to market, totally innovative product which 

can be definitely bring a new turn in the history of the chewing 

market. 

 As we can see in today‟s world all the FMCG products are been 

converted into gel. And because of the gel base it has become a great 

hit in the FMCG markets. 

 Center fresh was also a gel filled chewing gum .It had gel filled in the 

center and it was a market leader few years back. 

 Most accepted flavor in the market is mint and strawberry. But many 

say new flavor should be introduced too. 

 Also, we know that gel products are accepted in many other products 

too. Such as hair gel, toothpaste, jelly products etc. But each of them 

has their different use and each of them have created a different 

impact in the customers mind. 

 



Impact of Brand: 

 

 

 

 

 

 

 

 

 

 

 

Current preferred brand 

 

 



Flavor preferred by the consumers 

 

 

 

 

 

 

 

 

 

 

 

 

Qualities Preferred in Current Brand 

 

 

 

 

 

 

 

 

 

 

 

 

 



Candy Market consumption pattern 

 

 

 

 

 

 

 

 

 

 

 

 

Age group and Target Market 

 

 



Competitor’s Analysis  

 

Currently as per research market leader and dominating products are 

Boomer and Happy Dent White. Let us peep at a unit price of the 

competitor‟s product. 

 

PRODUCT Rs. 

 

 BOOMER- Re 1.00 

 WRIGLEY‟s - Re1.00 

 HAPPY DENT WHITE  - Re1.00 

 CENTER SHOCK/FRESH- Re1.00 

 FUSEN-Rs 2.50 

 

BOOMER provides strawberry flavor while other flavor come and go. 

Boomer is famous for strawberry flavor. Drawback of Boomer gum is 

that it gets harder and harder as you chew gum base, so after sometime 

that flavor goes away and only gum base is left. Boomer is in the market 

as it doesn‟t have any tough competitor. 

FUSEN GUM is famous for its softness the unique selling of this product 

is only its softness. It doesn‟t have a specific flavor. It has a different 

taste. But still it is also a highly demand product. Drawback of Fusen is 

its cost. We pay Rs 2.50 for a unit. Through of high price the product is 

still not advertised. 

WRIGLEY‟S is a foreign product and available in Banana and Mint 

flavor. Wrigley‟s was on top when it was advertised but now this product 

is mostly found at railway stalls. Wrigley‟s was famous for its strips type 

shape. The drawbacks of Wrigley‟s are same as Fusen Gum. It was less 



advertised. Through it doesn‟t have any unique quality it has strength be 

in market. Distribution strategy of Wrigley‟s also faulty. 

CENTER FRESH is back into the market. This product is currently 

leading in the market it is back with innovative ideas and effective 

advertise and a new name “Center Shock”. Center fresh was famous for 

its softness and center filled with gel. Basically the gel containing the 

flavor. Here this product really fails in providing long lasting taste as well 

as it gets harder as we go on chewing it. 

HAPPY DENT WHITE is a product, which aims at oral care and shines 

the teeth. This product was advertised as a mouth freshener as well as 

increasing whiteness of the teeth. This was not very well accepted in the 

market. 

So finally let us look at drawbacks of these products which are as 

follows: 

1. Less advertised. 

2. Gets harder on excess chewing. 

3. Flavour is added to gum base. 

4. No long lasting taste. 

5. Animal fat used in each and every chewing gum. 

6. Spoils the Gums & teeth.  

 

This was the drawback which we found in our competitors 

products so we decided to make a product which satisfies the customer‟s 

needs and which do not have such drawbacks. Hence we did the 

following, 

The first drawback was less advertising so we selected the no. 1 

AD agency of India to advertise for our product. 

 



The second drawback was that the gum gets harder on chewing, so 

we made a product which will slowly go on dissolving on chewing it so it 

will remain soft till the end. 

 

The third and fourth drawback was that the taste of the gum last for 

few minutes, but in case of our product the flavour will remain till the end 

since it‟s a gel based gum. 

 

The fifth drawback which we found was that the gum base in the 

chewing gum contained animal facts, which still many consumers are 

unaware of, so we have taken special care to make a product which is 

100% vegetarian. We could do this because we substituted the animal fats 

with the gel base. 

 

The sixth and the last drawback is that the Chewing gum spoils 

gums and the teeth but our product focuses on Oral – Care i.e. our 

product gives fresh breath and it protects the teeth and the gums.   



