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Element 1: Poster Presentation
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Element 2: STDP Analysis for Oddbox Rescue Kitchen
For Oddbox Rescue Kitchen, a multi-variable STDP approach to segmentation should be used as location, lifestyle, income, health concern and convenience behaviour contribute to sustainable food demand, not just age. Geographically, the most favourable markets are London, Manchester, Bristol, Brighton, Leeds and university towns because of their high density, commuting lifestyles and ethical shopping habits with food retail, which make chilled and frozen rescued-produce meals more viable. The UK population in mid-2024 was 69.3 million (national scale), and the first target should be urban areas as distribution, awareness and trial may be easier in concentrated markets (ONS, 2025). Students, young professionals, working parents and middle-income households with a concern for the environment are the most relevant segments from a demographic point of view. There were 2.86 million students in higher education in the UK in 2024/25, with the university representing a viable outlet for cheap, rescue-based meal packages and smoothie packs (House of Commons Library, 2026).
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Figure 1. Segmentation framework for the extension.
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Figure 2. Priority UK launch cities.
Psychographically, the key segment consists of consumers who want to be more sustainable but are not fond of complexity. According to the Theory of Planned Behaviour, the sustainable purchase intention is influenced by attitude, social norms, perceived control, knowledge, and trust (Jakubowska et al., 2024). Behaviourally, those who purchase ready meals, frozen food, meal deals and quick lunches but desire a healthier, ethical choice represent the strongest segment. The UK ready meals market is expected to reach US$7.26 billion in 2026, which represents a significant convenience market for Rescue Kitchen (Market Data Forecast, 2026).
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Figure 3. Primary target customer persona.
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Figure 4. Core target segment mix.
The selected target group should consist of urban, price-sensitive, health-conscious consumers aged around 18 to 45 years and seeking fast food with a 'visible' sustainability message. This encompasses postgraduates, young workers, hybrid employees, young couples and busy parents who visit supermarkets, online grocery retailers and work canteens. This target is viewed as commercially appealing due to its perceived health and sustainability appeal, and high-frequency purchasing. In 2026, the Food Standards Agency reported that 75% of people had made changes to their eating habits for health reasons, 49% of whom were to eat less processed food and 46% to increase the amount of fruit and vegetables consumed (Food Standards Agency, 2026). The target, however, may not be regarded as an ethereal group of premium products. Prices in the UK for food and non-alcoholic drinks have increased 38.6% between November 2020 and November 2025, making affordability a key consideration in targeting (House of Commons Library, 2026). This helps to target a differentiated market and not a mass market.
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Figure 5. Differentiation pillars.
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Figure 6. Perceptual positioning map.
Rescue Kitchen should target the segment where the need and value of the product align best: consumers who are looking for a healthy convenience, less waste, and fair pricing. This is backed by research which indicates that taste, price and health are key drivers in Gen Z food choice and not sustainability alone (Halicka et al, 2025). Trust also plays a role as consumers need to trust the rescued-produce claim. A recent study on TPB demonstrates that trust, convenience and environmental concerns can boost sustainable food buying intentions (Prakash et al., 2023).
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Figure 7. Introductory product portfolio.
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Figure 8. Kotler product levels application.
Oddbox Rescue Kitchen should differentiate itself through mission fit, circular value creation and transparent impact labelling. When food is rescued and sold as an own-label ready meal or chilled soup, or even as a meal kit, the main aspect of the product logic is going to be price or convenience. Kantar found promotional grocery sales rose to 33.3% of the entire festive season during 2025, highlighting how UK consumers are deal-driven. (Kantar, 2026) Therefore, the contention of expensive eco-premiums is not to be used as a basis for differentiation. It should convey rescued produce, affordable nutrition, grower support and waste reduction per pack. This is consistent with Aaker's 5B's framework, in which brand relevance, image, brand equity, and brand loyalty are bolstered when the brand occupies an important subcategory (Aaker, 2025). A resource-based approach to differentiation can be used at Rescue Kitchen. Rescued produce sourcing, grower relationships and B Corp credentials are hard for generic ready meal competitors to duplicate rapidly.
[image: ]
Figure 9. Planned product life cycle path.
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Figure 10. Fair-value pricing ladder.
Academic research also indicates that customers' satisfaction with circular economy service quality can be enhanced by having the circular experience as useful rather than symbolic, which leads to greater brand image and customer loyalty (Sah et al., 2025). Additionally, sustainable food consumers are not uniform, which is demonstrated by the segmentation research mentioned earlier: it is not only about “green consumers” but also about “practical reducers” who combine health, price and waste avoidance in their behaviour (Schäufele-Elbers et al., 2023). This is important because the sustainable purchase gap often occurs when ethical products are difficult to understand, find or justify financially (Azzopardi and van de Sluis, 2026).
