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[bookmark: _Toc196732403]INTRODUCTION 
This report will analyse a new brand extension of the company Coca-Cola Euro Pacific partner. The company will launch a new product in the UK. The company will introduce herbal coffee because most of the customers are look for healthy and natural drink choices in the UK. The company has a chance to extend its product range with a unique offering of herbal-infused coffee. This new drink will provide the energy to announce the coffee with added benefits from herbs.  Company overview: Coca-Cola Euro Pacific partner is recognized as the independent bottler that mainly sources syrups and beverage base from The Coca Cola Company (Coca‑Cola Euro Pacific Partners, n.d.). The product portfolio of the company includes non-alcoholic beverages, flavoured water, isotonic drinks, ready-to-drink tea as well as soft drinks. The company has its headquarters in the UK (GlobalData Plc, 2022). 
This report firstly analyse how the market will be segmented and who are the target customers. It also shows how the product will position to stay in the market which is followed by a brief customer profile to understand the needs and habits of the targeted audience. Lastly, this report will offer a full marketing mix strategy to launch their herbal coffee in the market of UK effectively.
[bookmark: _Toc196732404]NEW BRAND EXTENSION 
Coca-Cola Euro Pacific partners are well known for their range of soft drinks and beverages and are extending their product portfolio by establishing a new product and innovative beverage in market of UK market herbal coffee. The product extension objective is to tap into the increasing UK market for health-conscious drinks and functional beverage options. Unlike regular coffee, herbal coffee will be infused with natural herbs like Ginger, and chamomile, and a blend of seeds and roots for a stress boost. Herbal coffee will be available in hot and Cold drinks both types to suit the various lifestyles (Herbal Coffee and Tea» Happy Herbal Care, 2020). This product has been chosen because the UK has the market of coffee as 98 million cups of coffee are consumed by people of the UK every day. This states the prevalence of coffee in the daily routine of the UK population.  Apart from this, it has been determined that 60% of the persons tend to have healthy eating habits in the UK (Bellis, 2024, January 23).  This product will adjust properly with the Coca-Cola Euro Pacific pattern strategy to increase their offering and reach the customer choice in the UK's evolving beverage market. Herbal coffee is a mixture of herbs that resembles regular coffee in terms of texture, flavour, and richness (Statista, 2024, February 26).
[bookmark: _Toc196732405]SEGMENTATION,  TARGETING AND POSITIONING 
Segmentation: 
Demographic: Coffee customers in the UK are mainly in the age group of 18 to 45 including millennials 25 to 39 who drink 5.1 kg of coffee per person on average. The target considers professional employees and students with an income range from middle to higher levels.  Moreover, the company will also target wellness enthusiasts who can drink herbal coffee quite easily. 
Psychographic segmentation: the market gains health-conscious customers who look for wellness and specialty coffee. These people are keen on the experience and taste based on the particular coffee blends. The coffee love-seeking alternative to coffee will be considered that will appreciate aromas and unique Flavors (Hoang, 2023). 
Behavioural:  The individuals looking for a healthy and energized coffee experience for wellness will be mainly targeted and will be regular coffee drinkers. Consumers will be drawn to specific aromas and Flavors that will be offered through herbal infusion. 
Targeting 
The primary target market for herbal coffee will be:
Millennials and gen Z: customers who represent 52 percent of the international population and are driving innovation within the coffee market. At 5.1 kg per person on average, millennials constitute a significant contributor to the growth of coffee consumption in the UK. Their willingness to spend extra for specialty and superior coffee makes them ideal customers for herbal coffee products with practical uses. 
Professionals and peoples who are health conscious, looking for healthy beverage options and functional which can fit within the fast-paced living styles (Research, 2023). 
Health-conscious customers: Concerns about sleep, stress, and overall wellness have led health-conscious customers to seek out multifunctional (herbal/adaptogenic) or lower-caffeine solutions.
Younger adult: Younger adults, particularly those between the ages of 18 and 39, already consume large amounts of coffee each day (38% of those aged 18 to 24 and 51% of those aged 25 to 39), and they are open to trying new formats, such as plant-based lattes (such as coconut, oat, or almond), as demonstrated by the introduction of Nestlé Gold's herbal latte line.
At-home coffee consumers seek quick and easy coffee formats without compromising taste, speed, or health advantages; this trend is supported by the UK's expanding instant and specialty coffee sector.

