


Cultural trends



A new obsession 
has gripped 

Asian society

According to a study 
conducted by the BBC, South 
Asia’s fitness industry is one 
section of the economy that 
has not been affected by 
recessions or political instability; 
in fact it is booming



Vitamins and dietary 
supplements to be the major 
growth driver in consumer 
health

• Consumer health is set to witness robust 
growth rates overall due to favorable 
influences such as changing consumer 
lifestyles, increasing health awareness and 
emerging preferences 

• Companies present in dietary 
supplements are also expected to invest 
more in marketing activities, with the 
focus set to be more on targeting end 
consumers as well as doctors and 
influential health professionals such as 
nutritionists and dietitians

Source: Euromonitor



• Rising interest in exercise is set to continue supporting growth 
in dietary supplements

• Fitness enthusiasts are often interested in using dietary 
supplements to ensure a balanced diet and help them 
attain their fitness goals

• The number of fitness centres is growing rapidly and fitness 
trainers and nutritionists working at these facilities play a 
pivotal role in increasing awareness of dietary supplements

• The category’s leading brands are expected to continue 
tapping into the growing health and fitness trend among 
urban consumers to increase sales

The rise of fitness culture to fuel growth in 
sales of dietary supplements

Source: Euromonitor



Consumer trust focused on 
global brands

• The consumer base for dietary 
supplements is limited to affluent urban-
dwellers and this means that international 
brands are not at much of a 
disadvantage due to their high prices

• Domestic brands remain almost non-
existent in the category

Source: Euromonitor



Increasing focus on personal 
appearance and personal 
grooming drives demand

• As income levels rise across the region, the affluent 
and sophisticated young urban consumers are 
paying more attention to their appearance

• It is common that personal grooming becomes a 
major concern for young urban-dwellers as soon 
as they begin earning a disposable income

• With exposure to global and Western beauty and 
fashion trends rising due to the increased use of 
the internet, the pressure to be have a slim and 
attractive figure is likely to encourage consumers 
to spend money on weight management and 
wellness products, especially young women

Source: Euromonitor



Rising obesity likely to support 
growth in sales of weight 
management and wellbeing

• The incidence of obesity is increasing in and 
rates are rising fastest among young urban-
dwellers

• Awareness of how to avoid and treat obesity 
is growing and this is set to continue driving 
growth in weight management and 
wellbeing 

• Crash diets and any quick and effective 
workout regimes remain popular among the 
youth. 

• Many consumers prefer to lose weight by 
using weight loss supplements rather than 
altering their lifestyles by making long-term 
changes to their diets and exercise habits.

Source: Euromonitor



Weight Management Sales

•Weight management and 
wellbeing current value sales 
increase by 13% to reach PKR700 
million in 2018

•The dominant category of weight 
loss supplements leads growth in 
2018 as current value sales rise by 
13%

Source: Euromonitor



Competitive 
Landscape 





MyProtein’s presence in the region is relatively small 
since they are not officially available yet. Their 
promotion is mainly done through a dedicated 
Instagram page and through influencers acting as 
brand ambassadors 



MyProtein has a number of sponsored 
athletes that frequently promote their 

products through reviews and 
testimonials 

Deals and discounts are frequently 
offered to their audience



Despite not having an official 
distribution network in the 
region, their promotion 
strategies and use of 
influencers is effective and 
follows their international 
standards 



For most sports nutrition and supplement 
brands, association with the fitness 
industry is the obvious choice

But like most trends, many brands that are 
unrelated to the sports and fitness industry 
have hopped on the band wagon and 
built their positioning around said industry 





Despite being originally perceived as a digestive biscuit, Wheatable 
has, in recent years, positioned itself as a healthy snack that is 

consumed and endorsed by the fitness community 



Wheatable has sponsored 
several fitness events and 
competitions

• Fit in 5 games
• Body Makeover challenge (6 Seasons)
• Cycling marathon



Wheatable incorporates heavy use 
of influencers and celebrities in the 
fitness community to endorse and 
promote the events and the 
product itself