 Ingredients 

 

The ingredients used in the manufacturing of gel gum are as 

follows: 

 

 

 

 

 

Sugar 

Glucose syrup 

Glycerin 

Permitted emulsifiers  

Antioxidant 

Edible Silica Gel 

Permitted flavors & color   

Dextrose 

Carnauba Wax and Amp 

Titanium Dioxide 

 

 



Marketing Mix 

 

Product 

Product Features 

 

1) The chewing gum is gel based so it does not contain the gum base 

used in other bubble and chewing gums. As the gum base requires 

animal fat, absence of it makes the gel-based gum completely 

vegetarian. It will also be our responsibility to make the public 

aware of the non-vegetarian content in the other gum products. 

 

2) The Gel does not contain powdered sugar hence it does not chip 

the teeth. The colloidal sugar present is too minute to cause any 

harm to the teeth. It dissolves easily in the mouth. 

 

3) When a normal gum is chewed, the flavour, colour, sugar and 

preservatives dissolve into the saliva. Only the gum base is 

remaining which has to be spat out because the gum looses the 

taste but in case of our gel gum the flavour will remain till the gum 

gets completely dissolved. Hence the consumers will get complete 

satisfaction by chewing our gum. 

 

4) Our chewing gum is not only a 100 % vegetarian 

gum but it also aims at oral care which very few 

gum manufacturing company strives at.  As general 

awareness of oral care is increasing in among the present 

generation and also given more and more priority in today‟s Health 

Care, this aspect is “TOP PRIORITY” of our company.  



5) Our product provides fresh breath due to the special ingredient 

added to the product.  

6) We will be releasing the unshaped waste as additives for cakes, 

biscuits and cookies. Thus the entire manufactured finished product 

will be used.  

7) Our product is not like other chewing gums which we have to spit 

after some time, Our product will automatically dissolve in the 

mouth after 10 -15 minutes.  (Time needs to be worked out) 

 

Product Design 

 

1) The product will be given a basic rectangular 

shape. 

 

2) The different flavors will have their respective colors i.e. 

 

a) Orange        Yellow 

b) Lime              Green 

c) Mint              Blue 

d) Strawberry    Pink 

 

3) The preservatives are tasteless 

 

4) The Disinfectants give a very 

slight tinge is hardly noticeable 

but does not spoil the taste of 

the product. 

 



Packaging 

 

Packaging is the most important aspect of a product. It can be 

defined as the activity of designing and producing the cover of the 

product. Well designed packages can create convenience and 

promotional value.   

 

The major disadvantage faced by most of the chewing gum 

manufacturing companies is their packaging system. Generally the 

consumers do not buy chewing gums in the monsoon season because 

the material used for wrapping the gum is paper. So what happens is 

that due to moisture the gum sticks with the wrapper and it becomes 

very difficult to remove the gum from the wrapper. This problem with 

the wrapper is not only during the monsoon season but also at other 

times when the gums are stocked for more than two months.  

 

But in our company we are using „poly-ethylene‟ as our 

wrapping material with air tight facility which will not allow the 

moisture to enter the wrapper and will keep the gum intact. Even with 

over storage the problem of sticking of gum to the wrapper will not 

arise. 

 

The cover will be the color of the respective flavor i.e. blue, 

yellow, red and green. It will have the Hershey‟s logo on it and a few 

designs that will be common for all covers.  

 

 

 

 



Following are the Packages of our product. 

 

 

 

 

 

 

 

 

 

 

 

 

The air packed inside keeps the gum fresh and chewy for at least  

12 months.  

Enlarged 



Price 

 

PRICING STRATEGIES: 

 

The company must set its price in elation to the 

value delivered and perceived by customer. If the price is 

higher than value received the company will miss 

potential profits and if price is lowers than the value 

received, the company will fail to harvest potential profits. 

 

We follow the Six Step procedures for evaluating our product 

price. 

1. Selecting the pricing objective.  

  

2. Determining Demand. 

 

3. Estimating costs. 

 

4. Analyzing competitors cost, price &offers. 

 

5. Selecting a pricing method. 

 

6. Selecting the final price. 

 

 

 



SELECTING THE PRICING OBJECTIVE: 

Our pricing would be totally related to obtain maximum market share. 

Our firm‟s objectives are to provide PRODUCT – QUALITY 

LEADERSHIP as well as use Market – Penetration pricing. In Market – 

Penetration pricing the firm has to set its prices as low as it can bear & 

obtain the market share. But our product provides more value at fewer 

price. As we want to stay in market we have to stay at competitor‟s level. 

