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[bookmark: _Toc6771]Introduction

In the modern food industry, established brands mostly introduce their new products to maintain their status in the market so they can keep their reputation and maintain customer loyalty. Therefore, most brands improve their product quality, and some brands launch new products. Similarly, the popular company Lays has introduced its new product. Lays, a globally recognized snack brand, is known for its wide range of unique and innovative flavors enjoyed by people of all ages, so people enjoy experiencing new tastes and living a healthy life.To continue this tradition of creativity, a new honey-flavoured Lays has been developed by me as part of the existing brand line to offer a new but valuable snack. Through this brand, we provide healthy and ingredient-rich snacks to the people. This new flavor is designed especially for children and health-conscious consumers who prefer snacks that are not only tasty but also made with natural ingredients. Honey has many benefits for human beings, and it provides mild sweetness, natural aroma, and several health benefits, making it a perfect addition to the classic crunchy Lays texture. Through this new product the existing company lays want to maintain their customer loyalty to give them unique and mind blowing flavour of snack.

















Element 1: STDP Analysis 
1.1 Segmentation Strategy
The first step, segmentation, involves finding potential consumers and turning them into homogenous subgroups. These subgroups may usually be distinguished through demographic characteristics, psychographic profile, attitudes and/or behavior patterns. However, segmentation is only useful when it is identifiable, substantial, accessible, stable, differentiable, and actionable. Only then is it possible to know who consumers are, what they do in terms of
usage, loyalty and profitability and why they make certain decisions. (Tybout & Grayson,
2010)
For Lays Honey-Flavoured chips it can segment the market in some ways. The first one is demographic segmentation, in which age, income, and health should be considered the main priorities in second segment Children, teenagers, and mostly young adults eat these snacks in their free time, and mostly during festivals and while watching movies. They eat snacks, so it will be a good and attractive option for them. In premium income families who can afford healthy premium snack options for their daily health routine, it could be the best selection for people who care about their diets and are very conscious about their healthy life.

1.2 Targeting Strategy
targeting strategy refers to the process a company uses to select specific groups of customers to focus its marketing efforts on means company decide that which type of person they have to target for their specific purpose like if company want to sell game then they target the gaming person, same in mine product company has specific targeting strategy to get sale and make profit.Lay’s with honey flavour mostly attracts children, adults, and teenagers, no matter male or female, who enjoy trying new snacks and flavors. So, not just through age, it segments through class, like upper and middle-class consumers, because the price of Honey Lay’s is 5 pounds for each bag. So, mostly classed families will buy this product, who are looking for convenient and tasty snack options.




3 Differentiation Strategy
According to Kotler and Keller (2016), differentiation is “the act of designing a set of meaningful differences to distinguish the company’s offerings from competitors’ offerings.”
Lay’s Honey Flavour uses a differentiation strategy by offering a unique taste experience, which makes it more unique and better in taste. The combination of sweet honey with the classic Lay’s crispiness creates a flavor that attracts a huge range of consumers, from children to adults, and even older people like this snack. Its honey flavor provides a distinct and memorable taste, making it stand out in the snack market and due to its unique packaging its easy for honey lays to standout in the market and appear as a different snack and give their customer tast and healthy product

4 Positioning Strategy
According to Kotler and Keller (2006), positioning involves creating a distinct image of a brand or product in the minds of target consumers (cited in European Journal of Business and Management, 2018).
Lay’s Honey Flavour is positioned as a unique and premium snack that offers a distinctive taste experience for all snack lovers compared to regular chips, because its idea is new and unique. Its flavor is new, tasty, and convenient for all ages, and it is also healthier for everyone. So, its value is higher than regular fried chips. Its flavor not only gives it a unique identity but also created a boom in the market due to its flavors. Lays chips is most common in the market and due to its logo design and packaging its more convenient for honey lay to standout in the market and generate profit.     
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Figure 1: Perceptual Positioning Map

