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Marketing Strategy Pitch-

NESTLE PRESENTS

Nestié

MusGainPRO

MusGain Pro is a strategic entry of
Nestle into the South Asian Protein
Market, rising health conscious and
fitness dedicated young youth and
its regular customers.

Young adults with high health cencerned,
willing to use high quality protein shakes,
having middle income level, choosing
ethical plant-based option seek nutrition,
high absorbtion rate since most of them
are gym goers, athletes facing protein
deficiency at regular basis (Sharma et al.,
2006).

Product: customer centric product
lines would create MusGain Pro
appealing to a new market. The brand
offers ready to drink (RTD), cheap and
single serve sachets and high recovery
packs with micronutrient elements (Ang,
Leong and Kotler, 2000)

Young customers who are health conscious,
economic and fitness dedicated search for a
trusted, credible protein brand that can serve the
best supplementation as required (Baker et al.,
2002).

Nestle, having scientific credibility, can take the
opportunity by promoting MusGain Pro as brand
potentially expansion through entering new
markets.

Price: one of Nestle strategies, tiered
pricing (multifaceted pricing) will grapple each
income level of customers. Premium to value
offering is a wholesome package for health
conscious individuals.

MusGain Pro's marketing strategy reflects a proper entrance to
South Asian protein market by being scientifically credible,
accessible, affordable and sustainable option. Overall, the
strategy is positioning the brand for strong growth and long-

term market penetration.
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