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The landscape of the coffee

industry has seen many twists
and turns in the uncertainty of the past
year. With less commuting and fewer
opportunities to visit their favourite
coffee spots, more and more consumers
have been redefining their coffee
experiences as they seek to recreate
their daily coffee fix from the comfort of
their own homes.

In these unprecedented times
consumers tend to turn to the brands
they know and trust as a signpost for
quality, says Hannah Morris, category
team leader at Jacobs Douwe Egberts
(JDE). “JDE has a portfolio of well-
trusted brands which consumers have
turned to during the turmoil of 2020,”
she says. “This can clearly be seen
in the 13%' sales growth of Kenco in
the past year. The continued plan to
support our brands — with strong media
campaigns like the multi-million-
pound TV and digital marketing
investment in Kenco Duo, including
the up-and-coming Kenco Duo ‘Taste
Challenge’ — shows we are so confident
in our product quality and experience,
that we will give your money back if
you don’t love it too.”

Quality moments at home

As consumers continue to bring their
favourite coffee shop drinks in-home,
they now have the opportunity to
tap into the same quality moment of
indulgence without hitting the high
street, explains Morris.

“Quick and convenient formats
delivering speciality have become
the order of the day, and coffee

With fewer
opportunities
to visit their
favourite
coffee spots,
consumers
have been
redefining
their coffee
experiences as
they seek to
create their
daily coffee fix
from the
comfort of
their own
homes”
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shop tastes have firmly cemented
themselves as favourites with

at-home consumers?. Kenco Duo has
successfully taken advantage of this
by bringing coffee shop trends direct to
the consumer at home with no need for
a machine.

“Creating a new segment within the
coffee category, Kenco Duo has become
JDE’s most significant launch in recent
memory. It continues to see success
with a significantly positive impact on
the specialities category gaining 5%
share of the category in its first year.”

Expanding the Kenco Duo range

As 15 million cups of Duo were
consumed last year*, it’s clear that
popularity for the range shows no sign
of slowing, says Morris.

“Keeping consumer demands and
trends at the front of mind when
creating new flavour variants, Kenco
has expanded its Kenco Duo range
with an Unsweetened option, offering
a no-added-sugar alternative using
only naturally occurring sugars, for
those looking for healthy option while
still enjoying great-tasting coffee,”
she says.

“To demonstrate our confidence in
the superior taste of Duo, Kenco will
be launching a taste challenge from
March 2021. Consumers who purchase a
pack of Kenco Duo with a promotional
sticker, can buy with confidence,
knowing that, if they do not love the
taste of Kenco Duo, they can easily
receive their money back.”
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Hot drinks & cold brew

Taking a fluid

approach

Switching focus to cater increasingly to a UK
in lockdown has been on the agenda for most
hot beverages and cold brew suppliers during
2020 - and many are facing 2021 confidently,
with strong plans to back their brands

There is a saying that goes

‘ignorance is bliss’... and possibly
nowhere was that proven more apt than
in early 2020.

Avyear ago, UK consumers were
happily commuting to work, often
popping into their nearby coffee shop
or café on the way to grab the latest
flavour of latte, frappuccino or healthy
green tea and totally unaware of the
impending crisis.

Allegra’s World Coffee Portal was
confidently predicting “5 UK coffee shop
market dynamics to watch in 2020™,
describing the year as a “crucial” for the
UK coffee shop segment “as operators
grapple with the ramifications of Brexit,
seek to consolidate 2019’s M&A activity
and maintain customer loyaltyina
fiercely competitive market”.

Had they but known!

The huge impact of Covid-19 on the

way consumers live their lives and shop
and the devastating blow of lockdowns
on the hospitality sector have taken
their toll on the hot drinks and cold brew
market, but not all has been negative
and suppliers are cautiously confident
about their response to the pandemic
and the shift in focus it has entailed.

In its latest report on Hot Drinks in
the UK, Euromonitor records “strong
performances by premium brands and
single-serve formats as consumers
continued to focus on indulgence
moments at home and ... on high-
quality products and barista-style
experiences™. It notes that major
brands Nestlé and Jacobs Douwe
Egberts recorded “double-digit value
growth” as Britons shifted towards
at-home consumption.

Hannah Morris, category team
leader at Jacobs Douwe Egberts (JDE),

agrees that “with regular commuting
reduced dramatically and many fewer
opportunities to visit favourite outlets
as more shoppers continue to work
from home, 2020 saw significant shifts
in purchase and consumption patterns.
Consumers have sought to recreate
their regular out-of-home coffee
occasions at-home since early in the
year and continue to do so.”

She reveals that “282 million cups of
Tassimo? [the company’s single-serve
coffee system] were enjoyed last year,
showing barista-quality beverages are
being enjoyed conveniently at home”.

“Coffee remains a staple of everyday
life. Being able to enjoy coffee shop
favourites from the comfort of home
offers a sense of familiarity and
normality in an otherwise tumultuous
year,” she says.

Indeed, keen to recreate the coffee
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shop barista experience, consumers
have turned in their droves towards
pods, machines, ground and roast
coffees, purchasing in retail and online
— and suppliers have responded.

The focus for traditional coffee shop
retailers, Starbucks and Costa, has
been to translate that experience for
locked-down coffee-lovers.

All About Food, in partnership with
Costa Coffee, has developed the latter’s
shop flavours into At Home formats
and says that “ground coffee, already
proving a huge success in grocery
prior to Covid, saw growth at twice
the rate of the total coffee category
— up 22% year-on-year (YOY)+”. The
company maintains that, during the
first lockdown and following on from
missing friends and family, coffee
shops were “the second most missed
social activity” for consumers.

“The roast and ground & beans
segment also saw phenomenal growth
of almost 19% YOY and coffee pods
growth surpassed this, rising by 24%
YOY4,” says the company. “Consumers
were entering the coffee category with
a different mission or occasion in
mind versus pre-pandemic. We saw
arise in younger consumers entering
the category as they turned to pod
machines and cafetiéres to enable them
to drink quality coffee at home.

“Instant coffee, which prior to
lockdown was steadily slipping into
slow decline, saw a resurgence,
with sales up 11% YOY*. With this
consumption growth there also came
a huge demand for improved quality in
the category.”

The company notes that research
shows 57% of shoppers “see making
coffee shop-style drinks at home as

Growth in coffee
capsules in 20208
Nielsen, MAT data to 26.12.20

Increase in consumers
buying into the roast and
ground coffee sector®

Kantar, 12 w/e 27.12.20

Forecast growth in
the functional tea
market by 2022

Euromonitor 2020

Unit growth in
caramel iced coffeesi
IRI Marketplace

appealing, with 56% of shoppers
agreeing that coffee shop products
allowed them to recreate the experience
at homes”.

Taylors of Harrogate senior brand
manager Kelly Wright notes that while
roast and ground coffee was in steady
growth before the Covid-19 pandemic,
“sales have thrived throughout 2020
as out-of-home spend continues to
move into the home”. Growth in roast
and ground has also been driven by
new shoppers, she says, “with an
additional 330,000 more shoppers
buying into the category in the latest 12
weeks (to 27.12.20)°, as well as existing
shoppers buying more frequently”. In
November, the company launched its
‘Especially For’ range, comprising three
blends — Espresso, Cafetiére and Latte —
“to make choosing coffee at home a lot
simpler”, adds Wright. “Many people
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upped their game during 2020 to make
proper coffee at home, purchasing new
equipment, with espresso machines
seeing significant growth?, so there
couldn’t have been a better time to
launch a range with the end drink in
mind.” The company is supporting the
launch from April with a “big bang
£4m advertising campaign”, she says.

Ueshima Coffee Company, which
is launching “Japan’s No.1 coffee”
into the UK for the first time, points
to consumers’ growing confidence
in making coffee at home and, thus,
investing in new machines or brewing
equipment. Phil Smith, head of
category and insight at UCC Coffee
Europe, says: “Unsurprisingly, we
have seen a significant increase in
consumers purchasing coffee for
at-home use. We know this is driven
mainly by consumers working at
home and a lack of opportunity for
their high street caffeine fix — the rise
of the ‘at home barista’ has resulted
in significant sales increase of coffee
beans (+33% Vs previous year in 20208).
We can expect the bean category to
continue to grow through 2021.”

