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[bookmark: _Toc237276436]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) for brand extension
[bookmark: _Toc237276437]2.1 Market segmentation
Bi-Protein of Bisleri has been marketed through a value-driven strategy that emphasises delivering superior nutritional performance through a sustainable innovation approach. The maintenance of brand equity, customer trust and a circular production model highlighted a customer-centric value proposition that encouraged brand improvement in long-term environmental, social and economic value (Sah et al., 2025). 
	Segmentation
	Strategic Focus
	Resource Allocation

	B2C premium nutrition market
	Environmentally aware and health-conscious consumers of India 
	Sustainable product innovation with strategic investment leading to omnichannel distribution, digital marketing and strategic retail partnerships for heightened market penetration with long-term customer value. 


Table 1: Segmentation focus and resource allocation
(Source: Influenced by Sampath and Gafoor, 2023)
According to Kotler et al. (2020), market segmentation is typically conducted by analysing geographic, demographic, psychographic and behavioural variables, which can be used for the market of Bi-Protein. 
· Geographic: Metropolitan and Tier-1 cities of India, including Mumbai, Delhi, Bengaluru, Pune and such, with ample focus on urban markets with developed retail and wholesale infrastructure. 
· Demographic: Health-conscious people aged 18-45 years from middle- and upper-middle-income groups, including working professionals, athletes, university students, gym and fitness enthusiasts. 
· Psychographic: Environmentally responsible, health-conscious, and performance-driven consumers demonstrating active lifestyles and a preference for value-premium nutrition from sustainable product consumption with ethical concerns. 
· Behavioural: Fitness trainers and gym members, protein supplement users, health-focused consumers, frequent online shoppers, medium to high usage rate, brand loyal consumers showing interest in nutritional performance with sustainable value (Menebo, 2026). 
Strategic segmentation is adopted for Bi-Protein to ensure alignment of Bisleri’s vision with brand extension addressing sustainable innovation and long-term market leadership against Aquafina and Kinley. The managerial segmentation is implemented for marketing planning, financing, and resource allocation, supported by operational segmentation of efficient sales execution, omnichannel distribution and promotional campaigns in the urban markets (Cheng, 2025). 
[bookmark: _Toc237276438]2.2 Targeting strategy
Introduction of Bi-Protein in the  Indian market is facilitated with a differentiation marketing strategy due to the heterogeneous consumer needs of the Indian protein supplement market. The diverse needs, purchasing patterns, and differential consumption patterns of working professionals, recreational athletes, and fitness enthusiasts call for a differentiated strategy where a segment-specific value proposition is strategised. It aims to reduce perceived purchase risk and establish brand credibility (Chhabra, 2025). 
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Figure 1: Protein supplement market in India
(Source: IBEF, 2025)
Adding to it, the micromarketing strategy supported by customised promotional campaigns for gym communities, fitness influencers, e-commerce users and modern retail consumers can significantly increase engagement with customer relevance. The protein supplement market of India is valued at ~US$ 920 million in 2025, showing a CAGR of 5.08% (IBEF, 2025). Hence, sustained growth of premium nutritional products seemed opportunistic in India. 
[bookmark: _Toc237276439]2.3 Differentiation strategy
A sustainable competitive advantage is established with customer value dimension differentiation that provides sustenance in the price-driven market of India (Nagy et al., 2025). Bisleri aimed to implement a hybrid strategy with price along with functional, emotional and sustainability benefits for developing innovative value propositions of protein supplements unlike existing brands. 
	Differentiation Dimension
	Bi-Protein Competitive Advantage

	Product quality
	Sustainable production using advanced membrane filtration and enzymatic hydrolysis of highly pure whey protein 

	Product features
	Zero-waste manufacturing, upcycled dairy by-product and 100% recyclable packaging

	User imagery
	Consumers portrayed as health-conscious and environmentally responsible

	Usage occasions
	Daily nutrition, sport performance, muscle recovery and active daily routine 

	Emotional benefits
	Sustainability with fitness goals 

	Brand advantage
	Established brand reputation of Bisleri for quality and safety leads to reduced perceived purchase risk. 


Table 2: Differentiation strategy
(Source: Influenced by García-Barón et al., 2025)
Nonetheless, the differentiation strategy of Bi-Protein is planned to deliver high customer value to get a competitive advantage. The focus on sustainability, product innovation and trusted brand value helped to establish a distinctive and defensible position of the product on the Indian protein supplement market. 
[bookmark: _Toc237276440]2.4 Positioning strategy 
The positioning process by Hooley et al. (2020) helped in deriving the positioning of Bi-Protein, supported by Bisleri’s market value. Key positioning dimensions are assessed by identifying the key competitors such as MuscleBlaze and Optimum Nutrition in the Indian protein supplement market. It helped in determining advertising-specific product value and sustainability (Hasbullah et al., 2023). Moreover, the customer expectation for a trusted as well as eco-friendly nutrition source is evaluated for Bi-Protein, which helped to position it as a premium, sustainable protein supplement.  
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Figure 2: Positioning map of Bi-Protein
(Source: Influenced by Hooley et al., 2020)
As illustrated in the above image, Bi-Protein is positioned in the premium quadrant, which shows the combination of high-quality nutrition with strong sustainability credentials. It helped to distinguish Bi-Protein from its primary competitors focusing on affordability as well as performance. Compared to MuscleBlaze and Optimum Nutrition, a circular production of Bi-Protein with clean and informative ingredients, combined with Bisleri’s trusted brand equity, created a distinctive as well as defensive competitive advantage. 


