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[bookmark: _Toc215041068]Introduction
Entering a new market with new product lines is an adventurous task to any existing company. Nowadays, the perception and preference of customers are changing and the existing companies are attempting to align the supply with demand arisen by the changes (Baker et al., 2002). This report demonstrates a thorough exploration of how Nestle would appeal to the South Asian market through marketing strategies. Starting with STDP analysis of Nestle's new brand, the report highlights the key elements of target markets and the later section discusses the marketing mix (4Ps) strategies to align with regional young customers’ demands. In the last part, the overall reflection and insights are concentrated.



[bookmark: _Toc215041069]Segmentation, Targeting, Differentiation and Positioning Analysis for New Brand of Nestle
 Nestle is the largest food and beverage company in the world that is also concentrating on its Nutrition, Health and Wellness agenda (NHW). Its research and development costs approximately CHF 1.7 billion every year to develop unique products and reduce expenses, to save CHF 2.7 billion by 2027 (Nestle, 2025).
One of the major actions within this strategy is the introduction of a high-protein product called the MusGain Pro meant to cater to the youthful South Asian population who are fond of fitness and healthiness. Nestle is a trusted brand and the product will have a variety of price options, including single-serving sachets, to serve as many customers as possible, and will be promoted primarily in the digital realm and via social media (Yadav, 2023).
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[bookmark: _Toc214848158]     Figure 1: MusGain Pro brand
           Source: Author (2025)
Market segmentation of the MusGain Pro: The process of segmenting a large consumer base into smaller customer groups made up of current and potential clients. Market segmentation is a consumer-focused technique that can be used in nearly every kind of market. When segmenting or dividing markets, researchers usually search for shared traits like similar lifestyles, interests, needs, or even comparable demographic characteristics (Camilleri, 2018).
Market segmentation divides a larger customer base into subsidiary segments with shared requirements. In the case of MusGain Pro, the South Asian target market is categorised into demographic, psychographic and physiographic (Wind and Bell, 2008). 
The demographic groups will be represented by young adults (18-40) that live in urban areas and are concerned with health matters and middle/older adults that are concerned with healthy aging and muscle retention. The consumer category is divided into the high-income segment (urban) consumers with higher incomes that are willing to use high-quality ready-to-drink protein shakes and the mass-market customers (students, working families) willing to use sachets or powders (Sharma et al., 2006a). 
Psychographic segments include fitness addicts seeking performance benefits, wellness customers seeking their daily nutritional adequacy and fullness, and ethical consumers seeking sustainable or plant-based options (Sharma et al., 2006b). 
Physiographic segments define the gym-goers and athletes who require protein with a high absorption rate, individuals who have a daily protein deficit because of their diet, and those with a specific need of specialist high-protein formula (elderly, post-illness, etc.). In South Asia, most of these consumers are affected by protein deficiency thus the daily-gap market segment is particularly significant.
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[bookmark: _Toc214848159]Figure 2: STDP Analysis flow
Source: https://www.segmentationstudyguide.com/understanding-the-stdp-process-in-marketing/
MusGain Pro Targeting and differentiation Strategy: The business follows a hierarchy targeting strategy. It is mostly targeting busy, fitness-minded, urban young adults who are likely to purchase high-end ready-to-drink whey variants, achieved via gyms, social media, and online shopping. The target population is a middle-income group and urban and semi-urban students as the secondary target. They do not consume enough protein food; thus, cheap powder sachets or family-sized packages are their choice. 
The tertiary target will involve clinical or recovering users, as in elderly or involved in surgery. To them, the Health Science department of Nestle is capable of providing special high protein formulations via the healthcare system. 
Bending demand to supply will is the essence of product differentiation. It is an effort to modify the demand curve's slope for a particular supplier's market offering. A group of suppliers, such a farm cooperative, whose members have decided to act collectively, may likewise use this tactic. It arises from the goal to create a sort of balance in the market by adjusting market demand to supply requirements that are advantageous to the seller (Smith, 1956).
MusGain Pro can be easily differentiated by pricing its products according to three tiers: premium ready-to-drink, affordable powders, and clinical recipes, and by flavour customisation (mango, cardamom) and science-supported nutrition and sustainable packaging (Market Data Forecast, 2025).
Positioning of MusGain Pro: According to Kotler (2003), brand positioning is the process of making a company's offering or offerings stand distinct in the eyes of consumers. Positioning is the process of performing comparable operations in different ways or performing different activities from rivals (Porter, 2008).
MusGain Pro must be regarded as a credible, convenient, and regionally suitable brand of protein nutrition in South Asia. One of the recommended taglines is MusGain Pro- ‘Everyday Strength, Scientifically Delivered'. The brand is also founded on three pillars including trust, performance and practicality. With Nestle, one can be assured of several proven nutrition with every serving. Performance is targeting individuals requiring high performance protein to build and restore muscles gym goers, sports people, and active professionals. The demonstration of practicality is expressed in the bottle versions with ready-to-use demands in terms of on-the-go bottle, single-serve sachets in terms of cost, and powder packs in terms of family use. 
Communication will put some emphasis on protein transparency, regional flavour novelty, and functional advantages like muscle recovery and bone strength. Personalized messages will be delivered through digital fitness influencers, gym partnerships and health professionals. Another sub-brand of plant protein proteins will address the demands of vegetarians and the environmentally-minded customers where MusGain Pro will offer a distinctive product in a South Asian protein market projected to reach US $ 1.74 billion in 2025 at a 5.8% CAGR (Statista, 2025).

