
 

 

Executive Summary 
 

 This marketing plan is based on the 4 P’s in the marketing mix: price, product, promotion 

and people (people are more applicable than place) 
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1. Strategic Analysis  
 

a. Vision  
 

Emsa is a brand specialized in designing solutions for storing and transporting food 
and drinks. Through the “Emsa x uTwente – Refresh and Sustain” initiative Emsa aims to 
enhance their product range through new ideas based on their current strong points. Emsa is 
good at delivering high quality, German made, plastic products designed for transporting and 
storing food.  



On the other hand, even if Emsa products are present in the international market,  
Emsa is a well-known company in Germany, but is not as renown in other parts of the world. 
This could be one of the weak points of the company.  The SWOT analysis below further 
describes the strong and week points of the company.  

Considering the current positioning and initiatives of the company some goals can be 
defined for the next 5-10 years:  

- Developing a new (batch of) product(s)  
- Target new consumers   
- Become more renown in the international market  

 
 

b. Mission Statement  
 

Emsa defines their mission statement: “Whether at home, in the garden or on the go: 
We want to inspire you every day anew – with innovative products, trendy colours, excellent 
designs and the very best functionalities.” (1) Through the development of a new product for 
Emsa it is a must to develop a product that reflects the mission statement of Emsa. For this 
purpose, the visual language of Emsa needs to be studied.  

The brand visual language indirectly communicates a brand’s values, mission and 
personality through design: this includes: logo, typography, colour, shape, materials and 
finish. Through the style analysis the colours and shapes used by Emsa will be studied and 
described.  

 



• Emsa’s visual language 

Colour 

 When taking colour into 
consideration, it can be said that 
Emsa’s products are characterized 
by bright colours; often products 
come in a diverse colour range. A 
good representative of Emsa’s 
affinity with colours is Samba: 
Samba is a vacuum jug that comes 
in an extensive range of colours, in 
mate and glossy shades. 
Transparency is also frequently 
used in Emsa’s products.  The 
infographic in figure 1 describes 
the range of colours Emsa uses for 
Samba and other products.  

 

 Shape 

 Emsa has a wide product range and a diverse product geometry. To describe Emsa’s 
style a distinction will be made between products used to store drinks and products used 
to store food.  

Products made for drinks 

 

  The product made for drinks are 
characterised by a clear axis of rotation, thus are 
round and symmetric. Some of the products 
made to store drinks have a handle with tapered 
edges of different radiuses. The products are 
defined by clean, convex curves.  

 

Products made for food 

 The products designed for storing food 
are mainly characterised by a basic rectangular 
shape, with clean tapered edges. A few products 
from the food storing batch are described by 
revolved bodies around an axis of symmetry, 
shaped similarly to the drinking containers.  

 

Figure 1 - Emsa's colour range 



c. Values  

• SWOT analysis  

 

Strength Weaknesses 

• Solving a problem where no 

solution is for yet.  

• Big target group. 

• Can use already existing boxes. 

• Emsa is already a well-known 

strong brand.  

• Can be experienced as overengineered 

or not useful.  

• Might make your bag too heavy. 

Opportunities Threats 

• New target group. 

• Made in Germany. 

• Cheap to make, can be sold for 

high prices. 

• Problem might not be apparent to all 

customers 

• Already some competitors on the market.  

 
 
 
 
 

2. Analysis of Market  
 

a. Demographics and Segmentation 
 

Demographics are used to 
determine the size and spending power of a 
potential market. During this demographic 
study age will be used as a variable for 
segmentation. 3 generations with significant 
purchasing power are distinguished: 
Boomers, Millennials and Gen X. The graphs 
below (source 2) describe the percentages 
of population represented by the 
generation, workplace stability and buying 
power.  

Figure 2 - % of generations in population 



Figure 2 shows that Millennials have 
become the largest population. Millennials 
represent 25% of the global population, 
roughly 1.9 billion people, thus a large group 
to target. On the other hand, Gen X 
represent 20% of the global population, 
forming the second largest global 
population based on age.  

The number of representatives is 
not the only important variable, other 
factors need to be taken into consideration 
like: financial potential and stability. Figure 3 
shows that millennials are less prone to 
voluntarily switching jobs compared to other 
generations at the same age. This could hint 
towards a good financial stability of the 
group.  

Figure 4 compares the spending 
power of the 3 distinguished generations 
and “post millennials”. It shows that 
Millennials and Gen X have the highest 
spending power now, and that Millennials 
are prone to overtake Gen X in the following 
years.   

From the date described above it 
can be concluded that Millennials and Gen Y 
are big market segments that also have 
purchasing power, thus groups with high 
market potential. Those factors are going to 
be considered when selecting the target 
market.   

 
 

Figure 3 - job stability and millennials 

Figure 4 - buying power 



b. Target Market 
 

After studying the 
potential of the market based 
on age segments a target 
market was chosen. A segment 
consisting of both Millennials 
and Gen X is distinguished: 
young professionals; this term 
refers to “individuals in their 
20’s and 30’s typically 
employed in a profession or 
white-collar occupation” (2). 
The product is developed for 
this market segment, but other 
segments can possibly relate 
to it.  

