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[bookmark: _b6bcxy1qve8f]Figure 1: Infosys Corporate Logo
Infosys is a worldwide-known digital consulting, IT services, artificial intelligence, cloud transformation, and sustainability-driven innovation provider, delivering service to clients in over 50 countries with a yearly revenue of more than US18 billion (Infosys Limited, 2025a). On the basis of its robust parent-brand equity, this portfolio suggests Infosys GreenCloud Solutions as a strategic brand extension that specifically deals with sustainable cloud, AI-enabled energy optimisation, and green digital transformation offerings to companies. This expansion is in line with the growing global need to use environmentally friendly technology solutions and it helps Infosys to meet its ESG obligations, such as carbon neutrality and sustainable business transformation (Infosys Limited, 2025b). This portfolio aims to critically analyze the growth potential of this brand extension using Segmentation, Targeting, Differentiation and Positioning (STDP) analysis based on the 7Ps marketing mix model. Further, Gibbs reflective cycle of strategic learning, creativity and professional development is a reflective assessment of the strategic learning, creativity and professional learning attained during the project (Adeani, Febriani et al., 2020).

[bookmark: _n2quoqkuygiu]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for Infosys GreenCloud Solutions
[bookmark: _laz3aofsevby]2.1 Market Segmentation
	Segmentation Variable
	Key Segment Characteristics
	Strategic Relevance

	Geographic
	North America, Europe, Asia-Pacific, and Middle East regions with high enterprise digitalisation, cloud adoption, and ESG regulatory pressure
	These markets have strong demand for sustainable digital transformation and cloud decarbonisation services, particularly among developed economies and rapidly digitising enterprises (Research and Markets, 2025).

	Demographic
	Large enterprises, SMEs, government institutions, and sustainability-focused corporations led by senior executives, CIOs, CTOs, and sustainability officers
	Decision-makers in these sectors possess high purchasing power and actively invest in AI, cloud, and sustainability integration for operational efficiency (Mora Cortez et al., 2025).

	Psychographic
	Innovation-driven, environmentally conscious, digitally mature organisations seeking long-term transformation, ESG leadership, and operational resilience
	Organisations prioritising green innovation are more likely to value Infosys’ sustainable cloud and AI optimisation solutions (Molnár et al., 2026).

	Behavioural
	Businesses adopting cloud transformation, renewable integration, AI automation, and carbon reduction initiatives; early adopters of digital sustainability solutions
	These clients seek strategic partnerships that combine technology leadership with measurable environmental outcomes (Adiyono et al., 2026).


[bookmark: _npge08dz1csv]Table 1: STDP Market Segmentation for Infosys GreenCloud Solutions
Infosys GreenCloud Solutions is a strategic effort to focus on organisations at the intersection of sustainability and digital innovation. Through integrating the conventional B2B segmentation model and sustainability agenda, Infosys will be able to tap into the quickly expanding enterprise demand on green IT services in the global brand presence and sophisticated digital consultancy services (Infosys Limited, 2025a).

[bookmark: _i5w7sswn5h41]2.2 Target Audience
Infosys GreenCloud Solutions is a strategic approach of targeting organisations that are at the intersection of sustainability and digital innovation. Through traditional B2B segmentation and sustainability values, Infosys will be able to tap into the fast-growing enterprise demand in green IT services and use its international brand name and high-tech digital consulting services (Infosys Limited, 2025a).
The second target markets are the medium-sized businesses and businesses in emerging markets that are looking to upgrade their digital needs affordably led by sustainability. But the paramount focus of Infosys is enterprise level customers because of better contract values, global scaling and more associated with its high-end B2B positioning. This plan is the most profitable and contributes to the strengthening of the Infosys leadership in the area of enterprise innovation and sustainability (Aithal et al., 2024).

[bookmark: _tzwa169hxx6y]2.3 Differentiation Strategy
Infosys GreenCloud Solutions stands out by incorporating cutting-edge AI, cloud computing, and sustainability-driven consulting into an ecosystem of one enterprise service. Compared to competitors like Accenture, IBM, or TCS, Infosys offers robust digital transformation knowledge with quantifiable carbon-cutting services, integration of renewable technologies, and ESG consulting services (Choi et al., 2026).
Its sustainability innovation provides cloud migration that is energy-saving, carbon analytics dashboard, and AI-based operational optimisation, which directly contributes to corporate environmental objectives (Bernykov et al., 2025). Moreover, the credibility and good enterprise relations built over the years and good ESG leadership of Infosys increase consumer confidence and perceived risk in its adoption of the extension (Infosys Limited, 2025b). This makes Infosys a differentiated business performance and sustainable transformation provider.