With this confidence, he says, comes
awillingness to explore more of the
category, seeking different origins,
stories and taste profiles.

Convenience factors

Despite consumers’ changing lifestyle
circumstances, convenience is still very
much to the fore when it comes to coffee
selection. Ueshima’s Smith notes that
coffee capsules and bags provide “a
consistent solution for those wanting a
decent coffee without the confidence,
time or equipment to make one from
beans or ground”. As such, he says
“capsules are up 25% in 2020 and coffee
bags up 57%” °.

At Dualit, director Alex Gort-Barten
reveals that its Café Plus and Bean to
Go Machines saw sales rise by 149%
and 67% respectively, with sales of
coffee capsules up 39%°.

2020 signified Costa’s launch into a
new sub-category, premium instant
coffee, with the brand introducing “the
UK’s first coffee shop-branded premium
instant coffee with Asda in October”. In
two variants — Smooth Medium Roast
and Dark Intense Roast, the coffees are
crafted to taste like Costa’s Signature
Blend, it says.

Meanwhile, Nestle reveals that its

global licence to produce Starbucks’
consumer packaged goods, gained
in 2018, has seen the brand become
firmly established, now generating
£40m in sales value' in the past year.
However, the company notes that it
is important not to overlook the most
valuable segment of the coffee sector—
soluble coffee, which it says accounts
for 50.8%" of value within the coffee
segment of hot beverages.

Taking time for tea

Despite some seismic changes in the
hot beverages market, Tata Consumer
Products customer development
director Amy Holdsworth says tea
continues “to be the nation’s favourite
beverage”, with tea occasions up an
estimated 35%% . The company’s major
brand, Tetley, “can now be found in
more than 10m homes in the UK”, she
says. However, she does acknowledge
that the choice of teas beyond everyday
black “can be a little overwhelming”

and says she sees Tetley as having a
key role to play in helping consumers
navigate the fixtures and encourage the
shopper journey from good to better to
best across each tea sub-segment.

Bigger packs sold have also been a
feature in the tea sector, where Ecotone
UK (formerly Wessanen UK), which
handles Clipper Teas in the market,
notes that sales for its 100-bag boxes
have grown over both its everyday and
green tea ranges.

The company launched two
new decaffeinated teas during the
pandemic, initially into the health food
trade, a sector where it says it had its
strongest year yet for sales.

Indeed, increased consumer focus on
health has spurred the decaffeinated
tea segment. Ecotone UK marketing
and category director Bryan Martins
says the company will be innovating in
the infusions segment with “functional
ingredients that provide sought-after
health benefits around good energy,
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Cold comforts

The trend for ready- which it says offers a important forretailers  attracted significant
to-drink (RTD) competitive margin for tostrike theright foodie and

coffee “is growing retailers. balance betweentake- environmentally

at a fast pace'”, says Gray notes that home and impulse minded shoppers to
Simon Gray, CEO of dataisinvaluable formats, “particularly  the tea category”.
Boost Drinks. “It is in monitoring both aswehopetosee 2021 will see Tata
important thatbrands  productand flavour therelaxation of take the Good Earth
and retailers alike trends, enabling the lockdownsin the brand “beyond the
appreciate this,” he company to identify summer months, tea fixture”, reveals
says. “Despite various  strongareasofgrowth. allowingshoppers Holdsworth, saying
lockdowns in 2020, the “When it comes to more freedom of the brand will use
iced drinks category iced coffee flavours, movement”. its “bold flavours
still saw double-digit caramel is proving Tata Consumer and environmental
year-on-year growth!,  hugely popular, with Products took on a credentials to
demonstrating high awhopping 107% new direction last challenge the norms in
consumer appetite increase!in unit year, launching its soft drinks”.

for RTD iced drinks growthyear-on-year,” Good Earth range of She also reveals
inindependent hesays. tea-based kombuchas that the company
convenience.” To Meanwhile, in May, despite the has “an array of
respond, last yearthe  despite an uptakein country being in other soft drinks in
company launched multipacksandlarger  lockdown. Amy development” and
two new chilled RTD formats in the wider Holdsworth, customer has “a real ambition
coffee SKUs - Silky soft drinks category, development director  to get the Cold
Smooth Caffe Latte Gray says thereis at the company, Infusions category
and Full Bodied still huge demand for says the brand’s back on track, as it
Double Espresso, impulse and smaller “bold flavours and has been profoundly
both available in £1 volume products. environmental impacted by the Covid
price-marked cans, Assuch, he says, it’s credentials have lockdown”.

digestion and relaxation”, while also
concentrating on its green tea range.
“Known for its positive health benefits,
there has been rejuvenated interest in
green tea in the past year,” he notes,
adding that Clipper’s Pure Green Teas
enjoyed growth of 31.1%04”.

Sustainability in mind

Amid all this development in at-home
consumption and with the younger
generation, in particular, focused

on sustainability and protecting the
planet, the whole concept of throwaway
items such as tea bags and capsules

has come into even sharper focus for
suppliers over the past year.

Ecotone UK maintains Clipper Teas
are “already leading the way” on ethics
and sustainability. “Our tea bags are
not only unbleached and non-GM, we
were also the first to introduce fully
biodegradable tea bags,” says Ecotone’s
Martins. “Clipper only ever uses
natural and organic ingredients, which

means fewer pesticides and more
wildlife biodiversity. We are also the
world’s largest Fairtrade tea brand and
contribute to the Fairtrade premium,
which ensures that farmers cultivate
responsibly and sustainably, which in
turn has a very positive impact on the
environment. Over the next year, we
are continuing to innovate and invest in
our packaging to ensure that it is either
reusable, recyclable or compostable.”
Supporting farmers to achieve
environmental goals is also a point of
focus at Mondelez International, where
the company sources 100% of the cocoa
used in Cadbury’s chocolate through
its Cocoa Life programme, “designed
to support sustainable cocoa farmers
and farming techniques”, says trade
communications manager Susan Nash.
“The programme tackles the complex
challenges that farmers face, including
climate change and gender inequality,”
she says. Cocoa Life addresses these
challenges on the ground, working

hand in hand with those who make
their living from cocoa, focusing on
where it can make a difference: turning
cocoa into a business of choice, creating
inclusive and empowered communities
and educating on forest conservation
and restoration.”

However, one of the problems faced
by suppliers in a disjointed recycling
set-up in the UK is achieving a system
that works countrywide. In a new
initiative, two major coffee suppliers
are joining forces to address the issue.
Nestlé and JDE — which, together, own
Nespresso UK, Nescafé Dolce Gusto
and Tassimo — are coming together
to launch ‘Podback’ early next year,
reveals JDE’s Morris. “This end-to-end,
cross-industry recycling programme
will provide consumers with simple
and easy ways to recycle coffee pods —
whatever the brand and whether they
are made from aluminium or plastic.”

Morris notes that while the individual
brands have invested in dedicated
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recycling services over the years and
are proud of the progress made, “we
recognise that having multiple schemes
has added to consumer confusion and
limited participation. Collectively, we
want to do more; and we know that the
key to driving recycling rates is to create
a single consumer solution across the
category. This is what Podback will
deliver. Our goal is to see pods included
in kerbside collections across the UK.
We know that this ambition is bold, and
that making it a reality is a challenge
—not least because of the different
recycling systems across the UK — but
that is no reason for us not to act.”

To address the issue of capsule
recycling, Dualit introduced its
patented EcoPress Aluminium Capsule
Recycler last year. Gort-Barten says
that, with innovations such as these,
the company has increased its eco
credentials rapidly. “Most of our coffee
capsules are Fairtrade products and
we are able to roast, grind and produce
them in our West Sussex factory,
directly reducing the transportation
and logistics required and helping to
reduce our and our customers’ eco
footprints.”

In other recycling moves, Ueshima
Coffee Company, which says it has
“an ambition to bring about lasting
change” notes that 100% of its coffees
are from farms that are Rainforest
Alliance Certified and reveals it is
working with TerraCycle to ensure all of
its product packaging can be recycled
in one way or another across the UK, it
says. “Every year, aluminium capsules,
coffee pouches and sachets end up in
landfill and incinerators across the UK.
We are working with TerraCycle to help
put an end to this waste of resources,”
explains Liz Higgins, director of
sustainability at UCC Coffee Europe.