Direct promotion of 
Wheatable has been done at 
gyms across the country



Generic content related to fitness is frequently posted 





Tapal Green Tea has recently 
hopped on the fitness bandwagon 
by using a similar, if not same, 
positioning as Wheatable



They too have sponsored several events 
related to athletic sports and fitness



Tapal Green Tea has also 
used celebrities and 
influencers 

They have had continued 
collaborations with the 42 
Day Challenge 



Direct promotion of Tapal Green 
Tea has also been done at gyms 
across the country





Nurpur entered the fitness 
community with the 

introduction of their Low 
Fat variant. They 

positioned it as a healthy 
drink used by fitness freaks 
and the health conscious 



Their positioning was enforced through a campaign #HighOnHealth which included a 
TVC, a campaign around a fitness pledge and several fitness videos



The campaign included several instructional videos on how to 
perform common exercises





Nutrilov is a relatively new local product to hit the market. It includes 
a range of granola bars that are modestly priced and are available 

online and through several retail outlets 



Their content is limited to static posts that are visually appealing and 
relevant to their audience

They are positioned around snacking as opposed to fitness



Key Take outs

• With the flood of sports and nutrition 
products entering the market and providing 
the same benefits with similar styles of 
communication, it is becoming difficult to 
differentiate between them

• Supplement brands are entering with a vast 
range of products under a single brand 
which is making it difficult for them to have a 
positioning for a single brand

• Most brands are so focused on building their 
positioning around fitness that the actual 
product is getting lost in the clutter



Opportunity 

With most brands being so focused on 
building their positioning around the 
platform of fitness, they are failing to 

build on one very important 
characteristic of their products. One that 
is possibly the most important factor for 

many consumers…

ITS TASTE CREDENTIALS



Communication 
Strategy



Who are we talking to?
Males and Females
Aged 18 to 40
Urban, SEC A,A+

Our target group is not short of ambition. They have 
entered the fitness industry with a goal in mind; to 
become the ideal image they have for themselves 
and they are willing to go the extra mile to achieve it



The Gym Bro
• He is experienced in the world of fitness with possible 

years under his belt. He loves hitting the gym, 
frequenting it 4 to 5 days a week with the aim of 
getting RIPPED, JACKED, SWOLE, SHREDDED and all the 
other slang used to describe him 

• He is constantly researching for new ways to improve 
his gains and understands the science behind his 
workouts (some of it being Bro-Science). He believes 
himself to be very knowledgeable and keeps advising 
others on his methods. He doesn’t blindly believe what 
he reads on the internet and researches further to 
validate the claims 

• He is big on supplements and tries his best to get his 
daily dose of protein and other macros



The Newbie
• He is new to the world of fitness. His goals are likely to 

reduce belly fat and gain some lean muscle mass in 
order to have an attractive physique

• He is serious about his goals but lacks the knowledge to 
achieve them. He relies on the Gym Bros and trainers 
for knowledge and follows their advice blindly. He 
occasionally uses the internet to expand his knowledge 
base. 

• He is open to the idea of using supplements but is 
confused about which ones in particular are right for 
him



Cardio Queen
• She entered the world of fitness with the aim of losing 

weight, dropping dress sizes or maintaining an 
attractive physique. 

• She is serious about her goals and relies heavily on a 
personal trainer for guidance or will be part of a boot 
camp. Otherwise, she’ll be hogging the treadmills on 
the cardio floor 

• She believes that protein shakes or protein bars are only 
for bodybuilders and sticks to low-fat, low-carb and 
other ‘LOW’ kind of diets



What do they have 
in common?

