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TASK 1
Summary of New Nespresso Herbal Tea Capsule 
Nespresso is a company that has always thrived due to the high-quality of its products and response to the needs of individuals in society. Therefore, the company saw the growing demand for tea and health consciousness among consumers and decided to come up with a new product; the herbal tea capsule. The product is of premium quality and relies on aspects such as quick delivery, the luxury lifestyle, and the demand for herbal tea. It is a product whose target market mainly consists of professional women who love the luxurious lifestyle and are increasingly becoming conscious about their health (Yeon Kim & Chung, 2011). The herbal tea capsule is a good alternative to tea and offers a more stylish approach to this beverage. The culture consists of individuals drinking coffee as a ritual. The single-serve coffee capsules, therefore, offers an alternative that is close but healthier to the custom of drinking coffee and would facilitate more elegance within the targeted population. 
Changes/Propositions about the Product 
The amendment that is most appropriate for the new Nespresso herbal tea capsule is to change the packaging to reflect on the target market. In this case, it is imperative to note that women are the main target market for this product. The rationale is that women love elegance, are more drawn to a luxurious living, and have increased awareness about their health. The media has had a monumental impact on body image and perceptions about health of women (Ottman, 2017). Hence, most strive for products that are seemingly healthy and more likely to help them attain their ideal bodies. More specifically, the product targets professional or career women who are more keen on luxury and want to project an elegant image. 
Due to these facts surrounding the target population, it is necessary to change the packaging of the product to be more appealing to the target population. It can have more ladylike features through color and design. For instance, the packets for the herbal tea can be pink in color with some purple wordings or logo with this color (Teng & Wang, 2015). Pick has always communicated femininity and is more likely to appeal to women in the target market. Additionally, the packaging should change from sachets into small boxes that have interesting shapes that are unique. The company can experiment with designs resembling perfumes such as rectangular or square. It is important to keep the designs simple but elegant to attract women. The rationale is to make these capsules appealing, elegant, and exclusive to women who want to stand out. 
The 4Ps Marketing Strategies 
The first aspect relates to price in which the product will maintain a premium strategy to reinforce the amendments made about the herbal tea. Premium pricing will be used as a defining aspect (Akgun et al., 2017). The metrics will be to use price as a concept to communicate the exclusivity and elegance of the herbal tea (Wu & Li, 2016). The more people pay for the tea, the higher the likelihood of their being convinced about its health benefits and elegant nature. The group in the target market can afford premium pricing, and the company will be well-positioned to make profits even with fewer sales.
The product is the second category in the marketing mix. As illustrated, the product is the New Nespresso Herbal Tea Capsule. To emphasize its uniqueness, it will be made using natural ingredients that contribute to its health properties. The metrics, in this case, illustrate the growing demand for healthy products (McGill et al., 2015). Therefore, it is imperative to emphasize this concept for the product to appeal to women who value how they look and are attracted to products that emphasize the same. The product will also use packaging that is appealing to women. Herbal tea will be made using feminine designs and colors. 
Nespresso will use different promotional tools to market its products. The promotional methods have the goal of increasing brand value. For instance, the company will use celebrities who lead a healthy lifestyle to promote the herbal tea. The celebrity approach is meant to increase awareness for the brand and its value in the long-run. Health blogs can also be an effective way to promote the herbal tool.
Given that the target market consists of professional women, it is important to use a promotional tool that is most relatable to their needs. In this case, professional women are fond of health blogs (Westman&Sowyrda, 2016). 
Successful marketing is not just about the product. It also entails placing it in the right place. In the current age, the best platform to sell such a product is online. The rationale is that professional women are more inclined to the convenience of online stores since they are quite busy. They need to easily access the product that should be placed in online stores such as Amazon and advertised using social media platforms.
All of these aspects are necessary for the proposition made to concentrate on women as the key target of the herbal tea. The premium pricing is ideal because it will communicate elegance while health blogs will also appeal to the health consciousness of the target population. Women shop a lot online, and the place factor will play a role in the profitability of the company (Luca et al., 2016). Hence, everything is connected to create more awareness about New Nespresso Herbal Tea Capsule. To measure their success, tracking sales records among the target population is the best approach. The sales will be a reflection of whether or not the 4Ps have worked regarding reaching the target population and appealing to them.