Costa, meanwhile has embarked
on sustainable initiatives such as
transitioning the Nespresso Compatible
Pod range to aluminium capsules
from plastic, “removing 21.8 tonnes
of plastic from the supply chain”. Its
newly launched Premium Instant
Coffee contains 100% recyclable
material, it says, and it plans to make
further packaging improvements
across its existing ranges.

Taylors of Harrogate celebrated
becoming 100% carbon-neutral
in 2020, from field to shelf. “We’re
especially proud of the way we did it,

by setting up projects that not only
offset carbon, but improve livelihoods
directly for our farmers and their
communities,” says Wright. Also, one-
fifth of the company’s Yorkshire Tea
bags are now plant-based and Wright
says it is on track to have switched the
majority of these by mid-2021.
InJunelast year, Unilever announced
that PG tips had become the first major
tea brand to start the switch toa fully
plant-based range®. The brand has
started removing the outer plastic
overwrap on its 160s retail packs and
completed the switch of its pyramid tea
bags to a plant-based material made
from corn starch. The move to wrap-less
is being rolled out across this year and
Unilever says the brand is the first major
tea brand® to have fully biodegradable
teabagsinallitsretail boxes.

Healthy attitudes

With consumers increasingly aware of
boththeirhealthand whattheyconsume

~ \

on a daily basis, it’s important to
provide products that offer wide appeal
to every part of the market,” says JDE’s
Morris. “Expanding familiar product
ranges to offer ‘better for you’ options
allows a wider variety of shoppers
to continue enjoying their favourite
beverage.” As such, she says Kenco
has expanded its Kenco Duo range
to include an Unsweetened option,
offering a no-added-sugar alternative.
At Mondelez International, Cadbury
Hot Chocolate introduced it first-ever
reduced-sugar variant, with 30% less
sugar, last year “to tap into the ongoing
focus on wellbeing in the market”,
says Nash. In addition, its Cadbury
Highlights Milk Chocolate meets
shopper demand for lower calories,
at only 38 calories a cup, she says.
Plus, a redesigned Betreatwise logo
across Cadbury packaging encourages
consumers to “treat in moderation”.
Adding functional ingredients into
beverages is also becoming more
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Brand support, shifting focus

Adipinfoodservice
businesswasbolstered by
“exponential growth”in
e-commerce,accordingto
Ecotone UK, distributor for
ClipperTeas. “Weadapted
tomeetthisdemandby
investingmoreinincreased
visibilityonourretailers’
websites, ondigitaland
socialmediaadvertising
andbylaunchingour first
shop-in-shopon Amazon,”
says marketingand category
director Bryan Martins. Its
marketing strategyshifted
from OOHadvertisingand
focused more onthrough-
the-linemarketing. “We
invested heavilyinvideoon
demandandsocial media,
withacampaigncentredon
‘GenerationTea’,agroup of
ethicalshopperswho care
abouttheirimpactonpeople
andtheplanetand what
theyputintotheirbodies,”
hesays.

Tata Consumer Products
customer development
director Amy Holdsworth
notes the company has
“undertaken a rapid
change” in its shopper
investment strategy to
upweight online and reflect
the importance of the
e-commerce channel and
the far broader shopper
profile that online now
attracts. In addition, it is
continuing its multi-million
pound investment behind
Tetley’s ‘Now We’re Talking’
ad campaign, “which lands
the positive and cheerful
brand tonaiity”, she says.

Spreading positivity is
also the aim at Taylors of
Harrogate, which hopes to
build on the success of its
‘Where Everything’s Done
Proper’ TV campaign for
Yorkshire Tea, says senior
brand manager Kelly
Wright. “A new ad is set to

launch later this year. We
also have lots of exciting
plans for our digital
platform,” she adds.
Meanwhile, to introduce
Ueshima to the UK market,
UCC Europe is kicking off
with a ‘Respect the Ritual’
campaign, that celebrates
the brand’s heritage and
introduces the concept
of ‘Takumi’ - the pursuit
of perfection without
compromise - to a UK
audience. The campaign
will cover “everything from
social media, shoppable
ads, e-commerce, PPC,
Google Ad Words and PR
and influencer activity”,
reveals senior brand
manager Kirsty Pavely.
“Today’s consumer requires
more than just a quick
caffeine fix — they want
a brand with a story to
tell and to see something
different on-shelf.”

At Mondelez, Cadbury
has invested in a ‘Make it
Yours’ media campaign
to remind shoppers how
fun and convenient it can
be to customise their hot
chocolate at home, says
trade communications
manager Susan Nash.
“Shoppers are encouraged
to take a photo of their hot
chocolate creation and the
wider campaign, running
in OOH and social, has
featured some creative
and tasty-looking user-
generated hot chocolates
from the activation.”

Finally, All About
Food says Costa At Home
increased investment in the
online channel, delivering
campaigns centred around
‘Bringing your favourites
home’. The aim, it says was
to raise awareness that
Costa fans can still enjoy
the brand at home.

widespread. All About Food reveals
that Costa Shops have just launched
the Latte+, which includes boosted
vitamins such as zinc and B12.

Unilever says the functional tea
category is set to grow by 5.5% by
2022'%, so there has never been a better
time to meet the increased demand for
health-led drinks. In October last year,
itintroduced PG tips Plus, comprising
PG tips Plus Caffeine, with extra caffeine
and vitamin B6 to reduce tiredness;

PG tips Plus Immunity, aimed at

people looking to add vitamin C to

their diet; and PG tips Plus Metabolism
contains vitamin B12 to support normal
metabolism function.

“With health front and centre of
people’s minds, we expect to see
continued growth in functional
infusions that can support consumer
lifestyle needs, adds Ecotone’s Martins.
“Sleep and relaxation are to key areas
that consumers want support with, and
we have two key SKUs — Clipper Sleep

Easy and Clipper Snore and Peace.
We also have more innovation in the
pipeline in the functional tea segment.”

Looking ahead

With coffee consumers increasingly
seeking to replicate the out-of-home
experience and achieve coffee shop
quality at home, it is essential for
retailers to communicate that premium
products can be found and created
across the at-home coffee fixture,
argues JDE’s Morris. “It’s no longer
just enough to have a core instant
range — as incremental sales can
be driven through premium and
specialist offerings. With hot and iced
lattes, cappuccino and americano
being popular beverage choices for
consumers, stocking a diverse selection
of coffee products and flavours is key.”
In the tea aisle, meanwhile, the focus
is set to remain firmly on the desire
for natural and quality ingredients,
say Ecotone’s Martins. “Demand for

Fairtrade and organic tea has soared,
with Fairtrade tea sales up 14%?", while
organic sales boomed by 43%. People
are increasingly looking for options
that are better for them and the planet.”
While another Covid-19 lockdown
looks set to persist well into spring this
year, UK consumers are no longer likely
to be in blissful ignorance of what lies
ahead. One certainty, however, is their
continued love of a cuppa — be it coffee,
tea, chocolate or a cold alternative — to

Sources

1 https://tinyurl.com/y42ssedb

2 https://tinyurl.com/y5mxztj7

3 Kantar, FMCG Panel, Total
Tassimo, 52 w/e December
2020

4 IRI, 52 w/e 05.12.20

5 Kantar, WPO latest 52 w/e
12.06.20

6 Kantar, w/e 27.12.20

7 Gfk, Hot Beverage Makers,
Sales Value, Oct 19: Oct 20

8+9 Nielsen MAT data to 26.12.20

19Figures from Dualit Ltd sales
reporting

11RI Grocery Outlets, Starbucks
Value Sales, 52 w/e 02.01.21

121RI Grocery Outlets, Core
Coffee Value Share, 52 w/e

02.01.21

13Data provided by Tata
Consumer Products

14 Kantar, 12 w/e 07.09.20

15Nijelsen, Total Tea, MAT to
16.05.20. Major tea brand
refers to those with >10% share
of sales value (%)

16 Euromonitor 2020

17 Kantar, data to 14.06.20

Cold Comforts panel

i IRI Marketplace, Symbols and
Independents, Volume data, 52
w/e 06.09.20
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Costa brings home the coffee

All About Food Ltd

The Treehouse

Maple View

White Moss Business Park
Skelmersdale

t: 01695556427

w: allaboutfoodltd.com

Emily Turner
Brand Manager
Trudi Johnson
Senior National
Account Manager

Costa Coffee

Source

1 Kantar, Winner of Hot
Beverages, Survey of 9,865
people

All About Food, in partnership

with Costa Coffee, has continued
to develop iconic Costa Coffee shop
flavours into at-home formats, using the
same recipes that they serve in their
stores so consumers can enjoy their
favourite ‘Costa At Home’, says the
company. “Research has shown
consumers miss the high-street, with
visiting coffee shops being the second
most missed activity after seeing
friends and family in 2020,” it says.

