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1. Element 1: STDP Analysis

1.1 Company Overview and New Brand Concept

Nestlé S.A. operates in more than 180 countries with a diversified portfolio across
nutrition, confectionery, coffee, dairy and culinary categories (Nestlé, 2024).
Consumer priorities have shifted toward health, transparency and environmental
impact. PureBite is a new, hypothetical organic cookie brand developed for Nestlé to
address conscious indulgence. The proposition integrates certified organic and non-
GMO plant-based recipes, gluten free variants, biodegradable packaging and QR

enabled sourcing transparency. Tagline: Goodness in Every Bite.

1.2 Market Context and Rationale

GLOBAL ORGANIC SNACKS MARKET

BY GENERATION
H 2017 W 2025

Millennial (18-34) Generation X Baby Boomers
(34-50) (51-69)

The MILLENNIAL generation had the highest share in 2017
and is expected to continue this trend over the forecast period.

Figure 1: Global Organic Snacks Market by Generation (2017 to 2025). Source:
Allied Market Research (2024).

Demographically, Millennials held the largest share in 2017 and are projected to
remain the leading cohort through 2025 (Figure 1) (Allied Market Research, 2024).
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Figure 2: Global Organic Snacks Market by Region (Forecast). Source: Allied Market
Research (2024).

Regionally, Asia Pacific is forecast as the fastest growing market while Europe and
North America are large, mature bases (Figure 2) (Allied Market Research, 2024).
Broader research shows willingness to pay for verified sustainability, clean labels and
traceability, especially among Millennials and Gen Z (NIQ, 2023; Euromonitor
International, 2024; PwC, 2024; Kearney, 2023). PureBite aligns with Nestlé’s
Creating Shared Value agenda and leverages established quality systems and

responsible sourcing at scale (Nestlé, 2024).

1.3 Segmentation

A multi basis segmentation approach isolates value aligned demand (Kotler et al.,
2019):

Demographic: Adults 20 to 45, urban or suburban, middle to upper income, young

families.



Psychographic: Health and eco conscious, preference for organic and non GMO,
value authenticity, provenance and impact (Edelman, 2024).

Behavioural: Weekly snackers, repertoire buyers with premium trial propensity, high
digital engagement, responsive to certifications, storytelling and transparency cues
(NIQ, 2023).
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e Value authenticity and e Respond to certifications
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provenance

Targeting
Primary: Millennials and Gen Z, professionals 20 to 40

Secondary: Young families seeking nutritious treats for children

A\ 4

Positioning

For health-conscious snack lovers who want delicious cookies without guilt, PureBite offers

100 percent organic, sustainably produced treats.

Figure 3: PureBite Market Segmentation Model. Source: Author, adapted from Kaotler et al.
(2019).

1.4 Targeting

PureBite adopts a differentiated strategy. The primary target is Millennials and Gen Z
professionals aged 20 to 40 who seek organic, plant based, low additive snacks and
accept a modest premium for verified claims, supported by Figure 1 and current
shopper insights (Allied Market Research, 2024; Euromonitor International, 2024; NIQ,
2023). The secondary target is young families prioritising safe, nutritious treats for
children.



1.5 Differentiation

Four reinforcing pillars create functional and symbolic value (Keller and Swaminathan,
2020; Porter and Kramer, 2011):

1. Natural integrity: 100 percent certified organic and non-GMO ingredients, gluten

free variants, compliance with recognised organic standards (USDA AMS, 2024).

2. Nutritional balance: Reduced sugar, wholegrain or high fibre bases, plant-based
fats, alignment with guidance on limiting free sugars (WHO, 2015).

3. Sustainability: Biodegradable packs, QR traceability, fair trade cocoa, renewable
energy for production, carbon neutral priority SKUs, packaging aligned with circularity
best practice (Ellen MacArthur Foundation, 2023).