[bookmark: _Toc237276441]Element 3: Marketing Mix (7P)
[bookmark: _Toc237276442]3.1 Product
To enhance the effectiveness of the brand extension strategy, Bisleri has a scope of considering ‘practical/rational overt’ and ‘symbolic/emotional covert’ elements in its product choice criteria (Week 4, Session 1, Slides 9-10). Higher perceived benefits of ‘Bi-Protein’ due to use of high-quality ingredients can be linked with ‘lifestyle fit’ of its intended customers. 
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Figure 3: Key stages of product life-cycle
(Source: Kotler et al., 2020)
Key product features include sustainability focus, zero-waste and alternative protein-based supplements for bodybuilders and athletes. In India, the whey protein market is valued at $185.07 million and is expected to reach $221.98 million by 2031, with a CAGR of 3.71% (Mordor Intelligence, 2026). To avail the benefits of rising demand for whey and supplementary protein in the Indian market, it is expected that eye-catching product design (e.g., appealing packaging colour and graphics) is followed to improve the competitive advantage of Bi-Protein through effective use of pre-launch strategies (Week 4, Slides 13 and 18).  
[bookmark: _Toc237276443]3.2 Price
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Figure 4: Stages of cost-based pricing
(Source: Kotler et al., 2020)
From a general pricing standpoint, value-based pricing has been considered for Bi-Protein, as Bisleri is using the latest technologies to create a high-value protein supplement product where customers are required to be convinced of the product’s value. As Bi-Protein is a new product being launched for the Indian market, it is also necessary to adopt a market-penetration pricing strategy where companies initially set low prices to enhance market share. 30% faster growth in protein supplement consumption in Tier-1 and Tier-2 cities in India has been considered to modify pricing strategies for Bisleri (GrandViewResearch, 2025). 
From a segmented pricing perspective, customer segment pricing is ensured as the needs and wants of the target customers are obtained from STDP analysis. To attract athletes and customers from younger demographics, less-expensive plans for students can be adopted to increase the customer base. On the contrary, promotional pricing strategies considered for Bisleri are special events and cash rebates (Week 4, Session 2, Slide 9). It can be found that 30% to 50% discounts can be offered to customers on Independence Day, Republic Day, Diwali or similar event-based occasions (Philips et al., 2025). Moreover, the cost-plus pricing method has also been identified as an alternative pricing strategy to ensure rapid cost recovery. 
[bookmark: _Toc237276444]3.3 Place
To improve the efficiency of distribution, the use of direct marketing channels can help sell products directly to customers via brand website and app without any intermediaries. It is justified as it contributes to building trust for customers and improves profit margin for the brand. Indirect marketing channels include retail stores and online marketplaces (e.g., Amazon, Flipkart, Blinkit, etc.). 35% portfolio growth in protein and nutrition divisions has been reported by online players, indicating a high distribution rate (Fortune India, 2026). 
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Figure 5: Brand development strategies
(Source: Self-developed)
In addition, integration of direct and indirect channels through omnichannel (multi-channel) marketing can be considered to improve visibility and maximise user convenience through 3-day product return facilities of quick commerce (Week 5, Session 1, Slide 18). Based on the product category, brand extension-based marketing has been favoured for Bisleri. Hence, collaborations with gyms in Tier-1 and Tier-2 Indian cities increase the scope of experiential marketing for Bi-Protein. 
[bookmark: _Toc237276445]3.4 Promotion
Advertising is a key promotional strategy for Bisleri with a scope of actively leveraging informative and persuasive advertising (Week 5, Session 2, Slide 8). Besides, direct marketing channels can be preferred where e-mail marketing and website interactions are used to enhance 13% product awareness among target customers (Anthuvan et al., 2025). Use of reward programmes or club membership for Bisleri can be helpful for customers to avail greater discounts through personalised offers. 
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Figure 6: Digital advertising spending in India
(Source: Statista, 2025)
A surge in internet-based transactions justifies the use of digital marketing platforms where SEO and SEM techniques are merged with social media marketing initiatives to build a community of healthy, protein supplement users to ensure recurring purchases. Based on the feedback from the customers through direct and indirect channels, an IMC (integrated marketing campaign) can be designed for Bisleri. Collaboration with selective social media influencers is also recommended to maximise IMC effectiveness. 
[bookmark: _Toc237276446]3.5 People
Skilled employees in manufacturing and marketing departments are necessary to launch Bi-Protein for Bisleri. To improve the effectiveness of staffing strategy, job design and description are expected to include minute job details to attract skilled professionals. 15%-18% reduction in staff turnover can be achieved through effective training, while >5% annual appraisal can be used as a motivation strategy for employees (Kiruthika et al., 2026). As the marketing initiatives are targeting urban fitness enthusiasts, collaboration with fitness creators (influencers) and nutritional experts is necessary to offer a sponsorship-based presentation to target customers. Customer service tools such as 24/7 chat support have been considered to enhance customer engagement. 
[bookmark: _Toc237276447]3.6 Process
The marketing team is expected to highlight how Bisleri prioritises zero waste by using 100% leftover liquid from dairy products to fulfil the water requirement in Bi-Protein production. Moreover, the use of innovation techniques such as enzymatic hydrolysis and membrane filtration is a key highlight in delivering a high-quality protein supplement to athletes and bodybuilders. To convey the information through integrated platforms, automated CRM (customer relationship management) platforms are preferred to personalise marketing efforts based on customer data (Week 5, Session 2, Slide 23). On the other hand, holistic use of ICT tools from product ideation to final delivery is expected to improve process efficiency by 31%-35% (Jha and Jha, 2025). 
[bookmark: _Toc237276448]3.7 Physical evidence
In marketing and retail design, experiential kiosks at retail outlets can be used to visually communicate the scientific formulation of Bi-Protein with its laboratory-grade purity. In terms of service encounter experience, the salespeople are expected to highlight the benefits of consuming data-driven supplement prescriptions such as Bi-Protein, which can contribute to 12% faster revenue generation than a traditional sales pitch. Heavy-duty containers with authenticity QR codes can be used to reduce adulteration risk for the product (Fernando et al., 2025). Hence, it can positively influence the purchase intention of value-focused, sustainability-oriented and health-conscious customers. 


