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[bookmark: _Toc236339901]Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP)  
Based on the view of Pathak (2025), STDP is a framework that is used by organisations to examine their targeted audience, brand differentiation and consumer needs for new product initiation. Based on the concern of EcoBrew, this strategic framework is justified to critically examine its targeting business operations and market segmentations in the UK.
[bookmark: _Toc236339902]2.1 Segmentation
The targeted countries, such as London, Bristol, Manchester, and others, will help to increase its sales volume due to high coffee demand. While Bristol highly consumes coffee, London has retained 3,700 coffee outlets (Batchcoffee, 2025; Hill, 2024). On the other hand, only focusing on the geographic segment can help target sustainable consumer segments by this brand and target SDG 12.
EcoBrew will target 23–40-year-old adult and working professionals in the UK. In this demographic context, a recent study shows that UK people consume 54% of coffee, while 63% of the population consumes coffee on a regular basis (Lavazza Professional, 2025). On the other hand, Chen (2024) has not focused only on demographic segments, while business organisations are shifting toward sustainable and eco-friendly consumer engagement. In this context, EcoBrew will focus on psychographic segments, where Gen Zs (64%) and millennials (63%) consumers are highly prioritising eco-friendly and sustainable product purchases with high spending (Deloitte, 2024). 
This focus group will support this brand extension to connect sustainability-driven consumers, while consumers' sustainable decision-making is based not on their daily purchases but on awareness of sustainability and a sustainable lifestyle. However, Costa must focus on behavioural segmentation, while its frequent coffee buyers and own club members retain a sustainable lifestyle. However, research revealed that targeting new consumers raises high costs compared to existing ones. Hence, Costa EcoBrew will prioritise psychographic and behavioural segments for future consumer purchases, where demographic and geographic segments indicate a higher consumer demand in present times. 
[bookmark: _Toc236339903]2.2 Targeting
Costa Coffee will focus on a collaborative target strategy by prioritising young professionals aged 23-40 years working in business or jobs. This segmentation will ensure a wider scope of commercial benefits, while it integrates high purchasing power, tech-savvy individuals and sustainability awareness. The data from Deloitte revealed that around 64% of consumers want to pay a premium for sustainable products, while PwC suggests that customers want to pay 9.7% more for sustainable products (Deloitte, 2023; PWC, 2024). Apart from this, while University students retain strong environmental awareness, lower-income individuals may be limited to paying more for sustainable product purchases like subscription-based coffee products. Additionally, senior consumers in the UK may pay more for sustainable products, but not on a regular basis. Thus, focusing on young professionals will support Costa EcoBrew to ensure repeat purchases, subscription revenue, and increase awareness of sustainability under SDG 12. 
[bookmark: _Toc236339904]2.3 Differentiation
Competition in coffee brands has rapidly evolved in the UK. In this case, Starbucks operates 1300 stores, while Pret A Manger retained 500 UK outlets (Pret, 2023; Lambert, 2026). This intense competition has created strong pressure on Costa's market leadership and further growth.
	Competitor
	Current Sustainability Strategy
	Strategic Gap
	Costa EcoBrew Advantage

	Starbucks
	Reusable cups and rewards
	Limited circular product ecosystem
	Closed-loop refill subscription and lifecycle tracking

	Pret A Manger
	Organic sourcing and Club Pret
	Limited product innovation
	Smart reusable pod ecosystem

	Nespresso
	Aluminium capsule recycling
	Recycling depends on customer returns
	Reusable biodegradable pods with store-based collection