Positioning: 
Coca-Cola Euro Pacific Partners Herbal Coffee will position themselves in the UK as a natural eco-friendly and experience-based brand for health-conscious customers. In a market filled with traditional coffee choices, herbal coffee will stand itself by offering a sustainable and plant-based substitute that mainly concentrates on effectiveness and authenticity. 
The brand will make a strong connection with the consumer by offering a unique and effective experience on a cup of coffee. The objective is to attract individuals who look at health and sustainability as well as mindful living. All the touch points from the drinking self to the design of coffee shops impact the commitment towards nature and wellbeing (Frackiewicz et. al., 2023). 
Positioning statement: For health-conscious coffee lovers who are seeking delicious as well as caffeine-free alternatives, herbal coffee offers the flavourful experience with the same aroma as traditional coffee.
The design of CCEP herbal coffee will create the positioning as it will include natural colors such a green, grey, and brown. In this coffee, the company will use natural ingredients like reclaimed plants, wood, and sustainable items to make people feel warm and responsible towards the environment. External areas have solar power lighting and green spaces such as herb garden, providing ecofriendly messages.  Herbal coffee is not just a drink it will make a story and culture where people feel motivated and care for their health. With the strong positioning of the brand the Coca Cola herbal coffee provides an alternative to big chain concentrating on wellness sustainability and personal relations (Milne, 2021).
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	Personal information 
Name: Janny saif
Occupation: social media manager 
Marital status: single 
Education: Bachelors in marketing
Income: $ 90,000 per year.
Demographic: Age with 30-35
Location: urban area of greater London  such as or in the vicinity of a busy district with cafes, yoga centres, and stores that promote healthy living.
Education: Highly educated, with an emphasis on the arts, they probably adhere to the most recent developments in productivity, sustainability, and wellness.
Health and wellness: she performs holistic wellness related to mental and physical health both with their regular routine. She is mindful of what she eats and drinks she looks for products that mainly refer to physical and mental health clarity.
Career: Works in a fast-paced, highly demanding job where she is constantly juggling projects and client expectations. Often works late or on weekends, balancing long work hours with personal life (Samoggia et. al., 2020).
Income: The middle-upper class has more money to spend on high-end, health-conscious goods. Spends money on products that support convenience, wellness, and self-care.
Life style: Jenny mainly prefers a balanced lifestyle. Her career as a social media manager needs a long working hour. She tries to find time for their care of health and wellness strategies like yoga, meditation in mindful eating. 
Sustainability: she is concerned with sustainability and makes contributions to buying products that are sustainable and eco-friendly. 
Social media savvy: she is highly available on social media platforms like LinkedIn, Instagram, and Snapchat where she mainly follows the influencers in a healthy coffee environment. She participates in online wellness networks and frequently contributes exercises, advice, and mindful practices (Samoggia and Busi, 2023).
To effectively launch herbal coffee in the UK it is important to understand the actual customer. Customer profile allows making better product marketing strategy and experience that connects Truely with the actual audience.
Demographic: The herbal coffee customers are in the age group of 25- to 45-year-old males and females. They are people who are health conscious and aware environmentally and interested in the actual substitute to traditional coffee. Most of the consumer who belongs to the middle to upper middle-income variety earning a good salary that supports them to more in premium and natural beverage option. They are highly working professionals, entrepreneur and well focused people (Erlina and Hermawan, 2021). 
Psychographic information: Health-Conscious: Sophie watches what she eats carefully. She selects foods and drinks that support well-being, like nutrient-dense, low-sugar selections that complement her all-encompassing approach to health.
Mindful consumer: She usually looks into the sustainability policies and contents of the companies she purchases. She values openness and Favors goods that complement her conscientious shopping habits, such Coca-Cola Herbal Coffee, which combines wellness herbs with natural coffee.
Socioeconomics: the herbal coffee typical customers are people who are having University degree and a high range of education working in sector such as creative art, tech and wellness. Most of the people who live in single and small family are from urban and suburban areas of the UK. 
They are able to invest highly in products that connect their values mainly when it is about health, ethical sourcing, and sustainability. Herbal coffee fits properly with the lifestyle due to they makes products that are good for the health of humans as well as for the planet (Winarno et. al., 2021).
Geographic: The customers who mainly stay in cities and progressive towns where the need for healthy and herbal beverages is increasing. The live-in neighbourhood is made by modern living environmentally friendly conscious customers and access to independent cafe organic stores as well as a health food market. 