Most people who have not yet made 
the pledge to be fit believe that the 

gym-goers’ biggest struggle is getting 
to the gym where they endure 

strenuous activities like lifting weights 
and running circuits that are not 

exactly fun for most people
But insightful conversations with our 

fitness pals revealed a different struggle



80/20 Rule

Anyone in the fitness 
world knows that exercise 
only contributes 20% to 
anyone’s pursuit to be fit. 
80% goes to nutrition 
which requires 
exceptional discipline 
from the person trying to 
reach their fitness goals



Love-hate 
relationship with 
food

People love food.  It provides 
sustenance. It pleases us 
But it can the enabler and also the 
destroyer of our fitness goals 



When eating becomes 
a chore

The kind of foods that 
need to be introduced in 
to a healthy diet can 
often be tasteless, boring 
and even nauseating 



When making a fitness pledge, 
people have to give up most, if not 
all, the things they love eating

The things that make them happy

The things that most of them cant
live without



The foods that help you 
get through the day

Living a modern life takes a 
considerable amount of energy 
(physical and emotional), and there 
are certain times or moments 
throughout the day where it takes 
every last bit of our energy to keep 
going

In such moments we often reach for 
that snickers bar, sugar-loaded 
coffee or bag of chips



The substitutes aren’t really cutting it

Does a diet soda taste as good?
NO!

Does a sugar-free cookie make 
you feel as good?
NO!

Is fat-free yogurt even good for 
you?
NO!



The addiction is real

Most people experience real withdrawal 
symptoms when they try to cut out 
addictive carbs and sugars from their diet

Symptoms:
Mood Swings
Crankiness
Fatigue

Extreme cravings



Best day of the week

• For most people, a cheat day is the 
best day of the week

• It is the day when they can give in to 
their sins and feel the sugary happiness 
that crave every day 



Guilt-ridden relapses 
are a common 
occurrence which can 
set people back and 
waste hours spent in 
the gym



• For some, getting in enough food is as 
difficult as saying no to comfort food

• Its not easy to get 150g of protein a day 
and fulfill the daily macronutrient 
requirement 



Insight 

Contrary to common belief, the biggest struggle 
that most people in the world of fitness experience is 
not the strenuous activities performed in the gym
but it is every moment not spent in the gym. 
Whether it is beginners, intermediates or seasoned 
athletes; each of them struggle to maintain a 
healthy diet that is required for them to reach their 
fitness goals. Many of them frequently give in to 
cravings and are left stricken with guilt at their 
mistake

They would welcome any solution that would help 
them fulfill their cravings without taking a step back



An ideal world for every 
fitness fanatic 
With a fit body comes misery

But what if it didn’t have to be that way?

What if you could enjoy a tasty snack everyday without packing on 
the pounds?

What if you could enjoy a sweet treat and meet your macros at the 
same time?

What if, you could get that indulgence you crave so much without 
the guilt attached to it?

What if you could have a cheat meal every day without ever 
cheating?



That’s where Grenade 
comes in 
PROTEIN PACKED SNACK
An ideal chocolate bar alternative that is packed with 23 
grams of protein

KEEPING IT LOW
The ultimate indulgent, guilt-free treat containing less than 2g 
sugar per bar

CONTROL THE CRAVINGS
Can be eaten any time of the day to keep those cravings 
under control



Big Idea

Getting fit 
never tasted 
so good



Getting fit never 
tasted so good
Grenade believes that the quality of work 
goes hand-in-hand with quality of life. It 
understands the emotional and physical 
struggles that every person goes through 
when they make the pledge towards 
being fit and believes that life would much 
more fun if everyone was able to have a 
soulful snack everyday 

That’s why every product is made for the 
consumers’ whole lives – not just the part 
that lives in the gym



How do we reach out to 
our consumers?