Figure 5 shows a study of 
the target group, depicting a 
group of possible members of 
the target group and 

describing the environment and context in which the product will be used: the developed product will 
be in line with Emsa’s current products, thus relating to food storage; one of the possible contexts is 
lunch break. The environment is depicted as an office environment, where people with white-collar 
occupation.  

The color and materials pallet are depicting neutral colors typically found in office environments 
and office clothes. The conclusions of this study are that: a big time is spent in the office and on the 
go, meaning that improving their mobile life is a must.  
 

c. Market Need 
 

In order to assess the wishes and needs of the target group, a survey consisting of 5 
multiple choice questions and 5 open questions was sent out. The survey generated 82 
responses from representatives of the target group. The most important results are shown 
below.  

 

• Survey results 

 

1. How do you arrange your lunch during university/work days? 

Figure 5 - style analysis 

Answers

pre packed lunch going to the store during lunchbreak

I eat somewhere other



 
 

 

2. Do you bring along anything to store drinks warm or cold? 
 

3. What encourages you to buy lunch from the supermarket or pack 
something form home? 

4. What problems do you encounter while bringing food or drinks along/ 
what is discouraging you to bring food or drinks along for lunchbreak. 
Shortly describe the issues encountered below. 
 

• Inconvenience caused by the size of lunchboxes, too 
bulky 

• Time management  

• Food leaks or smells  

• Cold food doesn’t taste as good 
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5. If there were no warm drink facilities at your workspace would you bring 

warm drinks from home? 
 

 
 

6. What do you usually eat for lunch? 

• Sandwiches 

• Warm meals 

• Variation of pasta  

• Food from the canteen 
 

7. What are the disadvantages/advantages of the lunch transporting 
methods you are using? Leave a short description below. (if you don't 
transport lunch describe why) 

• Advantages 
o You can store  a lot 

• Disadvantages 
o Washing is also time consuming 
o Transport 
o Leaking  
o Little variation 
o Things mix through compartment walls 
o Only fit sideways 

 

 

• Conclusions 

 

Through the survey it was found out that target group faces problems with leaking, 
transport and the size of the boxes. Considering Emsa’s current portfolio, the leaking problem 
has been addressed by introducing the Emsa seal, thus the remaining problem we want to 
address is the size of the lunchboxes.  

 

 

Answers

yes no



3. Value proposition  
 

 

a. Value Proposition Canvas  
 

1. Understanding the consumer 
1.1 select consumer segment 

The selected consumer segment 

is young professionals 

1.2 consumer jobs 
a. put and take lunchbox from 

laptop bag easily 
b. enjoy the food in the 

lunchtime in working place 
1.3 consumer pains 

From the survey, it has been 

concluded that people fear the 

fact that lunchboxes leak or that 

the food will start smelling, it will 

influence the whole 

environment of working place. 

Another frequently mentioned 

discomfort is that the lunchboxes are too bulky.  

1.4 consumer gains 
Young professionals often spend 

their life on the go thus need to 

eat while away from home: some possible expectations are:  

a. suitable lunchbox and snack box which fit the laptop bag well 
b. the foods in lunch box will not leak or start smelling in the bag 
c. The lunchbox should be convenient to carry in a laptop bag 

 

Figure 6 - completed value propostition canvas 

Figure 7 - outcomes 



2. Value map 
 

2.1  
2.2 Products and Services 

 
 

The product line consists out of 

4 parts: a lunchbox, a snack 

box, a bottle and an encasing 

(sleeve) that contains all the 

above. The encasing is referred 

to as slimfit, while the whole 

product line will be referred to 

as slimline. It will be further 

described how the decision to 

design those products was 

made. The idea behind re-

designing the Emsa lunch and 

snack boxes is the size: this 

specifically relates to the issues 

identified in the analysis phase.  

 

A bottle is designed in order to fit the whole set: it will be 

designed for storing cold beverages since the results of the 

survey showed that most people carry water bottles, not 

warm drinks. Finally, the encasing (sleeve) is designed to 

provide a separation between other items in the bag and 

provide easy access to the food. A slim sleeve which could 

convey Emsa lunchboxes and snacks, the sleeve makes sure 

that the food would not leak and let the bag become smelling. 

On the other hand, the sleeve is fit to laptop bags perfectly, 

and consumers could take the lunchboxes or snacks out easily.  

