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[bookmark: _bs7fvgcgr4yt]Element 1: Sustainable Brand Extension Poster Presentation 
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[bookmark: _mok18cq6te20]Element 2: Development of a SIDP
[bookmark: _9dl8dma7dvdn]2.1 Key market segments 
Market segmentation is the process of breaking down a broad market into different smaller groups of customers (Lecture slides, slide 5). 
Geographically, the strongest initial opportunity is observed in metropolitan, Tier 1 and Tier 2 cities. Urban cities like Mumbai, Delhi NCR, Hyderabad, Bengaluru, Kolkata and Pune contain a high concentration of the dual income households, pharmacies, retailers and digitally connected customers. For instance, the per capita income of Delhi at current prices has been identified as Rs.492592 in 2024-25 and Rs.531610 in 2029 (Delhi.gov.in, 2026). Moreover, at constant prices, the income has been found out as Rs.305433 in Delhi and Rs.121968 at all India (figure below). 
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Figure 1: Per capita income of Delhi from 2011-12 to 2025-26
(Source: Delhi.gov.in, 2026) 
Tier-2 cities are relevant as premium-packaged food demand, along with e-commerce access, is rapidly expanding here. The e-retail market of India has exceeded US$65 billion in 2025, and quick commerce has shaped the grocery purchases, making the urban city patterns even more reachable through Blinkit, Amazon, and other platforms (Bain, 2025). 
Demographically, the market can be divided as per parental age, education, household income, occupation, and the life cycle stages of children. The principal segment consists of parents aged 25 years to 40 years with toddlers and babies aged between 6 months and 3 years. Foods for the babies from 6 months must support the complementary feeding, while the older infants and toddlers can include porridges, textured meals, and healthy snacks. Another demographic segment comprises the affluent households who already purchase premium organic infant products (Liu and Sam, 2022). Another one is the middle-income families who are seeking trusted nutrition whereas requires smaller packs and an affordable price structure. 
Psychographically, the extension is quite relevant to the health-conscious parents who scrutinize labels deeply and prefer the natural as well as preservative-free foods for their children (Tata Consumer, 2026). In this group, sustainability-oriented consumers can additionally value the sustainable packaging, responsible sourcing, and the reduced environmental impacts. Another psychographic segment is the “convenience-oriented working parents,” as they require food that is easy and quick to prepare with high nutrients like homemade meals. 
Behavioral segmentation must distinguish the benefits sought, loyalty, frequency of purchase, and channel preferences. Indian parents who are looking for the safety, convenience, nutrition, value for money, and organic ingredients. Baby food is also a repeat-purchase category, and hence, Tata must try to establish trust during the initial trial to ensure long-term purchase (Dass et al., 2023). Digital subscribers as well as quick commerce users also represent an actionable group, and along with them, the firm must keep focus on the traditional buyers also. 
[bookmark: _f2abbmjuk5x4]2.2 Chosen target audience 
The primary target is the upper-middle-income parents from metro cities and Tier-1 & Tier-2 cities aged 25-40 years who have children aged 6 months to 3 years and seek the safe, convenient, and nutritious packaged food from the credible Indian companies. In this regard, adoption of the concentrated launch strategy can be preferable for the immediate mass targeting by Tata, as infant nutrition is a high-involvement category where parents evaluate safety and quality of ingredients. 
This audience is attractive for three particular reasons. Initially, its needs correspond directly with the proposed extension, such as millet porridges, age-specific cereals, and so on (Tata Consumer, 2026). Secondly, these customers can afford the moderate premium whereas stay price conscious to appreciate the proposed affordable premium approach. Thirdly, they are easily accessible through the organized retail and also digital platforms. Among this audience, first-time parents must get extra attention, and Tata should develop confidence through the “evidence-based feeding guidance” and transparent labelling.
[bookmark: _pup0x16dq6ym]2.3 Differentiate the brand from other marketers 
The first differentiator must be the trusted Indian nutrition at scale. Its products combine a strong corporate reputation with the extensive distribution, which allows the extension of offering special nutrition without being confined to the online channels. Tata reported a total revenue of Rs.20,290 crore in 2025-26 and access to 4.5 million retail outlets, indicating higher organisational capacity that smaller organic firms cannot reproduce (Tata Consumer, 2026). 
The second one is the Indianized nutritional relevance, where the millet-based porridges, familiar fruits and local recipes can distinguish Tata’s product range from the heavily standardised multinational formulations. 
The third one is offering verifiable sustainability consisting of “responsibly sourced ingredients”, transparent sourcing accessible through QR codes and recyclable packaging.  
