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Figure 1: Nestlé logo
(Source: Seek Logo, 2025)
Nestlé is the world’s largest food and beverage company, operating in over 185 countries with a portfolio of more than 2,000 brands, ranging from coffee and dairy to pet care, nutrition, and bottled water (Nestlé  Global, 2025; Nestlé at a glance, 2025). Founded in 1866 by Henri Nestlé and expanded through its 1905 merger with the Anglo-Swiss Condensed Milk Company, the firm has grown into a global leader in nutrition guided by its mission “Good Food, Good Life” (Britannica, 2025; Nestlé company history, 2025; Nestlé  Global, 2025). In 2024, the company reported CHF 91.4 billion in sales and employed approximately 277,000 people across 337 factories in 75 countries, supported by diversified revenue streams across beverages, pet care, nutrition, dairy, and confectionery (Nestlé  Global, 2025). With extensive investment in research and innovation, and strategic priorities focused on sustainability, life-stage nutrition, affordability, and digital expansion, Nestlé maintains a strong competitive position and a credible foundation for adjacent ventures, including wellness-oriented categories such as dermo-cosmetic skincare (Nestlé at a glance, 2025; Nestlé  strategy, 2025). The company emphasizes research and innovation, with over 4,000 employees in global R&D centres developing products aligned with trends in health, wellness, convenience, and sustainability. Recent strategic initiatives focus on nutrition across life stages, digital innovation, e-commerce, and environmental responsibility, including reducing carbon emissions (Nestlé strategy, 2025).
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Figure 2: Brand Concept of NesDerma
(Source: Self-Created)
NesDerma is Nestlé ’s new dermo-cosmetic moisturiser brand concept that blends the company’s deep scientific expertise in nutrition with evidence-based dermatology. Designed to meet the growing consumer demand for clean, clinically validated, multifunctional skincare, NesDerma focuses on hydration, barrier support, and sensitive-skin safety through simple, high-performance formulations. The brand embodies a “nutrition-meets-skincare” philosophy, leveraging Nestlé ’s trusted R&D credibility to offer accessible, science-led moisturisers that appeal to modern, health-oriented consumers seeking effective, transparent, and wellness-aligned skincare solutions.
[bookmark: _Toc216890043]1.3. Why this concept?
Consumers increasingly treat skincare as health and wellness rather than purely cosmetics. Demand is shifting toward scientifically validated, multifunctional, clean-label products that simplify routines (“skinimalism”), and dermo-cosmetics (science-led skincare) are a fast-growing category. Nestlé’s credibility in nutrition and its extensive R&D footprint allow NesDerma to credibly claim a nutritionally informed approach to topical skin health (McKinsey & Company, 2023).
[bookmark: _Toc216890044]1.4 Why NesDerma Will Appeal to the Current Market
1. Rising demand for science-led skincare (dermo cosmetics):
Consumers increasingly seek proven results and dermatological reassurance. NesDerma lab-backed messaging aligns with this demand, while the dermo cosmetics segment continues to expand rapidly and command premium pricing (Fortune Business Insights, 2024).
2. “Skinimalism” and multifunctional products:
Shoppers prefer fewer, more effective skincare products. NesDerma focus on two to three hero moisturisers (daily hydration, corrective/anti-age, and lightweight SPF-hydration) aligns strongly with minimalist routines (Favoured, 2023; Vogue Business, 2023).
3. Clean and transparent ingredient preferences:
Growth in clean beauty and rising concern over irritants increase the appeal of simplified, clinically tested formulations with transparent sourcing (Stellar Market Research, 2024).
4. Market scale and growth:
Both the global skincare and dermo cosmetics markets are large and expanding, creating strong commercial opportunity for a trusted mass-to-premium brand supported by scientific credentials (Fortune Business Insights, 2024).
5. Cross-category leverage:
Nestlé’s experience in nutrition and supplements enables credible integration of topical skincare with broader skin-health education, resonating with health-first consumers (Premium Beauty News, 2023).
[bookmark: _Toc216890045]1.5 STDP Analysis 
1. Segmentation
A. Demographic Segmentation
· Age: 18–45 (primary), 45–60 (secondary)
· Gender: All genders, with female-skewed product focus