TASK 2
Literature Review Showcasing Growing Consumer Need 
Today’s consumer has developed the need to live both comfortably and healthily. According to Mai & Hoffmann (2015), the recent campaigns focusing on lifestyle choices have led to the rise of many consumers who are keen on what it. Campaigns such as Mitchell Obama’s let’s move movement have been at the heart of the preference of more nutritious foods. Celebrities have come out to endorse these campaigns in the onset of threats such as obesity that is related to lifestyle choices. Individuals today believe that there is an intricate relationship between what one eats and their body mass. The same leads to health consciousness and the need for products that are aligned towards the same. Jang et al. (2015) contribute to this subject by discussing the relationship between health consciousness and coffee intake. Coffee has always been a tradition for many individuals. However, lately, the product is being shunned due to an illumination of its health effects (Hemmerling et al., 2015). Individuals who are loyal to coffee are seeking healthier options due to what the authors call green consciousness. Hence, coffee shops are expanding by including greener varieties that will meet the demands of this new consumer. Smith et al. (2017) also showcase this aspect by analyzing statistics related to the growth of herbal products. In this case, the researchers worked on a survey that indicated that the sale of herbal products has increased by approximately 7.7%. The position is directly proportional to the rise of the health-conscious consumer who values what they eat. They are more drawn to products that have nutritional benefits as opposed to empty calories. Schmitz & Ziebarth (2017) point out that price is often used to provide the illusion of healthy products. Most consumers are now more alert about what they eat and understand that organic products are expensive. Hence, they are more likely to buy products that are expensive when they feign the ingredients as healthy. 
Therefore, given the above review, health consciousness is a common theme among all of the articles assessed. The SD logic of New Nespresso Herbal Tea Capsule is to appeal to this need among its consumers. The company provides an alternative to coffee by ensuring that the consumers have a healthier capsule they can use in place of coffee. Given the increasing concern about health, the company is meeting the emerging need by focusing on what consumers want. Most coffee companies do not provide such alternatives and only come close when they sell decaf (Elzakker&Eyhorn, 2010). However, a health tea capsule is a more permanent and reliable solution to meeting this growing need and market niche. Nespresso will be a very profitable company since it is providing a service. The company is giving consumers an option for a healthier lifestyle and decreasing their susceptibility to diseases that emanate from unhealthy diets. The extended marketing mix is important since it is at the very core of quality products. It extends the different components that will be needed for Nespresso to appeal to the target population by providing quality products. 
The Additional 3Ps
The first aspect in this category comprises of physical evidence. Physical evidence refers to the reassurance that a company provides that would implore consumers to be loyal to their products. It can also denote to the point of interaction between the product and the consumer (Thakur, 2016). It is the surrounding that enables the consumer to know about the product and a company to ensure they are aware of its benefits in their lives. 
When it comes to physical evidence, the first aspect that can be applied by New Nespresso Herbal Tea Capsule is the aspect of packaging. As mentioned before, the packaging is one of the facets that will define this product and its target market. The company needs to use this as evidence that this product is being marketed to women who are keener on their health. The packaging will also showcase the elegance that is needed to ensure this product is on the map and preferred to traditional coffee that is part of the culture (West et al., 2015). Packaging is the key to the appropriate positioning of this product and its profitability in the long-run. The logic is that women are among the highest number of consumers. They are particularly inclined towards healthy products, which means that there is a need for the company to increase its contact with these customers through the packaging. 
Additionally, the New Nespresso Herbal Tea Capsulethrough a website that is exclusive to this product. There is the need to make a distinction with other products that Nespresso offers. The same can only take place when the company provides consumers with their unique meeting point. They can go directly to the website and find this natural option for their coffee. Apart from this, technology can also be applied through virtual shops and mobile applications (Dangelico&Vocalelli, 2017). The rationale is to increase communication between the consumers and the product by enhancing the physical evidence. The technological components will provide a convenience that many female shoppers require whenever they want to access products. It will be a way to facilitate physical evidence about the existence of the product and its ability to serve consumers as required. The platforms will also increase reliability that is one of the major components that the company is using to market the herbal tea. The number of users in such platforms will be the metrics used to determine whether or not these efforts are working. For example, the company can measure the number of times the mobile application has been downloaded over a certain period. 
The people component is also crucial to the success of Nespresso in launching its new product. People are at the very core of the quality that the herbal tea will have and its successful reception in the market. The first category of people includes the personnel that will be hired at all levels of the product chain (Masterson &Pickton, 2010). For instance, the personnel in production will influence the quality of the herbal tea by being precise about its natural ingredients and following the protocol needed for a premium product. The employees in marketing, such as the sales team, will be important in the sense that they are the point of contact. They are the people who will inform the consumers about the benefits of the product and lead to the decision to purchase. Hence, there is a need for Nespresso to invest in its people through adequate training and development opportunities. Diversity practices can also enable the company to ensure its product sales among all people (Wilson et al., 2016). There is a tendency for health products to be regarded as something that only belongs to white people. The same excludes other racial affiliations from being part of this movement. Therefore, Nespresso has an opportunity to do things differently by choosing to appeal to everyone in society. It can do so by hiring staff that is diverse and illuminating this in their marketing approaches (Chandrasekar, 2010). The feedback received from consumers will be the metrics used to measure the performance of this initiative. For example, a consumer can comment that they love the customer service in an herbal tea store. Online reviews will also be helpful in measuring performance. 
