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NEW PRODUCT: NEXT PLATES

Student name & ID Number For the company NEXT Course Lecturer:
Fabiha Rahman - 2506578 Course: Mqueting Management-LCMB: 7024 Dr. Laila Maazouz
TARGET MARKET SEGMENTS
Introduction Marketing Mix PRIMARY SECONDARY
« D2C subscription service delivering ready meals Product: SEGMENT SEGMENT
» Chef-crafted and nutritionist-approved. i 28-45

Each NEXT Plate provides a personalised health

» Made from 100% organic, locally sourced UK X N o
system, with a QR-linked dashboard showing its

produce. " . Lo
« Hyper-personalised plans based on DNA and gut nutritional impact on individual health goals.
microbiome analysis. Promotion:
A digital-first strategy used nutrigenomics content TIME-POOR
' marketing and targeted social ads, while partnerships ‘};'LDNQE%U;'

with fitness influencers and programs enhanced

credibility.
- — -
“ Source: Self Analyzed

PRODUCT PROMOTION Marketing Segments

N Y 100% DNA &
Subscriber  Chef-crafted, ORGANIC gt microbiome i i 3
approved ready analysis Primary Segment: The “Bio-Hackers” (aged 28-45), urban

professionals who are tech-savvy and proactive about their
health and performance are identified as the primary target
segment (Barton et al., 2020).

mi_ ( . Secondary Segment: The “Time-Poor and Health-
fesiie

meals

Figure: NEXT Plates Personalized Meal service

o
Ls

Source: ZOE & personalised rutrition based science company

EXE

How is the brand aligning Eh Conscious’ individuals who prioritise wellness but lack the
with customer trends? time to cook from scratch are defined as the secondary
A personali Digital-fir target segment.
= Meets personalised nutrition demand, surpassing one-size-fits-all persona sed 9 ta st 9 9
a h health system strategy
pproaches .
« Personalised dietary advice shown to improve health outcomes ' ~ Conc|USIon
« Leverages “health-conscious convenience” trend for time-saving, % (( NEXT Plates is portrayed as beyond food, positioned as the
wellness-focused solutions @ ) L
future of personalised wellness, offering a scalable tech-
Figure: Marketing Mix strategies for NEXT Plates " ing i : .
(Ordovas et al, 2018) Source (Phitp Kollr 2006) enabled solution and encouraging investment in healthier
future.
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University of Wales  IREferences: Ordovas, Jose & Ferguson, Lynnette & Tai, E. & Mathers, John. (2018). Personalised nutrition and health. 361.2713
Trinity Saint David Philip Kotler and Keller, K. (2006), Marketing and Management, Pearson Prentice Hall, Upper Saddle River, NJ, USA




