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Toothpaste is now being considered as a necessity and is to be used it at least twice a day. It will indicate for
about 22 billion pesos profit in the industry 2. Its status as a local company enabled Lamoiyan to utilize more
direct marketing efforts at lower prices that foreign firms do not have access to. Matter of fact, the brand is so
strong that some consumers have already associated the product toothpaste as Colgate. Having these three
strong brands in the market will be a threat to new entrants. Due to his lower investments in distributive,
manufacturing and advertising costs, Happee became resilient in maintaining its lower price compared to that
of its competitors. However, Pedro turned this misfortune into opportunity and thought that if nobody wanted
his aluminum tubes, he might as well fill them up with his own toothpaste. Through its selective marketing
and community outreach campaigns, Lamoiyans charitable acts increased its publicity and enhanced its public
image. Many other brands, products and variations are being introduced to the market which pressures the
toothpaste industry especially Hapee. Despite Lamoiyans Happee toothpastes lower price, its market share is
still lower than that of Colgate and Close-up. The multinational competitors initially did not see Happee as a
direct threat, instead considering the upstart brand as a marginal low-end product that was benefiting from
temporary economic trends. Happee Toothpastes best competitive advantage is its low price, because
Lamoiyans product is priced so low, their competitors are unable to do the same without suffering lower profit
margins. Vision: To have a Lamoiyan product in every home. We will inspire people to take small everyday
actions that can add up to a big difference for the world. Competitors possess more distribution channels that
are more accessible than Happee. He established brand awareness through various community outreaches such
as sponsoring the Philippine Olympic team, partnering with D. Targeting niche markets are further bolstered
by focusing on the smaller-scale sari-sari stores rather than directing competing for shelf space with bigger
companies in commercial markets. By offering a product of same quality as the leading brands at a much
lower price, it has been able to provide a means to cater to the poor masses hygienic needs despite financial
struggles. Lamoiyan aims to achieve deeper channel penetration with existing products by exerting aggressive
efforts to further expand its distribution to sari-sari stores. However, as stated in Hapees history, even though
the product has survived from the two multinational brands, there is an increasing demand for oral care which
will gain more competitors that may affect Hapee. Colonial mentality and lack of brand identity made it hard
for Lamoiyan to establish itself as a brand when Happee was launched. The company has already raised
capacity to 10, metric tons from 6, metric tons with the Pmillion investments. Lamoiyan also capitalized on
marketing opportunities their competitors could not imitate. Balance Scorecard. Rumelts 4 Criteria of Strategy
Evaluation Consistency - the strategy must not present mutually inconsistent goals and policies Lamoiyans
goal is to essentially maintain its market share in its current markets, build its share in newer markets, and
expand its business while avoiding any retaliation its competitors might make. Another persistent problem was
the need for a wider product line in order to have a more efficient engagement with both small-scale and large
distributors. From successfully working around the multinational brands by targeting the smaller niches the
bigger players cant cater to, Lamoiyan also has to find a way to expand and further its successes in order to
grow while avoiding any means that could cause an aggressive reaction on the part of big players. In response,
Colgate lowered its prices really close to the price Happee is selling their products in to kill them. Switching
costs in this industry is very low, further intensifying brand rivalry when it comes to toothpaste brands SWOT
Analysis Strengths Happee Toothpaste is priced much lower than that of Close-Up and Colgate, and Happees
pricing is something that could not be imitated by the much larger companies without compromising their cost
structure and profit margins. Bargaining Power of Suppliers Toothpaste manufacturers produce their own
toothpastes, and the only materials that are supplied by thirdparty companies are usually packaging materials.
Happees brand became visible in school and traffic signs, and was given huge discounts in media advertising.
Lamoiyans pricing strategy allowed it to make a larger volume of sales that made the company very profitable
despite its small market share and smaller profit margins compared to its multinational counterparts.
Lamoiyan is fighting with strong, multinational competitors such as Colgate-Palmolive, Unilever, and Procter
and Gamble basically through lower pricing, and lower-priced rivals such as Zest-O Corporation mainly
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through better advertising and the launch of the much cheaper Kutitap. In doing so, Happee managed to be
recognized as a product that is proudly Filipino. They occupy the spaces where people can visibly see them.