· Income: Middle to upper-middle income groups
· Occupation: Students, young professionals, working adults
(Stellar Market Research, 2024)
B. Geographic Segmentation
· Markets: Urban and semi-urban regions
· Countries: Launch focus on Asia-Pacific and Europe (high skincare growth markets)
· Climate: Hot and humid climates (requires light, hydrating formulas)
(Fortune Business Insights, 2024)
C. Psychographic Segmentation
· Lifestyle:
· Health-conscious individuals
· Consumers who value natural, safe, high-quality skincare
· Busy people seeking simple routines
· Personality:
· Trend-aware
· Quality-oriented
· Wellness-driven
(McKinsey & Company, 2023; Vogue Business, 2023)
D. Behavioural Segmentation
· Benefits sought:
· Deep hydration
· Healthy and glowing skin
· Dermatologically tested formulas
· Trustworthy brand heritage
· Loyalty:
· Customers who want consistent results and brand reliability
(Premium Beauty News, 2023)
2. Targeting
Primary Target Market
Young adults (18–35)
· Prioritise hydration, clear skin, and affordable premium products
· Active on social media
· Open to trying new skincare technologies
(Vogue Business, 2023)
Secondary Target Market
Adults aged 35–50
· Seeking anti-ageing benefits
· Prefer trustworthy brands backed by science
(Fortune Business Insights, 2024)
NesDerma will target modern, health-conscious consumers who want high-performance moisturisers developed with trusted Nestlé quality and dermatological expertise (McKinsey & Company, 2023).
3. Differentiation
NesDerma will differentiate itself through:
A. Brand Trust
· Backed by Nestlé’s global reputation, quality standards, and science
(McKinsey & Company, 2023)
B. Scientific Skincare + Nutrition Expertise
· Unique positioning as nutri-dermal skincare
· Combining skin science and nutritional research from Nestlé
(Premium Beauty News, 2023)
C. Clean & Safe Formulas
· Dermatologist-tested
· Suitable for sensitive skin
· Minimal irritants
· Natural hydrating ingredients
(Stellar Market Research, 2024)
D. Lifestyle Simplicity
· A product line focused on 2–3 core moisturisers, avoiding overwhelming choices
(Vogue Business, 2023)
4. Positioning
 Positioning Statement 
NesDerma delivers modern, dermatology-inspired hydration powered by Nestlé’s science and purity, giving you healthier, naturally radiant skin (McKinsey & Company, 2023). NesDerma clinically informed moisturisation from Nestlé: simple, effective skincare that hydrates, protects, and supports healthier skin, backed by science rather than hype.
 Positioning Map 
· Quality: Higher than mass brands (e.g., Nivea, Garnier)
· Price: Mid-range, lower than premium brands (e.g., Clinique, Laneige)
· Benefit: Hydration + skin nutrition
· Brand Image: Clean, scientific, trustworthy
(Premium Beauty News, 2023)
 Positioning pillars:
· Efficacy-first communication with clinical proof (Premium Beauty News, 2023)
· Routine simplicity and minimal steps (Favoured, 2023)
· Clean, safe and dermatologist-tested formulations (Stellar Market Research, 2024)
· Accessible science through mid-premium pricing and omni-channel availability (Fortune Business Insights, 2024)
 Taglines 
· “Nourish Your Skin. Trust the Science.”
· “Hydration You Can Feel. Science You Can Trust.”
· “Pure Dermatology. Pure Nestlé.”
STDP helps like NesDerma understand their audience, focus on the right customers, differentiate from competitors, and communicate value clearly, which increases the chances of success in a competitive market.
[bookmark: _Toc216890046]Element 2: Marketing Mix (4Ps) of NesDerma
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A. Product Concept
NesDerma is a science-driven dermo-cosmetic moisturiser line that integrates Nestlé’s extensive nutrition and R&D expertise with dermatological science. The brand addresses the growing consumer demand for multifunctional, clinically validated, and clean formulations, emphasizing skin hydration, barrier protection, and tolerance for sensitive skin. NesDerma’s approach positions topical skincare as an extension of wellness, aligning with global “nutricosmetic” and dermo-cosmetic trends (Mordor Intelligence, 2025; Strategic Market Research, 2025).
B. Key Product Features
· Minimal, clean formulations with no irritants; fragrance-free options available
· Clinically tested and dermatologically validated for hydration and barrier repair
· High-performance actives: ceramides, hyaluronic acid, niacinamide, peptides
· Lightweight textures suitable for diverse climates, especially humid regions
· Sustainable, recyclable packaging with ingredient transparency
C. Product Line Strategy
