Third generation owner, Downie McCarty, has unravelled a gem in his new “Hard Cap” chisel. This new “invention” offers greater efficiency in cutting and safer usage through its optimized fibre reinforced polymer sleeve [inspired by the STX lacrosse sticks].
But although this new chisel has been hailed by most workers and magazines that have witnessed the miraculous effects this chisel has had in the metal/wood/stone business, it along with its producers, Baltimore Toolworks, are in danger of failing before they even started their journey. Because of “Hard Cap’s” bad image and word of mouth, along with the perception that it is not effective and can’t handle the work, marketing this innovative miracle has been difficult to do because of Toolwork’s tight budget, and therein lays the problem. 
To try to find the ideal way of cleverly promoting “Hard Caps” inexpensively and efficiently, at the same time, let us dissect how and what is it exactly do we need to fix...
1. Reputation and Image: 
Mr. Mc Carty stated that, “if we can get a critical mass of knowledge this will be the leading product.” This statement, pretty much sums up the problem and solution all in one. Research showed that most workers, including one Henry Thomas who was grounding the ends of the chisel, feared that “Hard Cap” would break when used with the heavy machinery of the shaping industry. Toolwork’s biggest problem then, is that because most workers are reluctant to try out this new “alien” object, and most retailers are disinclined to buy such a product, “Hard Caps” never has a chance to show its true efficiency and its phenomenal capabilities. 
This becomes an even bigger problem because of Toolwork’s small budget, they are unable to come up with lavish adverts, sponsorship, conferences, and other media attracting promotion to show off their product, and hence their options of promotion become limited. Yet there is a light at the end of the tunnel, and the safest way to weave themselves out of this black hole, is using the simple route of free trails, and simple offers to attract retailers, workers, and consumers alike. Offers such as:
· Free one month trial of “Hard Caps” to test is resolute and efficiency.
· “Guarantee results or money back” offers
· With each “Hard Cap” chisel, offer a related product as well.

2. Market Segment:
Obviously a given for any product is to identify who is this product intended for, and how to reach them effectively. Focusing on specific manufacturing companies that deal with shaping metal and wood should be the main aim, while also retailing their product to the general public is also a target, they should focus on the segment that enjoys doing handy work more often than others do. For instance based on Geographic, Demographic & Psychographic segmentation, they can easily conclude that their main target are 20-45 year old men who either work in the “building profession” or enjoy the ability of working with their hands a lot.

3. Focus on being a “Niche”:
This product is obviously a breakthrough of sorts in the chisel industry, with Handyman Club America Magazine, giving it a 90% approval by its workers during testing, and labelling it as a hit. Baltimore Toolwork have to really focus on “milking” this free promotion of sorts that it gets from magazines and research groups as not only does it provide good publicity but it also solidifies its image as a “revolution” in the industry.

