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This document presents 3 grounded, actionable strategy ideas — not theory.

Each idea is built around Anthlete's existing strengths, the realities of the Indian nutrition market, and the
opportunity to build a brand that earns trust across all demographics — not just athletes.




SECTION 01

Where Anthlete Stands Today

Strong credibility. Low visibility. That is the gap.
Anthlete has assets that most new nutrition brands spend years trying to build — yet the broader market has not
discovered it yet. This is the core opportunity.

Current Strengths

* India's First NFSU-NSTS Certified Supplement Brand
This is a hard-to-replicate trust signal. No competitor can claim this certification today. It is Anthlete's single
most powerful differentiator — and it is currently underutilised.

* Cricketer-Founded — Not Just Endorsed
Bhuvneshwar Kumar and Mohit Sharma are co-founders, not paid brand ambassadors. That distinction matters
deeply to Indian consumers who are tired of celebrity endorsements with no real connection to the product.

* PKL Partnership — UP Yoddhas (Season 12)
First major sports league deal secured. This signals that the brand is ready to operate at a professional level
and opens doors to broader sports ecosystem partnerships.

* Clean & Transparent Product Philosophy
Zero adulteration claims, clear ingredient labelling — aligned with the growing consumer demand for honest,
traceable nutrition products in India.

Reality Check — Where the Brand Stands Right Now
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Very low for a cricketer-backed brand direction maximise ROI

The gap between Anthlete's credentials and its current market awareness is not a weakness — it is the
opportunity. The brand has not yet told its story to the right people, in the right way, at the right places. That is
exactly what this document addresses.
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SECTION 02

Understanding the Indian Nutrition Market

The single biggest strategic mistake nutrition brands make in India is positioning themselves
exclusively for gym-goers and athletes. That is a narrow segment. The real market is 10x larger — and
mostly untapped.

Who Are the Real Consumers?

* Youth Segment — Age 18 to 28
Gym starters, college athletes, and fitness influencer followers. Motivated by performance, aesthetics, and peer
validation. Heavy social media users who respond to authentic, relatable content. This is the segment most
nutrition brands already chase — competition is high here.

* Middle-Age Segment — Age 30 to 50
Working professionals, parents, and recreational sport players. Motivated by energy, immunity, and recovery —
not just muscle gain. Higher disposable income. Lower brand loyalty. Significantly under-served by current
nutrition brands. This is the highest-value untapped segment.

* Senior Segment — Age 50 and Above

A fast-emerging wellness segment focused on joint health, immunity, and daily vitality. Very high trust threshold
— they will not buy from a brand they don't believe in. Almost no nutrition brand in India speaks directly to them.
First-mover advantage is available.

India does not just need nutrition. India needs reasons to trust nutrition.

Adulteration scandals, fake proteins, and misleading labels have made Indian consumers deeply sceptical. A
certified, cricketer-founded brand has a genuine, structural head start — but only if it communicates its credibility
loudly and consistently.

Tier 2 and Tier 3 India— The Ignored Growth Engine

Most nutrition brands invest their entire marketing budget chasing metro consumers in Mumbai, Delhi, and
Bangalore. Yet the fastest-growing fitness and wellness awareness in India is happening in cities like Nagpur,
Lucknow, Indore, Surat, Patna, and Coimbatore. These consumers are aspirational, brand-loyal once trust is
built, and deeply underserved. Anthlete — founded by Indian cricketers, certified by Indian institutions, built for
Indian athletes — has a natural cultural fit in these markets that imported or generic brands can never replicate.
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O 1 BRAND POSITIONING

The Trust-First Brand Story

Anthlete's biggest untapped asset is not its products — it is its story. The NFSU-NSTS certification and the
founder narrative are assets most nutrition brands would pay crores to manufacture. Anthlete has them
organically. This idea is about making 'certified, honest nutrition' the central brand identity — not a footnote
buried on the website.

The Problem This Solves

Nutrition brands in India are distrusted by default. Consumers have been burned by fake proteins, underdosed
supplements, and misleading claims. Anthlete has the antidote — a government-recognised certification and
founders who use their own products. But this story is not being told loudly enough, consistently enough, or to
the right audience.

The Strategy

* Make the NFSU-NSTS Certification the Hero

Every product label, every social post, every advertisement should lead with the certification — not as a legal
disclaimer, but as a badge of pride. 'India’s only certified clean nutrition brand' is a positioning statement no
competitor can copy.

* Founder-Led Storytelling

Bhuvneshwar Kumar and Mohit Sharma should speak directly to consumers — not as ambassadors, but as
founders who built this brand because they could not trust what was available to them as professional athletes.
That story is raw, real, and powerful.

* Radical Transparency as Content

Show the lab. Show the ingredient sourcing. Show the third-party testing process. Create a series: 'What is
actually in your protein?' — a question Indian consumers are afraid to ask and competitors are afraid to answer.
Anthlete should answer it openly and repeatedly.

