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T H E  P O R T  O F  L O N D O N  H A S  T R A D I T I O N A L L Y  B E E N  A T  T H E  H E A R T  O F  S O U R C I N G  A N D  B L E N D I N G  Q U A L I T Y  
H E R B S  A N D  S P I C E S .  

I T  W A S  H E R E  T H A T  L O N D O N  F R U I T  &  H E R B  C O M P A N Y  F I R S T  S T A R T E D  I N  T H E  1 9 7 0 S .  

Introduction to LFH



30-50 YEARS OLD 
WITH FAMILY

90% WOMEN
10% MEN

EXPERIMENTING 
WITH TEA FLAVOURS

F O L L O W I N G  O U R  
R E S E A R C H ,  W E ’ V E  G O T  A  
C L E A R E R  U N D E R S TA N D I N G  
O F  O U R  C O N S U M E R  
B U Y I N G  B E H A V I O U R S .

T H E  O V E R A R C H I N G  
TA K E A W AY  I S  T H AT  

F L AV O U R  I S  K E Y

U N D E R S TA N D I N G  O U R  C O R E  C O N S U M E R S :
" T H E  F R U I T  A F F I C I O N A D O S "

Core Consumer



D E V E L O P I N G  O U R  K E Y  B R A N D  AT T R I B U T E S :

Brand Attributes



Before and After



NEW 
design

Current
design

 #1 design route to deliver the brand image of “intense flavour” and “natural ingredients”
 Drastically improved scores for being “New and different”, “Modern” and “Young”
 Retains a “sophisticated” look and feel, to still offer a premium and ‘crafted’ brand experience

*Attest Online Consumer Research Panel, 250 Respondents

Improvements on Key Brand Attributes



Why do you find this product most appealing?

“The visible fruits” 

“It’s colourful, striking and memorable” 

“vivid colours… clearly shows the tea flavour”

“modern and relevant” 

“This was the prettiest… It caught my attention”

“Large raspberries, you can immediately see what the 
tea contains, suggests it has a high fruit content” 

*97% of survey respondents 
would like to try this product! 

*Attest Online Consumer Research Panel, 250 Respondents

Consumer Comments



1 1  F R U I T  F L A V O U R S  I N  6 X 2 0  F O R M AT S :

R A S P B E R R Y  ·  B L A C K C U R R A N T  ·  B L U E B E R R Y  ·  P E A C H  P A R A D I S E  ·  L E M O N  &  G I N G E R  ·  
L E M O N  &  L I M E  Z E S T  ·  S P I C E D  O R A N G E  ·  A P P L E  &  C I N N A M O N  ·  S T R A W B E R R Y  &  V A N I L L A  ·  

S W E E T  P E P P E R M I N T  ·  S W E E T  C A M O M I L E

' F R U I T  FA N TA S Y '  6 X 2 0  V A R I E T Y  PA C K :
P E A C H  P A R A D I S E  ·  S T R A W B E R R Y  &  V A N I L L A  ·  R A S P B E R R Y  ·  B L U E B E R R Y

' F R U I T  &  S P I C E '  6 X 2 0  V A R I E T Y  PA C K :
B L A C K C U R R A N T  ·  L E M O N  &  L I M E  Z E S T  ·  A P P L E  &  C I N N A M O N  ·  S P I C E D  O R A N G E

' F R U I T  A S S O R T M E N T '  4 X 8 0  R E TA I L  D I S P L AY  U N I T:
P E A C H  P A R A D I S E  ·  S T R A W B E R R Y  &  V A N I L L A  ·  R A S P B E R R Y  ·  B L U E B E R R Y

B L A C K C U R R A N T  ·  L E M O N  &  L I M E  Z E S T  ·  A P P L E  &  C I N N A M O N  ·  S P I C E D  O R A N G E

