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%ea S bl’r’rer
"Id-b_ drinkers.

hieved success

ge o inspire and excite
ea drinker. These included
avours such as jasmine, apple or

' make green tea better suited for
all times of day and occasions. }
However, the market still lacked an qﬁ@\

enficing eniry-level flavour range to attract
the reluctant non-green tea drinking public.

Twinings made a move to disrupt the entire
category by infroducing a breakthrough new range
of sweet green flavour variants

designed to appeal to an
audience that had previously
shunned green tea. This was the
more palatable green tea
we'd all been waiting for.

sales
value of

/ £100k in
ﬂ@ 12 weeks



n from ihé 'e)ushng greens ranges,
s the individual flavours and appea l
v audience with different tastes. et

The natural flavours — includlng
Gingerbread and Salted Caramel

sales

volumes —make it easier for newcomers
to fry green tea whilst giving
up 2‘{2‘;4% existing drinkers more variety.
(@

Sweet Greens is driving
growth in the green tea category,

with sales volumes up 22.4% YoY to April 2016,
and sales value of £100,497 in 12 weeks alone.

The range is successfully attracting new, young
female drinkers that are contributing to incremental
sales to the category, rather than
cannibalising on existing sales.




Outline of Project Brief

The brief to BrandOpus was to translate the indulgent taste profiles amongst the new range, whilst
ensuring that it remained clear fo consumers that it was within the green tea portfolio:

Project goals
1. Infroduce incremental sales to Twinings
2. Ensure that the new range works strategically alongside
the existing green tea range
3. Atfract a new, younger audience to green tea
4. Communicate a more premium expression of green teq,
suitable for health ‘dabblers’

Design brief
e Explore imagery that combines a dessert feel with witty quirks
e Communicate a green tea that is sweeter and nof bitter, that
deliver an amazing taste hit
¢ Balance colours between greens for green tea and shades that

represented the SKUs .
e Explore new freatment of vibrant illustrations that communicate (@
the range, whilst still feeling elegantly Twinings N
e Explore naming of the blends and the range to help /
convey the dessert flavours



ion of ‘extreme flavours'
may be more naturally drawn to

1 in the Mintel report as reacting favourably to the
ippeal to ‘audiences with more adventurous fastes or

taple drink for much of the British population, with 54% having at
=gular tea per day. Drinking times also remain consistent, with % drinking it
ing

me Bigges'f consumers of regular black tea are men aged 16-44. Twinings Sweet Green Teas
target young women, with a range of flavours fo appeal to a variety of palettes.

Twinings Sweet Greens remains one of the most premium in both tfea quality and price point.
Clipper’s Pure Green average cost of 3.5p per cup, whereas Twinings Sweet Greens is 13.45p per
cup. It is also more premium than much of Twinings existing range, with Twinings Lemon & Ginger
costing 4.9p, and its speciality Twinings English Breakfast costing 4.4p (both far dearer than PG fips
at 1.9p in Tesco's in 2015).

At a high price point for the UK market, and introducing a new product to the market, Twining's
Sweet CGreens needed to be designed with a clear premium proposition. The exciting flavours
needed to be conveyed in a way that was natural, rather than implying artificial flavours or
added sugar, which could have the potential to scare the same health aware consumers that the
brand was attempting to aftract.

v Prqject launch date
The original three flavours — Gingerbread,

\_ Caramelised Apple and Salted Caramel launched into

Waitrose in February 2014, with other retailers following.

The range extension — Fudge Melts and Cherry Bakewell
were infroduced in February 2015.

Size of design budget and production cosis
£60,000 for strategy and design,
illustration and production.
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‘Greens takes its lead from the core
the green colourway as the base on pack.
weets Greens create differentiation from the core
nd the category overall, is with the sense of playfulness of
esign. Appealing fo an entry-level audience, the designs have
Jken cues from the popular dessert infusions and have a more
foodie appeal as a result.