[bookmark: _Toc237276449]Element 4: Reflection
Concrete experience
In developing the sustainable brand extension poster, a comprehensive marketing and distribution strategy has been developed for Bisleri with a specific product (Bi-Protein). Use of a B2C format helped in analysing channels such as e-mail marketing, app-based or website-based sales. It helped in evaluating the impact of collecting direct feedback from customers about product quality, packaging and other aspects (Hussain et al., 2026). In the report section, a detailed analysis of STDP and 7P marketing mix assisted in modifying marketing campaigns for Bisleri. The analysis revealed how omnichannel strategies can be utilised to leverage social media influencers and retail store network to improve distribution efficiency. 
Reflective observation
In reflection, the assessment helps in highlighting the importance of trust, accessibility and transparency in launching and distributing a new product in the food or nutrition sector. Quick commerce has been opted as a viable option to improve distribution and reverse logistics for Bisleri. Targeting convenience-driven urban consumers helped in understanding their wants, demands and problems to consider appropriate marketing channels for maximum visibility. The importance of data-driven supplement prescriptions has been highlighted to improve the efficiency of IMC campaigns for Bisleri (Morton and Treviño-Benavides, 2025). 
Abstract conceptualisation
Use of models and frameworks such as STDP and 7P has been preferred to justify segmentation, targeting, differentiation, positioning and marketing activities of the brand. An evidence-based justification has been offered for selecting appropriate customer groups and opting to contribute to the B2C premium nutrition market. Use of product quality, features and imagery helped in analysing brand narrative for Bisleri (Baig et al., 2025). Integrating the product with sustainability has also been studied as a relevant concept in developing marketing initiatives. 


Active experimentation
To address the issue of counterfeiting goods in the food and nutrition industry in India, the use of heavy-duty containers with authenticity QR codes has been favoured. The role of expert comments on promotional affairs has also been considered to improve brand trust.
Key skills, knowledge and insights
A combined submission of presentation, report and reflection helped in strategic adaptation where classroom materials can be strategically used to fit the given case study. The opportunities and challenges in the Indian market have been considered while evaluating chances of success for Bi-Protein. Moreover, the assessment helped in testing and enriching domain knowledge so that a detailed analysis of IMC, STP and 7P marketing mix can be conducted for India’s quick-commerce ecosystem (Naik and Gupta, 2025). Inclusion of analytical insights on market trends or technology adoption trends in marketing has been ensured. 
Scope of skill enhancement
I can say that the key areas of improvement of skills and competencies are quantification of supply chain logistics costs or analysing the scope of varying customer lifetime value (CLV) across multi-channel marketing models. On the contrary, future focus areas include applying data-driven marketing analysis skills for generating D2C retention loops so that brands can effectively leverage the benefits of diverse inventory models for innovative products. 
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