EXPECTED OUTCOME

A brand that earns consumer trust before the first purchase — reducing perceived risk, increasing conversion

rates, and building long-term loyalty across all age groups and demographics.
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O 2 GTM STRATEGY

Nutrition for Every Indian — Not Just the Gym

Reframe Anthlete's positioning from 'sports nutrition' to 'clean nutrition for active Indians.' This single shift opens
the addressable market from an estimated 30 to 40 million gym-goers to over 500 million Indians who care
about health, energy, and immunity — but do not identify as athletes.

The Problem This Solves

Current branding and product messaging speaks almost exclusively to athletes and gym users. This artificially
limits the market. Whey protein is not just for bodybuilders — it is a recovery tool for anyone who leads an active
or demanding life. The products already serve a broader audience. The messaging needs to reflect that.

The Strategy

Develop an 'Everyday Wellness' Communication Layer

Without changing any core products, reframe the messaging. Whey protein becomes 'daily recovery nutrition.'
BCAAs become 'fatigue and stress support.' Multivitamins become 'energy for your busiest days.' Language
every Indian family understands — not just gym members.

Create a Dedicated Campaign for the 35 to 50 Age Group

Show a working professional recovering from a long day. Show a parent keeping up with their kids. Show a
weekend cricketer getting back on the field. This segment has the highest disposable income, the lowest
existing brand loyalty, and the strongest motivation to buy health products — but no nutrition brand currently
speaks to them.

Enter Tier 2 and Tier 3 Cities Before Competitors Do

Instead of competing in saturated metro markets against HealthKart and MuscleBlaze, prioritise cities like
Nagpur, Indore, Lucknow, and Surat. Establish local stockists, partner with regional gyms and sports
academies, and build word-of-mouth loyalty in markets where competition is still thin.

EXPECTED OUTCOME

A significantly larger total addressable market, a clearly differentiated position from HealthKart and MuscleBlaze,

and a loyal customer base built before larger competitors recognise the opportunity.
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03 LONG-TERM BRAND BUILDING

Community Before Campaigns

Rather than investing in paid advertising that drives short-term sales but builds no equity, build a genuine
community that drives long-term brand credibility — through grassroots sports partnerships, real athlete
programs, and earned media. At this stage of Anthlete's growth, community is a higher-ROI investment than
performance ads.

The Problem This Solves

With 1,200 Instagram followers, paid advertising without a strong brand foundation will generate weak results
and waste budget. The smarter path is to build genuine community that becomes self-sustaining — people who
believe in the brand, talk about it, and bring others in organically.

The Strategy

* Partner with Grassroots Cricket and Kabaddi

District-level tournaments, cricket academies, college sports teams, state-level competitions. Supply Anthlete
as the official nutrition partner. These athletes become authentic brand advocates — they post, they talk, they
influence within their communities in a way that paid influencers simply cannot replicate.

* Launch the'Anthlete Certified Athlete' Program
Select 20 to 30 non-celebrity athletes across diverse sports — sprinters, wrestlers, kabaddi players, swimmers,
boxers — and give them product support, brand recognition, and a platform. Real athletes using real products.
This builds the kind of credibility that no celebrity endorsement deal can manufacture.

° Activate the PKL Partnership Fully

The UP Yoddhas deal is currently underutilised as a content asset. Document behind-the-scenes nutrition
routines, player recovery protocols, pre-match preparation, and genuine player testimonials. This is authentic,
high-quality content that no competitor can replicate — and it costs nothing beyond the effort to capture it.

EXPECTED OUTCOME

A brand that grows through genuine advocacy rather than paid reach — building the kind of credibility that takes

competitors years and significant capital to manufacture, while Anthlete builds it through authenticity and

community.
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CLOSING NOTE

Why These Ideas. Why Now.

These three ideas are not standalone campaigns. They form a connected, compounding strategy:

* Idea 01 — Trust-First Brand Story
Builds the foundation. Gives every subsequent effort a credible platform to stand on. Without trust, awareness
is wasted.

* Idea 02 — Nutrition for Every Indian
Expands the market. Ensures Anthlete grows beyond a niche segment and builds the scale needed for
long-term viability.

* Idea 03 — Community Before Campaigns

Creates longevity. Builds the kind of brand loyalty that does not erode when ad spend stops — because it was
never built on ads to begin with.

Anthlete does not need to outspend its competitors. It needs to out-trust them.

In a market where consumer scepticism is high and brand loyalty is rare, a brand built on genuine credibility, real
athletes, and radical transparency will always win in the long run — regardless of competitor budgets.

| am presenting these ideas not as a finished plan, but as a starting point for a focused conversation. Each idea
can be developed into a detailed execution roadmap — with specific channels, timelines, KPIs, and measurable
outcomes. | would genuinely welcome the opportunity to build that together.

Kunal Binjewar linkedin.com/in/kunalbinjewar | casestudiesbykunal.vercel.app

This document was prepared independently as a strategic proposal for Anthlete Nutritions. All market insights are based on publicly
available information and professional assessment.
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