' device is applied within the
-:-:por‘l‘foro for consistency. The device
v Js fo bring real uniqueness fo the identfities
je , Whilst communicating to the consumer

re all part of the same, credible family.

As Sweet Greens are playful in their design, yet still premium
in terms of the bespoke nature of the blend, the teabags are
presented within individual envelopes inside the box. This follows suit
with the main approach taken across Twinings premium ranges.

The tailor made typeface used for the titles of the blends;
Gingerbread, Cherry Bakewell, Salted Caramel, Fudge Melts and
Caramelised Apple has been designed to further reflect the foodie
influence. The swirls on the letters denote the sugar work and icing
skills applied by top chefs when creating signature desserts
within their restaurants.

The sweet and foodie cues have all been highlighted in
design terms to move the new range as far away from the
bitterness commonly associated with green tea as possible,

attracting a new audience who have previously been
turned off green because it's not accessible
enough in terms of flavour appeal.
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up YoY to July
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Salted Caramel Green Tea is Twining's fastest-growing SKU, which
launched back in 2014, up YoY to July 2015.

Twinings has seen a large increase in sales through its online
stores since the infroduction of Sweet Greens, with 500 orders
placed in its first sales weekend. Sales via Facebook and Twitter
have also seen a 927% increase in sales driven by Sweet Greens
and there has been a 553% increase in mobile fransactions, in
part driven by a younger demographic buying Sweet Greens vs.
the core Greens range.

\ Most importantly, as was in line with the Twinings goals, the Sweet
Greens range growth has been incremental to the category. This has ensured that the

Twinings green tea portfolio range overall confinues to grow without cannibalisation of sales.

iiha_r?nse'in sales
via Facebook and
Tuwitter

This tfable shows 52 week penetration data for 2014/2015 and 2015/2016. Sweet Greens fall within
Tier 2, therefore show that since launch new customers have been brought to Green Tea vs. the
rest of the market.

01/05/14 - 01/04/15 -

01/03/15 01/02/16
Twinings Green 7.43 8.03
Twinings Tier 1 7.06 6.76 Sweet CGreens (Included
Twinings Tier 2 0.49 1.52 in Twinings Tier 2) fripled
Twinings Tier 3 0.09 0.25 in size during this period. ;
Clipper Tier 1 3.51 3.76 ' /
PG Tips Tier 1 2.00 2.24 e
Pukka Tier 2 0.41 0353
Taylors Tier 1 0.00 0.42

Teapigs Tier 3 0.14 0.19



D‘f purchase

mium tea offerings, which Twinings has

of the brand and its sfrength in breadth,
| fhese [premium fea] areas”. Twinings spokesperson
pidly increasing in distribution, with total coverage at 12.1% of the

Aar 6, high for a new product to the UK market, especially
premIUm nc:’rure

3. Affract a new, younger audience to green tea

Sweet Greens is attracting a younger profile consumer vs. core Green Teq, introducing a new
consumer to the Twinings brand.

Sweet Green shoppers are younger than Twinings green shoppers.

22 Nov 2015 to 30 Jan 2016
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22 Nov 2015 to 30 Jan 2016

Confident Cooks Health Conscious Traditional Quick & Easy Hectic Households Economy

Il Twinings Gingerbread Green Tea & Salted Caramel Green Tea
El Branded Creen Tea
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was a small

or advertising :
no paid product placement.

h receiving 3 samples each, and §

>nd towards healthy eating, which has also

Research Resources

* Mintel Research Agency data, quoted in 'Tea sales in decline as Britons desert
black tea for more exotic brews’, Greek Saffron, August 2015

* ‘Hot beverage category report 2015', The Grocer, September 2015.

* Prices according fo Brand Value Tesco 4 week data, w/c 20 August 2015

* Scanlrack Data, 12 week to week ending 30/04/16

* Niglson Sales Data, obtained through Twinings

* Nielsen's 2015 Global Health & Wellness Survey, as quoted in Forbes ‘Consumers
Want Healthy Foods—And Will Pay More For Them', February 2015
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