Emotional advertising to 
encourage behavioural change
Health and Wellness brands often implement 
advertising campaigns which provide rational and 
supportive reasons why consumers should change their 
behaviour

Successful brands spend time understanding their 
target audience’s mind set, identifying occasions when 
they would be most receptive to behavioural nudges



Behavioural 
nudges

Knowledge-based nudges
change behaviour by sharing information 
and increasing knowledge and awareness

Affective nudges
Nudges that play on feelings about food that 
generate emotional responses through 
sensory ques 

Action/behaviour-based nudges 
Nudges that focus on directly steering our 
choices and behaviour through convenience 
enhancements  (making it easier to consume 
healthy options)



Establishing a health brand



4 points to 
ponder

Scientific Claim 

Functional benefit

Emotional benefit

Endorsement



Scientific 
claim 
Category research shows that 
consumers are highly receptive 
scientific claims, even if they 
don’t understand exactly what 
they mean.



Functional 
benefit
A scientific claim needs to be 
further reinforced with the 
benefit that the consumer will 
receive and the affect it will 
have on their body, mind, 
mood etc



Emotional 
benefit 
The functional benefit needs to 
lead to an emotional benefit 
that the consumer will receive 
in order to help them realize the 
higher order benefit of the 
product 



Endorsement 
With so many brands claiming 
to be superior to others, it is 
hard for consumers to pick the 
one that’s best for them. They 
rely on familiar faces and 
professionals to help them 
make that choice



Takes the misery 
out of fitness

I can enjoy a tasty treat that 
makes me happy without the 

guilt of taking a step back from 
my fitness goals

A delicious treat that won't make you pack 
on any pounds 

A healthy  snack that is high in protein, low in sugar and 
made to taste greatFunctional attribute 

Functional benefit  

Emotional benefit 

Higher order benefit 



Content 
Strategy



Establishing 
Taste 
Credential 



Taste what’s inside
• First step for Grenade will be to create 

awareness and at the same time show 
our target audience how tasty and 
tempting grenade bars are

• Content will be focused on revealing the 
ingredients of Grenade bars, their flavors 

• Visual content can show Grenade bars 
being broken up to show the layers inside

• International content can be utilized and 
gifs and boomerangs  can be creating to 
make even more tempting content



Taste what’s inside

• Teaser posts can be created asking 
audiences to guess the flavors 
inside

• Posts can be incentivized with free 
giveaways 



Guilt-free indulgence

• This phase will add human elements into 
the content while still focusing on building 
taste credentials

• Content will show real people in fitness 
settings and attire enjoying grenade bars

• Captions and copies will focus on the 
enjoyment and pleasure one gets 
through the taste of Grenade and 
functional benefits that allow these bars 
to be consumed everyday

• Influencers from within the fitness industry 
can be introduced at this phase but their 
content will focus only photos or 
boomerangs enjoying a bite of the 
Grenade bars



Killing cravings with CarbKilla – Influencer Campaign

• Influencers openly endorse Greande
bars a the product they consume 
when they are having cravings or just 
want a sweet treat for themselves 

• Functional benefits of the product 
need to be dictated by the 
influencers 

• Content needs to feel natural and 
truthful and push the emotional 
benefits of the products

• Video content and static posts with 
detailed captions can be used 



Killing cravings with CarbKilla – Testimonial campaign 

• Gather testimonials where users show 
appreciation towards Grenade bars 
for helping them in their fat loss 
journey by giving them a tasty snack 
that killed their cravings and kept 
them on the path

• Before and after pics can be used 
with the after pictures displaying a 
Grenade Bar

• Video testimonials can be recorded 
which end with the user biting in to a 
Grenade bar



Tasteful 
Rewards

• Content will now focus on 
really getting into the gym

• Fitness enthusiasts will be shown 
doing a strenuous activity and 
then reward themselves with a 
Grenade bar



Tasteful Rewards

#ReachForIt

Video or static posts that 
show fitness professionals 
pushing/pulling heavy 
weights while moving 
towards a Grenade bar 
that seems to be 
motivating them 



Tasteful Rewards

#CatchAGrenade

Video posts that show 
influencers or trainers doing 
an intense circuit and then 
having a grenade bar thrown 
at them from off-screen



Nutritionist 
recommendations

• Don’t restrict the endorsements to 
fitness professionals only

• Nutritionist influencers can add validity 
to the health claims by recommending 
Grenade bars as the healthiest and 
tastiest option to consider 

