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Introduction 

Nestlé is one of the world’s most popular food and beverage companies, operating in more than  180 countries and offering a wide range of products focused on nutrition, health, and wellness. Over the years, the Nestle has develope strong customer trust by consistently adapting its portfolio to reflect changing lifestyles and diet preferences. As modern customer become more health conscious , demand for convenient and nutritious food options has surged significantly. This shift in consumer behaviour has created new opportunities for functional snacks products that helps active and balanced lifestyles.

In response to these market changes, this assignment proposes the development of a new product concept: the Nestlé Energy+ Protein Bar. The product is designed to give those who looking for healthier snack options without sacrificing taste, flavor, or convenience a useful, full source of protein and long lasting energy. Growing interest in nutrition, plant-based diets, and exercise has led to an increase in the popularity of protein bars, especially among younger customers and working professionals.

The Nestlé Energy+ Protein Bar would be align closely with Nestlé’s core Nutritions, Health and Wellness (NHW) strategy by offering a clean-label, highprotein snack made from carefully selected vegan  ingredients. Unlike traditional confectionery bars that are found high in sugar, this product helps on balanced nutrition, support energy needs throughout the day. Additionally, the brand concept reflect growing concerns around sustainability and ethical consumptions, which are  influencing purchase decisions.

This assignment applies the Segmentation, Targeting, Differentiation, and Positioning (STDP) framework to analyse the potential success of the Nestlé Energy+ Protein Bar in the current market. It also evaluates how the marketing mix can be strategicaly used to support the brand’s positioning and appeal to its target audience. By combining market insights, consumer trends, and marketing theory, this project demonstrates how an established global brand like Nestlé can successfully introduce an different and innovative  product within a competitive segment.









STDP Analysis for a New Brand Concept

Nestle S.A. is a giant in the food and beverage industry in the world, and the strategic focus on Nutrition, Health and Wellness (NHW) is one of the pillars in its long-term development strategy (Nestle, 2023). Another concept of change in the proposed portfolio has been created as a response to changing consumer preferences in regards to healthier, plant-based, and sustainable food products: Nestle Energy+ Protein Bar. The brand will be a high protein and plant-based snack, meant to give long-term energy to active healthy consumers.

Nestle energy plus is aimed at filling the gap between convenience and functional nutrition. In contrast to the old-fashioned protein bars which are often linked to artificial content or hyperactive positioning, the purpose of Energy+ is to be eaten on a daily basis by the students, professionals and the fitness oriented people. The strategy is in line with consumer trends that are emerging including clean-label products, ethical consumption, and flexible plant-based diets which have been growing in recent years substantially (Mintel, 2023).

Segmentation

Nestle Energy+ is market segmented based on the combination of demographic, psychographic, and behavioural variables (Kotler and Keller, 2016).

Demographically, the core segment comprises of customers aged 20-35, especially millennials, who exhibit greater interest in health, fitness and sustainability related purchase decisions. This segment consists of students of universities, young professionals, and gym attendees.

The target market is interested in environmental responsibility, moral sourcing, convenient lifestyle, and psychographically, the people are healthy. The products that these consumers are driven by are those that conform to their lifestyle and identity and not the price. They are also heavy snackers, are enthusiastic about high-protein foods, and open to the suggestions of influencers and online advertisements.

Targeting


As per the segmentation analysis, Nestle Energy+ uses a focused concentrated target approach, with the focus placed on the segment of health conscious millennials (20-35) who lives  in an urban and semi-urban area. The category is a fast-growing market segment in the protein snacks market because of the boom in fitness industries. (Statista, 2024).

The target audience is appealing due to the high purchasing power, good brand connection, and innovation. Also, the millennials would prefer to give their support to brands exhibiting sustainability and transparency, which strengthens the strategic fit in the corporate values of Nestle.

Differentiation

Nestle Energy+ can distinguish itself by three factors: product quality, sustainability, and brand credibility. The main differentiators will be vegetarian protein sources (15-20g), zero sugar added, high levels of fibre, and re-usable packaging. Energy+ is based on cleaner nutrition profile and does not sacrifice the taste the way many competitors do using whey protein and artificial sweeteners.

Moreover, the reputation of Nestle in terms of food safety, research and quality assurance are a major competitive area. Kotler et al. (2024) argue that high parent-brand equity will lower the perceived risk and fast track the consumer believing in the new brand extension.


