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	New Product Launch: Mars Caramel
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The Mars Bar was launched over 80 years ago, created in his kitchen by Frank Mars in 1923. Sold in America as Milky Way (and still is), when it came to Britain in 1932 the decision was made to call it the Mars bar. (Astonishingly, when it started in Britain it was covered in Cadbury chocolate as the new Mars factory at Slough was not yet able to make high quality chocolate).

The Mars bar has been a fabulous financial success, helping in building the still family-run Mars business to a global turnover of $30 billion by 2011. Nevertheless, sales in Britain have been struggling for the last few years. Whereas customers can kid themselves that an Aero or a packet of Maltesers are ‘light’ snacks, a Mars always seems a piggy option. In 2011 the whole chocolate confectionery market rose by 2.1%, but sales of Mars bars fell by 0.7% (both figures by value: source: The Grocer 17/12/11). Nevertheless, with annual sales of £92.6 million, Mars bars still represent a huge, profitable brand.
Now the company is planning a quite radical move, based again on an American idea. In June 2010 Mars launched Milky Way Caramel, pushing the attractions of Mars chocolate plus a Caramel centre. From September 10th 2012, the equivalent Mars caramel will be available in Britain. Given that Mars already markets Galaxy Caramel over here, it may seem hard to see where the ‘room’ is in the market for the new Mars product. This issue has been investigated using extensive market research.
Mars is targeting Mars Caramel by emphasising that it has 20% fewer calories than the Mars bar. This is expected to make it appeal more to women, especially perhaps because no-one would think of Cadbury Caramel or Galaxy Caramel as healthy eating. But won’t consumers simply think: why am I paying the same as a Mars bar for a Mars bar with no ‘nougat’ centre? If they do, they will see it as bad value – or even as a ‘rip-off’. Clearly Mars will have to handle the promotion of this new product with great care.
To the grocery trade, Mars is emphasising that this limited edition product has already sold well in America, Canada and Australia. To the British public the emphasis will be on lower calorie and a new product that’s a familiar friend. Mars has already hinted that sales success with turn the ‘Limited Edition’ into a regular, long-term brand. Everything hinges now on customer reaction.

Discussion Points

1. Has Mars managed to identify a market niche for its new Mars Caramel?

2. Will Mars Caramel be protected best by copyright, patents or trademarks?

3. Mars has used quantitative and qualitative research. How important is the type and size of samples in ensuring that Mars gets accurate information from its market research?
4. What do you think will be the main determinants of whether Mars Caramel proves a success?
