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[bookmark: _Toc216555786]Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis 
[bookmark: _Toc215678492][bookmark: _Toc216555787]Introduction of the company
Tata Consumer Products Limited (TCPL) is an Indian based FMCG company that is growing at a rapid rate and has iconic brands namely Tata Tea, Tata Salt and Tata Sampann. The company has been strategic in increasing its range of products out of the traditional packaged food categories into health, wellness and convenience driven products. With Indian consumers becoming more and more concerned about healthy, easy-to-prepared products, TCPL can further diversify to new innovative food formats that can fit the modern life patterns.
[image: TATA Consumer Products Limited - Integrated Annual Report 2022-23]
Fig 1: TCPL Products
Source: (TCPL, 2023)
[bookmark: _Toc215678493][bookmark: _Toc216555788]Concept behind the proposed new brand
The new brand, which is Tata Terra™™, brings about a new category of premium, plant-based ready-to-cook meals kits that prepares authentic and regionally inspired Indian food within 15 minutes. Every kit contains fresh ingredients that are pre-portioned, designed by the chef, produced locally, can be customized to include more or less spice, and includes reusable packaging (IMARC Group, 2024). 
[bookmark: _Toc215678494][bookmark: _Toc216555789]Why this new brand would appeal to the current market 
The Indian consumers particularly in the large urban centres are undergoing a fast lifestyle change due to increased working hours, growth in two earnings families and time shortages. Ready-to-cook products are on the rise since these items provide fast, healthy, and reliable types of meal options (Grand View Research, 2024). As 64% of the urban consumers express interests in semi-prepared healthy meals and the ready-to-cook category is expanding at more than 7% per year, Tata Terra™ 8 is tapping into this market.
Emerging Trends 
1. Health & Wellness Shift: Growing popularity of plant-based and clean-label diets is changing the trends in purchasing, particularly amongst millennials and Gen Z.
2. Convenience Lifestyle: City shoppers are placing more emphasis on time-saving cooking options without having to sacrifice the home-style quality.
3. Regional Flavours: An increasing interest in the regional authenticity and meal kits that are inspired by grandmother cuisine stimulates the demand towards Indian cuisine.
Changes in consumer behaviour
The post-pandemic consumer behaviour is a change of the type towards home-cooked meals, hygiene insurance, and transparency of the nutrition (Bain & Company, 2025). The change of consumer behaviour to the healthier, home-cooked food is evident in the slight change in sales: the +0.8% in 2023, the -0.6% in 2024 and the stabilised +0.1 in 2025 indicates how the demand shifts towards the convenience, the ingredient transparency brands such as Tata Terra™.
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Fig 2: Forecasted Sales Result
Source: (MarketScreener, 2025)
[bookmark: _Toc215678495][bookmark: _Toc216555790]Identification and description to the key market segments relevant to brand
Urban Professionals (22–40 Years)
This population segment consists of young employed adults residing in metropolitan and Tier-1 cities and have long working hours, hectic schedules and do not have time to cook traditional meals. They are conscious of convenience, health, and authenticity in their food preferences and, thus, are very open to ready-to-cook foods that will save them the effort of cooking nutritious dishes (Thasny, 2024). Tata Terra™ is in line with their choice of fast, fresh, and reliable meals that can be easily incorporated into a busy time schedule.
Young Families
This market includes families that have children and value safe, healthy and nutritious food. The parents in this category would like fresh, transparent and trustworthy brands. Tata Terra™™ is targeted at this segment since it offers conveniently prepared and fresh food with a regional touch to enable the creation of healthier family meals with a minimum preparation time.
Premium Lifestyle Consumers
This group includes environmentally with health-conscious people who prefer high-quality, sustainable, and culturally rich food experience. Tata Terra™ can appeal to these consumers with its promise of a blend of authentic regional dislikes, sustainable packaging, and fresh and high-quality ingredients, which can help sustainability-conscious lifestyles and wellness.
[bookmark: _Toc215678496][bookmark: _Toc216555791]Explanation of the chosen target audience
The selected target market of Tata Terra™ will be urban professionals between the age of 22 and 40 in the metropolitan and Tier-1 cities because they show the most interests in convenient, nutritious, and premium ready-to-cook meal products (Trehan and Kalro, 2024). This segment has limited time because they are subject to the hectic work schedules and are very health conscious, authentic, and sustainability conscious about food (Kumar and Sharma, 2025). 
[bookmark: _Toc215678497][bookmark: _Toc216555792]Way the brand will differentiate itself from competitors in the market and outline its desired positioning
Tata Terra™ will be differentiated by the competitors by providing a special blend of fresh, plant-based, regionally authentic Indian meal kits, which could be cooked in 15 minutes with pre-portioned ingredients and chef-created recipes (Arora and Singh, 2024). In contrast to processed ready-to-cook options or generic ready-to-mix, Tata Terra™ Oxford attacks freshness, nutritional transparency, and customisable levels of spice as well as sustainability by introducing reusable eco-friendly packaging (Aithal, 2024). 
Positioning Map
[image: ]
[bookmark: _Toc215678498]Perception brand map indicates that Tata Terra™ is positioned as a premium, high quality brand, iD Authentic Masalas is at the moderately priced, quality-conscious place, and Aashirvaad Spices and Masalas is at the value-oriented segment with relatively low perceived quality.