· Hero Products at Launch:
1. Hydrating Barrier Cream (dry to normal skin)
2. Lightweight Daily Gel Moisturiser (oily/combination skin)
3. Hydra+ SPF Day Cream (broad-spectrum sun protection + hydration)
· Future Extensions: Night Repair Cream, Skin Nutrition Booster Serum, Sensitive-Skin Calming Cream
A focused, small hero lineup supports skinimalism, reduces decision fatigue, and aligns with consumer trends favoring multifunctional, clinically-backed products (Vogue Business, 2025).
D. Packaging & Quality Assurance
· Clinical white with soft pastels for hydration cues; airless pumps to preserve actives
· Front-panel ingredient transparency; QR codes linking to clinical evidence
· Dermatologically tested; free of parabens, sulfates, and unnecessary fragrances
· Reinforces brand trust, credibility, and clean, science-first positioning (CosmeticsDesign-Europe, 2025)
[bookmark: _Toc216890048]2.2. Price
A. Pricing Strategy
NesDerma adopts a mid-premium positioning, sitting between mass-market moisturisers (e.g., Nivea, Garnier) and high-end dermo-cosmetics (e.g., La Roche-Posay, Clinique). This aligns with consumer willingness to pay for clinically validated, multifunctional products (Kline & Company, 2024).
B. Pricing Rationale
· Reflects clinical testing and dermatological credibility
· Maintains affordability for daily use, encouraging repeat purchases and brand loyalty
· Supports the “accessible science” brand narrative while remaining aspirational
C. Conceptual Price Points
· Moisturiser: $18–$28
· SPF Moisturiser: $22–$32
D. Smart Pricing Tactics
· Bundle sets (AM + PM) for cost savings
· Subscription discounts via NesDerma website (-10%)
· Travel-size minis for trials and influencer campaigns
· Seasonal limited-edition kits for engagement
Pricing positions NesDerma as value-for-science, attracting both busy professionals and younger, social-first skincare consumers (Precedence Research, 2025).
[bookmark: _Toc216890049]2.3. Place
A. Omni-Channel Strategy
Balanced distribution emphasizes clinical credibility and convenience:
· Primary Channels:
· Pharmacies & drugstores (Watsons, Boots) – reinforce dermo-cosmetic trust
· E-commerce (Amazon, Shopee, Lazada) – reach younger, digital-first consumers
· NesDerma official website – enable subscriptions, content, and education
· Secondary Channels:
· Premium department stores or beauty corners
· Dermatology clinics – endorsements and trial access
· Corporate wellness kits and gym partnerships
B. Placement Enhancements
· Eye-level shelving and clinical messaging in stores
· QR code linking to ingredient transparency and trial results
· Focused global rollout: Phase 1: Asia-Pacific & Middle East, Phase 2: Europe, Phase 3: North America
C. Rationale
Placement strategy strengthens brand perception as scientific, trustworthy, and accessible, while meeting consumer shifts to online discovery and purchase (Deloitte, 2024; McKinsey & Company, 2025).
[bookmark: _Toc216890050]2.4. Promotion
“Hydration you can trust. Science you can see.”
Focuses on clinical efficacy, transparency, and simple routines, positioning NesDerma at the intersection of wellness and dermo-cosmetics.
A. Promotional Tools
1. Digital & Social media:
· Educational ingredient videos and hydration science content
· Dermatologist Q&A sessions
· Clinical proof snapshots
2. Influencer Marketing:
· Micro-influencers for social-first demos, morning routines, sensitive-skin testing
· Wellness and mindfulness partnerships
3. Content Marketing:
· Guides: “Build a 2-step skincare routine.”
· Skin health + nutrition blogs
· Interactive hydration quizzes
4. In-store Promotions:
· Free hydration tests
· Sample packs and introductory offers
5. Public Relations:
· Press releases on clinical trials
· Collaboration with dermatology and nutrition associations
B. Tone & Visual Identity
· Clinical, clean white backgrounds with soft blue/green accents
· Transparent, educational, friendly tone – avoids overwhelming technical jargon
· Reinforces NesDerma as evidence-based, hydration-first, clean, and trustworthy (Vogue Business, 2025; Who What Wear, 2025).
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Figure 3: Marketing Strategy Pitch of NesDerma
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Developing the NesDerma brand concept and its accompanying marketing strategy was a valuable and challenging learning experience that strengthened both my strategic thinking and practical marketing skills. The process required moving beyond theoretical knowledge to apply established marketing frameworks within a realistic commercial context, while also responding to contemporary industry trends such as dermo-cosmetics, clean beauty, and skinimalism (McKinsey & Company, 2023; Euromonitor International, 2024).