“Innovation continued throughout
last year, even with added complexities
from suppliers due to the impact of
Covid-19. There is a real consumer need
for coffee shop flavours and innovation
in grocery that is not currently
being satisfied in the market. So, an
accessible brand like Costa can provide
shoppers with their favourite coffee
shop experiences from the comfort of
their own home.”

The 2020 Costa At Home marketing
plan focused on bringing Costa
platforms together under the umbrella
of one total coffee company, it explains.
“This led to exciting campaigns
such as ‘Savour the Season’, which
included At Home in out-of-home
media with national coverage. Also,
Costa launched online campaigns
with retailer websites centred around
shoppers being able to recreate their
favourite Costa shop drinks at home
while shops were closed.”

Sustainability will continue to be a
key pillar of the Costa At Home strategy,
it notes, with a focus on continuing to
reduce the amount of packaging and
increase the use of recyclable materials,
where possible. “Consumers’ shopping
habits are changing, with the impact on

We wanted
shoppers to
be able to
recreate their
favourite
Costa shop
drinks at home
whilst shops
were closed”

the environment being a key purchase
driver, so it’s increasingly important for
shoppers to be able to buy sustainable
coffee products from brands they trust.

2021 plans

“The Costa 2021 brand strategyis all
about inspiring the world to love great
coffee, through working with our key
customers to deliver high-quality,

coffee shop-inspired innovation and
leveraging thestrengthsofbeinga coffee
shop brand in retail,” it continues. “The
focusistobuild a disruptive brand-
building approach in 2021 by operating
asatotal coffee companyand continuing
to beimaginatively progressive.

“Costa will be driving awareness of
At Home range this year, focusing on
Costa’s new Premium Instant coffee,
which recently won Product of the Year
2021, designed to bring an accessible,
great-tasting coffee shop branded range
to more consumers. This will be in
addition to above-the-line marketing
campaigns, which, along with out-of-
homeadvertising, willleverageaccessto
all Costa channels such as social media,
Costa stores and the 6 million Costa
Coffee Club app users. All channels
working together to drive consumers to
the point of purchase in supermarkets.”

10 | 6 February 2021 | www.thegrocer.co.uk
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Give your shelves a Boost

Boost Drinks Ltd

1270 Century Way
Thorpe Park

Leeds LS158ZB

t: 01132403666
e:info@boostdrinks.com
w: boostdrinks.com

Simon Gray

CEO

AlGunn

Sales Director
Adrian Hipkiss
Marketing Director

Boost Energy
Boost Sport
Boost Protein
Boost Iced Coffee

Source

1+2+4+5 R Marketplace Data,
Symbols & Independents,
Unit Sales, 52 w/e 07.09.20

3 IRI Marketplace Data,
Symbols & Independents,
Unit Sales, 52 w/e 29.11.20

Since launching its ready-to-

drink (RTD) iced coffee SKUs,
Double Espresso and Caffe Latte, Boost
has seen its latest brand move from
strength to strength, says the company.

Even though the launch back in
March 2020 was hampered slightly by
the Covid-19 outbreak, Boost was able
to execute a fully integrated marketing
plan, it adds.

“By working closely with all of our
key wholesale partners, we delivered a
compelling communications campaign
covering both depot and online
touchpoints,” it says. “The key indicator
of Boost’s performance can be seen
through category data, where we are
now the number two iced coffee brand
within Northern Irish independent
convenience'and currently hold the
number three position for unit rate of
sale in independent convenience in
Great Britain2

“The RTD iced coffee market
continues to be an exciting, high-
growth category, increasing by 49%
year-on-year (YoY) and worth £25.6m
within independent convenience
alone3. Iced coffee truly is an
exciting and attractive category that
retailers should take advantage of for
incremental sales.”

Spreading the message

Boost has been working closely with
all of its wholesale stockists and many
retailers to market its latest NPD.

“Through our long-standing close
relationships, we have established
joint business plans with key accounts
in order to spread the message across
the nation,” reveals the company.
“In-depot theatre through point-of-sale
and product sampling, combined with
digital engagement through customer
platforms and social media, has
enabled us to be in the strong position
we are in today.

“Distribution is a key factor in
driving category sales, which is why
the brand invested heavily to get its
products, including coffee, out to as
many independent retailers as possible.
While Covid-19 has changed the way
we do certain things, we explored new
sampling opportunities that included

TheRTD
iced coffee
market
continues to
be an exciting,
high-growth
category”

LKY SMOOTH

CAFFe

door-drop sampling with money-off
vouchers, directing consumers back
in-store to purchase another can.”

Looking ahead, it adds, Boost plans
to continue with its proactive approach.
“In 2021, we are investing even more
into our distribution campaigns, our
joint business plans with customers
and our trade media presence.”

New flavour launch

To further establish the range and
cement the brand as a key player
within the cold brew category, Boost
is launching a third flavour into its
portfolio — caramel.

“Caramel-flavoured iced drinks are
the fastest-growing flavour (at 107%
YOY) among all other variants* and
also the second-largest contributor
in percentage unit saless within the
market,” it says. “These category facts,
combined with Boost’s ability to create
a unique, great-tasting product, have
resulted in the creation of the brand
new Boost Caramel Latte.

“Stock will be available from 1 March
in all major wholesalers and the
Caramel launch will be supported by
a multimedia campaign spanning
across both trade and consumer
formats. The full Boost Iced Coffee
range can be purchased in 12 x 250ml
£1 price-marked packs.”
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Sustainability for success

Dualit Ltd

County Oak Way
Crawley

West Sussex
RH117ST

t: 01293652500
e:info@dualit.com
w: dualit.com/coffee

Alex Gort-Barten
Director

Adam Roddan

UK Sales Manager

Dualit Aluminium
Coffee Capsules

Dualit Compostable
Coffee Capsules
Dualit EcoPress

Source

1.23Fjgures from Dualit Ltd
sales reporting

*Suitable for industrial
composting through
authorised food waste
collection schemes.

* Nespresso® trademark
is owned by Société des
Produits Nestlé SA. Suitable
for drop through machines
only. Excluding professional
machines and ‘built in’
models.

“As more and more consumers are

now working from home, coffee
machines and coffee consumables have
seen arapid increasein sales,” says Alex
Gort-Barten, director at Dualit.

“For example, our Café Plus and Bean
to Go Machines have seen sales increase
by 149% and 67%' respectively, while
sales of our coffee capsules haverisen
by 39%2. This continuous increase has
been evident across both our private-
label customers and direct sales from
Dualit.com. The key to remaining at
the top of the market lies in offering
consumers the best in taste, quality, fair
trading and sustainability, in line with
the growing awareness for reducing
single-use plastic across the board.

“Dualitis a genuinely innovative,
award-winning company that prides
itself on its ability to adapt and evolve
to consumer demand,” he says.

“From producing the firstindustrially
compostable+ capsule in the UK to our
patented EcoPress Aluminium Capsule
Recycler, we have made serious strides
in sustainability. The facts speak for
themselves; our Aluminium Capsules
have seen an exponential growth with
a25% increase®in sales year-on-year
(July to December), while our EcoPress
has performed extremely well since its
launchin January 2020 as consumers
discover how easy it is to use for quick
and efficient home recycling. We’ve
sold over 10,000 across Dualit.com and
Amazon in the last six months alone.

