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[bookmark: _Toc195893185]1. Introduction 
Marketing management refers to a significant operational process that includes planning, managing and executing the marketing activities of an organisation [Referred to Week 1 Session 1]. According to Kushwaha et al. (2022), marketing management is a strategic discipline that includes product development, customer understanding and effective campaign creation. In this assessment, CafePod Coffee Co. will be chosen. The CafePod Coffee Co. is the first brand that has launched compatible pods of Nespresso (CafePod, 2021). The chosen brand is going to introduce a new flavoured coffee pod, namely Peppermint Coffee Pod to target a new customer segment along with increasing sales volume and generating higher profit across the global market. Therefore, in this assessment, a new brand extension, STP analysis, detailed customer persona and marketing mix strategies are going to be presented to foster corporate success along with generating higher revenue.
[bookmark: _Toc195893186]2. Developing a new brand extension for the CafePod Coffee Co. for Peppermint Coffee Pod
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Figure 1: coffee concentrate market size in Europe within 2019-2032
(Source: Fortune Business Insights, 2023)
Offered product: CafePod Coffee Co., is acknowledged for its adventurous, bold and quality coffee pods, which is aiming to expand its diverse product range, with an effective and new brand extension, the Peppermint Coffee Pod. The concerned innovative flavour of the coffee product merges the enhanced, energising attributes of the signature coffee of CafePod with the refreshing and crisp essence of peppermint. Based on the view of Czarniecka-Skubina et al. (2021), different flavoured coffee products allow global brands to provide their customers with an invigorating and unique twist on their regular brew. The international coffee market size has been estimated at 2.82 billion USD in 2024, which is forecasted to grow 4.31 billion USD in 2032 (Fortune Business Insights, 2023). Due to the increasing market demand for both seasonal and flavoured coffees, the introduction of a coffee pod infused with peppermint flavour taps into an increasing customer trend, while becoming true to the vibrant and daring of the chosen brand. On the other hand, Buckhaven (2021) have claimed that the peppermint flavour is considered a winter admired in the hot beverage across coffee shops and cafes, particularly around different festive seasons. CafePod can provide their customers with the convenience of attaining a quality peppermint coffee even in the personal space, by bringing the famous flavour into a pod format. This strategy is also considered effective for drawing the attention of a new global customer base, who look for different beverage items.
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Figure 2: CafePod offerings
(Source: CafePod, 2021)
Targeted customers and sustainability consciousness: The brand extension of CafePod Coffee Co. is strategically aimed at three prime customer groups, such as health-conscious individuals, seasonal coffee product enthusiasts and the younger generations. As opined by Boustani (2025), enthusiastic customers who value seasonal products are drawn to festive flavours and limited-edition releases. On the other hand, health-conscious global customers are more likely to appreciate the soothing, as well as digestive properties of peppermint, while customers from younger generations, such as Gen Z and millennials are always looking for different shareable content and new exciting experiences. The chosen coffee pod product is going to feature an average roast Arabica blend, effectively blended with natural peppermint essence to offer a smoother yet extensive flavour profile, which boosts the senses without over strengthening the richness of the coffee. Apart from that, ethical practices will also be considered during the product offering, as the sustainability conscious product packaging and compostable coffee pods will contemplate the ongoing dedication of CafePod towards the remarkable environmental footprint reduction. In this regard, Alam and Islam (2021) have claimed that sustainability conscious packaging can portray a positive brand image along with attaining a competitive advantage across the highly competitive global market. Thus, the consideration of sustainability and appropriate target market segmentation can enhance brand awareness and profitability.
Product packaging: While conducting the marketing of the Peppermint Coffee Pod, CafePod Coffee Co. will be more likely to consider sustainable packaging to draw the attention of a larger scale global customers along with increasing brand competitiveness. Based on the view of Buschgens, Figueiredo and Blijlevens (2025), the product packaging can be explained as a visual representation or celebration of the product itself. In this regard, the chosen product can be launched with a limited-edition design along with integrating a deeper coffee brown and mint green tones. In addition, the product packaging will be accented with subtle but bold winter themed components for emphasising the seasonal nature, under a significant and catchy tagline. CafePod Coffee Co. can also position its new Peppermint Coffee Pod product as a limited-edition premium release, which can generate a culture of urgency and exclusivity that motivates extensive trials and purchase repetition. On the contrary, Timoumi, Gangwar and Mantrala (2022) have claimed that the omni channel marketing approach that includes both digital and traditional markets can allow brands to improve market reach. The chosen coffee pod brand can also consider the omni channel or multi-channel marketing strategy aligned with the AIDA model to understand customers’ Attention, Interest, Desire, Action along with building awareness, connectivity and excitement among the young customers (‌Pramita and Manafe, 2022). Therefore, the effective use of different social media platforms, such as Facebook, Instagram, Twitter and the official website can help the chosen company to inform their customers about new coffee pod flavours along with getting an in-depth understanding about current market trends and diverse customer needs.
Strategic marketing including partnerships with social media influencers, consideration of user-generated digital content campaigns, and engagement with visual content can improve the marketing approaches of coffee-selling companies across the highly competitive coffee market (Abratt and Bendixen, 2018). As argued by Ibáñez-Sánchez et al. (2022), collaboration with social media influencers can positively influence the buying intention of potential customers along with increasing the visibility of the brand. The use of appropriate hashtags on social media platforms, such as #MintYourMorning and #CoolBoldBrew can drive better brand visibility and social interaction. Apart from that, consideration of exclusive loyalty programmes and email marketing can help CafePod to offer rewards to the existing customer base with a special price range and early access. According to Nikolajenko-Skarbalė and Viederytė-Žilienė (2023), email marketing and customer loyalty programmes allow the global companies to foster a culture of community along with emerging brand loyalty. Thus, CafePod can ensure extensive market reach and better community engagement across the global or regional market. Therefore, by launching the new Peppermint Coffee Pod, which is sustainable, flavourful, stylish and festive, the chosen company is well-positioned to enhance end-of-year sales, grasp the seasonal excitement along with leaving a significant impression that motivates customers to come back after the end of long holiday seasons.
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Market segmentation is the practice of dividing a large market into smaller, more distinct groups of customers [Refer to Week 3 Session 1 PPT]. Considering this, CafePod may better manage their budgets, time, and promotional activities. Given below is a segmentation, targeting and positioning of CafePod. 
	