Experience of Developing the Brand Concept and Marketing Strategy
One of the key insights gained during this project was the importance of grounding a brand concept in strategic fit and organisational capability, rather than relying solely on creative ideas. By anchoring NesDerma to Nestlé’s existing strengths in nutrition science, R&D, and consumer trust, the brand achieved a higher level of credibility and coherence (Keller, 2013). This reinforced the principle that successful brand extensions must align with parent-brand equity to avoid consumer scepticism.
Applying the STDP framework and the 4Ps marketing mix highlighted the need for internal consistency across strategic decisions. Segmentation and targeting choices informed product design, pricing, and channel strategy, ensuring that all elements supported the brand’s positioning as an accessible, science-led dermo-cosmetic brand (Kotler and Keller, 2016). This process enhanced my ability to think holistically and avoid treating marketing decisions in isolation.
Additionally, the project strengthened my understanding of consumer-centric strategy development. Analysing behavioural and psychographic factors—such as consumers’ preference for simplified routines, trust in clinical validation, and wellness-oriented purchasing—proved more valuable than relying on demographics alone (Solomon et al., 2019).
Experience of Preparing and Delivering the Marketing Strategy Pitch
Preparing the marketing strategy pitch demonstrated that strategic insight must be communicated clearly and persuasively to be effective. Translating a detailed written plan into a concise presentation required prioritisation of key insights and outcomes, rather than excessive operational detail (Fill and Turnbull, 2019).
Delivering the pitch helped develop my confidence and verbal communication skills, particularly in articulating the strategic rationale behind branding and positioning decisions. However, the experience also revealed a tendency to focus heavily on analytical content at the expense of storytelling. This highlighted the importance of narrative structure and audience engagement when presenting strategic ideas, especially in professional or executive settings (Duarte, 2010).
Key Skills and Insights Gained
Throughout the project, I developed several key skills:
· Strategic analysis and planning, through the application of STDP and the marketing mix (Kotler and Keller, 2016)
· Market and consumer insight development, by interpreting macro trends and behavioural drivers (Euromonitor International, 2024)
· Brand positioning and differentiation, grounded in credibility and evidence-based claims (Keller, 2013)
· Professional communication and pitching skills, including clarity, structure, and strategic justification (Fill and Turnbull, 2019)
A critical insight gained was that an effective marketing strategy requires a balance between creativity, evidence, and feasibility, particularly when developing brands in science-led or health-adjacent categories (McKinsey & Company, 2023).
Areas for Improvement and Future Development
Despite the strengths of the final outcome, several areas for improvement were identified. First, future projects could benefit from stronger quantitative support, such as financial forecasts, market sizing, or KPIs, to enhance managerial credibility and decision-making relevance (Kotler et al., 2021).
Second, my pitch delivery could be improved through greater emphasis on storytelling techniques, including clearer opening hooks, stronger conclusions, and more confident use of visual cues (Duarte, 2010).
Finally, seeking earlier feedback during the development stage would allow for iterative refinement and reduce confirmation bias, leading to more robust strategic outcomes (Kolb, 1984).
Conclusion
Overall, developing and pitching the NesDerma brand concept was a highly valuable learning experience that enhanced my understanding of strategic marketing, brand development, and professional communication. The project reinforced the importance of consumer insight, strategic alignment, and credible positioning while highlighting opportunities to improve data integration and presentation delivery. These lessons will directly inform my approach to future marketing strategy projects and professional practice.
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Introduction
& Concept