• Nutritionist can openly say that they 
themselves consume Grenade bars as 
a tasty treat while revealing the 
functional attributes and benefits 



Meal planning 

Use influencers to create pictures and 
videos of how they plan their meals for the 
day while showing Grenade as an essential 
part of their daily meal intake because of 
the macronutrients it provides and the 
cravings that it kills



Myth Busting
Content will be aimed at audiences, especially 
women, who believe that protein is only for body 
builders. Informative posts will be made that 
explain the science of protein and its help in 
muscle recovery which is necessary for both 
men and women

Make the content more relevant by inserting 
other myths believed by women such as lifting 
weights will give you muscles or are bad for your 
ovaries

Female influencers can create video content 
and static posts that clear misconceptions and 
advocate the use of grenade bars in fat loss 
plans and for overall health and fitness



Grocery shopping

#GrenadeGroceryShopping

Create informative videos with 
influencers and fitness 
professionals that follow them on 
a grocery shopping trip where 
they buy all the essentials to their 
meal plans. 
Integrate the purchase of 
Grenade bars to their grocery list 
This will position Grenade bars as 
an essential item for fitness plans 
Dictate the functional and 
emotional benefits of the 
product



Protein Bar Review 
by Health 
Professionals 
• Organic content a nutritionist reveals the truth about 
protein bars beings loaded with sugar and being 
unhealthy

• Can show a nutritionist talking through a grocery 
store picking up items and revealing the ugly truth 
about their health claims or a nutritionist in a closed 
setting having already purchased several protein bars

• Subtly insert Grande bars as having the least sugar 
and therefore the healthiest option

• While this content will be sponsored, it should not 
appear as such



Establishing Strength 
Credentials



Building 
Strength 

Credentials 

• Many individuals (men and women) in the fitness 
industry are attributing strength building as their 
main goal when exercising. Strength has become 
the best indicator of a person’s fitness level

• People are aware of the fact that strength training 
is more effective in burning fat and most trainers 
are advocating the use of heavy weights. Women 
have also taken on this belief and are looking for 
ways to build strength because the heavier you lift, 
the more fat you burn

• Grenade’s protein attributes can aid in strength 
building 



Strong is the new sexy
• A campaign that celebrates strong 

women
• Content will show women lifting heavy 

weights with a pack of Grenade visible 
in the background

• Captions will educate on the functional 
benefits of Grenade that aid in strength 
building and emotional benefits of being 
a strong woman

• Emotional Benefits – Confidence, 
fearlessness, taking on patriarchy, 
breaking stereotypes etc



#StrongerTogether

• Everyone needs a gym buddy. 
Buddies motivate us and help us 
reach our goals

• This engagement campaign 
celebrates the friendships we make in 
the gym

• Ask audiences to share pictures with 
their gym partners using the hashtag 
#StrongerTogether and tagging 
Grenade Pakistan’s profiles on social 
media for a chance to get a free box

• Winners will be asked to post pictures 
with their partners enjoying their prize  



Promotions



Price promotions

Price is one of the biggest barrier to trial. Offer 
seasonal discounts discounts on occasions and use 
flash sales

Occasions:
• Independence Day Sale
• World fitness day sale (26th September)
• Eid Sale
• Women’s day special discounts for women
• World friendship day 2 for 1 promotion (30th July)



Influencer discounts
Have influencers offer discounts through their 
special codes which will be entered in to the 
website before a purchase is made. This code can 
be added to any post that is made by influencers 
or stand alone posts can be made to promote the 
discount code and share by influencers on their 
pages 



Sporting event stalls

• Increase trial by place stall in popular 
sporting events that continually take 
place. Offer free samples and bars for 
purchase 



Generic content



Lifestyle content

Generic content that creatively places 
Grenade bars in situations that depict a 
fitness lifestyle