“Our coffee capsules are now
plastic-free on all our Dualit-branded
packaging, while the capsules
themselves are 100% recyclable,” he
adds. “In fact, we have successfully
reduced packaging overall by more than
50% since we started manufacturing
Dualit and Nespresso®-compatible

ALUMINIUM CAPSULES ALUMINIUM CAPSULES

NESPRESSO® COMPATIBLE"

DARK ROAST 9

As more
and more
consumers
work from

home, coffee
machines and
capsules have

seen arapid
increasein
sales”

6

NESPRESSO® COMPATIBLE"

capsulesin the UKin 2013. We have also
expanded our popular Compostable+
Nespresso®*-Compatible Capsule
Range, adding an Organic Colombian
single origin, a new Colombian &
Peruvian blend, and Intense and
Lungo blends that were previously only
available in plastic capsules. Offering
organic-certified coffee consumables is
afirst for Dualit. The new flavours are
also Fairtrade-certified.

“For those who require a personal
touch, we will soon be offering four
different pack sizes for the new
Private Label capsules, to better
accommodate customers’ demands.
These will include 10-pack tube and
single-layer 10 pack boxes, as well
as 20- and 30-pack options — private-
label configurations offered by few
suppliers. Three different varieties
of Private Label capsule will be
available — aluminium, compostable or
plastic — all of which are Nespresso®-
compatible.”
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Brew the right thing

Ecotone UK (formerly
Wessanen UK)
River View

2The Meadows
Business Park
Station Approach
Blackwater
Camberley

Surrey GU17 9AB

t: 01276 609 000
w: clipper-teas.com

Bryan Martins
Marketing & Category
Director

Caroline Rose
Clipper Teas Brand
Controller

Clipper Teas
Whole Earth
Kallg

Source

1Kantar, 12 w/e 07.11.20
2 Kantar, data to 14.06.20

People who love tea, who care

about their wellbeing, people
and the planet, will find their perfect
cuppa with Clipper Teas, according to
Ecotone UK (formerly Wessanen UK).

Named by Clipper as ‘Generation Tea’,
this growing, conscientious audience
shares many values with the brand, it
says. They focus on doing the right thing
and prefer natural, quality products.
They care about climate change and the
people who make their tea.

“Transparency and traceability have
become increasingly important for
conscious consumers who want tea
that tastes good and does good too —
from sustainable packaging to ethical
sourcing and organic ingredients,”
explains Caroline Rose, Clipper Teas
brand controller at Ecotone UK.

Made in Dorset, Clipper is committed
tonatural, fairand delicious tea. It was
the world’s first to launch a tea bag that
is not only unbleached and non-GM
butis also plant-based and fully
biodegradable. “Clipper is a brand with
aheart. There’s a certain warmth and
joy to it that comes from over 35 years of
ethical and organic sourcing,” she adds.

To raise awareness with Generation
Tea, Clipper launched its biggest
campaign to date in 2020. It is still live
across video-on-demand services and
on social media.

Ethical and organic

One of the reasons consumers love
Clipper is the brand’s long-standing
partnership with Fairtrade. Clipper was
one of the founding Fairtrade brands
and helped to write the Fairtrade
standards. Todayj, it is the world’s largest
Fairtrade tea company. “Clipper’s
Fairtrade contributions make a huge
difference to the lives of over 114,000

Generation
Teafocus on
doing the right
thing and
prefer natural,
quality
products. They
care about
climate change
and the people
who make
their tea”

workers and their families every year.
It supports growers to use sustainable
farming methods that enhance wildlife
biodiversity,” reveals Rose.

Clipper will work closely with the
Fairtrade Foundation to amplify
Fairtrade Fortnight in February, with
targeted shopper marketing activations
in-store and online. The brand is also
committed to only working with organic
producers to help reduce the amount
of pesticides entering water systems,
protect insects and ecosystems.

Tea-riffic sales

With more people staying at home in
2020, growth was experienced across
the tea category, adds Rose. Clipper
remained the fastest-growing everyday
black tea and its Pure Green Tea was
the best-selling in the market with an
impressive growth of 31.1%.

“We adapted our business to meet
growing demand from an increasingly
online audience and experienced
exponential growth in e-commerce,”
says Rose. “Over 36bn cups of tea
are drunk per year and household
penetration is at 86%?>. If every one of
those tea drinkers switched to Clipper,
imagine the positive impact that could
have on people and our planet.

“By stocking Clipper, retailers are
helping consumers to make a difference,
while also meeting their own CSR
objectives,” she concludes. “We’re
seeing more consumers discover the joy
of drinking tea with a clear conscience
and making every cup count.”
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Inspiring at-home recipes

Mondeléz International
Uxbridge Business Park
Sanderson Road
Uxbridge UB8 1DH

t: 0870600 0699

Susan Nash
Trade Communications
Manager

Cadbury

Cadbury Dairy Milk
Green & Black’s
Trebor

Maynards Bassetts
Halls

belVita

Cadbury Biscuits
Mikado

Toblerone

Oreo

Ritz

Barny

Source

1,23.4.6 Njelsen, MAT RSV to
26.12.20

5 Running on Cadbury Drinking
Chocolate, 500mg SKU

Consumption of hot chocolate

at-home has increased. Within
the market, Cadbury continues to
delight shoppers as the number one
supplier?, says Susan Nash, trade
communications manager at Mondelez
International.

Brand highlights

The Cadbury brand has a wide product,
range offering traditional Drinking
Chocolate, Instant Hot Chocolate and
Cocoa, as well as low-calorie and less-
sugar options.

Cadbury has grown by 17.5%?while
Green & Black’s has grown by 26.3%,
reveals Nash.

Cocoa saw the greatest increase,
due to the rise in home-baking as
shoppers tried new activities during
lockdown. Cadbury Bournville Cocoa
also grew during this period4, due to
its flavoursome aroma, made from the
same high-quality beans as the iconic
chocolate bar, she adds.

New campaign
“This year, the brand is investing in a
new media campaign, ‘Make it Yours’,
which will help shoppers create their
perfect mug of hot chocolate from
the comfort of their home, inspiring
them with Cadbury recipes,” says
Nash. “Running from 15 January, the
campaign will remind consumers of
the convenience and fun of at-home
preparation.

“Excitingly, consumers could
also win a £5,000 prize through an
on-pack promotion of Cadbury’s iconic

UROVED _ IMPROVED  WPROD
fUIOUR @ "¢ avoUR ® FLNOR

Cocoa saw
the greatest
increase due to
therisein
home baking
as shoppers
tried new
activities
during
lockdown”

N
Y ‘“!*Ot Chocolate

® oricinaL
ESTD 1824

Drinking Chocolates. Shoppers will
have the opportunity to win a range of
six sensational prizes of their choice,
including a VIP trip to Wimbledon and
a seaside staycation*.

“As well as this, there are thousands
of hot chocolate kits up for grabs,
giving shoppers a head start with their
at-home creations.”

To enter, she explains, shoppers
must purchase a participating pack
of Cadbury Drinking Chocolate 500g
from their local store and enter the
barcode on the website, makeityours.
cadbury.co.uk. They can then pick their
£5k prize to find out instantly if they’ve
won a hot chocolate kit and also to be
entered into the draw.

Continued category growth

“With shoppers continuing to put
their trust into brands they know and
love during times of uncertainty, we
can expect the category to continue
expanding in 2021, spurred on by
exciting promotions such as this,”
says Nash.

“Retailers should continue to stock
Cadbury, the number one supplier®, to
maximise their hot chocolate offering
in-store.”