Segmentation
	Geographic: CafePod Coffee's headquarters are in Portsmouth, Codestorm House, Walton Rd, United Kingdom (Craft, 2025). Prioritize places where the parent brand has an authoritative presence, utilizing existing distribution channels. 
Considering this, the company will introduce the new flavour coffee pod in its stores. 

	
	Psychographic: Individuals employ a number of techniques to make a cup at home, but they mostly drink instant coffee. 81% of UK coffee shop visitors go at least once a week (Cafe Casa, 2021). 50% of coffee customers in the hospitality industry (coffee shops and cafés) purchase their beverages with dairy-free milk. Britain has long taken pride in absorbing and articulating a diverse variety of cultural traditions in order to maximize its unique British coffee tradition. 
Therefore, CafePod ought to target people with lifestyles and attitudes that are consistent with the brand expansion. For example, since the expansion is eco-friendly, CafePod will target environmentally concerned people who value sustainability.

	
	Behavioral: When it comes to coffee, consumers value flavor, creating opportunity for businesses to innovate with opulent taste preferences (IMI, 2024). Limited-edition flavors and unusual mixes can increase customer interest while appealing to a wide range of tastes.
Considering this, CafePod ought to target customers who prefer trying new flavours of coffee and are more likely to visit their stores frequently. 

	
	Demographic: According to UK coffee intake data, Baby Boomers (53 to 71 years old) and Traditionalists (72 and older) consume around 2.2 cups of coffee per day (Balance Coffee, 2025). Conversely, a younger demographic, such as Generation Z and Millennials aged up to 37, consumes coffee in moderation. 
In this sense, CafePod's health-focused expansion could be appealing to millennials and Generation Z who led active lives, but a luxury extension may attract professionals aged 30-50 who have disposable means.

	Targeting
	A target market is an assortment of consumers who have similar demands or qualities that a firm decides to concentrate on and service [Refer to Week 3 Session 1 PPT].
CafePod ought to use a distinct targeting strategy to create bespoke marketing efforts for each category, and concentrate on high-potential groups that share the brand's basic values and have significant buy intent. Further, the company ought to use digital platforms for psychographic and behavioural targeting, and conventional media for a larger demographic reach. This will assure relevancy and maximise brand expansion performance. 


Table 1: STP of CafePod
(Source: Self-developed)
Positioning 
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Figure 3: Positioning Map of CafePod Coffee Co.
(Source: Self-developed)  
The above image depicts a positioning map comparing coffee companies based on price and quality. CafePod Coffee Co. is positioned in the Low-Price and High-Quality quadrant, suggesting its value for price attractiveness. This example implies that the company targets consumers with limited finances who nonetheless value quality. In comparison with competitors such as Costa Coffee (high price and quality) and Black Sheep Coffee (premium market), CafePod will provide an economical yet outstanding product that may appeal to price-sensitive clients looking for high-quality coffee without paying a premium price for the product.
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Customer persona for CafePod Coffee Co.
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	Background: Christiana Smith is a young aged woman, who resides in London, the UK and prefers to explore a variety of coffee flavours along with other food products. She is more likely to listen to songs, taste different beverages and fulfil her hobbies.