Positioning

Nestle Energy+ Protein Bar has the following desired brand positioning:
A clean, delicious, and sustainable protein bar to maintain daily energy and active performance.

In this positioning, Energy+  Protien Bar will be in the middle of the mass-market snack bar and specialised nutrition products, which will enable it to attract a wider range of people. Those positioning both functional benefits (energy and protein) and emotional benefits (feeling healthy, responsible and confident) which is vital in the long run brand loyalty.




Marketing Mix (7Ps) 


Product

The Nestle Energy+ Protein Bar will be positioned as a high-protein and plant-based snack that aids in everyday energy and active lifestyles. The product has about 15-20g of plant-based protein, high in fibre, natural ingredients and no added sugar and is a direct response to the increasing consumer demand of healthier and cleaner snack products. 

Recyclable packaging helps to emphasize the sustainability to Nestle that is becoming more significant to eco-friendly consumers. Branding wise, the product will be differentiated by its high-quality taste and texture as opposed to most of the protein bars, and by high brand trust linked to Nestle. Kotler and Keller (2016) say that it is important to have strong product differentiation through both functional and emotional advantage in order to increase competitive advantage in saturated markets.






Price

Nestle Energy+ Protein Bar uses a mid-premium strategy in pricing due to its high quality of nutrient, clean ingredients, and sustainable packaging. The pricing strategy will be applicable to health-conscious millennials who will pay a little extra on the products that will fit their lifestyle beliefs and quality expectations. 


The mid-premium price also contributes towards positioning the brand above the mass-market snacks but in a manner that is affordable by the students and working people. According to Kotler et al. (2024), value-based pricing is especially practical in the health and wellness markets where customers do not regard the cost as the only factor when buying products but the perceived benefits. This move helps in profitability and also sustains a competitive advantage in the emerging protein snack market segment.



Place

The distribution plan of Nestle Energy+ Protein Bar is totally based on the high-visibility and high-convenience outlets such as supermarkets, gyms, convenience stores, and online stores. 


These media are well synchronized with the day-to-day life of the target audience, as they can be accessed easily before or after workouts, during days at the work place, or when travelling. Online presence also expands accessibility in terms of serving digital-first customers who are fond of e-commerce due to its convenience, and purchasing subscriptions. Euromonitor International (2022) claims that one of the success factors in the protein snack market is omnichannel distribution which helps to create brand awareness and facilitates impulse and planned buying.



Promotion

Nestle Energy+ Protein Bar promotional efforts are placed high on digital and experience-based marketing such as social media, influencer fitness promotors, gym associations, and complimentary tasting. 

 The social media channels allow the brand to connect with millennials by providing them with lifestyle-based information, and the use of influencers allows building credibility and trust among fitness circles. Gym promotions and free samples enable the consumer to, literally, sample the product thereby perceived risk is minimized thus creating the desire to try. According to Mintel (2023), in the category of healthy snacking, it is possible to mention the effectiveness of experiential promotions and influencer endorsements since consumers trust peer recommendation and authenticity the most when it comes to making purchases.




People

People play a very important role in shaping  consumers experience a brand, even when the product itself is similar (Kotler and Keller, 2016). For the Nestlé Energy+ Protein Bar, the “people” element focuses on everyone involved in delivering value to the customer, including employees, retail partners, brand ambassadors, and customer service teams. As a globally recognised company, Nestlé already benefits from a skilled workforce and strong organisational culture, which can be leveraged to support the successful launch of this new product (Nestlé, 2023).

Because they have an impact on consumer trust and trial, retail employees and brand representatives are particularly crucial at the point of sale (Zeithaml et al., 2020). Giving store partners basic product training guarantees that employees can explain the contents, sustainable features, and nutritional advantages of the Energy+ Protein Bar. This is particularly crucial in health-conscious retail settings since consumers frequently want confirmation before attempting new functional foods.


Additionally, social media managers and digital engagement teams are crucial to preserving brand coherence across online channels (Kotler et al., 2021). Instead than emphasizing extreme fitness standards, influencers and fitness ambassadors chosen to sell the product should represent the brand's principles of honesty, balance, and health. Nestlé can increase consumer trust and create lasting brand loyalty by making sure that everyone connected to the brand communicates the same idea.