4. Trust at scale: Nestlé quality systems, supplier development and independent
verification (Nestlé, 2024).

1.6 Positioning

For health-conscious snack lovers who want delicious cookies without guilt, PureBite
offers 100 percent organic, sustainably produced treats that nourish both people and
the planet. PureBite bridges niche natural brands with strong ethics but limited reach
and mainstream cookies with broad reach but lower perceived purity, combining

organic credibility with Nestlé’s reliability and availability (Kotler et al., 2019).
Figure 4. Positioning Map: PureBite vs Key Competitors. Source: Author.

1.7 Critical Analysis of Segmentation and Targeting

Strengths of the chosen focus include value alignment with organic credentials, higher
digital engagement and stated willingness to pay for sustainability. Risks and

alternatives were examined to meet Level 7 expectations.

Price sensitivity risk. Premium value pricing can clash with Millennial and Gen Z
budgets during inflationary periods. This may dampen repeat even with strong trial.
Mitigation includes smaller pack sizes, subscribe and save offers and value bundles
tested early in the funnel (NIQ, 2023; PwC, 2024).

Brand switching and repertoire behaviour. Younger cohorts are variety seeking and

promotion responsive. Reliance on paid influencers can create short lived spikes



without loyalty. Seasonals, provenance storytelling and loyalty mechanics are planned
to stabilise repeat.

Channel fit risk. Heavy reliance on digital discovery may bias demand toward D2C
where unit economics are weaker. An early test and learn approach will validate the

breakeven between D2C and retail driven trial.

Alternative segments. A differentiated year two expansion toward affluent, health-
conscious Gen X was considered. This cohort shows higher basket value and lower
price elasticity but less social engagement. The launch decision is to concentrate on
Millennials and Gen Z for message coherence and social reach, while preparing

retailer specific propositions for Gen X expansion.

Data gaps and uncertainty. Willingness to pay and sugar reduction thresholds vary by
market. Where secondary data are inconclusive, in market tests will be used and

decisions revisited after three months of panel data and retailer sell out read.

This critique shows that the focus is a staged decision with explicit risks, alternatives

and feedback loops rather than a single assumed optimum.
2. Element 2: Marketing Mix (4Ps)

2.1 Product

Range at launch:

Oat and Almond Delight. Whole oat base, almond meal, reduced sugar, vanilla.
Cocoa Chia Crunch. Fair trade cocoa, chia for omega 3, reduced sugar.
Coconut Cashew Bliss. Cashew protein, coconut oil, gluten free flour option.

Claims and certifications. Certified organic per market, non GMO verification and
gluten free labelling where applicable. Each pack includes a QR code linking to a
provenance microsite with supplier names, certification IDs and audit summaries
(USDA AMS, 2024). This builds trust and reduces greenwashing scepticism (Edelman,
2024).

Sensory and nutrition. The sensory profile targets a light crunch with a clean finish and

controlled sweetness. Sugar is reduced in line with the WHO recommendation to limit



free sugars intake (WHO, 2015). Wholegrain oats and nuts increase fibre and satiety.
Recipe development will use iterative triangle testing and rapid shelf-life studies to

protect texture integrity.

Packaging and environmental performance. Primary film is biodegradable and the
carton is recyclable. Packaging artwork communicates certification marks and a
simple impact panel that reports estimated carbon per pack and recycled material
content. The design follows circularity principles promoted by the Ellen MacArthur
Foundation to support retailer conversations on sustainable packaging (Ellen
MacArthur Foundation, 2023).

Quality and safety. Nestlé quality systems will govern allergen controls, supplier
approval and traceability. A mock recall will be run pre-launch. Country specific
labelling and organic compliance will be controlled through an artwork and claim matrix

to avoid accidental mislabelling in international markets.

Innovation cadence. Two seasonal variants per year will keep the range fresh and
create reasons to re-engage. Limited small batch flavours allow demand sensing

without overcommitting capacity.
Figure 5. PureBite Product Architecture and Benefits. Source: Author.