[bookmark: _Toc215041070]Marketing Mix Strategy (4Ps) of MusGain Pro
The marketing mix encompasses the key aspects or ingredients that make up a company's entire marketing strategy. Furthermore, it includes the external and internal variables that influence a company's marketing activities, which the marketing manager must manage strategically to produce a successful program (Borden, 1964). McCarthy (1964) demonstrated the “marketing mix”, often referred to as the “4Ps”, as a means of translating marketing planning into practice. These 4Ps are required to utilise while making marketing strategy and these are Product, Price, Place, Promotion.
Product: According to Kotler and Amstrong (2010),“the product is what can be offered to the market, to get attention, to be the acquisition of used or used, and can satisfy the wants or needs.” The products by MusGain Pro need to be science-based to suit the global innovation concept of Nestle. The mix will include: 
1.     Fast absorbing whey protein shaking beverages ready to drink (RTD) that are targeting active users. 
2. 	Easy to use on the go and cheap to trial, a single-serve sachet (powder) is highly popular with the majority of users. 
3. 	Powder packs containing micronutrients, which are of daily nutritional value and are used by families. 
4.     High-protein recovery, elderly, or post-illness, high-protein versions, of clinical grade. 
Also, it may be needed to include a plant-based protein (pea or soy) in case vegetarians or ethics/environmentally concerned people will purchase it. This aligns with the focus Nestle places on new ideas, health and diversity (Ang, Leong and Kotler, 2000).
Moreover, the packaging and branding should demonstrate a scientific trust. The label will include such information as the number of grams of protein per serving. The claims will be supported with the Nestle R&D, and the packaging will also be made of the recyclable material. It displays the quality and sustainability that Nestle endeavours to maintain, in accordance with its philosophy on a world-wide level.
Price: According to Yudelson (1999), the price should encompass the acquirer's monetary, time, and effort invested in purchasing the goods. MusGain Pro will adopt tiered (multifaceted) pricing, one of the strategies adopted by Nestle. At the upper scale, premium RTDs are aimed at city shoppers who are fitness-conscious. In South Asia, low pricing of sachets will attract price-sensitive mass-market buyers to enable them to try them. The value-based price of family-size packs will attract the mainstream consumers that will value nutrition over brand name.
The pack-price ladders are also used, Nestle offers smaller sachets to be convenient and bigger packs to serve cheaper. The occasional discounts or deal bargains to make the trial and repeat purchase transactions take place, particularly in the growing market. These are the choices of good-better-best which cater to various customer groups.
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Source: https://www.researchgate.net/publication/329124771
Place / Distribution: According to Matola (2009), distribution refers to the decisions and acts involved in moving items from production to consumption. The distribution strategy will be based on Nestle's developed imperium network. Moreover, this marketing mix can be applied in alignment of segmentation and targeting of the expected consumers in the regional areas. In fact, MusGain Pro will reach:
1. RTD to gyms, fitness centers and convenience stores in metro cities to performance-oriented customers. 
2. supermarkets, local groceries, pharmacies and college cafeterias with sachets to target the young adults and the students. 
3. family-packs in large retail chains and hypermarkets among other products of family nutrition. 
4. clinical formulas via healthcare and medical nutrition channels- hospitals, clinic, pharmacy- via Nestle Health Science networks.
The customers in the cities and urban and semi-urban areas will be served by e-commerce platforms like Amazon and online grocery stores locally. The personal online Nestle platform may also be used. This reflects on the extensive distribution and local channel adjustment at Nestle.
Promotion: Promotion refers to market communication through individual selling, advertising, direct marketing, public relations, sales promotion, and sponsorship. Promotion allows companies to communicate with consumers about their products (Khan, 2014). Marketing will be a combination of international and local appeal. The strategy consists of digital, retail, and healthcare avenues.
1. In store marketing: This promotion technique is specially designed for gyms, supermarkets, and pharmacies. The part of sampling will generate trial particularly new local flavours (mango, cardamom). Any improvement and other feedback from local customers can be obtained directly from the stores.
2. Loyalty and subscription: Nestle provides subscribe-and-saves in e-commerce and promotional packages (e.g., RTD plus sachet bundle). Gym-goers or healthcare partners also can be rewarded. This promotional technique is highly aligned with Nestlé's brand trust and motivation to the existing customers.
3. Publicity in health care: MusGain Pro might collaborate with diet professionals, hospitals, and clinics. Furthermore, it can sponsor seminars and protein recovery, ageing and clinical nutrition materials available to consolidate the image of Nestle advanced nutrition science.