Process

The process element refer to how the product  delivered to consumers and how smoothly the overall customer journey operates (Lovelock and Wirtz, 2016). For the Nestlé Energy+ Protein Bar, efficiency, transparency, and reliability are central to the process strategy. From product development to post-purchase engagement, each step should be designed to meet consumer expectations for quality and convenience.

To guarantee that every bar satisfies nutritional requirements and taste expectations, the production process should place a high priority on quality control and uniformity (Kotler and Keller, 2016). Clear labeling and transparent ingredient information boost consumer trust, particularly among health-conscious consumers. Distribution proceses should be improved to ensure products availability across various venues, including grocery shops, fitness facilities, vendore machines in public areas and online platforms.
The purchasing process should be easy to use and accessible from the perspective of the customer. Clear product descriptions, nutritional analyses, and simple checkout procedures should be provided by online platforms. Nestlé is able to track customer satisfaction and make ongoing improvements through post-purchase procedures such gathering feedback via reviews or questionnaires (Zeithaml et al., 2020). A well-run process promotes recurring business and improves the entire brand experience





Physical Evidence


Physical evidence refers to the tangible cues that help consumers evaluate the quality and credibility of a brand (Zeithaml et al., 2020). Even though the Nestlé Energy+ Protein Bar is a physical product, additional physical elements play an important role in reinforcing its positioning as a premium, health-focused snack.

Packaging is the most significant form of physical evidence. Using colors and graphics that represent energy, natural 
Consumers are reassured and assisted in making prompt, well-informed decisions by clear nutrition information and certification insignia. Additionally, the company's utilization of green packaging materials shows its dedication to environmental responsibility (Nestlé, 2023).

Physical evidence can include things like point-of-sale items, promotional stands, and in-store displays in addition to packaging. A first-hand taste provided by sample stalls at health fairs, colleges, and fitness centers increases brand credibility. Virtual physical evidence that supports the impression of quality and dependability includes a well-designed website and a professional social media presence. Together, these elements help translate the brand's values into signals that consumers may perceive and experience.


Pitch on Marketing Strategy.


The Nestle Energy+ Protein Bar is a product of strategic response to the increase in the popularity of healthier and plant-based foods that easily integrate into the current lifestyle. With the backing of the reputed Nestle, Energy+ provides quality plant-based protein, good taste and sustainability in a single product.

The products favoured by our target market, the health-conscious millennials aged between 20-35, are the ones that are supportive of the performance and personal values. Energy+ will fill this requirement due to its clean ingredients, recyclable packaging, and balanced nutritional value that can be consumed on a daily basis.

Emotional benefits in combination with functional nutrition form the distinctive features of the brand whose Energy+ is not only a snack but a lifestyle choice. Energy+ will use strategic pricing, a wide distribution strategy and digital-based promotion to build rapid scale with a premium brand equity.

To investors, Energy+ is a good growth potential in the protein snack market that is growing. To the consumers it provides a reliable and viable alternative to daily energy. Nestle Energy+ is not fuelling the bodies but healthier life.




Reflection


The Nestle Energy+ brand concept was an eye-opener to work on. I learned that you cannot simply put a new product in the market but assure that it correlates with the overall picture of what Nestle is all about and their Nutrition, Health and Wellness emphasis. When you do not pay attention to that and make it a stand-alone thought, it will simply seem out of place and will lack credibility.

The most difficult part involved the STDP analysis. It challenged me to go beyond the superficial demographics and, in fact, examine the psychographic and behavioural information. The segmentation models made me realize that meaningless numbers can be used in a context and that the key to success lies in putting the mind-set of the customer into the limelight. It did make me raise the question of how to defend making decisions based on solid academic theory rather than mere guess work.

The marketing mix design provided me with an opportunity to sharpen my analytic skills. I also got to know that the 7Ps should not only be present but they need to be interwoven with brand positioning. My drafts had a high-quality positioning and mass promotion which rendered the brand disjointed. It was a superb critical thinking and problem solving practice and made me a better strategic thinker.

Selling the marketing plan was quite an ego booster. Reducing long academic texts into a pitch that is short and interesting, compelled me to train my clarity and understanding of the audience. I was more at ease convincing others by giving them a brief story. The next time I will provide all the support with more quantitative data and conduct primary research to see whether my assumptions are correct before presenting.

Altogether, this assignment has injected a strong dose of strategic marketing in my toolkit. I am now better in critical analysis, communication, and decision making, all of which will make me secure a job upon graduating.
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