[bookmark: _Toc216555793]Element 2: Marketing Mix (4Ps) 
[bookmark: _Toc215678499][bookmark: _Toc216555794]Product 
Application 
Tata Terra™ ™ launches a high-quality plant-based ready-to-cook meal-kit assortment with pre-portioned fresh ingredients, locally sourced foods, regionally inspired recipes by chefs, and eco-friendly packaging materials that are reusable and can be recycled. The time taken to prepare each meal kit is 15 minutes, which offers enough convenience and authenticity (Nayak and Sahay, 2024). The availability of customizable spice-level sachets, QR-coded video tutorials and nutritional transparency enhances the product image as health-friendly even more. As the ready-to-cook segment in India grows to USD 6.65 billion in 2024 with a projected increase in the next ten years to USD 11.88 billion with a CAGR of 6.14, Tata Terra™ is stepping into a booming market where consumers are becoming more focused on freshness, nutrition and time saving (Kotler and Pfoertsch, 2025).
Way it aligns with and supports the overall brand strategy
The product highly conforms to the strategic positioning of Tata Terra™ as an innovative, authentic, sustainable food product that is adapted to the changing lifestyle in India. The brand emphasizes the idea of health, cultural richness, and clean-label eating with the use of the involvement of plant-forward constituents and the authenticity of regional flavours (Jain et al., 2024). The premium image is supported by use of fresh ingredients as opposed to processed mixes, which help to distinguish Tata Terra™ and any other product of instant food. The reusable packaging component reinforces the sustainability pillar, which is popular with the Indian market where an increasing number of urban consumers (73%) are claiming to purchase brands that are mindful of sustainability (Budhiraja and Mittal, 2025). The product hence has encompassed all strategic pillars convenience, authenticity, health and environmental responsibility.
[image: Marketing Mix]
Fig 3: 4Ps of Marketing
Source: (Byju’s, 2025)
[bookmark: _Toc215678500][bookmark: _Toc216555795]Price
Application 
Tata Terra™ TM will also have a high quality premium value-based prices, which will reflect the quality of their ingredients, the sophistication of their recipes in the region, and the sustainability that is instilled in their packaging. Depending on the complexity of ingredients and type of cuisine, meal kits may cost ₹249-399 per serving. Other subscription fees through Tata Neu provide package weekly packages with 10% loyalty discount, which is recurring income (Kumar, 2025). The prices are able to justify premium pricing due to the value that the consumer would place on fresh, authentic, nutrient-rich foods which still saves a lot of time in the cooking process.
Way it aligns with and supports the overall brand strategy
The pricing will solidify the premium status of the brand and guarantee the balance between the brand and the purchasing power of its target market, which consists of urban professionals aged between 22 and 40 years out of whose disposable income the brand is among the highest purchase priorities. Urban middle-/ upper-middle-income groups of India have grown steadily, with households with an annual income above 10 lakh growing at a steady pace within the last five years (Bhurse, 2024). These are consumers which are become more ready to pay a high price on high quality and convenient food solutions which suit their lifestyle. Premium pricing also makes sure that the brand does not have to sacrifice the quality of ingredients and sustainability. Tata Terra™ ™ will have a strategic mid-premium position by being priced higher than the traditional mixes but better than the gourmet delivery services, as it is a fresh, authentic, health-focused company with a value offering.
[bookmark: _Toc215678501][bookmark: _Toc216555796]Place
Application
Tata Terra™ TM has an omnichannel distribution strategy that uses the benefits of premium offline retail with virtual direct to consumer (D2C) channel. The offline distribution will consist of placing in the high quality supermarkets like the Nature Baskets, Foodhall, Star Bazaar, and the retail outlets owned and managed by Tata to gain instant visibility and trialability. (Sharma et al., 2024)Tata Neu is the anchor product, which provides a flexible subscription model, bundles of meals tailored to the customer, and delivery to the door. The partnership with Tata Neu builds on the existing base of over 52 million registered users, which gives direct access to the market and cross-selling of the ecosystem of Tata.
Way it aligns with and supports the overall brand strategy
The duo channel strategy is in line with the digital-first behaviour and contemporary convenience-focused identity of the brand and its target customers. There is more dependence on online grocery delivery among the urban populations, the rapid expansion of digital shopping behaviour that is highly favourable to the D2C distribution strategy of Tata Terra™ is demonstrated by the explosion of the India online grocery market to $8.8 billion in 2024 and a future forecast of 44.9% CAGR between 2025 and 2030 . Meanwhile, luxury brick-and-mortar retail outlets appeal to customers who like to touch and feel new products prior to the purchase (Kumar and Sowmya, 2024). This will guarantee that Tata Terra™ ™ will access spontaneous in-store shoppers as well as subscribers to digital products. The strategy promotes accessibility to the brand, trial potential, and the brand promise of convenient seamlessness; be it by retail browsing or scheduled home delivery. Having penetrated both the channels, Tata Terra™ ensures maximum penetration and still offers premium brand equity (Kumar and Dubey, 2024).
[image: India Online Grocery Market Size | Industry Report, 2030]
Fig 4: E-grocery market
Source: (Grand View Research, 2025)
[bookmark: _Toc215678502][bookmark: _Toc216555797]Promotion
Application 
The promotional campaign will be a combination of digital narration, influencer collaboration, sustainability stories, and experience advertising. The 15-minute regional meals, chef-guided recipe tours, behind-the-scene sourcing stories and user-generated content-challenges such as #Terra15MinuteMeals will be promoted on Instagram, YouTube and LinkedIn social media. Collaborations with food and nutritionists will foster confidence, particularly with the millennials and Gen Z. In Tata Neu platform, the repeat purchases are facilitated with the help of the targeted push notifications, loyalty points, and personalised offers (Boopathi and Kautish, 2024). High-end retail stores can use in-store tastings, cooking demonstrations and region-specific recipes cards to develop brand recognition. Packaging is a way of communicating with a clear message of freshness, the benefits of plants, and sustainability and moisture brand identity on every touch-point.
Way it aligns with and supports the overall brand strategy
The advertising approach is ideally appropriate to the brand positioning as the key characteristics that make Tata Terra™ stand out are authenticity, convenience, health and sustainability (Karulkar et al., 2025). Online marketing is an exact replica of time awareness of the target population and the modernity but the in-store experiences add to the image of reliability and freshness of the products. The notion of sustainability communication is attracting to the current consumers significantly because 67% of Indian millennials select brands whose eco-friendly behavior is visible (Gakhreja and Thakur, 2024). It’s informative, experiential and value based communication will further increase the emotional connection and make Tata Terra™ a believable, culturally oriented meal solution. By marketing the product by use of a narrative approach as compared to price-based advertisement, the brand retains the premium brand image and develops a long-term customer base of quality-conscious people.
[bookmark: _Toc215678503]