The positioning should be: “For busy UK consumers who want healthy convenience without wasting food, Oddbox Rescue Kitchen turns rescued fruit and vegetables into affordable, climate-smart meals with clear impact in every pack.” This positioning is a benefit-led positioning as it provides the customer with functional value, emotional value and ethical value in one claim. It also adheres to the STP logic, in that it offers the product to a specific target, instead of promoting sustainability in a general way (Hossain et al. 2024). The perceptual position needs to fall between the two extremes of low-cost ready meals in the supermarket and high-cost sustainable meal kits. This puts Oddbox in the sweet middle-ground: better for the soul than your average convenience food and more accessible than the eco-brands that cater to the niche market. Sodexo's UK Sustainable Food Barometer revealed that 68% of consumers still have a positive attitude towards sustainable food, and 4% say the environment is their primary purchasing driver, clearly meaning that sustainability needs to be combined with the other three: price, taste and convenience (Sodexo, 2025). Furthermore, YouGov revealed that 53% of those prepared to pay more for sustainable packaged products would only pay up to 10% more, favouring modest prices over premium positioning (YouGov, 2024). Rescue Kitchen is mainstream sustainable convenience, not luxury sustainability, overall. Its core promise is practical: eat well, waste less, spend smarter.
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Figure 11. Value-based pricing comparison.
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[bookmark: _Toc232733575]Figure 12. Channel mix for distribution

Element 3: Marketing Mix (4Ps)
Product to be developed as a value-added rescued produce range – soups, sauces, smoothie packs, dips and ready-to-cook meal kits. Using Kotler’s product levels, the core benefit is quick, healthy food with less waste; the actual product is chilled or frozen rescued-produce meals; and the augmented product is pack-level impact reporting, recipe ideas and grower stories (Kotler et al., 2022). This results in sustainability being integrated into the product's design rather than being carved out of it. The product launch should start with three hero products: Rescue Soup, Wonky Veg Sauce and Smoothie Saver Packs, since the theory of product lifecycle suggests that a product should have a narrow introductory product range, which can be tested before the wider roll-out (Zhou et al., 2026). This is also bolstered by Customer-Based Brand Equity as the extension's goals are to strengthen Oddbox's salience, performance, imagery, and resonance with the credible rescued-food associations (Coudounaris et al., 2024). 
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Figure 13. Omnichannel customer journey.
According to Upcycled-food studies, when products are perceived as safe and useful, and familiar, their acceptance is higher, which means traditional sauces and soups are more likely to be accepted than other uncommon forms (Chu et al., 2025). The evidence of upcycled food also reveals that value-added surplus products can help to minimise waste and to offer marketable consumer benefits (De Cianni and Caputo, 2025). The product should also be easy to identify sustainability information on packaging and online, since consumer goods increasingly require clear sustainability data for credible product evaluation (Jäger et al., 2022).
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Figure 14. AIDA promotion funnel.
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Figure 15. Promotional touchpoints grid.
Price must adopt a fair value penetration strategy, not premium eco-pricing. Oddbox Rescue Kitchen has to be above the basic supermarket own-label prepared ready meals but below the premium prepared ready meals with recipes. This ensures the affordability while maintaining the sustainability benefits. As ONS data revealed that food and non-alcoholic drink inflation in the UK was 2.2% in May 2026, consumers are still sensitive to the price of foodstuffs even after inflation subsided (ONS, 2026). Single-serving soups should be low, family sauces be mid-, and bundle prices for subscribing customers should be high. This is consistent with Kotler's value-based pricing principle, in which the price must include the buyer's perceptions of the value received, not just the production costs. It also accommodates evidence that lower environmental impact does not always result in a higher food price, as climate-smart food products may have difficulties securing a “green premium” (Nakavachara et al., 2025). Financial and social costs of packaged food waste in the retail chain have been proven, and the use of recovered inputs can help to maintain competitive prices provided that processing and logistics are managed (Todd et al., 2024). The message on the price should thus read: “rescued food, real value, no waste premium.” This is key as the green purchase intention is influenced by value perceptions, beyond just environmental concerns (Aly and Al-Salfiti, 2025).
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Figure 16. Sustainable packaging cues.
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Figure 17. Sustainability and SDG alignment.