We are covering our costs by increasing unit production so resulting to 

less costs of production as well as low distribution cost. 

 

Determining Demand: 

Price of a product is set after evaluating the demand for their product or 

from total consumption done in last year. Chewing gum is a product 

which has a continuous demand. As it is not to be purchased once it is to 

be purchased again. There is high demand. 

We have got favorable demand in the market and to penetrate into the 

market we will have to set our prices after looking at competitor‟s 

analysis. 

 

Estimating Costs: 

Demand sets the ceiling for the price while costs set the floor. The 

company charges a price that covers its cost of production, distributing, 

selling & including fair return or its effort and risk covered. Fixed costs 

are costs that do no vary with production or sales revenue. This includes 

salaries, bills, rent, etc. Variable cost varies directly with level of 

production. This involves ingredients, packaging material, etc.  

 

 

 



ANALYZING COMPERTITORS COST, PRICE AND OFFERS: 

 

If you want to make your product to defeat the competitor‟s product what 

you need is innovativeness as the same price as competitors. We have a 

fully innovated product i.e. GEL BASED CHEWING GUM. Competitor 

like Boomer, Center Fresh, Center Stock, Loco Poco etc. sell their gum at 

Re.1. We have already pointed out the defects they are facing and we 

tried to cover them in our chewing gum.  

Our firm Rising Sun Productions Ltd. has decided to go with the 

same price as of competitors. If we sell our product at higher price we 

may still not be the market leader. We are providing high quality product 

at same price. So, we can easily penetrate into their MARKET SHARE. 

They provide tattoos, stickers, as a free gift with their product but that 

does not affect our product sales. If this affect we have to cover up 

strategy of providing tattoos or stickers.       

 

SELECTING THE FINAL PRICE 

 

After the evaluation of all the above five step we decided Rs ONE 

as our product price. 

BREAK-UP OF PRICE 

 Manufacturing  Cost:  Rs. 0.30 

The Profit earned by Manufacturer is: 160% (i.e. 0.50) 

Distributor buys from Manufacturer at:    Rs. 0.80 

The margin to distributor is: 10% (i.e. 0.10) 

Retailers buy from Wholesalers: Rs 0.90 

The margin to Retailers is:    10% (i.e. 0.10) 

MRP of the Product:   Rs. 1/-   

 



Promotion: 

Sales promotion: As our CHEWP is a new product we 

will not do promotion during launch period. Promotion 

may include free tattoos or free stickers. 

 

Advertising: - We will advertise our product on  

 

 T.V.     Pogo, Cartoon Network, Star TV etc during prime time        

slots. 

 

  Radio   FM. Channels. 

 

 Print Media Newspaper like Mid-Day JLT, Jam Magazines 

related to youth.,  

 

 Out door   Banners will be provided to shops and stalls. 

 

Sales force: - we have forested the demand and likely of current market. 

So we have selected ITC as our dealer i.e. Distributor: This company will 

distribute our product in the market. 

 

 

The sample of our Print Ad is shown below: 

 



 

 



Place 

 

Distribution Channels: - We have selected second level consumer 

marketing channels which is as follows: 

 

This type of channels is   Always preferable for     Consumer related 

goods I.e. FMCG / confectioneries etc.  | 

 

Manufacturer - Distributor – Retailer – Consumer  

 

Coverage:  Our product will be distributed all over India on the basis of 

demand. As per research urban areas have more demand for chewing gum 

than rural area. So distribution will be based on demand. 

 

Assortments: POP display will be a designer stand, which will have a 

height of eye level. We have bright packing color that will catch the eye 

of consumer. 

 

Location: we will have countrywide location for our product. It will be 

available at pan stalls, General stores, Medical stores, Super Markets etc. 

Inventory will be brought as based on how variable cost is? I.e.  

if they are highly variable we would get big stocks and keep you risk free. 

 

Transport: We have arranged Tempos, which will transport our goods 

from factory to ITC go-downs. 

 

 

 

 



Product Positioning 

 

The product is positioned first as a chewing gum and then as an 

oral care product. The positioning as a chewing gum will attract the 

normal consumer market which wants something to chew to pass time. 

Then further awareness as an oral care product brings in a “feel-good” 

effect which makes the consumer convinced that this is a superior 

product. 

 

In the case of chewing gum segment, an advantage is that there 

needs to be no SEC-wise positioning. The lower and upper SECs have the 

same products. 

