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TESTING THE MARKET ‘WATERS

DO YOUR HOMEWORK BEFORE LAUNCHING LARGE-SCALE PRODUCTION
AND PUBLIC RELATIONS CAMPAIGNS

BY EVA WINGER

Editor's mote: Spark it st regular feanire
fiar 2009 that chrowicles the product-
eveluopment fournrys of tree women
Inventrentreprenenrs,

Madeline Canfichd's sajga of developing
the Naswlie, the world"s mallest key light,
i remisiscent of David and Goliath,

The Namalite, weighing 1.6 grams and
manuring lovs than an ek long. ced
1% und

would buy the Nanalite o1 the shelf,

Then she reviewed suggested retail
prices of $4.99, $3.99 and $2.99. The first
price clicited e resistance. Wigh the
sccond, the majonity responded fivorably.
And |00 percent mgreed that $2.99 was the
beat retail price for the perceived value of
the Nanodite.

“The initial iest perfiormed remarkably
well amd them we were encouraged o do o

rigoroes festing.

Canfield's 1eam reduced an initial falure
raie of 17 percent down o an mpressive
(£} 5
With this low fail rase, Canfield feli
confident o run a pre-production of
24,000 units, small enoagh to fit i her
budget, but large enough fo begin sales
und test the market.

Far Canficld, testing the market was
an informal shopping mall survey wskitg
random people what they thought of the
preliminary display bax ased what they
deemed an sppropriate retail price.

“Up until that point | oaly talked 10
frerds and relatives who | thought were
rimsend bl om our personal relatjonsdsip,”
sk Canfiehd =1 needed 1o see random
poople’s responses b the Nasaline.

Canfickd hit the mall. sasding im o busy
walkway and recling im any person who
made eye contact with fer ssd siopped to
lexsk at the Nanokite in her hasd

=| probably should have ssked
penmission from the mall 1o be there,” sys
Canfleld “Hant | only had 25 Nanolises 10
five ou.”

Although her wamypile market sire was
samall, she still guthered valnabie data that was
imdicative of her local customer population.

Canfield demonstrated the Nanoknie and
aked each person whether just by ksaking at
what the prodisct can do, would they buy it
Twenty three percent of the group said they

B irntigess com @ g 108

market ™ says Canfield

Camield approsched  fow retailers that
were willing ho buy 24 lights for $1.99 cach
Even with a retail price of $3.99, the Nanalilos
sald out within months at most locatsoes

1 knew night then Nanofite had mass.
appeal.” says Canfleld, who sill shied away
froem starting a large scale production run.

Canfield realired the only way ©
assuage ber hositancics

CrosbyWright made o favorable
imgression on Canfield by explaining
their vision in taking the Nanolite from &
homeygrown image 1o oee that woukl cam
the right so hang on & retail shell with other
high-tech gadgets

Cine af the first prajects was ta revamp
Canfiehds nemparary graphscs, packaging
and Wb sitg, which she put iopether carlser
o in arder 1 do ber test maskel. This
starting poind allowed Canfheld o get n
better sonse of which desspn aad marketing
darection ko go in before iervesting thousands
of dodlars i collmenl materniale

Cansfield knew besnding was imporast,
bt didd ot know exactly what it meant,

“Crosby Wright explained that o
brand generabes & “gut level response in o
commimer, Gresing & conncction between

public relations and marketisg Mo, which
she hoped would confirm ber grassroot
conuumer and retail research.
She also decided on o firm tha could
e fall services, not oely hardling
PR poeds, bt sl taking her marketing
coltateral 10 8 professionsl and appealing
fevel for Ber sabes beam, investoes and buyers.
Lacation wns the other requinement
fioe Canfieli. She wanied a firm that had
Fational reack, bun close 1o whene she lived

the pe and the product,”
says Canfield
She sl |esmed that a successfidly

branded product can deliver & ckear message.

differestinte itself smong competitors and
establish credbility.

Once Canfield and Crosby Wright
Fnished developing the brand, imclading
ald meew graphics for o moee tochealogy-
hasedd feel and dynamic presentatien, they
picked up where Canfich lefl off with her
local market testing.