[bookmark: _Toc216555798]Element 3: Marketing Strategy Pitch
(Please refer to the appendix)
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[bookmark: _Toc216555799]Element 4: Reflection 
Reflection
The work on creating the new brand idea of Tata Terra™™ and the creation of a full-fledged marketing plan provided me with the insight into how the theoretical frameworks of marketing apply to the real-life situation decision-making. The segmentation, targeting and positioning process has provided further insight to me regarding how the brand should be developed around the needs of the consumer, changes in their behaviour and the opportunity in the market as opposed to just being developed based on the assumptions. I also discovered that the process of developing a new brand needs to be creative and analytical at the same time so as to ensure each idea meets the market reality, business ethos, and consumer expectation. Planning the marketing mix also demonstrated to me how every strategy, be it associated with the design of the product, prices, distribution, or promotion, should be integrated to create a solid strategic plan. This experience made me more confident in the ability to make structured and evidence-based brand decisions and remain innovative and differentiated.
Key skills and insights
During the project, I enhanced a number of valuable competencies such as strategic thinking, market analysis, and persuasive communication. The studies on consumer trends and the booming nature of the ready-to-cook market in India improved my skills in decoding the market data and pinpointing any opportunities that can be utilized to develop the brand. An understanding of the role of sustainability, convenience, and authenticity in the emergence of a new era of food consumption was also valuable to me, and it allowed developing a more convincing and believable value proposition of the brand. The practice in the pitch presentation also enhanced my skills in communication and storytelling especially the skill of being able to outline the strategic direction of a brand in a brief and compelling presentation. The pitching session allowed me to understand how tone and structure and clarity can affect the perception of the audience and how much they are interested and responded, and this made me feel confident in delivering marketing solutions in a professional manner (Sai Vijay et al., 2025).
Way I could enhance the approach and performance 
In case I would pursue something similar in the future, I would improve my methodology by adding more primary research including using short interviews, consumer surveys or competitor product testing in order to make the strategy more realistic and better. The fact that the customer feedback will be real would enhances the accuracy of the segmentation and positioning decisions and give a better rationale of the product features and pricing strategy. To make my strategy more visually communicated, I would also enhance the visual presentation and data analysis tools to develop friendlier and clearer charts and brand maps (Jamnekar and Sunny, 2024). Besides this, I would spend more time perfecting the pitch presentation through practising on pacing, voice modulation and timing in order to have a more smooth and confident presentation. Considering this project, it became evident to me that my analytical and creative abilities have indeed been enhanced, although constant advancement in the level of research, visual presentation, and delivery of the presentation would only bring even greater effectiveness in my performance within the framework of brand development and marketing strategy in the future.
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Company: Tata Consumer Products
New Brand: Tata Terra™ — Regional Plant-Forward Meal Kits

