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[bookmark: _Toc195727509]Introduction 
The study would lay an extensive assessment towards the creation of brand extension for the chosen company, Barista, through the newly developed product idea of vegan coffee. The creation of the brand extension would be through the integration of STP analysis, and generation of a customer profile to meet the needs of the target audience. The promotion and the marketing of the brand extension would be achieved with the performance of the 7Ps of the marketing mix, enabling the elaborate examination of the different strategies. Hence, the key objective of the study is to generate a lengthy assessment of generating and advertising the product of vegan coffee by Barista.
1. [bookmark: _Toc195727510]Development of a new brand extension of vegan coffee. for Barista 
Barista Coffee, or Barista, is an Indian organisation, established as a pioneer organisation for promoting coffee culture in the country. Established in 2000, the company has focused on providing a superior coffee experience in the South Asian market, such as in Sri Lanka, Maldives, Nepal, and Bangladesh (Barista, 2025). The coffee market in the Indian market explores a variety of artisan blends. It has been reported that the total revenue of the coffee market in India had surpassed 452 million USD by the end of 2023 (Statista, 2024). The valuation of the market is expected to rise dramatically in the future, due to the rapid increase in commercial coffee production. It has been expected to increase to more than 600 million USD by the end of 2028 (Statista, 2024). Based on such an aspect, the expansion of the brand through a new product will allow Barista to attract a novel set of target audiences.  
[bookmark: _Toc195727511]1.1 Overview of the new brand extension 
Name of new brand extension: Herbaceous barista 
Tagline used: Brining a hint of floral tinge into your morning coffee 
Usage of core vegan products: Coffea arabica (Arabica) and Coffea canephora (Robusta)
Types of coffee available in the market: 100% Plant-based coffee grains, without any animal involvement
Form of coffee available in the market: Instant coffee powder, ready-to-drink bottles of readymade coffee, or ground coffee for brewing 
[bookmark: _Toc195727512]1.2 Objectives
The following objectives would cater to the creation of a new brand of Barista:
· To expand the coffee market into veganism, through the usage of plant-based coffee beans 
· To increase the sustainability of Barista by catering to the health-conscious and environmentally friendly consumers 
· To enhance the brand name of Barista in terms of sustainability products and innovative coffee company 
· To increase the company’s competitive edge by creating gourmet and vegan coffee products 
[bookmark: _Toc195727513]1.3 Product line 
With the creation of the new brand extension for Barista, the company can focus on the generation of the following products with key features:
	Sl no.
	Product name 
	Product variation
	Features

	1
	Oat milk mocha brew
	A mixture of organic cocoa beans with oat milk
	Skimmed and fatless coffee 

	2
	Vanilla pods sauteed brew 
	Lightly roasted vanilla pods for a superior yet rich flavor on the coffee mix 
	Subtle vanilla flavour with a rich aromatic taste 

	3
	Pumpkin seeds mixed brew
	The richly spiced flavour of the pumpkin seeds in the hot coffee brew
	Association between organic coffee and pumpkin roasts  

	4
	Coconut water cold brew
	Bringing a tropical tinge into the hot summer drink for a cold twist
	A hybrid beverage with a hot and cold amalgamation 


Table 1: Product line of Herbaceous barista
(Source: Self-made) 
[bookmark: _Toc195727514]1.4 Strategic fit with the company 
· Lack of any additional vendors or suppliers in the ongoing coffee production, leading to a lack of extensive cost price expansion 
· Aligning sustainable and vegan products through the circular economy with the CSR measures of the firm 
· Aligning with the global trend of sustainable brand management 
[bookmark: _Toc195727515]1.5 Leading competitors of Barista in the Indian coffee market 
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Figure 1: Primary competitors of Barista in the Indian coffee market, 2023
(Source: Stellar, 2024)
As mentioned in figure 1, the key competitors of Barista’s new line of brand extension would face competition from Tata Coffee Grand, Blue Tokai, and Sleepy Owl Coffee.
2. [bookmark: _Toc195727516]Determination of the segmentation, targeting, and positioning or STP analysis for the new brand extension 
The integration of STP analysis plays a significant role in understanding the needs of the consumers and marketing the products to cater to their demands. As mentioned by Parshetty et al. (2024), the segmentation of the items based on the requirements of the consumers, and targeting the audience helps in establishing a strong company-consumer relationship. For Barista, the determination of the target audience and constructing the targeting strategies to attract the audience will help in an effective integration of the vegan coffee products. 
	Sl no.
	STP factors 
	Analysis 
	Impact on Herbaceous barista

	1
	Segmentation 
	Demographic and Geographic: 18 to 55 years of age, middle to high-income range
	Positive impact, as the consumers from the substantial income groups can cater to the moderately high-priced coffee

	
	