2.2 Price

Strategy. Premium value at approximately 20 percent above mainstream cookies
signals quality and covers certification and packaging costs. This is consistent with
category norms and willingness to pay among target cohorts when claims are verified

and taste meets expectations (Euromonitor International, 2024; NIQ, 2023).
Price architecture.

Everyday price. Benchmarked against leading organic cookies in each market.
Entry points. Trial size single serve packs and triple taster bundles lower barriers.

Fencing. Family multipacks and online bundles create perceived value without

discounting the core unit.

Promotions. Multi buy offers and launch coupons are preferred over deep unit

discounts to protect reference price and premium positioning (Belch and Belch, 2024).



Elasticity and guardrails. Early work will set guardrails using two city price tests. Cell
A uses the full premium. Cell B offers a smaller pack at the same ticket price to
maintain premium per kilo while improving affordability. Repeat rates, basket size and

complaint rates will be compared across cells to calibrate the final price.

Unit economics. A landed cost model will be maintained for each channel.
Components include ingredient cost, conversion, pack materials, freight, retailer
margin or D2C pick and pack, and expected returns. Contribution margin targets will
be set by channel, with D2C expected to break even by the third order due to

subscription uplift.

2.3 Place

Route to market.

Retail. Modern trade and organic specialists such as Whole Foods and Planet Organic
in the US and UK and comparable specialists in EU markets, plus organic aisles in

leading grocers.

Online marketplaces. Amazon Fresh and Ocado to capture planned searches and

recurring baskets.
D2C. NestlePureBite.com for subscriptions, discovery packs and brand storytelling.
Practical challenges and responses.

Shelf access and cost. Premium retailers ration space and charge slotting fees. Even
with Nestlé relationships, PureBite will require introductory allowances and trade
investments. Success will be measured by velocity per store per week, distribution

reach and net scan sales after discounts.

Category adjacency. Placement near conventional biscuits could dilute the organic
message. The plan is to negotiate listing in the natural or better for you set with

secondary displays near coffee and tea to reinforce usage occasions.

D2C fulfillment. Nestlé’s network is optimised for pallets, not small parcels. A specialist
3PL with pick and pack capability will be used. Packaging weight and cube will be
minimised to control shipping costs. Regional micro fulfillment hubs will reduce transit

times and damages.
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Demand volatility. Launches suffer forecast error and returns. Rollout will be phased
city by city with four week demand reviews and flexible production windows.

International compliance. Organic label rules and recycling marks vary by market. A
compliance matrix and artwork approval workflow will be embedded before each

phase gate.

Channel conflict management. Retailers resist price undercutting by D2C. D2C will
focus on discovery bundles, subscriptions and limited flavours, while retail owns
mainstream packs and price points. This reduces direct conflicts while allowing D2C

to carry the storytelling role.

2.4 Promotion

Objectives. Drive awareness, trial and proof. Avoid overclaiming and ground all

sustainability messages in verifiable evidence.

Creative platform. BitePureLivePure. The narrative links daily routines with
responsible indulgence. Content pillars include farm to bite stories, farmer and supplier

features, packaging footprint education and taste led product moments.

Media and tactics.

Digital video. Six, fifteen and thirty second edits for awareness.

Social. Instagram and TikTok for reach, recipe hacks and short testimonials.

Search. SEO and SEM around organic cookies, low sugar cookies and related terms.

Influencers. Dietitians and eco creators who can reference evidence rather than only

aesthetics. Contracts will require disclosure and avoidance of medical claims.

Experiential. Pop up PureBite Bars in high footfall eco markets for sampling and QR

enrolment.

PR and CSR. Publish an annual impact scorecard with NGO partners to show

progress, not perfection.

Promotions. Launch coupons and bundle discounts to stimulate first purchase without

eroding the premium.
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Measurement. Upper funnel metrics include aided awareness and video through rates.
Mid funnel metrics include web sessions, add to cart rate and sampling conversion.
Lower funnel metrics include repeat rate, subscription retention and retailer velocity.
Spend will be shifted toward tactics that improve repeat and velocity over vanity
metrics (Belch and Belch, 2024; Kearney, 2023; PwC, 2024).

