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2-2 Milestone Persona Target Market
Product
	Chocolate Bliss will expand operations into the Midwestern United States with the Healthy carob (chocolate substitute) bars. This category is in direct competition with Rise Bar and is targeted at health-seeking consumers who want functional foods that are suitable for people with allergies and are caffeine-free.
Target Market
	In order to successfully introduce the healthy carob bars to the Midwest, Chocolate Bliss needs to target a niche of the health and wellness market. The target market is made up of consumers seeking clean and wholesome ingredients, sustained energy, and dietary flexibility (caffeine-free, vegan, etc.) without compromising on flavor.
	Drawing on market research and consumer behavior studies, the target audience for healthy snacks has the following demographics:
· Age: 18-44 years old (millennials, generation Z) (Mark, 2024; Mills, 2026).
· Gender: Slightly more female, but health bars are popular with both men and women (Cognitive Market Research, n.d.).
· Profession: Office workers, health and fitness industry specialists (InReach, 2025).
· Education level: Higher education (bachelor's degree or higher) (American Food & Vending (n.d.).
· Income Level: Middle to Upper Middle. These consumers have adequate disposable income and are willing to pay extra for clean-label and organic snacks, that are seeing increasing demand (Global Market Insights, 2024).
· Marital status: Married or in a relationship.
· Location: Urbanised areas in large cities and middle- to upper-class suburbs in the Midwest (e.g., Chicago, Minneapolis, Columbus) (Grand View Research, 2024).
· Number and age of children: 1-2 children, aged less than 10 years. They want healthy (low sugar) snacks for the entire family (Tripicchio et al., 2023).
Psychographic characteristics: To effectively position, it's important to understand their intrinsic motivations: 
· Hobbies and Interests: Yoga, jogging, hiking, outdoor activities, listening to podcasts on health and wellness, and healthy eating.
· Needs: An energy-boosting treatable snack that can be conveniently consumed while on the go to suit the busy city life, without the caffeine and refined sugar (Global Market Insights, 2024).
· Current consumer behavior: They eat healthy snacks every day (Şentürk & Çakır, 2023). They read labels prior to buying and look for a trusted brand.
· Goals: Steady energy with no "crashes", weight control and inner satisfaction and well-being from healthy eating (Şentürk & Çakır, 2023).
· Product preferences: They donot consume highly processed foods and focus on clean, safe and sustainable packaging, as well as know where the ingredients come from. This makes them feel more confident in the brand (Şentürk & Çakır, 2023). 
· Shopping preferences: They use a combined consumption pattern. They shop online for groceries (e-commerce is exploding in the healthy snack niche) and indulge in impulse buying from specialised stores (Global Market Insights, 2024).
· Lifestyle: Active and conscious. The concern to preserve health is the main reason why they perceive food as functional and essential to prevent illness (Şentürk & Çakır, 2023). 
Persona
	Meet Megan. Megan is a 32-year-old marketing manager in the suburbs of Chicago, Illinois. She's married and has a three-year-old child. Megan has a Bachelor of Science degree and earns about $80,000 per year, and loves to splurge on gourmet, organic food.
	Megan leads a very active lifestyle. She does Pilates each morning, commutes to work and has to clean and look after a child in the evenings. To accommodate her lifestyle, Megan needs to eat snacks while on-the-run. She is worried about negative impacts of stress and unhealthy diet on her future health, and eating well makes her feel empowered and calm. She purchases Rise Bars from her local health food store, but finds them quite "chalky" and misses the delicious taste of chocolate. Megan wants a delicious treat she knows will soothe her and give her a sense of reward, but without caffeine and artificial ingredients. She is looking for brands that clearly label where their product's ingredients come from and that package their product safely. If she finds a product she likes, such as a Chocolate Bliss carob bar, she will consider subscribing to an online service for regular, fresh supplies of healthy snacks for her and her daughter.
.
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