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Company: Tata Consumer Products

New Brand: Tata Terra™ — Regional Plant-Forward Meal Kits

New Brand Developm ent

Tata Terra™ is a new premium ready-fo-cook
meal kit brand offering regionally inspired, plant-
forward Indian dishes prepared in 15 minutes. The
brand focuses on uthenticity, freshness, and
sustainability using locally sourced ingredients and
reusable packaging. This new category expands Tata.
Consumer’s portfolio beyond packaged staples into
convenient, high-value meal solutions, meeting the
fast-growing demand for nutritious, casy-to-cook
meal options.

Alignm ent with Customer Trends

Indian consumers increasingly seck healthier, fime-
saving food options due to urbanisation, busy work
schedules, and rising health conscionsness. With
64% of urban consumers expressing interest in semi-
prepared healthy meals, and the broader ready-to-
cook market growing above 7% annually, Tata Terra
directly aligns with trends of convenience, plant-
based cating, clean labels, and regional authenticity.
Sustainability-focused  packaging also matches
environmentally aware consumer behaviour.

Markefing Mix (Product & Place)

Product: Pre-portioned fresh ingredients, chef-
designed regional recipes, reusable packaging, and
adjustable spice levels (Manlana, 2024).

Place: Distribution through premium supermarkets
(Star Bazaar, Nature’s Basket) and an exclusive D2C.
subscription model via Tata Neu for recuming
weekly meal kits.

Conclusion

Tata Terra positions Tata Consumer as a first mover
in India’s emerging meal kit market by merging
convenience, health, and regional authenticity—
appealing strongly to modern urban consumers.

Segmentation
Tata Terra targets three key scgments:

e Urban Professionals (2240 yrs): Need
quick, nutritions meals.

©  Young Families: Prefer healthy, trustworthy
brands for everyday dinners.

e Premium Lifestyle Consumers: Vale
sustainability, plant-based dicts, and culfural
flavours.
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