Herbal coffee customers are active and well-managed lifestyles. People who have hobbies like yoga hiking mindful meditation and making healthy food. They enjoy spending time with nature and involving in activities that enrich their physical and mental effectiveness.
The major values for health environmental responsibility and authenticity are often based on the need to make effective choices not only for themselves but for the people and planet. They encourage brands that are open honest and community-focused. They are concerned regarding the impact of artificial materials, chemicals and unsustainable ways on their health. Their hopes are centred on living or long, healthy life with a minimum negative impact on the people and world (Winarno et. al., 2021).
Behavioural: Customers of Herbal Coffee base their purchasing decisions on factors such as the authenticity of the brand, ethical sourcing, sustainability, and product quality. They like businesses that are transparent about the ingredients and manufacturing processes of their goods.
Customers are prepared to pay for goods that offer genuine value, such as sustainable farming methods, eco-friendly packaging, and health advantages. Loyalty programs and other promotions encourage recurring business. Online reviews, peer suggestions, social media posts, and reputations of companies all have an impact on decisions; influencers in the wellness and sustainability space are particularly important (What Is Customer Profiling? - Meaning, Elements, and Examples | Feedough, n.d.).


[bookmark: _Toc196732407]4 PS OF MARKETING 
The new product extension by Coca-Cola Euro Pacific Partners is herbal coffee made to increase demand for healthy beverage choices in the UK market especially in coffee. Herbal coffee will provide a unique experience to the customer which is made up of natural ingredients providing a joyful taste of coffee by not adding traditional caffeine in the drink. This product will satisfy customer requirements especially those who are health conscious and looking for sustainable and herbal options in their beverage. This provides different characteristics like organic certification and eco-friendly packaging. Analysing the product life cycle the company will mainly concentrate on introducing States by making awareness and loyalty. Two-handle competitive advantage organizations will highlight after failure support open labeling for the health advantage and attractive packaging (CFI, 2022).
Price: The pricing strategy will mainly concentrate on impacting the product's premium health-oriented value instead of just the cost. The company will stand itself herbal coffee as a premium product to encourage exclusivity while remaining accessible to the increasing health and wellness segment. Price choice will include setting a basic competitive price providing better discounts and bundling choices to motivate trial. As the product organises its presence within the market strategies such as limited-time offers and loyalty rewards will help to increase the purchase frequency. Rising will also be responsive towards the government health actions and customer expectations for affordability in the batter for your beverage industry (CFI, 2022).
Promotion: Promotion will be important for raising awareness and encouraging trials for the new product herbal coffee. The company will employ an integrated strategy of marketing that considers advertising within social media platforms such as Facebook Instagram and email marketing as well as partnerships with health and wellness influencers. Public relations contribution will concentrate on making a strong health-conscious brand image by storytelling highlighting natural ingredients and sustainability strategy. Online marketing like SEO mainly focuses on campaigns and Google search advertisements to gain users searching for healthy coffee options. Promotional messaging will be objective to highlight the wellness advantage superior test and ethical sourcing of the herbal coffee connecting with the customer values and aspirations (CFI, 2022).
Place: Coca-Cola Euro pacific will effectively select a distribution channel to make sure that herbal coffee is available where health-conscious customers are available. Mainly the product will be established by health-conscious detail change premium supermarkets and online platforms such as Amazon and other healthy food websites. Ensuring easy availability at the right place is important so the company will also analyse partnerships with cafes and boutique coffee shops that are connected with the brand ethos (CFI, 2022).


[bookmark: _Toc196732408]CONCLUSION 
This report highlights the brand extension of the Coca-Cola Euro Pacific pattern highlighting the introduction of a new product herbal coffee in the market of UK connecting with the increasing demand for healthy and natural ingredient beverage options. By targeting health-conscious customers mainly millennials and Gen Z the organisation is entering within the segment that mainly values sustainability quality ingredients and wellness. By strategic product positioning the company plans to differentiate itself from the traditional coffee brands by providing a plant-based and eco-friendly choice to the customer that helps mindful living. The effectively crafted mix concentrates on premium pricing integrated promotion and effective distribution channels that will help the product's success. With a strong emphasis on health advantages ethical sourcing and sustainability to make a lasting while enlarging the organisational product portfolio in the competitive market. By staying true to the values of quality responsibility the company can effectively capture the attention and trust of the customer they are mainly targeting.
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