Element 2: Critical analysis of the marketing mix
7Ps Element
Product 
Honey Lay’s is a flavoured potato chip that combines a sweet honey taste with a unique sweet–savory profile and a thin, crispy texture. It maintains the original Lay’s chip shape, which not only preserves the brand’s traditional identity but also helps the product keep its uniqueness in the market.through this we only strengthens brand recognition but also allows Honey Lay’s to stand out in the market by offering a fresh flavour without losing the traditional look.
 Price 
Honey Lay’s uses a competitive pricing strategy to position itself similarly to other Lay’s flavours but with little bit of high price to show its high quality and unique identity the price is just five pound and pricing is designed to be affordable for a wide range of consumers, including students, families, and casual snackers we also uses promotional pricing tactics, such as discounts, bundle offers, and limited-time deals to attract audience. this strategy balance to maintain profitability with value and this also make insure that consumers perceive Honey Lay’s as a premium-flavoured snack that is still reasonably priced compared to competitors.
Place 
It is available in supermarkets, hypermarkets, and convenience stores, making it easy for families, students, and casual snackers to purchase and make sale moreover we also book online sales and The product is also sold through online platforms and grocery delivery apps, catering to the growing demand for online shopping Lay’s ensures that Honey Lay’s is convenient for consumers to find and purchase and supporting both brand presence and sales growth. Even The premium pricing failed to align with actual perceived value, especially since most consumers did not find enough use cases to justify the cost.
Promotion
Honey Lay’s uses a mix of promotional strategies to create awareness and encourage purchase. Social media campaigns on platforms like Instagram, TikTok, and Facebook to shows its unique sweet mostly this will paid promotion more over we distribute this sample into the school for promotion strategy so children take this and enjoys flavors this will also boost our promotion when children get familier with our honey lays and parents will confident that their children eat healthy snack. Moreover, Honey Lay’s will publish live videos showcasing the snack experience, where a selected person will be interviewed by the audience after being offered a free snack. This approach will not only provide valuable consumer feedback but also generate promotional content. Additionally, advertisements will be featured during various events, such as family gatherings and casual parties, positioning Honey Lay’s as the highlight of the occasion and emphasizing its appeal as a fun and shareable snack.
People
People play a crucial role in the success of Honey Lay’s. This includes the marketing and brand management teams who design campaigns. We will hire well-known personalities for the promotion of Honey Lay’s, such as actors, heroes, and stage performers, to boost sales. Moreover, people are very important not just for creating promotional content but also for making Honey Lay’s. We need skilled workers who are highly experienced in using snack machines. For example, for the cutting machine, we need a highly skilled worker who knows how the machine works, how to maintain the proper cutting level, and how to ensure that all chips are of uniform size and thickness.
Process
The production and delivery of Honey Lay’s follow well-defined and efficient processes to ensure high quality and standard for manufacturing procedures and strict quality control checks to maintain quality, and careful monitoring such as flavour, texture, and chip size. moreover only Skilled workers operate machinery such as cutting and frying equipment to ensuring uniformity and safety throughout production. making lays with honey is complicated process and its transportation is also has streamlined to product delivery sufficiently to supermarket, convenience stores, vending machines, and online platforms.
Physical evidence 
Physical evidence plays a vital role in shaping consumer perceptions of Honey Lay’s. This also includes the packaging, and through packaging you can differentiate your brand. I do this with a combination of the Lay’s logo and a little bit of its original packaging, while keeping the idea intact so people can differentiate this product from other competitors. This strategy not only maintains the physical evidence in the market but also preserves its reputation. Another physical evidence is that the company promotes not just online but also in the physical market where there is demand. This new brand Lay’s is confident that this will be a game-changer in the market and people will love it in the future.




Element 3: Promotion of honey lays poster 
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Reflection

Working on the 7Ps and STDP analysis for Honey Lay’s has provided valuable insights into how marketing strategies are applied in real-world product management, and this will also give me benefits in the future. Through this, I learned how technology works and how great businessmen launch their brand products, and I got an idea of how many and what type of challenges I have to face in the future for creating a brand. During this project, I learned different strategies about segmentation strategy, targeting strategy, and differentiation strategy—how to segment and differentiate your product from other competitors—and also gained knowledge from the positioning strategy, which shows how a sufficient product can maintain its position among other competitors. So, this approach will give me benefits for my future life when I become a brand owner. Moreover, through the 7Ps, I learned how each element—Product, Price, Place, Promotion, People, Process, and Physical Evidence—works together to create a strong brand identity and influence consumer perception. For example, I learned the importance of packaging in the market and how brands get attention through their packaging and attract an audience.Furthermore, I learned that brand deal is also about the problems of real life of a brand. whether in competition, to cater to consumer preference, being consistent and evolving with changes in market (almost 20 years) Between keeping up with it and continuously analyzing - I see why product Launching a product that is successful is Fun. It also made me realize how promotions like live videos, partnership with influence-rs and event marketing works in terms of generating engagement and brand advocacy.From this project, I have learns the significance of segmentation, targeting and positioning as a strategy. I realized the importance of market segmentation in relation to consumer behaviour and demographics. And I learns that every product should be customized for its target audience.Working on this project has been an eye-opening experience in understanding the practical applications of marketing theory. By analyzing the 7Ps and STDP strategies for Honey Lay’s, I gained a comprehensive understanding of how marketing decisions are interconnected and how they influence the overall success of a product in the competitive snack industry. For Honey Lay’s, defining the leading edge of the early majority into sweet–savory snacks helped me to critically think about what features, promotions and pricing strategies would be sticky with them. It illustrated how differentiation can reveal even minor innovations such as fusing the Lay’s logo with honey packaging to give a product an identity, but still while holding on to the brand’s more traditional values. Above all, positioning taught me the importance of instilling a sharp perception in customers’ minds if one wants to be competitive in this world, which is especially true for strong or hyper competitive markets.

Overall I feel my marketing expertise, practical analysis and strategic thinking served me well in picking up new skills but all in all the project has been hugely helpful for me. I even feel slightly more confident doing something similar for a branding job in the future (or starting my own brand). This has also made me much more conscious about how much time, thought and effort it takes to bring a product to market successfully and how each marketing decision you make has such an immediate effect on the public’s perception of your offering as well your opportunity for future growth.
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Lay’s with Honey -
A Sweet New Flavor

Product Overview

Lay’s with Honey is a new flavor
line combining the classic taste
of Lay’s potato chips with the
sweetness of honey. Aimed at
consumers seeking a unique and
innovative snacking experience.

Market Insights

The snack market is seeing an
increasing demand for unique
and natural flavors. Consumers
are looking for new and

interesting options that stand out

from traditional flavors. R W e
Sustainaibility
Using sustainable packaging and
7 Ps & STDP promoting the use of natural
ingredients-could enhance the

Product: Lay’s with Hon
Y i product’s appeal and align Lay’s
Peice: Premium pricing for . o o

) with consumers’ growing
uniqueness

Place: Available in supermarkets
and convenience stores
Promotion: Highlighting health
benefits on packaging

STDP: Segmentation: Mainstream.

consumers

Differentiation: Unique honey
flavor
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