Executive Consumer Insights Report: Plaque
Slayer Dragon's Breath Campaign

Executive Summary

This report analyzes consumer feedback on the Plague Slayer Dragon's Breath product launch
campaign, integrating insights from a recent focus group with broader consumer sentiment in
oral care. While the campaign successfully generated excitement and a distinct brand
personality for a niche segment, it faces significant challenges in clearly communicating its
product category and balancing its unigue sensory experience with universal consumer
demands for proven efficacy. A key tension exists between the campaign's bold, "fiery"
imagery and consumers' need for practical benefits and comfortable usage, indicating a need
for refinement to expand market reach while retaining brand identity.

Research Scope

This report is based on the analysis of a focus group transcript involving four American
participants discussing the Plaque Slayer Dragon's Breath product launch campaign. This
qualitative data is augmented by an overview of wider consumer sentiment regarding teeth
brushing products, focusing on efficacy, confidence, and product experience.

Methodology

Insights were derived through a thematic analysis of the focus group transcript, identifying
recurring themes, points of agreement, and contentions. This was then cross-referenced with
general consumer trends and expectations in the oral care market obtained through web
research, providing a comprehensive view of campaign reception against industry
benchmarks.

Key Findings

« Advertising Misalignment with Product Category: The campaign's intense
visuals and "dramatic fire thing" led participants to initially mistake advertisements
for spicy snacks, drinks, or cologne, rather than toothpaste.

o  Implication: The current visual narrative, while aggressive and on-brand,
significantly obscures the product's core function. This confusion directly
clashes with wider consumer sentiment which prioritizes clear product
identity and functional benefits in oral care, risking a disconnect with
potential customers seeking dental hygiene solutions.

« Conflicting Desires for Product Experience vs. Efficacy: While some found
the "citrusy with a warm after-kick" flavor exciting and the brand personality
appealing, others explicitly stated, "I just want something that works without being a



whole experience" and expressed aversion to a "burning sensation," actively
avoiding the product based on these perceptions.

o Implication: The Dragon's Breath product offers a novel sensory
experience, which resonates with consumers seeking "fun" in their routine.
However, this unique proposition can alienate a significant segment that
values straightforward efficacy and comfort above novelty. This mirrors
broader consumer trends where perceived efficacy and therapeutic benefits
are critical, often signaled by reassuring sensations rather than potentially
off-putting intensity.
« Niche Appeal vs. Broad Market Disconnect: Participants identified the ideal
consumer as "nightlife people," "trendy folks," "younger," and those who "like trying
new things." However, some felt the product was "not for me" or "not for regular
people," highlighting a perceived exclusivity.
o Implication: The campaign is effectively carving out a strong, distinct
identity appealing to an adventurous, confidence-driven demographic.
However, by positioning itself so strongly within a niche, it risks overlooking
or actively deterring a broader market that still seeks core oral health
benefits but might not identify with such a fiery, unconventional persona.
This suggests a potential limit to market penetration without strategic
adjustments.

Motivations

Consumers are driven by a fierce desire for confidence in social and professional interactions.
They seek an ally against bad breath to conquer moments that matter. A segment also shows
strong motivation for products that offer novelty, make routines feel "fun," and provide a
unique, invigorating sensory experience, transcending mere hygiene to become a lifestyle
statement.

Pain Points

The primary pain points include confusing advertising that fails to immediately identify the
product as toothpaste, leading to skepticism. Concerns about potential "burning" or overly
spicy sensations deter a significant portion of consumers who prioritize comfort and proven,
gentle efficacy. There's also a clear desire for practical messaging and demonstrable proof of
effectiveness over purely dramatic or experiential claims, with some feeling excluded by the
campaign's intense persona.

Strategic Recommendations

« Clarify Product Identity without Compromise: Sharpen visual and textual
cues in early campaign stages to unmistakably position Dragon's Breath as a
powerful toothpaste. Weave in explicit mentions of its bad-breath-slaying function
earlier in ads, maintaining the primal, aggressive tone. For instance, "Plaque Slayer:
Dragon's Breath. The weapon against bad breath."



- Reframe Sensory Experience as Invigoration, Not Pain: Proactively address
concerns about "burning" by framing the "warm kick" as an invigorating, confidence-
boosting sensation—a battle cry for freshness, not discomfort. Showcase individuals
feeling empowered and ready to conquer after using the product.

- Amplify Efficacy with Visual Proof: Integrate compelling visual evidence or
testimonials that demonstrate Dragon's Breath's aggressive effectiveness against the
enemy (plaque, grime, bad breath). Balance the "fierce" experience with tangible
benefits, satisfying the consumer demand for products that "just work" while still
making them "feel cool."