	Psychographic: Health-conscious consumers who choose sustainable brands, and are associated with a vegan lifestyle 
	

	
	
	Behavioural: Coffee lovers, early adopters of new trends, brand-conscious and sustainable product buyers 
	

	2
	Targeting 
	Focus on benefits: Urban millennials and Gen Z, who are linked with a vegan lifestyle and healthy lifestyle. 
Exploration of new niches of vegan products and active on social media for the promotion of new goods
	Positive impact, as the socially active and ethical consumers can convey their opinions regarding Herbaceous barista on their social media platforms 

	
	
	Critical size: Ethical consumers who choose the brands based on their sustainable associations
	

	3
	Positioning 
	Premium, plant-based coffee, falls under the low-cost and high-quality segment.
	Positive impact, as the cost of the coffee beans would be comparatively low than the rival organisations


Table 2: STP analysis of Herbaceous barista
(Source: Self-made) 
[bookmark: _Toc195727517]2.1 Segmentation 
Based on table 2, it can be determined that the key target audience to be catered to, by Barista through the new brand, Herbaceous barista, are the young urban millennials and Gen Z. Azahra et al. (2024) stated that the youngsters have expanded on the coffee culture, and have transversed into a realm of enjoying coffee in the shops, with kins and friends. As vegan products are in alignment with the healthy lifestyle option, the companies with vegan products are aiming to create sustainable food consumption trends. On the other hand, as stated by Chaugule (2023), vegan food consumption within Gen Z and the millennials have been heavily linked with consumption patterns for ensuring environmental sustainability. Based on such an aspect, Barista can attract the young consumers and the Gen Z, as their primary target audience, to obtain the vegan coffee variations. 
[bookmark: _Toc195727518]2.2 Targeting 
On the other hand, the focus on the key benefits of vegan products for the target audience is by exploring the new vegan consumerism trend. It has been noted that the alteration of animal-based food to a healthy well-balanced plant-based diet has the capacity of reducing high blood pressure, and various forms of cancer (Chaugule, 2023). Additionally, the Gen Z population also focuses on the importance of fair trade rules during coffee plantation. For example, as dictated by Robichaud and Yu (2022), the Gen Z population, an important segment in the market, has a firm motivation towards the extensive fair trade norms followed in the coffee trade. Thus, the health and ethical consumers-conscious consumers can be targeted by the firm to expand on its new product line. 
[bookmark: _Toc195727519]2.3 Positioning 
The position of Barista has been impacted by the intense competition arising from its rival companies in the Indian coffee market, such as Tata Coffee, Blue Tokai Coffee Roasters, and Sleepy Owl. 
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Figure 2: Brand positioning of Barista
(Source: Self-made) 
As noted in the above figure, the company falls under the quadrant of low cost and high quality, aiming to provide the maximum amount of superior coffee experience to the consumers. For instance, in 2023, the revenue collected by Tata Coffee had reached 10 billion INR, which was higher than the revenue obtained by the firm in 2022, of 8.87 billion INR (Statista, 2024). On the other hand, the Blue Tokai Coffee Roasters had increased its revenue from 410 million INR in FY21 to 2160 million INR in FY24 (Manchanada, 2024). On the contrary, the Sleepy Owl Company had generated 515 million INR in FY 2023 (Inc, 2024). Barista had acquired a revenue of 2400 million INR in FY 2024 and has aimed at targeting 800 new outlets (Financial express, 2024). Therefore, the company has to diversify its production line to acquire a greater number of consumers in the Indian market. 
3. [bookmark: _Toc195727520]Development of a detailed customer personal profile for the new brand extension

	[image: ]
	Needs
· Balanced lifestyle, with health-conscious food
· Stays updated with the new vegan food trends in the market 
· Supports companies with ethical and moral codes
	Demographics
· Active on social media platforms, like Facebook and Instagram
· Adheres to the urban lifestyle of the metropolitan city 
· Chooses sustainable and ethical brand in livelihood

	Name: M. Kapoor
Age: 28 years
Sex: Female 
Income: 10 LPA
	Goals
· To meet the vegan alternative of coffee
· To acquire a rich and superior coffee taste from vegan alternatives 
· The product ought to align with the price point provided 
	Motivation / Psychographics
· Values sustainable goods and ethically sources companies 
· Adheres to vegan diet as health concern 
· Believes in supporting brands with a sustainable purpose 

	Place: Bangalore
Occupation: Digital marketing manager 
Personality: Outgoing and extroverted, spontaneous and 
Hobbies: Food lover, ethically conscious, chooses sustainable marketing brands
	Pain Points
· Limited number of vegan coffee options 
· Plant based coffees do not offer a rich taste
· Lack of vegan coffee options at the local coffee shops
	Buyer habits
· Has an affiliation to try new vegan items