2.5 Integration and Risk Mitigation

The 4Ps must reinforce each other. Product purity and traceability support premium
pricing. Distribution meets shopper missions across weekly shops, online convenience
and D2C discovery. Communications verify claims through certification IDs and
transparent data (Kotler et al., 2019; USDA AMS, 2024).

Key risks and mitigations.

Greenwashing scepticism. Mitigate with third party certifications, QR linked audits and
publication of impact metrics (Porter and Kramer, 2011; Nestlé, 2024; Ellen MacArthur
Foundation, 2023).

Cost inflation. Secure long term supplier contracts, dual source critical ingredients and

adjust pack sizes to defend margin.

Imitation risk. Maintain a steady innovation cadence, protect packaging assets and

build a community through loyalty rewards.

Regulatory shifts. Maintain a compliance tracker for organic rules, nutrition labelling

and environmental claims by country.

2.6 Implementation Roadmap and KPIs

Phase 0. Lab to pilot plant. Finalise three launch recipes, confirm certifications, run

shelf-life tests and complete mock recall.

Phase 1. City pilots. Two cities per region with two price cells and one D2C hub. KPIs
are trial rate, repeat rate at sixty days, retailer velocity, contribution margin and

subscription attachment.

Phase 2. Regional scaling. Add five to eight national retailers, expand seasonal

flavours and increase expert creator mix.
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Phase 3. Internationalisation. Adapt packs and claims to local organic rules and

recycling marks, with language localisation.

Primary KPIs. Aided awareness, trial and repeat, D2C CAC and LTV, retailer velocity,
content engagement, NPS and product carbon per pack (Keller and Swaminathan,
2020; Kearney, 2023).
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3. Element 3: Marketing Strategy Pitch

Marketing Strategy Pitch:

PureBite

Devel .
rand Development Bite

Goodness in Every Bite ) -
“Goodness in Every Bite.”

PureBite combines indulgenttaste with ethical responsibility
- made from 100% certified organic ingredients, plant- )
based recipes, and biodegradable packaging.Tagline:

PureBite by Nestlé: Goodness in Every

A new organic cookie brand created by Nestlé to meet the
rising global demand for healthier, sustainable snacks.

‘6

Bioy

<

—
[ —

by Nestle
Problem & Key Differentiators & Target Market &
Opportunity Product Highlights Positioning
Modern consumers crave shacks that align +  Certified organic and non-GMO EamaplaroeEhilienniaiclandiceniZ

with their health and environmental

values.

Traditional cookie brands rely heavily on
refined ingredients and plastic packaging -
creating a gap for clean-label, eco-friendly,
and organic cookies.

PureBite responds to this opportunity by
merging Nestlé’s trusted quality with a
forward-thinking focus on sustainability

and wellness.

ingredients.

. Gluten-free, high-fiber, and low-sugar
options.

«  Eco-friendly packaging with QR-
traceable sourcing.

¢ Carbon-neutral production and fair-
trade partnerships.

PureBite is not just a product - it's a

lifestyle choice connecting wellness with

ethical enjoyment.

Element

Product

Price

Place

Promotion

Marketing Mix Snapshot (4 Ps)

Strategy Summary

3 variants - Oat & Almond Delight, Cocoa-Chia Crunch, Coconut-Cashew
Bliss

Premium-value pricing (x20% above conventional cookies)

Distributed via Whole Foods, Ocado, Amazon Fresh, and Nestlé D2C site

Digital storytelling, influencer marketing (#BitePureLivePure), pop-up
“PureBite Bars”

professionals (aged 20-40) - digitally active,
health-conscious, and eco-aware.

Secondary Target: Young families seeking
healthier snack alternatives for children.

Positioning Statement:

“For health-conscious snack lovers who want

delicious cookies without guilt, PureBite offers

100% organic, sustainably produced treats

that nourish both people and the planet.”
GLOBAL ORGANIC SNACKS MARK.ET

BY GENERATION

2017 2025

Millennial (18-34) Generation X Baby Boomers
(34-50)

The MILLENNIAL generation had the h!g"ES[ share in 2017
and is expected to continue this trend over the forecast period.