*T&Cs apply.
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An exceptional year

Nestlé UK Ltd
1City Place
Gatwick

RH6 OPA

w: nescafe.com

nestle.com/info/contactus

Nescafé Azera
Nescafé Azera Nitro
Nescafé Gold Blend
Nescafé Dolce Gusto
Nescafé Original

Source

1 Kantar Worldpanel, Hot
Beverages, penetration
percentage 52 w/e 27.12.20

2 Kantar Worldpanel, Hot
Beverages, volume 52 w/e
27.12.20

3Kantar Worldpanel, Hot
Beverages, spend 52 w/e
27.12.20

4RI Grocery Outlets, Hot
Beverages, value sales %
change vs YA 52 w/e 02.01.21

5IRI Grocery Outlets, Hot
Coffee, value share 52 w/e
02.01.21

6 IRI Grocery Outlets, Hot
Coffee, value sales % change
vs YA 52 w/e 02.01.21

7IRI Grocery Outlets, Tea, value
sales % change vs YA 52 w/e
02.01.21

8 [RI Grocery Outlets, Tea, value
sales % change vs YA 52 w/e
06.01.18 to 52 w/e 02.01.21

9 IRI Grocery Outlets, Hot
Coffee sub-segments, value
sales % change vs YA 52 w/e
02.01.21

10 [RI Grocery Outlets,
Starbucks value sales 52 w/e
02.01.21

1 IRI Grocery Outlets,
Starbucks value sales %
change vs YA 52 w/e 02.01.21

2[RI Grocery Outlets, Core
Coffee, value share 52 w/e
02.01.21

BRI Grocery Outlets, Core
Coffee Brands, value share 52
w/e 02.01.21

14 Kantar Worldpanel, Nescafé
Original, volume 52 w/e
27.12.20

Hot beverages is a prominent
category, with 97.6% of UK
households purchasing at least one hot
beverage product in the last year?, says
Nestlé UK. This incredible reach means
that across the UK over 6obn cups are

drunk each year?, assuming all
purchased volume is consumed. Such
huge volume being purchased means
that £2.4bn was spent on the hot
beverage’s category over the last 52
weeks, which means the average
annual spend per buyer is £87.423.

2020 saw many consumers spend
more time at home, which caused the
hot beverages category to have an
exceptional year across all grocery
outlets as it grew value sales by 10.2%
against the previous year“. This was
largely driven by the No.1 segment
within hot beverages — coffee. Hot
coffee accounts for 62.8% of value sales
in the hot beverages category® and
increased value sales in 2020 by 12%
versus 2019°.

Tea, as the second-largest segment in
the category, did not manage the same
excellent levels of growth as coffee
as the segment only achieved 3.9%
growth versus a year ago’, but this is
the first time since 2017 that tea saw
positive year-on-year growth?, so it was
a great result for the segment.

Seeking indulgence at home

Coffee — and therefore the category —
seems set for another amazing yearin
2021 and, to capitalise on this, the key
driver for retailers is that consumers will
continue to seek indulgent coffee shop
experiences in-home.

To cater for those seeking high-end
coffee, retailers should provide a strong
range for roast, ground and pod coffee.
These segments of coffee saw the
largest growth in 2020, with roast and
ground coffee growing 19.7% and pods
increasing 22.8% against the value sales
accruedin2019°.

Nescafé’s partnership with Starbucks
has seen the introduction of Starbucks’
branded Roast & Ground and pod
coffee sold through the grocery channel
for in-home consumption, which
perfectly fits this key driver for growth.
Nestlé secured the global licence to sell

With
consumers
spending more
time at home,
2020 was an
exceptional
year for the
hot beverages
category
across all
grocery
outlets”
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scKs®

HOUSE BLEND

Starbucks’ consumer packaged goods
for in-home consumption in 2018, so
the brand is now becoming established,
generating £40m in value sales in

the last year'. This result meant the
brand’s value sales percentage increase
against 2019 was 181.3%".

With such rapid growth, retailers
cannot afford to ignore this thriving
product range and should consider
introducing these products to their
customers.

However, it is important not to
overlook the most valuable segment
of the coffee sector: soluble coffee.
Soluble coffee accounts for 50.8% of
value within the coffee segment of hot
beverages'. The biggest brand within
soluble coffee is Nescafé Originals;
in the past year 4.1bn cups of Nescafé
Original were drunk in the UK, So,
retailers are recommended to stock
various sizes of Nescafé Original if
possible, to deliver the right format
for their customers’ needs and the
Nescafé 95g price-marked pack should
be used to catch the eye of shoppers
then convert them to purchase with
the competitive price and power of the
Nescafé Original Brand.
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A great way to seize the year

Good Earth

Tata Consumer Products Ltd
3250ldfield Lane North
Greenford

Middlesex UB6 OAZ
t:07714 844604

i: @goodearth.co.uk

w: goodearth.co.uk

Liliana Jauregui
Marketing Manager

Loose Teas

Bold English Breakfast
Créme Earl Grey
Rooibos Chai
Cloudmist Green

Biodegradahle TeaBags
Tropical Mango & Moringa
Moroccan Mint

Rooibos Chai

Créme Earl Grey

Ginger Turmeric & Lemon
Cloudmist Green

Hibiscus Rose &
Sweet Berries

Bold English Breakfast

Kombucha

Original

Ginger

Pomegranate & Blueberry

With the hope for a more positive

and healthy year comes an
opportunity to take a fresh look at life
and how we live and do business. New
products, new tastes and new
approaches to market, sprinkled with a
re-evaluation of our lives and priorities,
will push us and the planet to the top
the agenda, says Good Earth.

Shoppers are demanding more from
the products they buy. Pockets are tight,
but the desire for good, healthy food and
drink is right up there. Shoppers want
natural products, good alternatives to
sugary drinks and less boring options
during a health kick or alcohol-free
drive. There’s a rumour about that
the year will see an end to lockdown
elasticated trousers and scrufty, out-of-
camera bottom halves too!

A change for good

As the newest brand from the Tata
Consumer Products’ stable to enter the
UK, Good Earth is a little bit different
from the norm, says the company. “Yes,
we’ve a bang-on-trend range of teas,
both loose and in biodegradable bags,
and a great-tasting range of organic
kombuchas, but what’s different is

the influence of our Californian vibe,”
explains Tata. “We’ve been in the
business of fruit and herbals for half a
century and we’ve learnt a thing or two
about taste and experience.

“Our teas are made from the finest
of sustainably sourced ingredients,
our loose teas are a simple choice of
indulgence and our tea bags burst with
whole leaf ingredients, which punch
flavour with every sip.

“We’re really excited about our
range of Good Earth Kombucha and
have great plans for more colds this
year. With a base of finest Rainforest
Alliance Certified Kenyan teas and
live cultures, the range has been
carefully and lovingly developed
delivering a refreshing and delicious
tasting drink with lower acid levels
and no alcohol.*”

Although a small brand, Good Earth
says it is making a big noise in the
market. “Our teas have already gained
1% market share of tea sales in the
retailer where we launched last spring,

KOMBUGHA

W N
koMBUCHA | KOMBUCHE
POMEGRANATE
w8

Pockets
are tight, but
consumers’
desire for
good, healthy
food and
drink is right
up there”

and Good Earth Kombucha sales are
clicking good through a well-known
online retailer.

“With routes-to-market through
wholesale growing, the future’s looking
bold and bright for Good Earth, which
is a good thing, as shoppers want so
much more from their food and drink
choices today,” it adds. “Most shoppers,
but particularly younger groups,
want an obvious step-up in taste and
experience that matches the little bit
extra they spend for quality, then
top this with the need to shop with a
conscience.

“We’re good there too; all Good
Earth ingredients come from nature
and are free from added sugars and
any other nasties. The same applies to
our packaging — it comes from nature
and can return to nature. What’s more,
being active partners of the ‘1% for the
Planet’ initiative, we’re giving back to
the planet with donations to not-for-
profit causes.”
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'GOOD
EARTH

s CALIFORNIA 1972

BOOST SALES WITH THE
BOLD FLAVOURS OF NATURE

..............