 

2.3 Pain Relievers 
 
a. The encasing (sleeve) is dividing the 

lunchbox and bags, the food leaking is 
prevented and there would not be smell in 
other items in the bag. 

b. The sleeve is slim enough to fit the laptop 
bag, it could get along well with other items 
in the bag, thus called slimline  

c. The sleeve has wider top opening (6cm) and 
narrow bottom (5cm), it would enable that 
consumer could put their hands easily to 
the opening and save some spaces in the 
bag. 

d. Bottle designed for refill 



 
 

 
2.4 Gain Creators 

 
 

a. Young professionals could 
put and take lunchboxes and 
snacks to or from the laptop 
bag easily with the slim 
sleeve. 

b. The consumers would never 
worry about food leaking or 
smelling in the bag with the 
help of the sleeve 

c. The sleeve suit including 
lunchboxes and the bottle 
could bring better food 
storage in laptop bag and 
better lunch experience  
 

 

 

 

4. Marketing Strategy 

a. Estimate the price  

• Pricing Strategy 

 

When estimating the price, the pricing strategy is important. Because this kind product 

has no direct competitors on the market, and it is developed based on the needs of the 

target group, so the pricing objective is to maximize current profit 

• Determining demand 

 

It is assumed that the target group is not too sensitive to the price, because: a) the 

product is new to the market b) young professionals have high incomes, and the 

expenditure is a small part of the buyer’s total income c) The product is used in 

conjunction with assets previous bought (they have bought series lunchboxes of Emsa or 

other similar products) d) Buyers cannot easily compare the quality of substitutes e) It is 

an infrequently purchased product: it can be bought once and used for years. 

• Estimate Costs 

 

 

After performing a cost estimation, we can conclude that the total cost for the first 

10000 products will be 141,307.51 euro. A more detailed estimation is found in part 5: 

Summary of Financial Projection 

 

Figure 8 - outcome 



Total fixed cost 346000 Euro 

Total variable cost 9,74 Euro 

Total costs for the first 10000 products 141,307.51 Euro  

 

• Analysis of competitor’s  price mix 

 

There are no direct competitors now, yet it is important to consider how much people 

are willing to spend on a lunchbox when designing an organizing unit for lunchboxes (10-

30 euro)  

• Selecting pricing method 

 

The pricing method we choose is value-based-pricing.  The aim of the product is to 

provide young professionals a better food storage experience, tailored to their needs 

and context.  

 

Consumers Young Professionals 

Value Better food storage experience 

Price - cost Fixed + Variable costs  

Product Sleeve 

 

• Selecting final price 

 

Considering the cost estimation and the other analyses performed we choose the final 

price to be around 30 Euro. This includes the whole set: lunchboxes, bottle and sleeve. 

b. Distribution plan 
 

The company could choose pull strategy to let consumers aware this kind of product’s 

benefits and attract them to buy it. Customers can order the product online, through the 

retail websites like (bol.com) , but also through retail resellers in stores. 

For distribution we will rely on Emsa’s current distribution plans and retail resellers: this 

varies on whether the products are produced in Germany or in China.  

 

c. Communication strategy to promote the product to the relevant segments 
 

Considering the age group of promotion through social media is important, thus the focus 

will lie on social media communication. Pinterest, Instagram, Facebook and YouTube 

provide tools that can help reach representatives with interest in buying the product.  

 

Advertising on Television will not be used because young professionals prefer streaming 

services like Netflix instead of Television. Besides that, costs are also very high.  



Promotion can also be made through stands and advertising panels at selling points: this 

can grab the attention of the customer when the product is at reach and can be purchased 

immediately just like online advertisement.  

 

For the promotion, it is a must that the viewer understands and relates to the use of the 

product. Therefore, the product will be presented as a solution for those that have limited 

space in their bags, or struggle with organizing it. In the advertisement the focus needs to 

lie on how practical the solution is.  

 

5. Summary of financial projection 
 

A cost analysis was conducted to give an indication of the different costs and potential 

profits. Per point of the costs analysis there is a description of estimated prices and how 

those were established. Three 

scenarios were analyzed: the worst, 

expected and the best scenario. The 

worst scenario is 50% higher costs 

than the expected scenario and the 

best scenario has 50% lower cost than 

the expected scenario. There are also 

two scenarios concerning the sales 

price of the entire SlimLine package. 

Scenario one is with a sales price of 

€30, the original sales price. The 

second scenario is with a reduced 

sales price of €20, in case of 

unexpected circumstances, such as 

new competition. Thus, in total six 

different scenarios are calculated with 

six different profits or losses. 

According to the calculations the 

breakeven point of our product is at 

2,199 products for a sales price of €30 

A cost calculation for when the sales 

price is less than €30 is also made. 

Let’s say that the sales price will go 

down to €20, due unforeseen 

competition or other circumstances. 

According to the cost calculations 

(appendix). When EMSA sells the product for €20, the breakeven point is reached at 4,765 

pieces. That is an additional 2,647 pieces compared to the scenario of €30 

 
 

 



 

6. Summary of production plan  
 

The aim is to produce ten thousand products the first year. Based on the results of our survey 

we expect demand for our product to be at least this high. To produce the product some new 

injection moulds, must be made. The most expensive part to be produced, the lid, is the same as 

the lids EMSA currently use in their Clip & Go line. This means we save cost on production here. 

We estimate the total production cost to be around €50.000, -. 

 

 

 

 

 

 

 

 

 