(GLOGAL ORGANIC SKACKS MARKET

Product Picture i

ureBite

Goodness in Every Bite

ORGANIC
COOKIES

NET WT 6 0Z (170 g)
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Figure 4: Marketing Strategy Pitch
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4. Element 4: Reflection

4.1 Critically actionable performance improvements

| set out to demonstrate a rigorous application of STDP linked to an integrated
marketing mix. The work achieved clarity and coherence, but a Level 7 reflection
requires that | interrogate choices, expose uncertainties and translate lessons into

future behaviours.

Iterating STDP and 4Ps. | initially treated segmentation and the marketing mix as
sequential. In a future project | will iterate between them. For example, premium value
pricing was defined before | had run any willingness to pay test on the priority segment.
Next time | will design a quick two cell price test during targeting and feed the results
back into recipe, pack size and claim emphasis before finalising the mix.

Validating elasticity and affordability. 1 assumed that reduced sugar and organic
certification would justify a 20 percent premium for Millennials and Gen Z. The risk is
that inflation squeezes discretionary spend. | will add an affordability workstream that
compares a smaller pack at a lower ticket price to the full-size pack at full premium,
then track repeat and pantry load to see which delivers the best lifetime value. This

will prevent a late scramble if repeat drops after launch.

Strengthening place feasibility. My first pass assumed Nestlé relationships would ease
shelf access. In practice, slotting fees, planogram constraints and category politics are
unpredictable. | will build feasibility gates before committing to national rollouts. These
gates will include a shelf cost budget, a minimum velocity threshold and a retailer
margin ceiling. If any gate fails, the default will be a city pilot combined with

marketplaces and D2C, not a national launch.

D2C unit economics. | initially spoke about D2C as a brand building tool without fully
quantifying costs. For the next project | will maintain a landed cost model that includes
pick and pack, materials, weight based shipping, expected returns and customer
service. | will set a rule that contribution margin must be positive by the third order for

the channel to scale.

Proof over promise. | relied on certification marks and QR codes, but | did not pre build
a proof ladder for every claim. In the future | will require a visible proof asset for each

sustainability statement, including certification IDs and the specific audit or data source

15



behind it. A twice-yearly external review will challenge claims and language to avoid
greenwashing risk.

Managing brand switching and loyalty. Awareness tactics are strong, but repertoire
behaviour in the segment is high. | will design an explicit repeat engine that includes
seasonal drops, membership rewards and community recipes. | will commit to a repeat

KPI and treat it as a core health metric equal to new customer growth.

Time and workflow. | underestimated time for compliance. In future | will add a
compliance sprint into the critical path to localise labels and claims and to set up an

artwork and claim matrix before each market phase gate.

Personal development. | will practice a red team exercise before each pitch where |
argue against my own targeting choice and price decision, and | will invite peers to
attack the plan on feasibility and ethics. This will surface blind spots earlier and raise

the quality of judgement.

4.2 Pitch preparation and delivery reflection

Summarising a 2,500-word analysis into a single poster and a three-to-five-minute
script required prioritisation and narrative discipline. The main constraint was cognitive
load. | had to select only two figures that could carry both the demand and growth story
without relying on dense tables. This forced me to articulate a single through line that
starts with who drives demand and where growth is strongest, then links to a concise
value proposition and a simple four pillar differentiation. | learned to write for speech
rather than for reading by trimming qualifiers, replacing jargon with concrete benefits
and adding audience cues such as figure references and short signposts. | also
practised pacing to stay within the time limit without rushing. The most challenging part
was resisting the urge to include every caveat from the analysis. To improve in future,
| will storyboard the pitch first, test it with a lay listener for clarity and adjust the script
to emphasise only the claims that are both important and provable on the poster. | will
also rehearse with a two minute and a five-minute version to handle timing variability

in live sessions.
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