4. Digital and social media: Collaborating in-key market team fitness influencers, nutritionists and micro-influencers (India, Pakistan, Bangladesh), this promotional strategy will help MusGain Pro establish a position in the regional markets. The content will focus on the evidence-based benefits, actual application (to the gym, everyday), and protein transparency (quantity of each serving) (Saini and Mukul, 2012).
5. Mass media: The new brand of Nestle can be advertised through TV, radio, and outdoor advertisements in regional languages to create awareness on the issue of protein deficiency and wellness. Trust and cultural resonance can be enhanced with the help of local celebrities (sports, film). Some of the messaging will be based on the philosophy of shared-value of Nestle, which is health, well-being, and sustainable nutrition.
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Nestle presents MusGain Pro, a newly launched brand for South Asian regional strategic market entry with a new product line of protein nutrition market. The brand is motivated by rising fitness and expanding health consciousness particularly to the active and young generation. MusGain Pro combines global expertise of Nestle in nutrition with forecasting the perception and trends to the regional long standing protein deficiency of the youth which is designed as product oriented and science backed protein brand to become convenient, economic and high-quality supplementation.
A multi faceted product orientation with strategic alignment, the brand is driven to develop RTD (ready to drink), premium specifications for focused customers, economic and affordable sachets for regular masses, specialised clinical solutions for ill and aging population (Galaz, 2019). Due to this structure, MusGain Pro promotes to acquire both market penetration and value positioning.
 In fact, MusGain Pro can align in competitive strength since the brand is concentrated on accessibility, affordability (economic) scientific credibility and sustainable solutions. Its promotional strategies converge separate skeptical considerations of setting omnichannel distribution such as gymnasiums, medical settings to virtual platforms via influencer led promotion, transparent labelling to strengthen the customer trust and loyalty (Soewartini, Effendi and Kaltum, 2017).
In conclusion, MusGain Pro appeals to measurable growth potential in a competitive market category with strong brand recognition support from Nestle to the investors. Delivering reliable solutions to improve, strengthen and provide wellness to the customers, the brand can ensure the supply chain alliance as required.
[bookmark: _Toc215041072]Overall Reflection of the New Brand Strategy
Nestle's launch of MusGain Pro from the south Asian region demonstrates a clear, research-based approach to entering a highly growing protein nutrition market. This plan is part of Nestle's longer-term Nutrition, Health and Wellness (NHW) agenda, and capitalizes on the Company's strong investment in R&D to address an age-old problem in South Asia: high prevalence of protein deficiency among young people and adults.
The brand focuses on scientific credibility, affordability and accessibility, which gives it a good position in an intense field where trust and practical benefits are the most important. Formulating a comprehensive marketing strategy by developing the MusGain Pro brand, it represents a conceptual and sequential learning process designed in trend analysis, strategic dimension, and market entrance. The marketing strategies are used to provide a deep knowledge by integrating theoretical marketing frameworks with real world phenomena and market mechanisms, through portraying the abstract theoretical concepts into practical marketing decisions.  
It requires thorough strategies of the segmentation, targeting, differentiating and position of the market by identifying and analysing the key elements through a critical investigation of South Asia's physiological, socio-economic trends, the patterns of lifestyles and attitudes towards health and wellness. This illustration shows how the use of the demographic and psychographic data can be transformed into actual market opportunities, instead of basing it on generic assumptions (Kotler and Armstrong, 2010).
The marketing mix (the 4Ps) is used to drive the brand's strategic direction. The product portfolio is extensive and suitable for the diversity of local markets. Tiered pricing makes MusGain Pro affordable yet attractive for the premiums and for those who want a bargain. Nestle's existing channels drive the distribution strategy to link each of the products to the appropriate customer touchpoint -- gyms for ready-to-drink (RTD) options, supermarkets and pharmacies for bulk packs, and hospitals for clinical formulations. Promos are powerful with a digital first influencer strategy, healthcare endorsements, test and taste programmes, and reach and reach campaigns. This omnichannel strategy reflects the consumer lifestyles of the modern South Asian population, where digital sector penetration and health awareness is increasing.
Overall, MusGain Pro's marketing strategy makes sense and is market aware and scalable. It combines Nestle's strengths at the international level with regional realities for consumers, employs a smart segmentation and lets accessibility come high, not at expense of scientific rigor. This sets MusGain Pro for high growth and sustainable competitive edge in South Asia's evolving protein market.



