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STEP 1. SELECTING A PRODUCT



SELECTION OF PRODUCT 

RUGGIE

“World’s first 
talking rug 

alarm clock”



MARKET/PRODUCT ANALYSIS

     History
❖ Started by Winston Tam and a team of entrepreneurs

❖ Winston Tam is/was and SFU student

❖ Based in Hong Kong and Vancouver

❖ Idea was created after he overslept countless times

❖ Tried different alarms to prevent oversleeping but nothing worked

❖ Used a kickstarter account to fund the project

❖ The ruggie has been featured in countless magazines, shows, ect.



WHAT IS THE RUGGIE?

❖ Ruggie is an alarm clock that helps the user get up easily, feel 
motivated and energized. 

❖ Plays inspirational sounds

❖ No snooze button

❖ Helps stop snoozing

❖ Price Range: $79-99



STEP 2. SITUATION ANALYSIS



SWOT

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS
❖ The number of smartphone and Fitbit users are going up
❖ Unsnooze (an app that charges users every time they snooze)
❖ For androids the app “Puzzle Alarm Clock”has different methods 

such as puzzles to get the user awake and out of bed.
❖ Actual alarm clocks
❖ Sonic Alert Inc. produced an alarm clock, Bunker Bomb, that lights 

up, shakes, and creates a sound similar to a chainsaw.
❖ The Flying Alarm Clock, made by Princess International Inc. of 

Brooklyn, N.Y. has a propeller and flies into the air when the alarm 
rings, and is stopped only when placed back on its stand

❖ The Clocky, created by Gauri Nanda jumps off the nightstand and 
rolls around the room, beeping all the while. 

❖ It can be personalized to include motivational messages 

or soothing/pleasant sounds to wake up to

❖ Guaranteed comfort because of memory foam

❖ Because there is no snooze, you must get out of bed to 

deactivate it, allowing for maximum effectiveness

❖ Long lasting on battery power

❖ Unlike other alarms that may light up, the Ruggie has a 

touch sensitive digital display meant to eliminate 

unwanted lights that disturb sleep

❖ Unlike iPhones, it can’t be set for the whole week and 

must be set every single day

❖ Although machine washable, batteries and other 

electronics must be removed and that task may grow to 

be difficult/tedious

❖ Lasts one year before batteries drain out

❖ People are moving away from both alarm clocks and watches

❖ On average, people ages 55+ still use watches, not phones, to 

check time and prefer alarm clocks to phones

❖ The use of phones is increasing

❖ According to an October 30, 2014 study, the alarm clock is the 

fifth most used function of smartphones.

❖ High school and college students are having harder times 

waking up than any other age groups. The average high 

school and college student needs around 9.5 hours of sleep 

to function properly and complete normal functions.



On Tuesday, we surveyed a total of 28 
randomly selected people on the UGA 

campus and at Georgia Square Mall.

CONSUMER INSIGHT 





ON A SCALE OF ONE TO SEVEN,
HOW HARD IS IT FOR YOU TO
WAKE UP IN THE MORNING?

3.68 AVERAGE RESPONSE

5 MOST COMMON RESPONSE









STEP 3. OBJECTIVES & TARGET 
AUDIENCE



Marketing Goals: By increasing awareness, we would 
like our sales to increase by 10% by September of 2017

Communication Goals: By September 2017, we wish to 
increase the awareness of our product by 20%. 

Problem: Only about 25% of people knew about the 
Ruggie, meanwhile the popularity of smartphones 
continues to grow (which contain an alarm clock)

ADVERTISING OBJECTIVES



TARGET AUDIENCE 
Breanna
❖ 26 years old

❖ Sales manager at American Eagle

❖ Enjoys hiking

❖ Goes to the gym at 6 am for yoga class

❖ Lives in an apartment with her roommate Stacey, who 

has two dogs

❖ Goes to bed at 1 am because she stays out late partying

❖ Never leaves her apartment without her Iphone

❖ When she doesn't go out partying, she binge watches 

Grey’s Anatomy on Netflix

“ I hate waking up in the 

morning, but there is so 

much to do in one day! 

How do I do it all?”



TARGET AUDIENCE 
Ryan
❖ 17 years old

❖ Junior in highschool

❖ Plays baseball

❖ Always procrastinates

❖ Works parttime at Subway 

❖ Constantly cracks his iPhone

❖ Has a greedy, clingy girlfriend named Laura

❖ His dad works late, and his mom is a travel agent

❖ Goes to bed at 2 am because he always waits until the 

last minute to start his homework

❖ Late to school at least twice a week

❖ “My parents are never home and my phone is always 

broken, so I never have a way to wake up on time.”

“My parents are never home and 

my phone is always broken, so I 

never have a way to wake up on 

time.”



STEP 4. CREATIVE STRATEGY



THE UNIQUE SELLING POINT

Waking up is guaranteed  
There is no snooze button, so it forces you to wake up.



TV COMMERCIAL

http://www.youtube.com/watch?v=hyuBV7KhfgY


BILLBOARD



ONLINE AD



Thank you!