	Identity
	Name: Christiana Smith
Occupation: Pursuing post-graduation from a renowned institute, as well as perform as an intern in a reputed IT organisation

	Demographics 
	Age: 27 Years
Location: London, United Kingdom
Income: 250000 US Dollars per annum

	Education 
	Post graduation in business management 
Additional educational activities:
· Learning computer application course
· Participating in a bakery education

	Experience
	Work responsibility: Responsible for managing back-office processes as an intern at a renowned IT company, based in the UK
Communication preference: Mostly prefer chat on different social media platforms, also comfortable in calls
Food Preferences: She is more likely to explore different beverage and drink items, including different flavoured coffee

	Goals
	· To develop diverse interaction skills that can help in communicating with cross-cultural global customer base
· To improve skills, knowledge and expertise to work with a multi-national organisation
Hobbies: 
· To learn basic beverage food product making to explore different food items
· To develop creative skills to manage critical situations

	Interests
	· To taste diverse drinks and beverage items even in the hectic schedule
· To taste different food items, beverage items and drinks
· To add a versatile, healthy and quick flavours to boost energy along with managing dietary restrictions


Table 2: Customer persona for CafePod Coffee Co.
(Source: Developed by author)
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Product
The Peppermint Coffee Pod blends CafePod's distinctive quality with a cool peppermint flavour. It is made from an average roast Arabica mix and blended with genuine peppermint flavour for a balanced yet energizing flavour. This particular product appeals to health-conscious customers, seasonal coffee drinkers, and younger generations looking for novel flavours. The pod shape is convenient, and the festive theme adds to its appeal throughout the holiday season. In this aspect, sustainability is highlighted through biodegradable pods and sustainable packaging that is in line with the rising demand for ecologically friendly products.
Price
Price is the fund offered for a product or service that a company or the sum of the worth the clients pay for the advantages of a product and services (Kotler et al. 2020) [refer to Week 4 Session 2]. A competitive pricing plan will be implemented to represent the product's quality, uniqueness, and sustainability. Competitive pricing is a marketing and promotional approach in which a business manipulates price points to equal or outperform the pricing of its rivals (Beyari, 2025). The Peppermint Coffee Pod will be marketed as a limited-edition item, instilling a feeling of haste and uniqueness among consumers. In this aspect, price points will be of interest to young workers and environmentally conscientious consumers who are ready to pay a premium for high-quality, ethical items. In addition, discounts and loyalty prizes can be given to loyal consumers to encourage repeat purchases.
Place
Furthermore, CafePod plans to maximize availability of goods by using its current distribution channels, which include online platforms, retail storefronts, and specialty coffee shops. It has been depicted by Mwangi, Ragui and Arani (2021), strategic collaborations with big stores and supermarkets broadens reach, allowing people to easily obtain the product. Moreover, an omni-channel strategy will merge digital and conventional channels, addressing both tech-savvy younger customers and conventional beverage connoisseurs.
Promotion
The promotional plan will rely primarily on digital marketing, such as social media advertising, influencer partnerships, as well as user-generated content. Hashtags such as #MintYourMorning and #CoolBoldBrew will boost exposure. Seasonal advertisements will emphasize the limited-edition component, generating excitement. On the other hand, e-mail marketing and unique offers to participants in loyalty programs will increase community and brand loyalty. Furthermore, conventional media such as retail sales and print ads will provide a greater reach.
People
The brand will guarantee that all workers who will directly handle customers, such as baristas, retail employees, and customer care representatives, are well-versed in the product's distinctive selling qualities. The qualities in this case involve highlighting the item's sustainability, seasonal attractiveness, and health-conscious features. Moreover, CafePod can improve every aspect of brand interaction and loyalty by providing outstanding service and building relationships with customers.
Process
The production method will prioritize preserving product quality while conforming to sustainability criteria. This includes utilizing superior Arabica beans, organic peppermint flavour, and environmentally responsible packing. Customer feedback helps to improve the customer service and may drive good change in any organization (Medium, 2024). In this aspect, feedback systems will be implemented to gather inputs for a consistent development process. 
Physical Evidence
In the case of CafePod, the product packaging will be an important part of its physical evidence. The design will use deep coffee brown and mint green tones, with winter-themed features to underline its seasonal character. A catchy phrase, such as “Peppermint Perfection”, will boost its popularity among new as well as existing customers. The environmentally friendly containers will demonstrate the brand's environmental commitment, and codes on packaging may lead to knowledge on environmentally conscious procedures and brewing advice, increasing customer involvement.
[bookmark: _Toc195893190]6. Conclusion 
In conclusion, the report has focused on how CafePod Coffee Co. intends to launch a Peppermint Coffee Pod as a sustainable, seasonal, and tasty brand expansion. It is seen that the company ought to target health-conscious consumers, holiday product aficionados, and a younger demographic, the company will use environmentally friendly packaging, social media advertising, influencer collaborations, and reward schemes to enhance global market reach, profitability, and customer engagement. The 7p’s of marketing for CafePod's Peppermint Coffee Pod is consistent with current market conditions and consumer preferences. By emphasizing quality, sustainability, and smart advertising, the brand may successfully present this new product as a luxury, festive offering that appeals to its intended demographic. This approach will further boost sales, increase brand loyalty, and solidify CafePod's international competitive position.
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