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NOTO: Where Indulgence Meets HealthNOTO: Where Indulgence Meets Health

Delightful & Healthy: Crafted with finest naturalDelightful & Healthy: Crafted with finest natural
ingredient's.ingredient's.

  Nutritious & Flavorful: Ensuring each scoop is asNutritious & Flavorful: Ensuring each scoop is as
nutritious as it is flavorful.nutritious as it is flavorful.

  Guilt-Free: Each scoop is under 100 calories.Guilt-Free: Each scoop is under 100 calories.

  Popular Choice: Over 1.5 lakh units sold.Popular Choice: Over 1.5 lakh units sold.

  Founded in 2019: By Chef Varun Sheth and DesignerFounded in 2019: By Chef Varun Sheth and Designer
Ashni Shah.Ashni Shah.

INTRODUCTION



1. 1. PRODUCTPRODUCT
  Health-Conscious IngredientsHealth-Conscious Ingredients
VarietyVariety
  PackagingPackaging
  Nutritional Information TransparencyNutritional Information Transparency
  Flavor InnovationFlavor Innovation  

2. 2. PRICEPRICE
Value based pricingValue based pricing  
  Promotional pricingPromotional pricing

3. 3. PLACEPLACE
e-commerce platformse-commerce platforms
  Strategic Collaborations with gyms and yogaStrategic Collaborations with gyms and yoga
studiosstudios  



4 4 PROMOTIONPROMOTION
Content CreationContent Creation  
Seasonal CampaignsSeasonal Campaigns  
Interactive EngagementInteractive Engagement
User-Generated Conten tUser-Generated Conten t

  5 5 PROCESSPROCESS  
Low-Temperature PasteurizationLow-Temperature Pasteurization
Rigorous Quality ControlRigorous Quality Control
Freshness PackagingFreshness Packaging
Transparent Sourcing (CRM , TMS)Transparent Sourcing (CRM , TMS)
  Continuous InnovationContinuous Innovation  

6 6 PEOPLEPEOPLE
EmployeesEmployees  
CustomersCustomers
InfluencersInfluencers  
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DemographicsDemographics  
AgeAge  

IncomeIncome  

PsychographicPsychographic
Lifestyle (dieticians ,Lifestyle (dieticians ,
nutritionist, healthnutritionist, health

enthusiasts )enthusiasts )  
ValuesValues  

BehavioralBehavioral  
OccasionsOccasions  

UsageUsage  



CUSTOMER 
JOURNEY  
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RESEARCH & BROWSINGRESEARCH & BROWSING  



SELECTION & CHECKOUTSELECTION & CHECKOUT  



DELIVERYDELIVERY  

Noto icecream

kiara123@oksbi

kiara123@oksbi

Noto Ice creams



SHARING & LOYALTYSHARING & LOYALTY  



EXPERIENCEEXPERIENCE  



JOURNEY REFLECTIONJOURNEY REFLECTION



DISCOVERYDISCOVERY  

INITIAL INTERESTINITIAL INTEREST

RESEARCH &RESEARCH &
BROWSINGBROWSING

SELECTIONSELECTION    &&
CHECKOUTCHECKOUT EXPERIENCEEXPERIENCE

SHARING &SHARING &
LOYALTYLOYALTY

JOURNEYJOURNEY
REFLECTIONREFLECTION



BUYER
PERSONA



MEDIA TOUCH
POINTS

INTERESTSINTERESTS

Recommendations from

fitness influencers she follows.

Promotions and discounts on

food delivery apps.

TRIGGERS 

  BUYING BEHAVIOURBUYING BEHAVIOUR

Alex Decosta is passionateAlex Decosta is passionate

about coding he is an IT studentabout coding he is an IT student

who likes gaming and spends hiswho likes gaming and spends his

majority of his time on pc hemajority of his time on pc he

likes ongoing fasionlikes ongoing fasion

COMFORTCOMFORT

STYLESTYLE

QUALITYQUALITY

REVIEWSREVIEWS

INSTAGRAMINSTAGRAM
YOUTUBEYOUTUBE
REDDITREDDIT
BUMBLE/HINDGEBUMBLE/HINDGE



Concerns about the product's

alignment with her strict vegan

diet.