[bookmark: _83oifs8wki2k]2.4 Positioning Strategy
Infosys GreenCloud Solutions is being positioned as a high end, innovative, sustainability-oriented enterprise technology solution that helps organisations to transform digitally and minimise environmental impact. Its value proposition is based on the integration of profitability, operational efficiency, and ESG responsibility with the help of intelligent cloud and AI solutions (Carter et al., 2024).
Positioning Statement:
“For global enterprises seeking sustainable digital transformation, Infosys GreenCloud Solutions provides AI-powered, environmentally responsible cloud and business optimisation services that deliver innovation, efficiency, and measurable sustainability outcomes.”
With this positioning, Infosys has a niche in a high-end market that combines sophisticated technological skills with sustainability leadership. In comparison to conventional IT service providers, Infosys has a better ESG orientation, which forms a unique competitive edge in the developmental global green technology consulting market (Khan et al., 2026).

[bookmark: _c161dgz5djht]Element 3: Marketing Mix (7Ps) for Infosys GreenCloud Solutions
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[bookmark: _8d1pw0u1p0bn]Figure 2: 7Ps Marketing Mix Framework
[bookmark: _8eorcxtiy38]3.1 Product Strategy
Infosys GreenCloud Solutions is a high-value B2B service offering, sustainable cloud re-invention, AI-based operational optimisation, carbon analytics, and ESG-centric digital consulting. The service combines the existing capabilities of Infosys in cloud, automation, and enterprise consulting with the increasing demand in the field of green technology solutions (Infosys Limited, 2025a). The main services offered are energy efficient migration to the cloud, AI sustainability dashboards, integration of renewable systems and strategic ESG compliance services. This product plan is highly aligned with the parent brand of Infosys as it is a continuation of the innovativeness in the strategy of sustainability-oriented enterprise transformation. With a mixture of high-tech digital performance and environmental accountability, Infosys generates the functional and reputational worth to enterprise clients and enhances the competitive differentiation over the long run (Aithal et al., 2024).

[bookmark: _ex727vqq0pq2]3.2 Price Strategy
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[bookmark: _fjxwtud7cr09]Figure 3: Value-Based Pricing Strategy Model
Infosys GreenCloud Solutions embraces a high value premium pricing approach based on its specialised enterprise consulting experience, sustainability capacity and quantifiable business value. It is priced on the long-term ROI and cost, operational savings, ESG compliance benefits, and strategic innovation outcomes rather than cost leadership (Ndwandwe et al., 2026). Business customers are ready to contribute high prices to reliable sustainability transformation partners who can decrease carbon footprints and increase productivity. Flexible pricing model options can be project-based consulting, subscriptions-based analytics platforms, and transformation contracts. This approach safeguards Infosys premium market stance and maximises the margins and strengthens the perception of high quality, innovation, and sustainability leadership (Ghazaryan, 2025).

[bookmark: _f3mmiv1fyals]3.3 Place Strategy
Infosys employs a global omnichannel B2B distribution model via direct enterprise sales force, worldwide consulting websites, online platforms, strategic partnerships, and cloud associations with providers like Microsoft Azure, AWS, and Google Cloud (Infosys Limited, 2025a).
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[bookmark: _9zt3tp2vlvt9]Figure 4: Infosys Global Presence
North America, Europe, Asia-Pacific and sustainability-managed economies are primary markets and the most demanding when it comes to green digital transformation. The global presence of Infosys facilitates the efficient servicing of clients, localised consulting, and delivery of massive projects. Remote consulting and AI platform deployment are also provided with the help of digital channels. This place strategy guarantees a wide accessibility and control of the high service quality and enterprise customer relationships (Muanmeevit et al., 2025).