• A grenade bar sticking out of a gym bag
• Grenade bars between weights in gyms
• Grenade bars being added to 

campaign/hiking supplies



Generic Influencer 
posts 
Generic content of gym-goers and 
influencers posing with Grenade bars 
during their workouts

This method is commonly used by nearly 
all international established brands like 
Shredz, ON, MyProtein etc



Lean muscle maker

Generic Content targeted towards 
people looking to build some muscle. 
Content will focus on the high protein 
content will focus on the protein 
content that helps in increasing 
muscle size and low carb content that 
keeps body fat percentages low



Website



E-Commerce 
Presence 

Most nutrition brands in 
Pakistan have placed their 
products on e-commerce sites 
like Daraz and 
JackedNutrition. Grenade 
should have a presence on 
these platforms in order to 
increase its reach



Website blog 

• Increase the reach of 
Motion Fitness Kinetic by 
placing blog posts on the 
website

• Posts should be related to 
fitness and dieting that 
provide useful tips and 
information to audiences

• The creation of blog posts 
does not need to be 
invested in. Offer 
influencers and existing 
bloggers to further 
enhance their reach by 
placing their posts on the 
site. This will provide free 
promotions for upcoming 
bloggers and influencers 



Website testimonials 

• Place text based
testimonials from fitness 
professionals and 
normal users on your 
website 

• This will add another 
layer of messaging that 
might convince users to 
make a purchase when 
they land on your page



Digital Execution



Post 
Essentials

• Most, if not all, content will try to incorporate the 
functional and emotional benefits of the 
products through caption, creative or script

• https://www.motionfitnesskinetics.com/ will be 
placed in captions of all posts made through 
Grenade Pakistan’s pages as well as all 
influencer posts with a call to action

https://www.motionfitnesskinetics.com/


Digital 
execution 

plan

Post Frequency:
2 posts per week:
1 influencer/campaign post
1 generic/functional post (Branded)

Best time to post:
Influencer Post 
Friday/Saturday – 1pm/8pm
Generic Post
Tuesday/Wednesday – 1pm/8pm



Functional 
and 

Generic 
posts

Taste What’s Inside 
• Duration: 2 – 3 weeks
• Post frequency: 1 post per week

Tasteful Rewards - #ReachForIt
• Duration: 3 – 4 weeks
• Post frequency: 1 post per week

Tasteful Rewards - #CatchAGrenade
• Duration: 3 – 4 weeks
• Post frequency: 1 post per week



Functional 
and 

Generic 
posts

Lifestyle Posts
• Duration: Filler content when no campaigns are 

running
• Post frequency: 1 post per week

Generic Influencer Posts
• Duration: Filler content when no campaigns are 

running
• Post frequency: 1 post per week

Lean Muscle Maker
• Duration: Filler content when no campaigns are 

running
• Post frequency: 1 post per week



Influencer 
Posts

Guilt-free Indulgence 
• Duration: Depends on number of influencers
• Post frequency: 1 post per influencer

Killing cravings with CarbKilla – Influencer 
Campaign 
• Duration: 2 – 3 weeks
• Post frequency: 1 post per week

Killing cravings with CarbKilla – Testimonial 
campaign 
• Duration: Depends on number of users
• Post frequency: 1 post per user



Influencer 
Posts

Nutritionist Recommendations
• Duration: Depends on number of influencers
• Post frequency: 1 post per influencer

Meal Planning
• Duration: Depends on number of influencers
• Post frequency: 1 post per influencer



Influencer 
Posts

Myth Busting
• Duration: 3 weeks
• Post frequency: 1 post per week

Grocery Shopping
• Duration: Depends on number of influencers
• Post frequency: 1 post per influencer



Organic 
Posts

Protein Bar Review by Health Professionals
Duration: 1 - 2 posts only



Strength 
Campaigns

Strong is the new sexy
• Duration: 4 weeks
• Post frequency: 1 post per week

#StrongerTogether
• Duration: 2 weeks
• Post frequency: 1 post per week
• Share consumer generated content