Range



New Item Codes

O L D  C S N N E W  C S N N E W  O U T E R  C O D E C A S E  F O R M A T P R O D U C T  N A M E

T E 2 0 1 4 1 T M 2 0 4 5 6 1 5 0 6 0 1 2 3 6 0 8 7 9 0 6 X 2 0 A P P L E  &  C I N N A M O N

S 6 6 2 4 T M 2 0 4 5 7 1 5 0 6 0 1 2 3 6 0 8 8 0 6 6 X 2 0 B L A C K C U R R A N T

S 6 6 3 0 T M 2 0 4 5 8 1 5 0 6 0 1 2 3 6 0 8 8 1 3 6 X 2 0 B L U E B E R R Y

Q 6 6 2 9 T M 2 0 4 5 9 1 5 0 6 0 1 2 3 6 0 8 8 2 0 6 X 2 0 S P I C E D  O R A N G E

N 6 6 2 6 T M 2 0 4 6 0 1 5 0 6 0 1 2 3 6 0 8 8 3 7 6 X 2 0 R A S P B E R R Y

X 6 6 2 5 T M 2 0 4 6 1 1 5 0 6 0 1 2 3 6 0 8 8 4 4 6 X 2 0 L E M O N  &  L I M E  Z E S T

N 6 6 3 2 T M 2 0 4 6 2 1 5 0 6 0 1 2 3 6 0 8 8 5 1 6 X 2 0 L E M O N  &  G I N G E R

Y 6 6 2 8 T M 2 0 4 6 3 1 5 0 6 0 1 2 3 6 0 8 8 6 8 6 X 2 0 S T R A W B E R R Y  &  V A N I L L A

V 6 6 2 7 T M 2 0 4 6 4 1 5 0 6 0 1 2 3 6 0 8 8 7 5 6 X 2 0 P E A C H  P A R A D I S E

T 6 6 3 6 T M 2 0 4 6 5 1 5 0 6 0 1 2 3 6 0 8 8 8 2 6 X 2 0 S W E E T  P E P P E R M I N T

Q 6 6 3 5 T M 2 0 4 6 6 1 5 0 6 0 1 2 3 6 0 8 8 9 9 6 X 2 0 S W E E T  C A M O M I L E

R 6 6 3 8 T M 2 0 4 6 7 1 5 0 6 0 1 2 3 6 0 8 9 0 5 6 X 2 0 F R U I T  F A N T A S Y  V A R I E T Y

Z 6 6 3 7 T M 2 0 4 6 8 1 5 0 6 0 1 2 3 6 0 8 9 1 2 6 X 2 0 F R U I T  &  S P I C E  V A R I E T Y

X 6 6 3 1 T M 8 0 2 6 3 1 5 0 6 0 1 2 3 6 0 8 9 2 9 4 X 8 0 F R U I T  A S S O R T M E N T

N O T E :  I N N E R  / E A N  B A R C O D E S  A R E  U N C H A N G E D



Delists

F R U I T  &  H E R B A L  F L A V O U R S  I N  6 X 2 0  F O R M AT S :

A P P L E  &  C H E R R Y  ·  S T R A W B E R R Y  &  L I M E  ·  R O S E H I P  &  H I B I S C U S ·  T R O P I C A L  F R U I T S

3  V A R I E T Y  PA C K S  I N  6  X  2 0  F O R M AT S :
G R E E N  T E A  V A R I E T Y  ·  C H E R R Y  &  B E R R I E S  ·  T U T T I  F R U I T

1  V A R I E T Y  PA C K  I N  4  X  8 0  F O R M AT S :
G R E E N  T E A ,  F R U I T  &  H E R B A L  A S S O R T M E N T  4 X 8 0

G R E E N  T E A S  6 X 2 0  F O R M AT S :

G R E E N  T E A  &  O R A N G E ·  G R E E N T E A  &  C H E R R Y  ·  G R E E N  T E A  &  L E M O N  ·
G R E E N  T E A  &  M A N G O

N O T E :  D E L I S T E D  L I N E S  A V A I L A B L E  U N T I L  E N D  J A N U A R Y  /  S T A R T  O F  F E B R U A R Y  W I T H  T H E  
E X C E P T I O N  O F  T R O P I C A L  F R U I T S  W H I C H  I S  D E L I S T E D  W I T H  I M M E D I A T E  E F F E C T



PACKS



Fruit & Herbal Assortment Pack