Table 1: Differentiation of Costa EcoBrew
(Source: Self-Developed)
Jerab and Mabrouk (2023) said that differentiation is the strategic initiatives of an organisation, which help to offer or create unique features or services over existing competitors. By contrast, despite its competitors Starbucks, Pret A Manger and Nespresso’s engagement in circular product and innovation, EcoBrew will retain its differentiation because of the alignment of digital, sustainable and unique features for Gen Z consumers.
[bookmark: _Toc236339905]2.4 Positioning
[image: ]
Figure 1: Positioning Map
(Source: Self-Developed)
UK consumers' demand will definitely support this position because 64% of consumers prefer sustainable and eco-friendly product purchases. By contrast, the position of the circular ecosystem of EcoBrew will help it compete with its competitors by offering a subscription model, biodegradable pods with return policies, and QR scanning. Based on the increasing demand for sustainability, this product innovation will help to gain competitive benefits and long-term value creation.
[bookmark: _Toc236339906]Element 3: Marketing Mix (4Ps or 7Ps) 
[bookmark: _Toc236339907]3.1 Product 
Costa Coffee will introduce Costa EcoBrew, a reusable coffee pod created from biodegradable materials and supported by subscription features. Apart from commercial reusable products, the unique and differentiated EcoBrew will rely on its QR-enabled lifecycle tracking, which drives customers to real-time tracking of its carbon savings, ESG rating and connecting to the Costa club app. This sustainable brand extension will not be limited to sustainability but also support customer experience links with sustainability beyond just marketing. This extension will also be supported by Kwon and Namkung (2022), who highlighted products' competitiveness and value creation based on their functional, emotional and social values. Similar to this context, ESG reports have accepted that major Gen-Z consumers shifted toward sustainable and eco-friendly product purchases (Segal, 2025). By contrast, Starbucks and Nespresso also engaged in a reusable system, which can limit the differentiation of reusable products. Thus, Costa's closed-loop refill ecosystem will help to gain competitive benefits, promote sustainability and retain circular economic principles in one value proposition.
[bookmark: _Toc236339908]3.2 Price 
A valued-driven cost strategy will support this brand extension of Costa to gain competitive benefits in the market. Unlike lower-priced offerings, Costa will focus on setting its price based on environmental and convenience demands in the UK. News articles revealed that 81% of consumers are highly in demand for sustainable consumption and products (Foodanddrinktechnology, 2026). Due to these reasons, the subscription model will help this brand to offer discounted coffee refills, which also support customer value and loyalty in the long-term context. However, this penetration pricing will help Costa to increase adoption, but weaken its premium brand image by minimising its perceived product value. 
[bookmark: _Toc236339909]3.3 Place 
Omnichannel distribution strategy will help Costa Coffee’s brand extension’s reach through using company sites, outlets, official application and supermarkets. The purchase, refill and return will be performed through Costa Coffee's 2,700 stores, while subscription management will be distributed (Intelligence, 2026). These offline and online places will support this brand extension to gain competitive benefits. Additionally, in the comparison of Nespresso's boutiques and online sales, Costa's extensive retail presence will help to gain competitive benefits by following a circular return system. However, Wan (2022) argued that an omnichannel distribution strategy is highly expensive for businesses compared to other marketing operations. The engagement of supermarkets in placement strategies can reduce its premium brand value and image in the long term. 
[bookmark: _Toc236339910]3.4 Promotion
The promotional strategy of Costa Coffee will be based on integrated marketing communication tactics that drive this company to perform digital ads, ESG storytelling, influencer marketing and brand loyalty promotions. However, active engagement of the promotional campaign by EcoBrew will increase the possible image of sustainability, while greenwashing and other factors are also considered. Similarly, Costa Coffee will overcome its competitor threats like Starbucks’s sustainability communications, where EcoBrew’s ESG measurement score and data will help to build consumer trust in this product. Hence, a sustainable campaign in EcoBrew will be more effective when it shows sustainability progress to consumers and also encourages consumers’ active engagement.  
[bookmark: _Toc236339911]3.5 People 
Costa Coffee's staff will retain a central role in delivering EcoBrew because customer perception of sustainable products may develop not only product quality but also service quality. In that case, Costa will provide sustainability training under the circular economy principle. Gallup's data revealed that companies with skilled employees reached 23% higher profitability (Gallup, 2025). This staff engagement is linked with Human Capital theory, which indicates that employees in an organisation are the core capital for long-term value creation. However, Riswanto et al. (2024) argued that staff training increased short-term costs, while in the long term it helped to ensure customer satisfaction. Hence, Costa Coffee should view employee training as a strategic investment over operational expenses.
[bookmark: _Toc236339912]3.6 Process 
The customer journey will be optimised by Costa EcoBrew by applying a closed-loop service blueprint approach Bitner et al., (2008), which covers a chain of reverse logistics, carbon tracking and sustainability. Similarly, Bitner et al. 2008) argued that organisations shifted toward QR code-based scanning for personalised carbon reduction ratings, minimising customer effort and recycling mechanisms. However, the initiatives of automated app notification with Costa Club Points replace consumers' active habit loop and integrate with sustainable choice. This is linked with Behavioural Nudge Theory; small changes drive individuals to make better decisions (Huang, 2022). 
[bookmark: _Toc236339913]3.7 Physical Evidence
Physical evidence of Costa will be evaluated for EcoBrew through building its sustainable position, campaigning with key features like QR scanning and biodegradable material use. These strategic initiatives are linked with theoretical ideology, Signalling Theory, which indicates that the use of an authentic and credible image of the organisation helps to reduce its information asymmetry (Suryani et al. 2022). However, this physical evidence will help this company to overcome its competitors and connect with a wider Gen-Z consumer through its sustainable packaging, reusable pots, use of biodegradable materials and other features.
[bookmark: _Toc236339914]Element 4: Reflection
Shan et al. (2023) said that Rolfe et al.'s (2001) reflective model is a reflective framework that focuses on what, so what and now what to critically examine personal and professional learning based on past experience. This reflective cycle has been applied to evaluate my personal and professional learning on Costa EcoBrew marketing strategy, poster presentation and this entire module. 
[bookmark: _Toc236339915]What?
During my preparation on Sustainable brand extension marketing strategy for Costa Coffee, I thought sustainability in a business context is based on reducing waste and protecting the environment. However, throughout this poster and entire report preparation, I observed that sustainability is not just limited to waste management but also value creation in social, environmental and long-term contexts. In this poster presentation, I followed a strategic approach for applying my critical thinking and visionary ability for designing the layout and colour selection.
Additionally, this poster preparation challenged my analytical ability, critical thinking and interpersonal abilities. I also encountered challenges in converting academic research into a professional presentation, selecting important evidence, explaining Complex ideas, and providing clear recommendations for this business.
[bookmark: _Toc236339916]So what?
This module improved my academic understanding and professional capabilities. I developed evidence-based decision-making through interpreting EcoBrew's marketing operations. Unlike relying only on assumptions, I learned how to apply evidence-based evaluation to justify my findings with the support of academic literature, news articles, ESG and other wider credible resources. 
In this entire report and presentation, I tested my understanding of theoretical and conceptual frameworks like STDP and the 7Ps marketing mix, which help to critically examine EcoBrew and its effective marketing operations. However, my learning in this module was not limited to exploring strengths, but also exploring weaknesses, especially poor time management and a lack of analytical ability in an academic context. Due to these issues, my revision of this report helped me to expand my analytical ability and learning on sustainability. Critical thinking, which involves using reasoning and analytical ability to make evidence-based decisions, is crucial for academic, personal, and professional fields, according to Dombrowski et al. (2022). In a similar vein, I encountered difficulties rapidly choosing designs, colours, and layouts that satisfied academic requirements and criteria when making the poster. Hence, my learning in this module helped to test my strengths, especially critical thinking and analytical ability, but also identified my weaknesses, especially poor time management, lack of analytical thinking in writing and poor decision-making ability. 
[bookmark: _Toc236339917]Now what?
	Goal
	Actions / Learning Activities
	Resources / Support
	Timeline
	Success Indicators