Crosby/Wright sct 0ut to stady customer

i being
able to frequenily meet face-to-fice and
fosteving & tenm spirit,” says Canfickl.
Canfickd fosand local Crosby/Wright,
2 firm with 17 years of experience
delivermg successfiul PR campaigns and bad
established a repusation as s industry keader
in Arizana
“Afer the fird few besinstosming
sessiom | knew 1°d made the right decasion,”
says Canfichd. “They showed me that
they understood ey hoeds by providing
atitriukating inpus with fresh ideas ™

and i t the new packagmg, o
well as it relation b sales.

Witk extablished business connectinn.
Croakry Wright placed Nanolite displays,
each contalnisg 24 lights, ise0 3 povelty
ssare chain

“Lip until workisg with Crosby/Wright,
1 imuiively focused on key anid automotive
whans bn my Enitaal sales efforis,” @ys
Canfiedd =1 mever viewed Namolite as.

a nowel product subject to whimsical
customer purckases”

As # result of Crosy Wight's striegic

i

product placement. the mpid sefl-out of

24 Nunolises in three days i this newly

discovered market, without any sdvertsing.

weas comfinmation encugh to go leld with
thass production f 100,000 units, *

With a comfortable mvemsory on hand
a0 s commitment 10-4 yoar long contrct,
Crnaby/Wight emharked on a robust PR
campaign, To dase, accomplishments bave
included Nanolite feanares and revaws on
television sepments and in sewspapers and
magarises. Plans for fisure peonsotioes
invlve advertisiag, design and social media

“PR is mot an overnight ooe-time
effort.” says Canfield. “Success requires
lomg-term mvenmmo{m-n, Fesouces o
make an impact =% € €€

According 1o Canfield, hiring a PR firm
was ooc of the best basiness decisions she
ever made.

She loft her murketing seeds in grest
reputable hands, which allowed her 10 facas
an other aspects of by
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such as finding an {nvestor, attendng

radeshows and secursng new business.
“Although PR can be pricey,” says

Canfield, “ufter selling over

IF you're not sure, move an umil

’ ‘you e, Finally, et what you'ne buying outlned n a swiegie imeline

last year, | conild casly jumtify the cost.™

Eumail Eve Winiger at
themventonchkramcledadive com
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SPARK:

TESTING THE MARKET “WATERS

DO YOUR HOMEWORK BEFORE LAUNCHING LARGE-SCALE PRODUCTION
AND PUBLIC RELATIONS CAMPAIGNS

BY EVA WINGER

Editor's note: Spark is a regular feature
[for 2009 that chronicles the product-
development journeys of three women
r‘n\fen.'ar»en.'repf'fmem's.

Madeline Canfield’s saga of developing
the Nanolite, the world’s smallest key light,
is reminiscent of David and Goliath,

The Nanolite, weighing 1.6 grams and
measuring less than an inch long, faced
18 months of design, development and
rigorous testing,

Canfield’s team reduced an initial failure
rate of 17 percent down to an impressive
0.3 percent,

With this low fail rate, Canfield felt
confident to run a pre-production of
25,000 units, small enough to fit in her
budget, but large enough to begin sales
and test the market.

For Canfield, testing the market was
an informal shopping mall survey asking
random people what they thought of the
preliminary display box and what they
deemed an appropriate retail price.

“Up until that point | only talked to
friends and relatives who 1 thought were
biased based on our personal relationship,”
says Canfield. 1 needed to see random
people’s responses to the Nanolite.™

Canfield hit the mall, standing in a busy
walkway and reeling in any person who
made eye contact with her and stopped to
look at the Nanolite in her hand.

I probably should have asked
permission from the mall to be there,” says
Canfield. “But | only had 25 Nanolites to
give out.”

Although her sample market size was
small, she still gathered valuable data that was
indicative of her local customer population.

Canfield demonstrated the Nanolite and
asked each person whether just by looking at
what the product can do, would they buy it.
Twenty three percent of the group said they
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would buy the Nanolite off the shelf.

