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Abstract

In response to rising health consciousness and the growing influence of slimness-
oriented aesthetics, the traditional confectionery industry is facing increasing tension be-
tween its high-sugar product image and shifting market trends. This study analyzes Nestlé
as a focal case to explore how a leading confectionery company restructures its new prod-
uct development (NPD) strategies under health-driven market pressures. Drawing upon
the Resource-Based View (RBV) and the VRIO framework, this research adopts a case
study approach using secondary data, integrating industry analysis, value chain mapping,
and competitor benchmarking.

Findings reveal that Nestlé leverages an integrated innovation framework—namely
the Product Innovation Methodology (PrIME), the Nestlé Nutritional Profiling System
(NNPS), and a Sustainability-by-Design process—to build a consumer-centric NPD model
that balances health, preference, and sustainability. Furthermore, Nestlé’s open innovation
strategy—through partnerships with academic institutions and innovation accelerators—
extends its capacity to drive health-oriented transformation in traditionally indulgent cate-
gories. Compared with its competitors, Nestlé demonstrates a higher level of institutional
maturity, cross-functional alignment, and scientific rigor, reinforcing its competitive ad-
vantage in the increasingly health-sensitive confectionery sector.

This research provides strategic insights into Nestlé’ s approach to healthy product
transformation in confectionery, offering broader implications for food companies seeking
innovation pathways in health-conscious markets.

Keywords: Nestl¢, Food and Beverages Industry, Confectionery Market, New Product
Development, Strategy Analysis
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Organic Food Sales In The United States From 2005 To 2023

(in billion U.S. dollars)
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International

Mondelez, | 2024 FINANCIAL HIGHLIGHTS

NET REVENUES BY CATESORY (ROUNDED) (e nevenves oy neGion mouNoeD)
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EETES 452% | 45.9% | 46.7%
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&mmM)E&%ﬁﬁﬁﬁﬁTﬁmﬁﬁﬁﬁﬁﬁﬁ’ﬁﬂ%§ﬁ$ﬁ§wﬁ§ﬁ
RIEIRE HE -

32024 & 8 7 > % % 7 F 7 &£ Mark Schneider #-> 8 * Kiriz > d BT
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e
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#4541 (Powdered and Liquid Beverages ) ~ §¢ 47332 (Pet Care) ~ 4 % &2 i 4 5
( Nutrition and Health Science ) ~ 7¢ #] 3 22 % 43 vA 4L (Prepared Dishes and Cooking
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188.8 sy L2 8 » i ¥ Purina %4 e 3 Feni D AR YR L EEPE T
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FY-2024 Products - topline summary

FY-2024 sales

Sales RIG Pricing oG

(CHF m) % % %

Powdered and Liquid Beverages 24598 1.6 1.7 83
Water 3180 -1.0 3.2 2.3
Milk products and Ice cream 10397 -0.7 0.1 -0.6
Nutrition and Health Science 15137 1.9 0.9 2.8
Prepared dishes and cooking aids 10711 -2.2 0.5 -1.7
Confectionery 8449 -0.2 6.4 6.2
Petcare 18 882 2.1 0.6 2.7
Total Group 91354 0.8 1.5 22

47 February 13, 2025 Full-year results 2024 N ﬂe Go od, Good life
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