Limited flavors or options that

cater to her specific dietary

preferences.

BARRIERS
Endorsements from trusted

health and vegan influencers.

Opportunities to sample the

product through events or

collaborations.

TRIGGERS: 

A firm vegan, Kavya isA firm vegan, Kavya is

passionate about maintaining apassionate about maintaining a

diet that aligns with her healthdiet that aligns with her health

goals. She finds time to exploregoals. She finds time to explore

new vegan recipes and oftennew vegan recipes and often

shares her culinary creations.shares her culinary creations.



Limited awareness or skepticism

about the health claims of the

product.

Preference for brands that offer

bulk buying options or family packs.

BARRIERS
Positive reviews and
recommendations from other
parents.
Availability of the product in his
preferred online grocery stores.

TRIGGERS: 

Rajesh leads a comfortableRajesh leads a comfortable

lifestyle, balancing hislifestyle, balancing his

professional responsibilitiesprofessional responsibilities

with a strong commitment to hiswith a strong commitment to his

family's health and well-being.family's health and well-being.

Maintaining a balanced diet isMaintaining a balanced diet is

crucial for Rajesh.crucial for Rajesh.



COMPETITORS
ANALYSIS



DIRECTDIRECT  
COMPETITORSCOMPETITORS

ASPIRATIONALASPIRATIONAL
COMPETITORCOMPETITOR

DIRECTDIRECT  
COMPETITORSCOMPETITORS



  USP : A REVOLUTION CALLED ZERO.USP : A REVOLUTION CALLED ZERO.  

Low- Calories, High
Protein, Zero Sugar and

Vegan ice-creams,
popsicles, cheesecake,

Ice cream bites, etc.

Competitive Pricing 
&

Value- Based Pricing

125+ Dark Stores
across 16 Cities
E-Commerce –

Zomato, Zepto, etc.

Events and Sampling
Social Media Campaigns

#GoZERO
Collaboration with

Influencers.

PRODUCTPRODUCT

PROMOTIONPROMOTIONPRICEPRICE

PLACEPLACE



  USP : A REVOLUTION CALLED ZERO.USP : A REVOLUTION CALLED ZERO.  

Dedicated Ice Cream Makers
Partners and Suppliers.

Production Process:
 Focus on sourcing and

using natural ingredients.
Maintain Vegan

Certification.

Packaging Design
User-friendly Interface
Customer Testimonials.

PEOPLEPEOPLE

PROCESSPROCESS

PHYSICAL EVIDENCEPHYSICAL EVIDENCE



  USP :USP :    TO HIT THE SWEET SPOT EVERYDAY WITH ITS GUILT-FREETO HIT THE SWEET SPOT EVERYDAY WITH ITS GUILT-FREE
INDULGENCES.INDULGENCES.

Low- Calories, No Added
Sugar and Vegan ice-

creams, Yogurt popsicles,
Protein rich Milk, Ice cream

bites, etc.

Premium Pricing 
&

Bundle Pricing

Supermarkets &
Gourmet Food Stores
E-commerce- Zomato

and Swiggy.

User-Generated Content
Campaigns:

#BrooklynCreameryLove
Health and Fitness

Magazines.

PRODUCTPRODUCT

PRICEPRICE

PLACEPLACE

PROMOTIONPROMOTION



 Within 24hr to 48hrs
Delivery

Effective CRM.

Premium Packaging
Texture and Flavor

Customer Testimonials

Well- Trained staff at
Stores

  USP :USP :    TO HIT THE SWEET SPOT EVERYDAY WITH ITS GUILT-FREETO HIT THE SWEET SPOT EVERYDAY WITH ITS GUILT-FREE
INDULGENCES.INDULGENCES.

PEOPLEPEOPLE

PROCESSPROCESS

PHYSICAL EVIDENCEPHYSICAL EVIDENCE  



  USP : TO FACILITATE HEALTHY AND CONSCIOUS CHOICES THROUGHUSP : TO FACILITATE HEALTHY AND CONSCIOUS CHOICES THROUGH
GUILT FREE INDULGENCE.GUILT FREE INDULGENCE.