[bookmark: _rhztirlz3b1n]2.4 Outlining the position of the sustainable brand extension 
The proposed positioning statement is: 
“For the modern Indian parents who seek the safe and convenient nutrition for their babies and toddlers aged 6 months to 3 years, Tata Baby Foods offers “age-appropriate cereals”, purées, meals and “snacks made with natural ingredients” and responsible packaging. Unlike the mass market baby foods or expensive brands, it combines Tata’s trusted Indian heritage with nutritional standards and wide accessibility at an affordable premium price”. 
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Figure 2: Positioning map 
(Source: Self-developed)


[bookmark: _vuknxcl3qb1i]Element 3: Marketing Mix
[bookmark: _ir4xx1y8ulm]3.1 Product 
According to the Kotler et al., (2024), a product must be viewed as an effective solution to consumer needs rather than merely a single physical item. This is well aligned with the proposed brand extension of Tata Baby Foods that addresses the growing demand of customers regarding convenient, nutritious, and environmentally responsible infant nutrition, where data-driven design thinking must be used to develop products as per consumer needs. 
The proposed product line must include the organic infant cereals, fruit and vegetable purées, healthy snacks, and millet-based porridges formulated for the babies aged 6 months to 24 months. This approach is mainly taken into focus based on the increased parental preferences for the minimally processed foods consisting of natural ingredients and totally free from the artificial preservatives, added colors, and flavors. Hence, the product strategy supports both the customer health and sustainability objectives of Tata (Lecture slides, slide 5). 
Product differentiation is essential in the baby food market of India as here, purchasing decisions are mostly influenced by the safety, quality, and the credibility of brands. The firm possesses a highly competitive advantage due to its nationwide distribution network reaching 290 million households in India, along with 4.5 million retail outlets (Tata Consumer, 2026). 
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Figure 3: Performance portfolio 
(Source: Tata Consumer, 2026)
Based on the market trend, it has been found out that the Indian baby care products market was valued at 4.82 billion in 2025, and it is expected to reach USD 10.62 billion by 2034 with a CAGR of 9.17% from 2026-2034 (IMARC, 2026). These market conditions are able to offer a favorable environment for Tata Consumer Products to introduce a new product portfolio. 
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Figure 4: Market forecast 
(Source: IMARC, 2026)
Referring to the Kotler's three levels of product, the core product is the safe as well as nutritionally balanced infant food through which it would be possible to support the healthy development of children and ensure value for money (Marcelo et al., 2024). The actual product comprises Tata-branded baby food manufactured under the stringent food safety standards, integrating recyclable packaging, having age-specific formulations, and clear labelling about nutrients. The augmented product mainly consists of QR codes that will deliver the appropriate feeding guidance, “subscription-based home delivery”, nutrition education for the parents, and dedicated consumer support, creating additional value beyond the product. 
[bookmark: _tw8gzc3o16jk]3.2 Price 
Price mainly represents the particular value that consumers exchange while obtaining the benefits of a product and should reflect the cost of the product, demand elasticity, and desired positioning (Baharun and Diana, 2023). For Tata Baby Foods, the value-based penetration strategy is highly recommended as under this strategy, the firm can assess the parental needs first along with perceived benefits before establishing the target price (Lecture slides, slide 6). 
The extension needs to be positioned as an affordable premium rather than a low-cost product, and Indian parents can accept the moderate premium regarding trusted ingredients, sustainable packaging, food safety, and nutritional transparency. An excessive premium pricing range would restrict its adoption among the middle-income families. Moreover, the market penetration pricing would be relevant during the launch, as an accessible introductory price structure will encourage the trial and help the new extension to overcome customer uncertainty. 
The current retail prices also reveal a highly competitive range, such as the official Indian platform lists 300-gram Cerelac products at Rs. 290 - Rs. 299, whereas the selected variants seem to be priced around Rs. 325 before the discount (Familynes, 2026). Moreover, a 200-gram “Slurrp Farm millet-based cereal” seems to be listed at Rs. 349 (approx.), which is equivalent to around ₹174.50 per 100 grams (figure below). This difference shows that the price premium is strongly attached to the natural and specialised positioning. 
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Figure 5: Price of Slurrp Farm Cereal
(Source: Amazon, 2026)
A “tiered product-line strategy” can be relevant to offer the “smaller tier packs”, “standard monthly packs” along with value bundles.  