Nespresso needs to understand that while a single distribution platform may reduce the complexity of these channels and reduce costs, a multiple distribution channels is an effective way to attain more customers and ensure that individuals know about the product (Abidemi et al., 2017). For instance, the company can make use of online platforms since they are visited by most professional women with the intention of shopping. The online platforms can include Amazon and eBay. The company can also choose to sell its products in the website and mobile application it will develop to enhance accessibility (Patil&Bhakkad, 2014). Another distribution channel should be beauty shops, wellness centers, and green coffee shops. The company is currently dealing with exclusive green shops that are a wonderful idea given that the target market can visit them frequently. To measure the success of these distribution systems, the company can track sales made through them every six months since they will be on the record. The rationale is that the more accessible a product is, the higher the likelihood that the target population will buy it. 
All of these components are meant to increase the value of the product and position it strategically to appeal to the professional woman. The training of personnel, packaging, multi-distribution systems, and premium pricing, and promotional options of using blogs as well as celebrities are all supposed to ensure the product reaches the target audience directly (Pomering& Johnson, 2018). The rationale for all these aspects is that unlike men, women are very particular about their needs when it decides to purchase. Professional women have no limits when it comes to spending to acquire what they need, which means that they demand a product to consist of their exact specifications. Hence, the above components in the 7Ps marketing model are all supposed to enhance the quality of the herbal tea capsule and make it appealing to women.
TASK 3
Strategies to Enhance Consumer Engagement 
The first strategy to ensure engagement among professional women is through the use of social media marketing. Social media includes different platforms that are frequently used to enhance aspects such as feedback and directly market to the target population (Dessart et al., 2015). However, it is imperative to note that today’s consumer prefers engagement that is humanized in nature. In this case, a company should not just advertise the features of their products and tell consumers that they can meet their needs. Rather, companies need to strive to build the rapport they have with consumers and enhance discussions about issues that impact them (Kumar et al., 2016). Therefore, Nespresso herbal tea capsule can initiate health discussions with women and try to introduce concepts about the benefits of the tea. For instance, there can be a YouTube channel that discusses the health risks women face and how healthy living can reduce the same (Information Resources Management Association, 2018). A Facebook page can also be dedicated to such discussions while promoting the product at the same time. The rationale is that professional women love insights that enrich their lives and propel them to the next level (Nuttavuthisit&Thøgersen, 2017). Such talks will create an interactive environment that can let these women explore their issues while discussing the products (Godey et al., 2016). The company can also have constant social media health campaigns that are sponsored by the herbal tea. They will be promoting an interactive environment that not only markets the company's products but is also informative.
Critical Touch Points 
One of the most critical touch points for this company is to ensure it provides an alternative to coffee. In all of its marketing, packaging, production, and distribution efforts, Nespresso should communicate that the herbal tea capsule will be an alternative to coffee to solve the problem of an unhealthy lifestyle (Yonezawa et al., 2017). Most people want an option for coffee since its health benefits are limited and more risks involved. They want a drink that can be consumed every morning without feeling worried. Therefore, the company needs to emphasize this to meet the needs of the consumer in line with the changing environment about healthy living (Afonso et al., 2017). The same is the major selling point for the herbal tea that should be featured in everything to enable consumer engagement with the product. 
Moreover, it is important for the company to force an early launch to ensure that it is the first to facilitate this idea. Many companies have discovered the need for healthier products and are currently discussing how this can be made possible (Charabeh et al., 2017). Therefore, an early launch would be effective in solving a problem that exists and ensuring the company is all everyone can talk about. 
The best way to measure the success of these approaches is by using analytical data to track the activities of the target market about the product. For example, how many times has the Nespresso herbal tea been mentioned in a discussion online? How many likes have a campaign generated and translated into sales?  
Segmentation, Targeting, and Positioning
The demographic and behavioral targeting strategies should be used in this case. Women from the ages of 25 to 40 are the most appropriate target market. They consist of the higher number of health-conscious individuals who are also coffee and tea takers (Van Doorn&Verhoef, 2015). The segment should also target wealthy, successful or career women since they are the most conscious about health and are likely to buy products that communicate elegance. Professional women need to be targeted, and the product should be positioned as an elegant health option to coffee. 
Conclusion
All in all, the New Nespresso herbal tea capsule is one of the most innovative products of today that is going to change the culture of drinking coffee. There is always need for an alternative product that can appeal to people with different tastes. Most products today have a healthier substitute that comprises of organic ingredients. Coffee is one of the few that are yet to develop alternative to appeal to the growing health conscious market. Therefore, with an early launch, Nespresso will be well-positioned to take this market niche and enhance its profits. The company should ensure that it appeals to women who are the majority of consumers of organic foods and healthy products. The health campaigns that have taken over the world today are more targeted towards women since they are more susceptible to health problems such as obesity. Nespresso has managed to evolve to incorporate the healthy trends taking place. With the right segmentation, targeting, and positioning, the company will find a new revenue stream through its herbal tea capsule. 
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