
Anticipated Challenges
To Market Entry

While Nook feels it offers a compelling purchase

once its designs have actually been seen or touched by 

the customer, the company is especially aware of

the need for a solution to merchandizing norms that often 

have crib mattresses sold bundled with the crib,

and/or have them hidden beneath bedding inside the crib

display. The marketing issue here is how to ‘unbundle’

the mattress from the crib inside retail stores.

Aside from its innovative and multi-functional ‘revealed 

shipping carton’ and phased point of purchase displays 

of its products inside stores, Nook alternately will 

promote its mattresses in custom showcase displays 

for select retailers.

This ‘unbundling’ aspect should not be an issue in

vital e-commerce sales, however, since virtually

every manufacturer, re-seller and infant boutique website

already displays crib mattresses (and their accessories) 

as discrete, stand-alone and separately-marketed

components within the overall crib system. 

1. Disrupting merchant
models and consumer purchase 
behaviour

Key Assets +
Differentiators
(continued)

Nook will come in at the top of the market, offering a 

top price point in the U.S. From extensive conversations 

with retailers and industry experts, Nook’s founders 

are confident Nook’s superior safety/health benefits, 

innovative performance features and highly considered 

design are both highly appealing to modern parents 

and warrant the recommended pricing. Top-of-

the-market pricing is viewed as an intriguing PR story 

that will implicitly signal the limitations of lower-

priced competitors.

Ecologically-based claims are largely unregulated 

and, given the current green marketing blitz, such claims 

continue to come under a great deal of scrutiny from 

the industry, media and consumers alike. Nook’s design 

is considered from the inside out; the company sourced 

the most eco- and baby-friendly materials possible 

and is committed to an honest, transparent dialogue 

about its practices. To support this, Nook is pursuing 

numerous third-party certifications such as the

Forest Stewardship Council (FSC) and Bluesign™ (see 

Appendix: Exhibit 01).

The eco-elite may criticize the use of PETE, a non-organic 

component that Nook uses in its ‘airflow cushion layer,’ 

but the substance uses food-grade polyethylene, a 

chemically inert and non-toxic product that is widely used 

very safely in water bottles. The material was deemed

to be highly superior to organic alternatives when creating 

Nook’s signature breathability benefit. 

2. High-end pricing

3. Scrutiny of eco-claims
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