[bookmark: _8j5rkvrhxzf3]3.3 Place 
The Baby Foods must acquire an “intensive omnichannel distribution strategy” that will combine supermarkets, pharmacies, neighborhood retailers, baby stores, e-commerce, as well as quick commerce platforms. Marketing channels are effective to add value through the consumer contact, product matching, and risk management, whereas the indirect channels can deliver wider coverage at the cost of the reduced control over the price structure, presentation, and storage (Lecture slides, slide 3). Hence, the firm must combine the indirect retail reach with the direct digital channels that can deliver stronger consumer data and better control over the subscriptions. 
This strategy is well justified by the rapidly expanding digital retail environment in India, such as the e-retail reaching US$60 billion in GMV, which seems to be supported by the 2nd largest “online shopping population” (Bain, 2025). Moreover, the e-retail increased to US$65-66 billion in 2025. By 2030, the GDP per capita is expected to cross US$3.5-US$4K, where the inflection in e-retail spending will be seen globally (figure below). 
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Figure 6: Online shopping in India 
(Source: Bain, 2025)
Availability of the Tata’s products through Amazon, Blinkit, Zepto, and others will improve the convenience and product trial eventually. 
[bookmark: _rgj9cwjigckw]3.4 Promotion
An “integrated marketing communication strategy” can be beneficial for Tata Baby Foods to ensure that public relations, sales promotion, advertising, and direct marketing convey the consistent message of transparency, trusted nutrition, and sustainability (Hooley et al., 2020). Referring to the IMC framework, coordinated consumer touchpoints mostly strengthen the brand meaning and also reduce the confusion caused by the fragmented communication (Lecture slides, slide 18). 
A digital-first campaign is well justified here as there were nearly 1.03 billion internet users in India in 2025, which represents 70% of the internet penetration, along with 500 million social media user identities (Kemp, 2025). Hence, the firm can undertake targeted video advertising, parenting content, and social media campaigns aimed at the digitally active parents. Influencer marketing alone can be risky, and hence, Tata must combine it with qualified nutrition experts, evidence-based content, and “transparent sustainability reporting”. Trial packs as well as introductory coupons will encourage the initial purchase eventually (Kotler et al., 2020). 


[bookmark: _fg5pvrfsopr0]Element 4: Reflection
Development of the sustainable brand extension strategy for the Tata Baby Foods has been identified as a valuable yet demanding experience, as it required me to connect the marketing theories with the realistic business opportunities. At the beginning, I felt confident enough regarding Tata’s products due to its strong reputation, large network, and established presence in the Indian market. However, later I observed that entering the baby-food category is quite challenging as parents are highly concerned about the product safety, brand credibility, and nutritional quality. This made the task even more complex than simply talking about a new product, as each marketing decision had to be justified properly from commercial as well as sustainability perspective (Kotler et al., 2021). These elements are relevant enough for strengthening the customer trust level and differentiating the brand from existing competitors like Nestlé Cerelac.
The strongest aspect related to the project was the deployment of the idea of brand extension with the existing capabilities of Tata. I was able to connect the proposed products such as baby cereals, purées, and others with the retail reach of the firm, experience, and trusted identity in the food products. Through the STDP analysis, I was able to understand that a broad market must not be treated as a single consumer group, and segmentation of the customers enabled me for identifying upper middle-income parents from the metro cities, along with Tier-1 as well as Tier-2 cities, as the most suitable target audience (Harrison and Owens, 2000). I also understood that effective positioning is also required rather than merely claiming a product as healthy. A distinctive value proposition is essential for Tata Baby Foods based on adequate nutrition, natural ingredients, and the affordable premium pricing. 
However, some aspects need to be improved. In the early stages, I highly relied on the company's strengths and marketing growth figures, whereas I did not give much attention to the risks related to entering the highly sensitive category. The existing competitors already have the strong market recognition, and hence, Tata’s reputation would not guarantee success alone. Such evidence, transparent labelling, and credible communication would be relevant. This improved my critical thinking perceptions as I moved from promoting my idea to questioning.
Preparation of the poster presentation also helped me to develop my capability for converting the detailed research into a visually engaging format. Selecting reliable statistics, images, and other elements was difficult as the poster could not contain each element of the report. This improved my communication and visual design skills. 
Overall, the project improved my understanding of consumer-driven strategy, sustainable marketing, integrated decision-making, as well as competitive differentiation. It also strongly contributed to my professional development by improving my research, presentation, and analytical skills. Personally, I would be able to gather more relevant information for future research and analyse it in-depth to develop adequate concluding statements. In the future, I would conduct primary research with relevant individuals, test the positioning through the consumer feedback, and conduct detailed competitor analysis. I would rehearse the presentation even more frequently and simplify the visual content properly. 
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