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REMEMBER WHEN a toothbrush was just a 
toothbrush? You could pick one up for a dollar or 
two in a handful of pastel colours. But thanks to 
the marketing smarts of the oral hygiene product 
manufacturers and in large part to the creativity 
of designers, the toothbrush product category 
has become fraught with choice. A plethora of 
squishy handles with oddly-contoured bristles 
and fluorescent colours offer abundant variety 
but often questionable value, given that dentists 
and medical researchers tell us that one of the 
most important aspects of oral hygiene is not the 
type of brush you use, but how often you brush 
your teeth.
 
�is last point is the opportunity that a small, 
Toronto-based manufacturing company called 
Aurelle addressed eight years ago with the 
development of a portable toothbrush. Unlike 
ordinary travel toothbrushes, the Aurelle brush is 
full-sized, ergonomically superior and complete 
with its own small refillable tube that allows users 
to fill up with their preferred brand of toothpaste. 
�is innovative integration of a full sized 
toothbrush with a personalized tube of 
toothpaste makes brushing away from home 
convenient and facilitates dental hygiene 
compliance.
 
�e Aurelle brush, called �e Toob, has achieved 
notable success with dentists and orthodontists 
and has found a home in camping supply stores 
and large institutions such as the U.S. Army. But 
Aurelle’s founder and General Manager, James 
Doran, understands the next hurdle he has to 
tackle is the retail drugstore and mass merchandis-
ing market. �is will bring Aurelle’s product up 
against stiff competition from all those SKUs of 
designer toothbrushes with value-added pricing 
to match.
 
Doran was considering this dilemma when he 
connected with DIAC ‘s Design Advisory Service. 
Following an audit of the product and Aurelle’s 
business strategy, the DAS team was able to 
introduce Doran to industrial designer Richard 
Brault, ACIDO, who has extensive experience in 

user-centred product design and the kind of 
packaging needed for competitive presentation 
in drugstores and other retail channels.
 
Brault took home a sample Toob and tested it 
over a one-week period, conducting a critical 
analysis of the product’s features and benefits.
 
He reported back on the experience with a 
number of detailed insights on the product’s 
design and made suggestions for subtle 
improvements to the brush and its integrated 
toothpaste tube. Most importantly, Brault 
recommended that Doran engage a specialized 
packaging design firm to present the product 
effectively in a competitive retail environment. 
�e recommendations presented to Aurelle were 
intended to strengthen the company’s position-
ing and provide opportunities in new markets.
 
Doran has since hired one of Ontario’s leading 
package design firms to help take �e Toob to 
the next level of presentation and increase the 
chances of success at point-of-sale.
 

“Participation in the DAS program was very 
helpful to us” says Doran. “Richard Brault 
provided an informed third party view analyzing 
our design strengths, weaknesses and opportuni-
ties. His strong appreciation of the functionality 
of our Toob ™ Brush was appreciated and very 
useful. �is designer went further to indicate that 
packaging was our greatest design weakness and 
was delaying our immediate progress, and we are 
now working on this challenge with a local 
packaging design firm. Moreover, Brault’s 
suggestions for longer term product improve-
ments have been very useful for our planning 
process.”

�e Design Advisory Service connects innovation-

focused SMEs to designers. �e program is operated by 

the Design Industry Advisory Committee and supported 

by NRC-IRAP.

“The Toob is a clever product that addresses an important aspect of 
oral hygiene”, observed Brault. “The fact that the product remains 
in demand after many years on the market is a testament to the 
existing design and to Jim Doran’s e�orts in building the brand. “
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