High- Protein, KETO,
Vegan, Low Calories- 

Ice cream Bars,
Sandwich, Ice pops,
Kulfies, Chesscake.

Premium Pricing
&

 Discounted pricing 

+100 Stores
Healthy food Stores- eg.

Natures Basket
 Supermarkets 

Zomato, Blinkit, Zepto.

Celebrity Endorsement-
MALAIKA’S FAVOURITIES.

 Influencer marketing (Health
& Fitness coach)

Collaborations with food
Bloggers.

PRODUCTPRODUCT

PROMOTIONPROMOTION

PLACEPLACE

PRICEPRICE



  USP : TO FACILITATE HEALTHY AND CONSCIOUSUSP : TO FACILITATE HEALTHY AND CONSCIOUS
CHOICES THROUGH GUILT FREE INDULGENCE.CHOICES THROUGH GUILT FREE INDULGENCE.

Trained In-Store Staff
Fitness Enthusiasts, Health-

conscious Families, GYM Freaks.

Efficient health-Conscious
Production Process

Streamlined online Ordering.
User-friendly Website

interface.

Sustainable Packaging
Subscription & loyalty programs

Testimonials from Fitness
Experts and Nutritionists.
Featured and Awarded at

multiple Events & TV Shows.

PEOPLEPEOPLE

PROCESSPROCESS

PHYSICAL EVIDENCEPHYSICAL EVIDENCE



HEALTHY

PERCEPTUAL MAPPERCEPTUAL MAP

UNHEALTHY

AFFORDABLE EXPENSIVE



SS WW OO TT



S

Strong Online PresenceStrong Online Presence

SS WW
WEAKNESSWEAKNESS

OO TT
OPPORTUNITIESOPPORTUNITIES THEARTSTHEARTS



Brand offering delicious, healthy ice creamsBrand offering delicious, healthy ice creams
Focus on low-calorie, natural ingredientsFocus on low-calorie, natural ingredients
   Health-conscious individuals Health-conscious individuals
   Fitness enthusiasts Fitness enthusiasts
   Aspirational Competitor: Get-A-Way Aspirational Competitor: Get-A-Way
   Direct Competitors: Go Zero, Brooklyn Creamery Direct Competitors: Go Zero, Brooklyn Creamery





“For health-minded individuals seeking balanced indulgence,“For health-minded individuals seeking balanced indulgence,
NOTO Ice Cream delivers pure satisfaction. With rich flavors,NOTO Ice Cream delivers pure satisfaction. With rich flavors,
creamy textures, and significantly fewer calories and sugars,creamy textures, and significantly fewer calories and sugars,

enjoy every scoop with confidence and joy.”enjoy every scoop with confidence and joy.”



MAKETING STRATEGY

Campaign Name:Campaign Name:    Skip The Guilt with NOTOSkip The Guilt with NOTO

Objective: Create brand awareness.Objective: Create brand awareness.

Mechanics: Encourage participants to create a healthy dessert using NOTO iceMechanics: Encourage participants to create a healthy dessert using NOTO ice
cream and post it on Instagram with the hashtag #HealthyTreatsWithNOTO and Tagcream and post it on Instagram with the hashtag #HealthyTreatsWithNOTO and Tag
NOTONOTO

Rewards: All participants receive a 20% discount on their next order.Rewards: All participants receive a 20% discount on their next order.

5 participants with the best recipes will win NOTO goodies/family packs.5 participants with the best recipes will win NOTO goodies/family packs.

Promotion: Collaborate with a famous fitness influencer to promote the challenge.Promotion: Collaborate with a famous fitness influencer to promote the challenge.



AGENCY



HYBRIDHYBRID
INHOUSE AGENCY+

Cost-Effective 
Scaling

Flexibility and 
Agility

Enhanced Creativity 
and Innovation

Optimized Resource
Utilization

Comprehensive
Coverage

Better Data Integration
and Insights





Marketing Team

SAHIELL THAKKARSAHIELL THAKKAR SHERYA LAPASIASHERYA LAPASIA ANUSHA PAMECHAANUSHA PAMECHA STEPHI NADARSTEPHI NADAR TRICIA DSOUZATRICIA DSOUZA TISHA KAKRECHATISHA KAKRECHA



THANK YOU