 

Since the only distinction seen as per every 

chewing gum consumer is whether it is made by a 

foreign company or an Indian company, we have thus 

struck a deal with USA‟s Hershey‟s, which is the largest 

sugar confectionary company in the United States, to lend us their 

brand name for an annual premium.  

For three years, the official brand name will be Hershey‟s, USA 

after which it will be Hershey‟s, India. Thus the public believes it is 

internationally manufactured and will be convinced that it will be a 

quality product. 

 

 

 

 

 



The Target Market: 

 

 

Age on the vertical axis and pieces bought on the horizontal axis 

 

 

Source – ORG-MARG 

 

 

By the above Diagram, it can be seen that teenagers (12-18) are the 

largest contributors for this segment. Hence they will be our target 

market. But the advantage of this segment is that eventually everybody 

who is interested in chewing gum buys the product. 
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Marketing Strategies: 

 

BASIC PLAN 

 

1. Appoint Distributors. 

2. Whole India Coverage. 

3. Advertise (Break up type). 

4. Launch Advertise. 

5. Distribute at the same time. 

6. Continuous advertise. 

7. Results. 

 

Marketing strategy:- 

 

 We have appointed ITC as our distributors on a contract basis at 10% 

of net profit. As, our product is small we already needed big market. 

So we selected whole country as our market while we will focus on 

major cities as well. 

 Hershey‟s has it‟s own brand name and it will also help us in creating 

a FOREIGN BRAND IMAGE for our chewing gum. 

 In India, people love the word “Foreign Brand” and “Imported”. This 

will increase our sales between middle class as well as high class 

people who don‟t love to buy cheap products. 

 As, Center Fresh has launched their new flavour Center Fresh Air on 

around 1
st
 August 2004. But, let me tell you frankly that still as on 15

th
 

of august 2004 it is not found in market. This is indirectly affecting in 

their sales volume.  

 



 Those who are Center Fresh loyal or who were attracted with this new 

product flavor have already started demanding for the product and 

product is still not available in the market. 

 So, we have decided to launch the final advertisement and product will 

also be available in the market on the same day. 

 We have appointed Horizon as our advertising agency. They are 

reputed for doing famous ads in India. 

 We have arranged around Rs.84,00,000 to advertise of our chewing 

gum on contract, were we get total package of peak time slots on 

cartoon channel, & youth liked channels on Television, Print ads for 

newspapers like and magazines etc. Radio as on current working FM 

stations. We will also get printed Banners which will be displayed 

near schools and colleges as well as at retail stores. 

 Why have we kept such big budget for advertising? The answer is as 

survey done by us we came to know that the new chewing gum if 

launched is advertised only for few days or on introduction period. As 

soon as the advertising stops the sales decline or the volume of sales 

stabilizes. 

 We are in market to be market leader and not to be market follower. 

We need to advertise so much that our chewing gum TRICKS get into 

the minds of people. 

 So, the other brand users may switch over to our chewing gum & we 

gain the market leadership. 

 As per knowledge of ours we know that Center Fresh was a market 

leader & with no advertisements. Boomer was launched and there was 

no way that buyers wouldn‟t try the new one. So, finally Center Fresh 

was out and on verge of shut down. 

 



 As per Hershey‟s, we will also have to keep our factory open for 

visitors on Sundays and Saturdays (weekends) so that people come to 

know that CHEWYP is a 100% Vegetarian product.. 

 We will also host or sponsor some of college fests were we will totally 

market our product and give free chewing gum on limited basis. 

 We are also arranging for stalls outside the colleges or with 

permission in colleges were we will sell our product for a week or two 

days. 

 Sales promotion and Advertising are going to be done continuously as 

we want to DOMINATE CONSUMER MINDS. 

 Personal selling is going to be done in introduction and growth period 

only rest it will decline. 

 As each product has limited life, & we have to introduce promotion 

strategies, i.e we have arranged for free tattoos on each unit, or a 

plastic flubber to be used as a pencil top etc. But that‟s all during 

decline stage. 

  Maturity stage is where the company has to really 

work out for stabilizing there product we have 

decided to conduct the survey during the maturity 

stage on our product. 

 What the consumer‟s need, new flavours, and 

problems for our product etc. So that we can save our product from 

entering in to the decline stage. 

 Bright package is used for Chewyp so that it attracts the customer. 

We have pop display at eyelevel so that it directly catches the eyes of 

the buyer. 
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