THE OO-MEE STORY
Catherine Rich-Duval & Joseph Stasio

Merrimack College

Case Objectives and Use
The case has several learning objectives:

1. To introduce students to the process of entrepreneurship including idea assessment, 
product development and management.

2. To introduce students to the challenges of preparing a product for a competitive


position in the marketplace.

3. To help students understand the role of marketing and manufacturing in the business 
planning process.

4. To aid in the identification of important information for decision-making.

5. To examine ethical issues involving a child in business.

6. To allow students the opportunity to write either a business and/or marketing plan.

This case could be used in courses that involve new product development, strategic marketing management, entrepreneurship and/or small business management.  It would allow an instructor to present the necessary tools for students as they assess a business opportunity and prepare a plan to seize that opportunity.  Developing a marketing strategy is paramount to success for this product.  This case also offers an instructor the chance to address specific ethical and financial considerations inherent in this situation.  

This case is suitable to be used for both in-class discussion and/or written analysis.  Students can be grouped into teams to formulate business or marketing plans.  These teams can compete with each other and their plans may be presented in class for comparison and discussion.
Case Synopsis
This case follows the evolution of a product concept for almost thirty years.    Crossing several industries including both toy and publishing, the components of the product concept include the Oo-Mee pillow, the children’s Oo-Mee book, the Oo-Mee song, the Oo-Mee legend, and the 

Oo-Mee origin.   The originators of the idea team up with a sales professional, his pre-teen daughter and a marketing consultant to enhance and market the original product; the Oo-Mee pillow.  The challenge facing the new team of players is to assess the products market potential and identify strategies for market entry.  The team must also determine the organizational relationships within their new venture.
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