Table 3: Customer profile for Herbaceous barista
(Source: Self-made) 
As determined from table 3, the primary customer profile for Herbaceous barista’s new line of vegan coffee variations would be to cater to the vegan consumer, belonging to the Gen Z population.
[bookmark: _Toc195727521]3.1 Demographic 
The resident of the metropolitan city, and actively associated with the social media platform has the opportunity of Barista to market its new product. Additionally, the urban lifestyle of the consumer would allow her to take her leisurely breaks at the coffee shops of Barista after her corporate dealings. Karnataka has been reported to be the highest coffee producer in India, with a total generation of 70% of national coffee production (Economic times, 2025). Based on such an aspect, there has been an incline in the coffee uptake within the population of Karnataka, especially in Bangalore. Hence, with the vegan coffee option as a sustainable alternation for the coffee uptake.
[bookmark: _Toc195727522]3.2 Psychographic
Based on the psychological association of the customer with the vegan coffee option, the motivation of choosing a healthy and ethical coffee substitute will be met. The ethical sourcing followed during coffee production with the vegan option will help the consumer cater to her desire of being associated with a sustainable brand. On the other hand, the health benefits of vegan coffee such as the reduction of high blood pressure and diabetes helps in expansion of vegan coffee in the Gen Z population (Chaugule, 2023). Therefore, the psychographic alignment of the needs of the consumer will be helpful for Barista to launch the new brand extension in the urban market.
4. [bookmark: _Toc195727523]Development of the marketing mix strategies for the new brand extension through 7Ps 
	Sl no.
	7Ps of marketing mix
	Marketing strategy
	Analysis 

	1
	Product
	Value based product strategy 
	· Premium coffee beans for rich and flavourful taste
· Eco friendly packaging to highlight the sustainable initiative

	2
	Price
	Competitive price strategy 
	· Introductory discounts, and corporate sales can attract the consumers at the initial stages 

	3
	Place
	Selective price strategy
	· Barista outlets and other partnership cafes
· E-commerce platforms 

	4
	Promotion 
	Omnichannel marketing strategy
	· Available in both the online and offline platforms 
· Associated with social media influencers following a vegan lifestyle 
· Digital campaigns such as in Instagram and Facebook reels

	5
	Physical evidence 
	Brand packaging strategy
	· Minimalistic design to appeal to the urban population 
· Pastel tones to mimic the calmness of coffee
· Wooden coffee counters to focus on the sustainable branding 

	6
	People 
	Knowledge based strategy
	· Acquisition of employees who are aware of the benefits of vegan coffee
· Employees trained in the creation of vegan coffee recipes 

	7
	Process
	Customer satisfaction strategy
	· Customisation of the coffee options based on the demands of consumers 
· Increase in the rate of customer satisfaction to develop the positive brand name of firm


Table 4: 7Ps of Marketing mix for Herbaceous barista
(Source: Self-made) 
As noted in table 4, the company can opt for the value based product strategy as its product strategy, to highlight the premium quality of the items. The integration of the value based product strategy aids in focusing on the perceived value of the foods by the consumers (Ge et al. 2021). Through the moderately high price of the goods, the target audience would be able to identify the high quality of the sustainable products.On the other hand, the allocation of the competitive price strategy will allow the firm to compete with the rival organisation in terms of their cash flow. 
With the aid of the selective price strategy, the pricing of the Herbaceous barista line can be altered based on the demands and product type. Omnichannel marketing strategy will be highly important for marketing the goods, both on the online and the offline channels. This will help in attracting the consumers from both platforms, diminishing the need of performing extensive physical advertisements through traditional mediums (de Carvalho et al. 2024). With the performance of the brand packaging strategy, the sustainability and the superiority of the goods will be exhibited by Barista. The allocation of the workers and the coffee makers would be achieved through knowledge based strategy. This will allow the Herbaceous barista product variations to be made in a customised manner, depending on the needs of the customers. Lastly, the process strategy of customer satisfaction strategy will enable the firm to alter its variations based on the product demands. In such a manner, Barista will be able to moderate the coffee preparations based on each of the users. This would act as a significant feature of Herbaceous barista to further penetrate into the demand segment of the target audience.
[bookmark: _Toc195727524]Conclusion
Thus, as identified in the study, the new brand extension for the chosen company, Barista, was with the aid of the vegan coffee, named Herbaceous barista. Different kinds of product variations, such as oat milk induced and coconut coffee mixture would help in meeting the targeted demands of various consumer bases. With the aid of STP, the key target audience identified for the company was the Gen Z and millennials, from urban background, who fall under the ethical and health conscious segment. Based on the psychographic analysis, the company ought to focus on the array of target audience who would choose sustainable products from eco-friendly companies. Lastly, with the application of value based product and competitive marketing strategies, Barista would be able to expand its new brand extension on the Indian market through omnichannel retailing. 
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