AN

*NATURAL INGREDIENTS:- \: v
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GOOD| |cooD
EARTH.|  |EARTH,

CALIFORNIA 1972 == CALIFORNIA 1972

" KOMBUGCH/

POMEGRANATE
< & BLUEBERRY

ORGANIC | MADE WITH LIVE CULTU

BLACK TEA

\\\\\\\‘““

o¥ 7. - HERBAL TEA OLD ENGLISH
AN G BREAKFAST
Consumer Survey of LOOSE LEAF
Product Innovation o

2021

15 BIODEGRADABLE" TEABAGS

PREMIUM LOOSE TEAS, BIODEGRADABLE TEA BAGS AND BUBBLY ORGANIC KOMBUCHAS

Expertly crafted to deliver the bold flavours of nature
Please contact our new business team on 07714 844604

PLANET ,/** FRIENDLY Ethical Tea www.goodearth.co.uk
PACKAGING Fartmership Follow us on Instagram @goodearth.uk

BLACK TEA
ra.org

*Kombucha - Winner Chilled Fortified Drinks Category. Survey 9,865 People by Kantar
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Exploring anew route for tea

Tetley

Tata Consumer Products Ltd
3250ldfield Lane North
Greenford

Middlesex

UB6 0AZ

t:0800 387227

w: tetley.co.uk

Kieran Bridges
Category Development
Director

Tetley Original

Tetley Decaf

Tetley Extra Strong
Tetley Earl Grey

Tetley Redbush

Tetley Green Pure
Tetley Green Lemon
Tetley Green Decaf Pure
Tetley Flavoured Greens
Tetley Herbals

Tetley Super Greens
Tetley Super Fruits
Tetley Super Herbals
Tetley Cold Infusions
Tetley Super Squash

As the desire for normality in 2020
led to an increase in consumption
of certain food and drinks, the
disruption to normal life brought about
a shift in consumer behaviour.
Driven by increased home time
and the realisation that tea is a good
beverage to get into the habit of
drinking, consumption and sales have
grown and tea has recaptured hearts.
Bit by bit, the ‘good for you’ qualities
of tea — as a natural beverage that can
help keep people hydrated throughout
the day — have hit home.
Healthier segments have performed
well. Fulfilling a need for different
tea occasions throughout the day and
ticking the health box, decaf, fruit and
herbal and redbush grew significantly
last year, says Tetley. Functional teas
have done well, with Immunity and
Multivitamins in greatest demand.

Review and reshuffle
The need to retain new drinkers,
nurture light consumers and grow
sales from loyal tea drinkers should
influence category strategies for 2021.
While boosting health and immunity
will remain front of mind, harder
economic times will require a different
approach on-shelf. Smaller entry-point
packs and more balanced promotions
that support household budgets will
help to retain and support shoppers.
Lean growth expectations for
everyday black and the importance
tea shoppers ascribe to brands make
regular review of the shopper offer
key. Ensuring the standout and
availability of best-sellers, as well as
removing unnecessary brand or pack
duplications, will help to deliver a more
frictionless shopper experience.

Drawing a new generation to tea

The Tetley Super range and new Tetley
Herbals are attracting a younger
generation. However, the lessons of
the successful journey that consumers
are taken on in the coffee category
need to be applied to tea. The trade-up
journey in black tea could be made
more explicit to consumers as it’s here
that the biggest group of tea drinkers
lie. Many will be happy to spend

CoLD
vt

~

Wi wo.

The
lessons of the
successful
journey that
consumers
are takenonin
the coffee
category need
to be applied
totea”

O\ TetleyJ

INFUSIONS

pwi¥  INFUSE IN CoLD waTe 4 :
sz & PE

zingy lemon
&ginger

~ INFUSION

a little more for an improved taste
experience and Tetley’s new product
development programme is geared to
take consumers on this journey.

To cater to all segments of the market,
Tata Consumer Products has widened
its UK brand portfolio, giving shoppers
a progressive map of tea experiences
—ranging from Tetley, the familiar go-to
brand in tea, stepping up to the rich
experience of the Good Earth brand
and, at the high end, Tea Pigs with their
‘treat for me’ experience.

It’s not all about hot, however; as
seasons warm and more freedom
is realised, there will be more
opportunities for on-the-go hydration
solutions, such as Tetley Cold Infusions
and Good Earth Kombucha.

Tata says it will continue to invest
behind Tetley in 2021, with television
and social and partnership work with
key retailers to trial dual sitings and
provide insight that can help steer
future in-store locations.
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Brewinga -
better future .

Our commitments to making our great
tasting cuppas more sustainable

® O
ik
= Investment to help support
“" communities at home and abroad
From childhood development centres
and solar lighting at tea plantations to
supporting families of the UK food
industry, our investment will enhance

the health and livelihoods of
& neighbourhoods near and far

Waste to Landfill

All our factories are zero waste to landfill

YV 4 7
0

Recyclable

Tetley has signed up to the UK Q

Plastics Pact with a commitment mom gi Our UK sites®
that all our packaging will Y | don’t contribute
be reusable, recyclable or AN | to CO2 emissions

compostable by 2025

Certified 4

We're proud that all
our teas are Rainforest
Alliance Certified™.
This means our

teas have been
purchased from certified farms
monitored to meet rigorous
environmental and social standards

We are a proud supporter
of green energy. All our UK
sites use 100% certified
green electricity, as

well as using energy
from our biomass boiler
and solar farm site

*Information based on energy used at UK facilities

Proud members of

SiRaT ey Ethical Tea
PACT Partnership

Visit www.tetley.co.uk
Join the chat, search ‘Tetley UK’ ﬂ y Now we're talking

\,"f.ﬂ I

Tetley,

Find out more
atra.org
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Especially for coffee-lovers

Bettys & Taylors of
Harrogate Limited

Pagoda House

Plumpton Park

Harrogate

HG27LD

t:08003281886

e: hello@
taylorsofharrogate.co.uk
w: taylorsofharrogate.co.uk

Kelly Wright
Senior Brand Manager

Taylors Espresso

ground and beans
Taylors Cafetiére ground
Taylors Latte ground
and beans

Source

* TI Media Lens results from
151 UK working adults

2 TRI Value Sales, 52 w/e
05.12.20

Taylors of Harrogate is well-

known for its Lazy Sunday and
Rich Italian blends, but in November
the company launched a new range to
combat the nation’s growing confusion
around coffee — and it’s already proving
popular, reveals Kelly Wright, senior
brand manager.

“The consumer need for proper,
simple coffee is at the heart of our
‘Especially For’ range and, as such, it
has been created with the end-drink in
mind,” she explains. “We have named
the coffees after the drinks they make
and gone bold with colourful packs
that stand out on-shelf.”

As an instant coffee-drinking nation,
there is a huge opportunity to welcome
new drinkers into the world of in-home
premium coffee by being an antidote
to the unnecessary complexities that
currently exist, says Wright. “Proper
coffee can be intimidating,” she says.
“The degree of choice and wording in
the coffee aisle makes buying proper
coffee a confusing experience. In fact,
57%" of consumers say they would
be more likely to purchase coffee if it
was simple.

“We also know that proper coffee is
something consumers want. Loads of
coffee lovers have upped their game
during lockdown to make proper
coffee at home with cafetiéres and
espresso machines, so this couldn’t be
a better time to bring out a range made
especially for them.”

The new blends have been crafted to
taste their best when made a certain
way, says Wright. “For example, the
grind of our espresso blend is fine to

TAYLORS

OF HARROGATE

TAYLORS

OF HARROGATE

ESPRESSO

BEANS

ROAST COFFEE

57%* of
consumers
say they would
be more likely
to purchase
coffee if it
was simple”

ensure the shot brews for the optimal
amount of time. The range offers three
blends — Espresso and Latte ground
and beans and Cafetiére ground — and
each has an RRP of £3.79. The Espresso
and Cafetiére coffees launched in
Waitrose in November. All three blends,
including Latte, will be arriving in more
supermarkets early this year.”

‘Big bang’ media spend
In terms of marketing, the range will be
supported from April with a “big bang”
£4m advertising campaign, including
TV, shopper and digital. “Consumers
can expect to see the same quirky tone
of our hugely successful coffee bags
campaign, which will continue to inject
personality into the Taylors brand,”
adds Wright.
“Looking ahead over the next
year, our new ‘Especially For’ range
is our main focus for 2021, but we
will continue to support coffee bags.
Coffee bags as a category has seen
huge growth of 63.4%, with Taylors
of Harrogate contributing to 86%? of
that growth. However, penetration
is still low, which gives us plenty
of opportunity to encourage more
consumers to trade up from instant.
“Asabrand, our mission s to free
UK coffee-lovers from confusion and
compromise, SO you can expect to see
more of this messaging from usin 2021.”
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Coffees created
with the end
drink in mind.

It's that simple.

57% of respondents would be more inclined to purchase
a coffee product if there was a ‘simple’ offering”

Available now!

