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TFWA Asia Pacific News
Nestlé launches new trade vision for confectionery in

a downturn market – and introduces latest lines to region
Nestlé International Retail (NITR) returns to TFWA Asia Pacific this year (stand G30) with an upbeat outlook for confectionery. ‘With market growth exceeding that of all other categories, and confectionery proven to be resilient, the current outlook is very positive,’ says Nestlé International Travel Retail head of sales Ian Robertshaw.

Nestlé will be keen to reveal to buyers its compelling shopper and consumer insight that provides a compelling reason why confectionery is the category that retailers should focus on in 2009.

The Nestlé vision calls upon retailers to follow four simple steps to driving sales of the confectionery category:

1) Make it relevant and easy for shoppers to buy confectionery

2) Engage shoppers and drive category interaction

3) Make confectionery accessible to ALL shoppers

4) Display confectionery based on how shoppers shop while creating an enticing environment.

Nestle will help retailers every step of the way with its ‘path to the perfect store’ which outlines how retailers can deliver additional confectionery sales. ‘We’re showing our customers exactly what should be done and we’re providing solutions for every step of driving the opportunity,’ says Robertshaw.

The key is getting the right range in the right place and. Nestlé has proven that by simplifying the range and implementing some discipline at-shelf, sales can grow by up to +15%.  What’s more, proper category management and building on the drivers of premium gifting, children’s gifting, snacking, informal gifting and destination gifting can boost sales more than 20%.   Robertshaw adds, ‘With more than half of purchases made on impulse, the opportunity for extra sales cannot be ignored. We now know what else the confectionery shopper buys in store and which other categories they are likely to engage with. Ensuring confectionery is a part of that journey provides a huge opportunity for both retailers and suppliers and gives the shopper a much improved experience.’ 

The right product is, naturally, also key and Nestlé’s 2009 portfolio meets all the right criteria. In Singapore the company will be focussing on its informal gifting and sharing products, specifically NESTLÉ SWISS, NESQUICK and AFTER EIGHT sharing packs, along with its children’s gifting range which centres on the SMARTIES brand.
INFORMAL GIFTING – NESTLÉ SWISS
NESTLÉ has extended its relaunched NESTLÉ SWISS brand with three new innovative product concepts (five new choices in total).
The new products continue to emphasise the premium nature of the NESTLÉ SWISS range with appealing silver packaging featuring an appetising ‘mountain’ of chocolate pieces blending into an Alpine landscape. Positioned at the top end of the informal gifting sector, the new products are:
GIANT PRALINES 230g  In dark or milk varieties, each flat gift box contains five giant sized  46g individually wrapped pralines, coated with roasted hazelnut pieces. Probably the largest praline in travel retail, this ‘larger than life’ product reflects the simple delights of life and is an ideal gift for friends or lovers.

ASSORTED CHOCOLATES TOWER 460g.  An ideal gift for friends and family to show you care, this tower contains 90 individually wrapped 5g mini-tablets in five varieties: milk, dark, white, hazelnut and praline.

.
CHOCOLATE SQUARES 188g (milk)/200g (dark). A convenient flat pack of 40 individually wrapped 5g mini-tablets – an ideal gift for spouse/partner, lover, friend. Unlike others on the market, individual wrapping makes this particularly suited to the Asian market.

When merchandised together the NESTLÉ SWISS collection now provides an eye-catching display, bringing real premium appeal to the Informal Gifting segment. This year will see a major promotional campaign for NESTLÉ SWISS, taking place in key airport locations globally.
NESTLÉ SHARING. 
To improve and strengthen the NITR sharing offer, the company has redesigned the range to offer greater ‘family’ branding and a clearer, more direct message to the consumer. With a more premium look and greater shelf appeal, the Sharing bag range includes an Everyday selection: KIT KAT, SMARTIES, AERO and new 350g NESQUIK; and a Premium selection comprising QUALITY STREET  and new 550g AFTER EIGHT. The packs are all exclusive to travel retail.
CHILDREN’S GIFTING - SMARTIES

The successful SMARTIES TOPPERS range, comprising Winnie The Pooh, Princesses and Cars continues to be an important focus for NITR during 2009 with the emphasis on the four-pack. The 4-pack  has a new improved design offering stronger shelf impact, and easier display either horizontally or vertically.

Press enquiries: Rowena Holland, Essential Communications. Tel: (44) 1883 62 2748. Fax: (44) 1883 62 6219. Email: row@essentialcommunications.org.
Trade enquiries: Ian Robertshaw,  Nestlé International Travel Retail. Tel: (41) 21 948 2984, 
Email : ian.robertshaw@nestle.com
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