New Brand Development

Tata Terra™ is a new premium ready-fo-cook
meal-kit brand offering regionally inspired, plant-
forward Indian dishes prepared in 15 minutes. The
brand focuses on authenticity, freshness, and
sustainability using locally sourced ingredients and
resable packaging. This new category expands Tata
Consumer’s portfolio beyond packaged staples into
convenient, high-value meal solutions, meeting the
fast-growing demand for nutritious, easy-to-cook
‘meal options.

Alignment with Customer Trends

Indian consumers increasingly seck healthier, time-
saving food options due to urbanisation, busy work
schedules, and rising health consciousness. With
649% of urban consumers expressing interest in semi-
prepared healthy meals, and the broader ready-to-
cook market growing above 7% anmually, Tata Terra
dircctly aligns with trends of convenience, plant-
based cating, clean labels, and regional authenticity.
Sustainability-focused packaging also matches
environmentally aware consumer behaviour.

Marketing Mix (Product & Place)

Product: Pre-portioned fresh ingredients, chef-
designed regional recipes, reusable packaging, and
adjustable spice levels (Maulana, 2024)

Place: Distribution through premium supermarkets
(Star Bazaar, Nature's Basket) and an exclusive D2C
subscription model via Tata Neu for recurring
weekly meal kits.

Conclusion

Tata Terra positions Tata Consumer as a first mover
in India's emerging meal-kit market by merging
convenience, health, and regional authenticity—
appealing strongly to modern urban consumers.

Segmentation
Tata Terra targets three key segments;

*  Urban Professionals (2240 yrs):
quick, nutritious meals.

*  Young Families: Prefer healthy, trustworthy
‘brands for everyday dinners.

©  Premium Lifestyle Consumers: Value
sustainability, plant-based dicts, and cultural
flavours

Need
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