NesDerma is a dermo-
cosmetic line leveraging
Nestlé’s nutrition and
scientific expertise with
dermatology-informed
skincare designed for
modern routines.
(Euromonitor
International, 2024; THG
Labs, 2025)
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Primary Target Market
Young adults (18-35)

e Prioritise hydration,
clear skin, and
affordable premium
products

e Active on social media

* Open to trying new
skincare technologies

Secondary Target Market
Adults aged 35-50

* Seeking anti-ageing

benefits
Prefer trustworthy brands
backed by science.
(CosmeticsDesign, 2025)
(Croda Beauty, 2025)

NesDerma

A New Skincare Brand by Nestlé

Alignment
with Market
Trends

NesDerma capitalizes on the
massive shift toward science-
backed dermo-cosmetics and

the skinimalism trend toward

simple, effective routines. It
uniquely differentiates by
leveraging Nestlé's nutritional
R&D to credibly claim a holistic
'Inner + Outer' approach to skin
barrier health.(Mordor
Intelligence, 2025; Professional
Beauty, 2025)

Marketing
Mix

Product: Launch with a small

hero line-up—supporting the
skin imagism trend and the
brand promise of “simple,
effective science”:
NesDerma Hydrating Barrier
Cream
NesDerma Lightweight Daily
Gel Moisturizer.
(TrendHunter, 2025

Price : positioned between
mass-market moisturizers
(e.g., Nivea, Garnier) and
premium derma brands.
Moisturizer: $18-$28. SPF
moisturizer: $22-$32.
(PMarketResearch, 2023)

3 Segmentation

Demographic: Age: 18-45,
45-60.

Gender: All genders, with
female-skewed product
focus.

Occupation: Students, young
professionals, working
adults.(ResearchGate, 2025)
Geographic :

Markets: Urban and semi-
urban regions

Countries: Launch focus on
Asia-Pacific and Europe.
(IndustryResearch.biz, 2025)
Psychographic: Health-
conscious individuals

Busy people seeking simple
routines.(Euromonitor
International, 2024)
Behavioral : Customers who
want consistent results and
brand reliability,
Trustworthy brand heritage.
(IndustryResearch.biz, 2025)

6 Conclusion

NesDerma is Nestle’s
Scientific Science Brand.
NesDerma is strategically
positioned to capture the
burgeoning dermo-
cosmetics market by
leveraging Nestlé's
trusted scientific heritage.
(Precedence Research,
2025, THG Labs, 2025)
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