[bookmark: _20iu27e2okwh]3.4 Promotion Strategy
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[bookmark: _82p3ypi82x4l]Figure 5: Infosys ESG Thought Leadership and Sustainability Promotion Campaign
Infosys GreenCloud Solutions are promoted through thought leadership, digital marketing, enterprise relationship marketing, sustainability campaigns, and strategic PR. Whitepapers, ESG reports, webinars, LinkedIn campaigns, industry conferences, and executive partnerships are some of the ways through which Infosys can reach out to the corporate decision-makers (Gensler et al., 2025). The focus of messaging is sustainable innovation, carbon reduction, AI efficiency, and enterprise resilience. Real-world case study-based content marketing enhances credibility and shows quantifiable business value. This business to business promotional approach is similar to professional service branding as it is aimed at building trust, expertise, and strategic change instead of advertising to mass consumers, increasing both the number of leads and brand authority (Tiismus et al., 2025).

[bookmark: _52ttgel1kmg2]3.5 People Strategy
The people strategy of Infosys focuses on highly skilled consultants, AI engineers, sustainability experts, and enterprise relationship managers providing high-quality strategic services. A stake in the personal experience of the employees is vital in ensuring customer loyalty, providing customized transformation, and effective execution of challenging sustainability interventions (Manjunath, 2026). Incessant AI, cloud and ESG practices upskilling of workforce also contributes to the excellence of services. Investment in talent development enhances the service quality, innovative leadership, and the satisfaction of long-term clients at Infosys.

[bookmark: _8gjqmyg7pyri]3.6 Process Strategy
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[bookmark: _3qjzrmdrj8jn]Figure 6: Secure and Scalable Digital Process Strategy
Infosys GreenCloud Solutions underlines efficient, safe, and information-based service procedures in preliminary evaluation, implementation, and monitoring in the aftermath. Unified project management, AI and automation tools, cybersecurity measures, and sustainability performance monitoring guarantee the efficiency of operations and deliver uniform services (Adiyono et al., 2026). The transparent processes minimize the complexity of clients and enable scalability, trust, and sustainable results that are measurable (Tiismus et al., 2025).

[bookmark: _p49rpt8zoqdk]3.7 Physical Evidence Strategy
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[bookmark: _w0z3npob1w1k]Figure 7: Thought Leadership Impact
Physical evidence, as a service-based extension, would encompass professional digital platforms, sustainability dashboards, branded reports, case studies, enterprise presentations, and the global reputation of Infosys. Quality and innovation can be evidenced through visible signs, such as, ESG certifications, thought leadership publications and enhanced digital interfaces (Infosys Limited, 2025b). These physical clues enhance credibility, perceived risk, and perception of premium brand with enterprise customers.

[bookmark: _otl7jichyygy]3.8 Strategic Alignment of 7Ps
	Marketing Mix Element
	Strategic Application

	Product
	· Sustainable cloud consulting, AI optimisation, and ESG solutions 
· Supports enterprise digital transformation and carbon reduction

	Price
	· Premium value-based pricing 
· Focuses on ROI, innovation, and long-term sustainability benefits

	Place
	· Global omnichannel distribution through consulting offices, partnerships, and digital platforms
· Targets major enterprise markets worldwide

	Promotion
	· Thought leadership, webinars, ESG reports, LinkedIn campaigns, and case studies
· Builds trust and enterprise brand authority

	People
	· Skilled consultants, AI experts, and sustainability specialists  
· Ensures service excellence and client trust

	Process
	· Secure, standardised, data-driven implementation and monitoring
· Enhances efficiency, transparency, and scalability

	Physical Evidence
	· ESG certifications, dashboards, branded reports, and corporate reputation 
· Reinforces premium quality and innovation credibility


[bookmark: _of0dcc1oem3j]Table 2: Marketing Mix (7Ps) for Infosys GreenCloud Solutions
The combined 7Ps approach will provide Infosys GreenCloud Solutions the ability to experience sustainable business growth through the alignment of innovative product offerings, premium pricing, global distribution, strategic promotion, expert talent, efficient processes, and excellent brand credibility to develop a differentiated, scalable, and future-focused extension of enterprise technology (Rahman et al., 2025).

[bookmark: _axjmq8mwzuaj]Element 4: Reflection Using Gibbs’ Reflective Cycle
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[bookmark: _vxigu490u74]Figure 8: Gibbs Reflective Cycle Framework
[bookmark: _q26fxzs8hr7z]4.1 Description
This was a project that entailed the creation of Infosys GreenCloud Solutions as an extension brand and the creation of a convincing poster presentation. The procedure involved a lot of research on the position of Infosys in the world market, sustainability, customer segmentation and marketing strategies and implementation of academic theories like STDP and the 7ps marketing mix.

