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This project is part of the SAE 102 MMI at the IUT of Troyes. Our 
communication plan is designed to launch KAOBUCHA, a hybrid elixir. It 
is a healthy, sugar-free energy drink made from a secret recipe and 
"mythical" plants.

Being entirely natural and composed of a rare berry called "KAO", this 
drink promises "total concentration" and mental clarity. It allows 
consumers to avoid an "energy crash" or the chemical toxicity of 
industrial products.

The brand identity is also based on a unique storytelling: founded in 
Japan by a visionary monk who combined ancestral secrets with the 
1960s aesthetic. He created KAOBUCHA as a family shield against 
mass-market companies. Our objective is to reach our target audience of 
urban consumers aged 18 to 35 in three international markets: France, 
Japan, and the USA. These individuals are health-conscious and keen on 
premium products.

The visual identity of KAOBUCHA is designed to create a high-end brand 
image. We favor a clean and minimalist aesthetic so as to guarantee a 
premium positioning on the market.

In order to emphasize the richness of the elixir and boost our visibility, 
we set up a strategy using glass bottles instead of industrial plastic. This 
choice helps to increase our perceived value for the consumer.

The logo is based on a typography with fluid curves to evoke the artisanal 
aspect of the ingredients. Additionally, the colours were strategically 
designed to allow immediate recognition of the flavors: a deep red 
"Kao-Berry" (#A80A1D), an orange "Kao-Orange" and mango tones.
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Our objective is to achieve 3,000 sales in the first month with a total budget of 
€15,000. In order to meet the demand, we will reach our target audience on Google 
via a "Pull" strategy with a budget of €6,500. The idea is to find customers where 
they are already looking for us. When a user makes a search, they have a purchase 
intention. Our goal is to pay so that our website appears first on Google. Instead of 
paying a lot for the word "Drink", which is too wide and has too much competition, 
we will use "Precise Phrases" like "natural sugar-free energy drink". 

It is cheaper and brings qualified customers. A person who types this phrase is 
more likely to buy our healthy drink than someone just looking for a "drink".
In order to create a need, we will use social media with a "Push" strategy and a 
budget of €6, 000. Here, the brand goes to the user. We will use Instagram, TikTok, 
and YouTube because our target audience of 18-to-35-year-old people enjoy social 
media. Our aim is to boost our visibility and create buzz by showing videos of a 
healthy lifestyle (fitness, well-being). We will target health-conscious individuals 
and people interested in ecology.

We will set up field actions to break the virtual barrier with a budget of €4000. For 
organic shops (Budget: €1,000), we will provide samples so that customers can 
experience our new drink .We will place ourselves where our presence is natural, 
like in "Coopérative Hermès". If a customer trusts their habitually organic grocer, 
they will trust our drink because it is validated by the place.

We will measure and assess our profitability using KPIs (Key Performance 
Indicators). These tools are designed to evaluate if our campaigns and strategies 
reach our fixed objectives.
Return on Investment (ROI): The ROI measures the efficiency of the money spent. 
It allows us to assess if the €15,000 budget generated a gain higher than the initial 
expenditures.
Turnover: 3,000 sales x €30 = €90,000.
Gain (35% Margin on Turnover): €31,500.
Costs of investment: €15,000.
ROI Formula: (Gain - Costs) / Costs. (Calculation: (€31,500 - €15,000) / €15,000 = 1.1.
ROI = 110%.

A 110% ROI means that for every euro spent on advertising, the brand recovers its 
investment plus €1.10 in net profit. Therefore, the profitability is very positive.
Customer Acquisition Cost (CAC): The CAC represents the average spending to 
attract one young customer.
Formula: Total expenditures / Total sales. (Calculation: 15,000 / 3,000 = €5.)
This means we need to spend €5 to reach and convince one customer to buy our 
healthy drink.
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3. France : GIMBER 

Description visuelle : La bouteille en verre est épaisse et fait penser aux 
anciennes bouteilles de pharmacie ou aux bouteilles d'alcool premium. Le 
logo "GIMBER" est écrit en Sans-Serif grasse (Bold), en majuscules, très 
massive et lisible. L'étiquette est sobre, en noir et blanc, avec un style 
graphique marqué. On distingue bien le liquide jaune foncé et les 
morceaux de gingembre au fond de la bouteille, ce qui montre le côté 
naturel du produit. C’est un  concentré de gingembre qui est conçu pour 
servir d'alternative saine aux spiritueux.  En France, le principal frein à 
l'achat pour ce type de produit est le scepticisme sur le goût ("Est-ce que 
ça vaut vraiment ce prix-là ?"). Pour contrer cela, Gimber mise sur une 
stratégie  de terrain : la dégustation en point de vente.

Gimber fonde sa stratégie de communication sur le marketing 
expérientiel en faisant goûter son produit physiquement aux clients. 
Cette approche permet de convaincre le consommateur par une 
expérience sensorielle directe, validant ainsi la puissance du goût avant 
l'achat.

Sur le plan des médias sociaux, nos concurrents utilisent des stratégies 
variées : Waterdrop mise sur le "Social Commerce" directement via 
Instagram et TikTok , tandis que Prime utilise la rareté et la force des 
influenceurs pour créer la "hype". Les tendances actuelles, 
particulièrement suivies par nos personas Maya et Lucas, privilégient 
l'esthétique des vidéos "Morning Routine" et le contenu ASMR (bruit de 
l'ouverture de la canette, effervescence des bulles fines)
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PERSONAS :
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CHARTE GRAPHIQUE DU 08/01/2026

KAOBUCHA ｜LE LOGOTYPE

1

LES COULEURS DU LOGOTYPE PEUVENT CHANGER SUIVANT 
LE GOÛT DE LA BOISSON

KAO BERRY KAO ORANGE KAO MANGO

Le logo Kaobucha incarne l'équilibre et 
l'énergie naturelle à travers une forme 
circulaire symbolisant le cycle de la 
fermentation. Sa typographie "groovy" et 
sa ligne sinueuse centrale évoquent la 
fluidité du breuvage et une harmonie 
artisanale, créant une identité visuelle 
forte, mémorable et authentique.

Pour garantir la lisibilité et 
la respiration du logo 
Kaobucha sur tous les 
supports, une zone de 
sécurité est mise en place 
autour de celui-ci. 

Cet espace d'isolement est 
une zone minimale où aucun 
autre texte ni graphisme ne 
doit pénétrer. Respecter ce 
périmètre est essentiel, bien 
qu'un espace plus grand soit 
toujours préférable.

KAOBUCHA ｜LE LOGOTYPE

2

LES COULEURS DU LOGOTYPE PEUVENT CHANGER SUIVANT 
LE PAYS DU PROFIL INSTAGRAM DE LA MARQUE

KAOBUCHA FR KAOBUCHA JP KAOBUCHA US

KAOBUCHA ｜LA TYPOGRAPHIE & LES COULEURS
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TITRE

SOUS-TITRE

TEXTE

LOSTAR
abcdefghijklm�pq�tuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Century Schoolbook
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Century Schoolbook
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

#915fa4
#1d1d1c

#dbdcdb

#ffffff

KAOBUCHA ｜LA MOODBOARD & LES MOCKUPS
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CHARTE GRAPHIQUE DU 08/01/2026

CHARTE GRAPHIQUE :
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CONTENU DIGITAL :
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CONTENU IMPRIMÉ :
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CONTENU ACTION DE TERRAIN 