[bookmark: _Toc215041073]Conclusion
MusGain Pro's marketing strategy reflects a proper entrance plan to enter the South Asia protein nutrition market. The plan combines Nestle's international nutrition knowledge and regional specific health insights. With increasing awareness around fitness and a deficit of protein in the body standing at long, the brand presents a multi-tier product range - ready to drink (RTD) beverages, high-end variants, affordable sachets and clinical formulations. This is to achieve accessibility and value for different sections of consumers. The strategy involves being affordable, scientifically credible, and sustainable to be unique in a competitive landscape. MusGain Pro can sell their products through gyms, medical facilities, retail stores, and online. Influencer-to-lead promotions and transparent labelling for trust and visibility. Overall, the strategy is positioning the brand for strong growth and long-term market penetration.
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Marketing Strategy Pitch-

NESTLE PRESENTS

Nestié

MusGainPRO

MusGain Pro is a strategic entry of
Nestle into the South Asian Protein
Market, rising health conscious and
fitness dedicated young youth and
its regular customers.

Young adults with high health cencerned,
willing to use high quality protein shakes,
having middle income level, choosing
ethical plant-based option seek nutrition,
high absorbtion rate since most of them
are gym goers, athletes facing protein
deficiency at regular basis (Sharma et al.,
2006).

Product: customer centric product
lines would create MusGain Pro
appealing to a new market. The brand
offers ready to drink (RTD), cheap and
single serve sachets and high recovery
packs with micronutrient elements (Ang,
Leong and Kotler, 2000)

Young customers who are health conscious,
economic and fitness dedicated search for a
trusted, credible protein brand that can serve the
best supplementation as required (Baker et al.,
2002).

Nestle, having scientific credibility, can take the
opportunity by promoting MusGain Pro as brand
potentially expansion through entering new
markets.

Price: one of Nestle strategies, tiered
pricing (multifaceted pricing) will grapple each
income level of customers. Premium to value
offering is a wholesome package for health
conscious individuals.

MusGain Pro's marketing strategy reflects a proper entrance to
South Asian protein market by being scientifically credible,
accessible, affordable and sustainable option. Overall, the
strategy is positioning the brand for strong growth and long-

term market penetration.
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