Place should integrate Oddbox's current direct-to-consumer distribution with targeted supermarket, university and workplace distribution. The launch should begin with online and urban retail partnerships; during the product lifecycle, it is significant that there is control over distribution. BRC reported that UK food sales grew by 3.9% year on year in May 2026, which supports grocery retail as a live growth channel (British Retail Consortium, 2026). Place decisions also need to work with promotional visibility, as 30.3% of sales had a place benefit and 1.5% of sales were take-home groceries (Worldpanel by Numerator, 2026). In the UK, online value sales at major supermarkets grew by 10.6%, and its share of sales increased to 13.9% in March 2026, which included frozen bundles and repeat ordering (NielsenIQ, 2026). Focusing on grocery, the number of online sales in Europe has increased by 6.8% between 2024 and 2025, highlighting the strategic importance of digital grocery (McKinsey and Company, 2026). Tesco's 'fast delivery' service also increased by more than 30%, indicating demand for fast convenience channels (Reuters, 2026).
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Figure 18. Brand impact dashboard.
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Figure 19. Skills gained through the project.
Promotion should integrate the AIDA model to drive consumers from awareness to action. Attention should come from bold claims such as “Made from rescued veg” and “Every pack saves produce.” Interest should be developed by short videos of farmers, wonky vegetables and cooking. Desire should be directed to taste, convenience and visible impact. Promote action via supermarket launch offers, QR codes and first-box discounts. When messages are presented clearly, social media can be a valuable tool for converting a prospect into a customer, according to AIDA (Yadav et al., 2025). The green marketing mix also helps this approach as promotion needs to link product, price, place and sustainability together in a unified value proposition (Su et al., 2024). However, promotion cannot be vague in terms of sustainability. According to the research in the field of greenwashing, vague or over-extended claims lead to reduced trust and brand value (Calamai et al., 2025).
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Figure 20. Poster preparation process.
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Figure 21. Future improvement roadmap.
Food-sector greenwashing studies also suggest that claims on sustainability must be specific, verified, and understandable (Tikkha et al., 2024). Hence, Rescue Kitchen needs to utilise quantified impact labels like grams of produce recovered per pack. According to the research in the field of eco-packaging, packaging with a pro-ecological character can positively influence purchase intention and customer image (Siuda et al., 2025). Consumer research also indicates that packaging influences perceived responsibility and purchase evaluation; the packaging design should be recyclable, clear and evidence-based (Kozik-Kołodziej, 2026). When the materials and information are credible, eco-designed retail packaging can be used to enhance the green perceived value (Cui et al., 2026). This links the 4Ps into one sustainable strategy.
[bookmark: _Toc232733576]Element 4: Reflection
It was developing the Oddbox Rescue Kitchen strategy that gave me an understanding that brand development can help the business grow when linked to a real market problem. I found out that an extension of a brand for sustainability cannot just be an ethical message on top of an established brand. It needs to amplify the purpose of the parent brand, meet the consumer need and generate commercial value. I decided to use Oddbox to make food waste reduction more convenient, affordable and healthy. This helped me learn to put marketing theory into practice, particularly using STDP analysis, brand extension logic and the 4Ps marketing mix.
The process also sharpened my analytical abilities, as I needed to look at the market from multiple angles. Before choosing value-conscious urban consumers as the target audience, I took into consideration the geographic, demographic, psychographic and behavioural segments. This enabled me to appreciate that not all consumers are sustainable consumers and that they don't necessarily agree to paying high prices for sustainable goods. They still have expectations for taste, convenience and value. I also developed a greater knowledge about positioning, as Oddbox Rescue Kitchen had to be positioned between low-cost supermarket ready meals and high-cost sustainable meal kits. This provided the extension with a more distinct competitive niche and made the strategy more viable.
The poster presentation helped me to develop my communication and visual planning skills. I came across a detailed marketing strategy and had to break it down into something that's clear, compelling and easy to understand, in an engaging format. This was challenging because the poster needed to appeal to both investors and customers. I learned how to use headings, short statements based on evidence, impact numbers and a simple journey visual: Rescue, Cook, Eat, Save. This enabled me to get my extension efficiently out there without sacrificing the depth that was required in the academic arena. The presentation of the poster also boosted my self-confidence as I needed to present the brand purpose, market appeal and sustainability alignment in a structured manner.
My overall learning from this project was beneficial to me personally and professionally, as it helped to build my confidence as a marketing thinker. Developed skills to link sustainability to customer value, commercial opportunity and brand credibility. I have also learned to appreciate the value of evidence, particularly with regard to claims about consumer behaviour, food waste and market trends. For future projects, I would improve my project by conducting more primary research, such as a short survey or focus group, to see how interested customers are in the extension. I would also rehearse the presentation beforehand to be better prepared with regard to timing, clarity and delivery.
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