[bookmark: _15nurzeiy39i]4.2 Feelings
First, I was confident since Infosys is a technology powerhouse that is respected globally, has credibility in its brands and sustainability investments. But creating a realistically sound brand extension that was able to effectively integrate innovation, sustainability, and strategic market relevance was challenging intellectually. Also, the challenge to fit a coherent but convincing poster presentation into a tight space added an additional creative and analytical stressor to the task since I had to convey complicated strategic concepts in a straightforward manner without jeopardizing the professional visual appeal and audience interest.

[bookmark: _i9x6jr7nuv7j]4.3 Evaluation
The project has greatly enhanced my knowledge on strategic brand development, sustainability marketing and enterprise level business growth. The powerful ESG engagements and high-level digital capacities of Infosys offered a viable basis of an authoritative brand expansion. Nevertheless, the academic rigour and visual simplicity of the poster presentation proved hard to strike a balance between, which necessitated careful content selection, prioritisation, and a proper balance of communication so that the final presentation could be persuasive and professional at the same time.

[bookmark: _g9oyy4og7yy6]4.4 Analysis
This assignment helped me learn more about the role of segmentation, targeting, differentiation, and positioning in strategic business development in competitive technology markets (Lee et al., 2022). I also learned to be more critical in the application of the 7Ps framework to a B2B service-based situation. The reflective process emphasized the need to match innovation and sustainability and parent-brand equity to successful brand extensions (Olaleye et al., 2025). In addition, the assignment enhanced my research, critical thinking, and visual communication skills, which are very applicable in any professional marketing job in the future.

[bookmark: _cyyel5wnqtpe]4.5 Conclusion
On the whole, this project has helped me to improve my strategic marketing knowledge, communication skills, and reflective learning skills to a great extent. It underscored the need to incorporate innovation, sustainability, and customer-oriented approaches in coming up with effective brand extensions that reinforce long-term business expansion, as well as enhance future academic and professional performances.

[bookmark: _v8aai1kfqt35]4.6 Action Plan
	Development Area
	Current Weakness Identified
	Action to Improve
	Time Frame
	Expected Outcome

	Competitor Benchmarking
	Limited depth in competitor analysis
	Use advanced market intelligence tools and broader benchmarking models
	Next project
	Stronger strategic comparisons

	Market Research
	Insufficient industry and sustainability data
	Integrate deeper market reports and digital transformation trends
	Ongoing
	Improved academic quality

	Visual Presentation
	Poster design could be more impactful
	Improve layout, visuals, and clarity
	Before future presentations
	More professional communication

	Public Speaking
	Moderate presentation confidence
	Increase rehearsal and audience-focused speaking practice
	Short-term
	Better clarity and engagement

	Professional Knowledge
	Need stronger sustainability and AI expertise
	Expand learning in green marketing and digital innovation
	Long-term
	Enhanced strategic capability

	Reflective Practice
	Reflection not consistently structured
	Apply Gibbs’ reflective cycle regularly
	Continuous
	Improved personal and professional development


[bookmark: _gbnmfx58n34m]Table 3: Action Plan

[bookmark: _wfg42eie3hhu]Overall Conclusion
Infosys GreenCloud Solutions is a strategically valuable brand extension that can leverage well Infosys technological experience, sustainability leadership, and enterprise brand equity to meet the increasing demand in green digital transformation services. With a well-coordinated STDP analysis and a combined 7p marketing plan, the extension reveals a great potential of long-term business development, competitive differentiation, and premium positioning in the market. The project further deepened my knowledge on strategic marketing, sustainability innovation, and brand development and sharpened my research, critical thinking and presentation skills. In general, this assignment has shown the value of integration of innovation, market insight, and reflective learning as a means of strategic business development.
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Infosys
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At Infosys, we have proudly maintained carbon neutrality for 6 consecutive years. To further our
impact, we have refreshed our ESG Vision 2030, with the aim to become climate positive — by
sequestering more carbon from the atmosphere than we emit.

To remove Carbon dioxide, improve soil productivity, and uplift rural communities through
sustainable practices, we have integrated agroforestry into our climate action plan.

Tomorrow, on , we aim to plant over 400,000 saplings, across 5
Indian states as a part of our drive. This will be a significant milestone towards
achieving our larger carbon sequestration goal of planting 15 mn saplings by FY 26. In partnership
with 5 NGOs and rural farming communities, we are turning climate ambition into action.
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