	To develop time management ability 
	I will take strategic action steps, especially using time management apps and scheduling my entire work to complete before the deadline.
	Online foresight courses (LinkedIn) and mentor feedback
	6 months
	Ability to complete tasks like assignments before the deadline 

	To strengthen analytical ability 
	I will read books on analytical thinking and participate in coursework like essays and case study reports
	Workplace project; coaching and books on analytical thinking 
	6–9 months
	Ability to critically evaluate facts and events 

	To improve fast and accurate decision-making
	I will start to make short decisions every day and participate in a skill-assessment test on decision-making ability. 
	Academic journals; consult with LinkedIn professionals
	6 months
	Fast and accurate decision-making


Table 2: Personal Development Plan (PDP)
(Source: Self-Developed)
Based on the above PDP, these goals are linked with my long-term aspiration to strengthen my personal and professional development. In the competitive market environment and sustainability-driven industries, these skills are highly valuable and will also fulfil employers' expectations in future placement scope.
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1.1 Introduction

Costa Coffee is the leading UK-based coffee chain that operates in 50 countries with 2,800 coffee shops and 12,000+ express machines (Costa Coffee, 2025).  

By contrast, this stable business presence is still involved in high market competitiveness with strong regulatory pressure on ESG. The initiatives of EcoBrey will help this company to overcome this market competition and ensure long-term value creation.
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1.2 Market problem 

The rising demand for sustainable product purchases by 55% in the UK market created pressure on organisations to adopt sustainable business practices (Statista, 2026). 

Based on this market factor and consumer preference, the initiation of a sustainable brand extension of Costa Coffee will be essential to address this market complexity and issues. 
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1.3 Proposed Brand Extension

To address these market issues, Costa Coffee will initiate Costa EcoBrew, a reusable, biodegradable material-based pot with QR integration to measure ESG rating. This sustainable brand extension of Costa Coffee will help to address consumers' active engagement with sustainability, where ESG rating and other return store facilities will promote sustainability and competitive benefits. 



















1.4 Sustainability Justification 

Costa Coffee's brand extension will link with single-use waste and low carbon emissions, which satisfy SDG 12 and ESG commitments. (United Nations, 2025) said that SDG 12 in business helps to strengthen sustainable consumption and long-term value creation in Gen Z. 

Additionally, this brand extension will be identified as a value-creating sustainable solution by Costa to fulfil its sustainability commitment and long-term growth.
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1.2 Market problem 

The rising demand for sustainable product purchases by 

55% in the UK market created pressure on organisations 

to adopt sustainable business practices (Statista, 2026). 

Based on this market factor and consumer

preference, the initiation of a sustainable brand

extension of Costa Coffee will be essential to

address this market complexity and issues.
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