Source: Tl Media Lens results from 151 UK working adults
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Japan’s No.1coffeeentersUK

Ueshima Coffee Company
8th Floor,

20 Farringdon Street
London

EC4A4AB

e:info@
ueshimacoffeecompany.
com

i: @ueshimacoffeecompany

w: ueshimacoffeecompany.
com

Paul Molyneux

CEO, UCC Coffee Europe
Kirsty Pavely

Group Senior Brand
Manager, UCC

Coffee Europe

Skye Stevenson

PRand Communications
Manager, UCC Coffee
UK &Ireland

Ueshima Coffee Company,
coffee blends include:
Tokyo Roast

House Blend

Fuji Mountain

Source

1 Y327 billion, https://www.
ucc.co.jp/eng/company/
profile/group.html

2 SRI12019 (Jan-Dec), Coffee
Sales Data

3 Individual coffee bag -
industrially compostable,
check with local council

4 UK only, with roll-out to
further territories planned

UCC Coffee Europe has launched

a new coffee brand, backed by
UCC Group (Japan) — a global coffee
company with a €2.58bn' annual sales
revenue. The launch of Ueshima Coffee
Company brings Japan’s number one
coffee to the UK for the first time and it
plans to challenge the European coffee
brands currently driving the global
coffee market.

Established in Kobe in 1933, Ueshima
is driven by its founding principles
of craftsmanship, innovation and
sustainability. Its launch range delivers
unique, sustainable and premium
coffees that represent an authentic taste
of Japanese coffee culture, it says.

Paul Molyneux, CEO, UCC Coffee
Europe, says: “The Ueshima launch is a
key move for UCC. We have capitalised
on the rich experience of our Japanese
coffee business to develop the brand,
which has been honing its craft and
expertise for over eight decades. This
is a single-minded launch that taps
into the biggest growth opportunities
in the market and will bring a new
coffee experience to consumers who
appreciate a distinctive cup of coffee.

.

Integrated marketing

Kirsty Pavely, group senior brand
manager, UCC Coffee Europe, adds:
“For over 85 years, Ueshima has been
regarded as Japan’s No.1 coffee, with
a36% market share’inretailand a
network of coffee shops across the
country. From creating the world’s
first ready-to-drink canned coffee, to
cutting-edge roasting and filtering
techniques, Ueshima has been at the
heart of Japanese coffee culture.

UESHIMA

COFFEE COMPANY
-KOBE 1933

House Blend
NIRTLVE

UESHIMA

COFFEE COMPANY

Rich Roast
Coffee Beans 0
sgni120@s U

House Blend

Thisisa
single-minded
launch that
taps into the
biggest growth
opportunities
in the market”

UESHIMA

COFFEE COMPANY
-KOBE 1933 -

Tokyo Roast
ERO-Zb

Siooth Roast |
Stound Coffee &
e

UESHIMA

COFFEE COMPANY

UESHIMA -+

Tokyo Roast

UESHIMA

COFFEE COMPANY

nnnnn

Coffes Bage

“To introduce Ueshima to the UK, we
are kicking off with ‘Respect the Ritual’
— an engaging integrated marketing
campaign that celebrates Ueshima’s
heritage and introduces the Japanese
practice of ‘Takumi’, the pursuit of
perfection without compromise, to a
wider audience,” she reveals.

“The last year has meant we must
respond to new consumer behaviour.
So, our ‘Respect the Ritual’ campaign
will be a direct and digital approach,
covering e-commerce, PR, social media
and influencers, shoppable ads, PPC
and Google Ad Words.

“Today’s consumer wants a brand
with a story to tell and strong stand-
out on-shelf — and the Ueshima range
does just that, appealing to every type
of coffee drinker, from Nespresso®
compatible capsules to beans, roast
and ground, and coffee bags, in three
inspirational blends — Tokyo Roast,
House Blend and Fuji Mountain. These
have been developed using original
recipes and modern roasting profiles to
suit European tastes.

“We’re committed to minimising
waste, and our range is recyclable —
either through local waste streams?for
cardboard and coffee bags or via our
partnership with TerraCycle*.

“For us, coffee ismore than justa
drink; we hope to bring new people into
the category and educate them about
the unique Japanese coffee culture.”
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UESHIMA

COFFEE COMPANY

= KOBE 1933 -

Japan’'s No.1l coffee

could be your
No.l bestseller

The heart of Japanese coffee culture
has arrived in the UK. Three distinct
blends, characteristically smooth and
bold in flavour. Decades of craftsmanship
and innovation distilled into yo
every cup.

UESHIMA | UESHIMA

COFFEE COMPANY ! COFFEE COMPANY

- KOBE 1933 - ! | 'y - KOBE 1933 -

House Blend : [0 . Tokyo Roast

NIATLK IR RIEIRAEY RRO—Z

UESHIMA

COFFEE COMPANY
- KOBE 1933 -
- - \ \ N
Fuji Mountain \ \

UESHIMA

- KOBE 1933 «

House Blend

NIRRT

B Boans 09 e : 2 Ground Coffee
Strength: 1 2 3 @5 uce

Available as beans, capsules, ground coffee and coffee bags.

Discover today ¥UUWRERE %

ueshimacoffeecompany.com

info@ueshimacoffeecompany.com @ueshimacoffeecompany
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Creating sustainable choices

Unilever
Unilever House
Springfield Dr
Leatherhead
KT227GR

t: 0800010109
w: unilever.co.uk
w: pgtips.co.uk

biodegradable.html

Fiachra Moloney
Tea Director, Unilever UK&I

PGtips

Source

1 Kantar, 52 w/c 27.12.20

243 Nielsen, Highest volume
sold in kg, from volume (kg),
Normal Black Tea, MAT w/c
26.12.20

4 Nielsen, Volume (kg), MAT
19.11.20

With over 33 billion tea bags

enjoyed by tea-lovers every year
in the UK', there is a huge opportunity
to cut down the environmental impact
of our daily brew, says Unilever. Last
year, the nation’s favourite cuppaz, PG
tips, made history by completing the
transition to biodegradable tea bags
across its entire range of boxes, it
reveals. This year, the brand is going
one step further, by working to remove
the plastic wraps across its boxes to
create a fully plant-based range in 2021.

Fiachra Moloney, tea director at

Unilever UK&I, comments: “As the
nation’s largest producer of tea bags?,
it is our responsibility to lead the way
when it comes to helping people make
more sustainable choices. Creating
a fully plant-based range has not
come without its challenges, but
we’re glad to be in a position to offer
a more sustainable cuppa, without
compromising on the great taste we’re
known and loved for.”

The journey

With shoppers now five times more
likely to buy sustainable products®,
there’s a clear demand for a cuppa that
not only tastes good but does good for
the planet, says Moloney. “PG tips is
the first major black tea brand to make
the transition to biodegradable tea bags
and has already turned its attention

to wrap-less boxes, setting itself an
ambitious goal to remove the plastic
overwrap across the full range by the
end of 2021,” he says. “What’s more,
PG tips has also made a big step to
convert its Manchester factory, where
the tea is blended and packaged, to
become fully carbon-neutral, with
100% of the energy used coming from
renewable sources.”

On the big screen

With more people brewing their own
cuppas in the comfort of their homes
during lockdown, PG tips wanted to
highlight the benefits of opting for
“one of the most sustainably packaged
teas on the market”, says Moloney. To
spread the word, the brand invested
inasubstantial £3.6m above-the-line
campaign last year, which was led

There’sa
clear demand
foracuppa
that not only
tastes good
but does good
for the planet”

4

tips

160 ryramia bags

THE ORIGINAL

signature taste

BIQDEGRADABLE

by aprime-time TV advert. Thead
featured a young girl hosting a tea party,
where she tells her toy companions

how each small sustainable choice

can make a big difference. This was
designed to highlight the confidence
and ease that younger generations feel
about accepting change, and inviting
everyone tojoin them.

Moloney continues: Wewanted our TV
campaign to have a warm and heartfelt
message that encouraged tea-lovers to
question what their tea bags are made
of and get them to think about making
the switch to a more sustainable cuppa.
It has never been more important to take
care of our planet and, with this advert,
we wanted to show that with small
changes like switching to a fully plant-
based tea, we can make a big difference.

Make the switch

“With the biodegradable range from

PG tips, enjoying the same great-tasting
cuppa and making the sustainable
switch to help our planet has never
been easier,” concludes Moloney.

@ For more information, retailers can
visit pgtips.co.uk for details of the
sustainable offering from PG tips.
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INFORMING BUSINESS GROWTH

William Reed Business Media LTD.
Broadfield Park, Crawley, West Sussex RH11 9RT
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