Then she reviewed suggested retail
prices of $4,99, $3.99 and $2.99, The first
price elicited some resistance, With the
second, the majority responded favorably.
And 100 percent agreed that $2.99 was the
best retail price for the perceived value of
the Nanolite. ®

“The initial test performed remarkably
well and then we were encouraged to do a
local retail test market,” says Canfield.

Canfield approached a few retailers that
were willing to buy 24 lights for $1.99 each.
Even with a retail price of $3.99, the Nanolites
sold out within months at most locations.

“I knew right then Nanolite had mass
appeal,” says Canfield, who still shied away
from starting a large scale production run.

Canfield realized the only way to
assuage her hesitancies was to consult a
public relations and marketing firm, which
she hoped would confirm her grassroots
consumer and retail research.

She also decided on a firm that could
offer full services, not only handling
PR needs, but also taking her marketing
collateral to a professional and appealing
level for her sales team, investors and buyers,

Location was the other requirement
for Canfield. She wanted a firm that had
national reach, but close to where she lived
in Tuscon, Ariz.

“| anticipated a great benefit in being
able to frequently meet face-to-face and
fostering a team spirit.” says Canfield.

Canfield found local Crosby/Wright,

a firm with 17 years of experience
delivering successful PR campaigns and had
established a reputation as an industry leader
in Arizona.

“After the first few brainstorming
sessions | knew 1'd made the right decision,”
says Canfield. “They showed me that
they understood my needs by providing
stimulating input with fresh ideas.” * ¥

Crosby/Wright made a favorable
impression on Canfield by explaining
their vision in taking the Nanolite from a
homegrown image to one that would earn
the right to hang on a retail shelf with other
high-tech gadgets.

One of the first projects was to revamp
Canfield’s temporary graphics, packaging
and Web site, which she put together earlier
on in order to do her test market. This
starting point allowed Canfield to get a
better sense of which design and marketing
direction to go in before investing thousands
of dollars in collateral materials.

Canfield knew branding was important,
but did not know exactly what it meant.

“Crosby/Wright explained that a
brand generates a ‘gut level’ response in a
consumer, creating a connection between
the potential customer and the product,”
says Canfield.

She also learned that a successfully

branded product can deliver a clear message,

differentiate itself among competitors and
establish credibility.

Once Canfield and Crosby/Wright
finished developing the brand, including
bold new graphics for a more technology-
based feel and dynamic presentation, they
picked up where Canfield left off with her
local market testing.

Crosby/Wright set out to study customer
and retail response to the new packaging, as
well as its relation to sales.

With established business connections,
Crosby/Wright placed Nanolite displays,
each containing 24 lights, into a novelty
store chain.

“Up until working with Crosby/Wright,
1 intuitively focused on key and automotive
shops in my imtial sales efforts,” says
Canfield. *1 never viewed Nanolite as
a novel product subject to whimsical
customer purchases.”

As a result of Crosby/Wright's strategic
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mass production of 300,000 units * € *

was one of the best business decisions she.
ever made.

She left her marketing needs in great
reputable hands, which allowed her to fcus
mmworwmwm
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“Although PR can be pricey,” says
Canfield, Wsﬁum 100,000 units
last year, | could casily justify the cost.™

product placement, the rapid sell-out of

24 Nanolites in three days in this newly
discovered market, without any advertising,
was confirmation enough to go forward with
mass production of 300,000 units. ok d
With a comfortable inventory on hand
and a commitment to a year long contract,
Crosby/Wright embarked on a robust PR
campaign. To date, accomplishments have
included Nanolite features and reviews on
television segments and in newspapers and
magazines. Plans for future promotions

“PR is not an overnight one-time
effort,” says Canfield. “Success requires
200 @ mensiescon] — lONg-term investment of many resources to

make an impact."f* *x

According to Canfield, hiring a PR firm
was one of the best business decisions she
ever made.

She left her marketing needs in great
reputable hands, which allowed her to focus
on other aspects of business development
such as finding an investor, attending
tradeshows and securing new business.

“Although PR can be pricey,” says
Canfield, “after selling over 100,000 units
last year, | could easily justify the cost.”

involve advertising, design and social media.
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