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1. Introduction  
Starbucks is a multinational coffee corporation with a high brand image, quality 

coffee, and customer base. Starbucks has developed over the years to be beyond 

coffee shops by providing packaged coffee and at-home offerings to reach 

customers in new ways (Starbucks, 2023). The portfolio deals with a new product 

line of Starbucks, the Starbucks Home Espresso Machine. The product targets 

individuals between 25 and 45 years old who desire coffee of the quality of cafes, at 

the comfort of their homes, yet are busy. It provides rapid brewing, simple to use, 

and intelligent features, linked to Starbucks mobile application (World Coffee Portal, 

2023). The rising popularity of home coffee machines indicates that people have 

begun to appreciate convenience, personalisation, and technology in their lives 

(Kotler et al., 2020). The new product aligns with the Starbucks brand strategy since 

it is a combination of excellent quality, innovation, and customer experience. This 

portfolio will be an analysis of the market and a clear definition of target customers. 
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2. Segmentation, Targeting, Differentiation and Positioning 

(STDP) 
STDP is the key marketing process which enables companies to learn the customers 

and create the products that satisfy them. It is an abbreviation of Segmentation, 

Targeting, Differentiation, and Positioning. By applying STDP, Starbucks can have a 

clear understanding of who the Starbucks Home Espresso Machine is targeted and 

how it is expected to compete in the market (Jobber and Ellis-Chadwick, 2020). 

 

 

 

Figure 1: STDP Analysis 

2.1 Market Segmentation 
Market segmentation refers to a large market being broken down into smaller groups 

of consumers with similar traits or requirements (Solomon et al., 2019). In the 

Starbucks Home Espresso Machine, there is segmentation on the basis of 

demographics, psychographics and behavioural factors. 
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Demographic segmentation concentrates on age, income and lifestyle level. The 

primary segment is adults aged between 25 and 45 years, have medium and high 

income, and are mostly urban residents. This segment has the means to pay 

premium coffee machines and tends to avoid cheap and value significantly. 

Psychographic segmentation examines lifestyle, interests and values. A large 

number of consumers within this category like the culture of coffee, place value on 

convenience and appreciate smart technology in the home. They also regard coffee 

as their daily routine and a personal image. 

Behavioural segmentation lays emphasis on usage and purchasing behaviour. There 

are customers who visit Starbucks cafes regularly, they utilize Starbucks mobile 

application and earn loyalty programs. Such customers will be more inclined to trust 

Starbucks and use a home coffee product of the same brand. 

Table 1: Key Market Segments 

Segment Characteristics Main Needs 

Urban professionals 
Busy, medium–high income, 

25–45 
Fast, easy, quality coffee 

Coffee enthusiasts Interested in taste and brewing Customisation and control 

Loyal Starbucks 

users 
App and rewards users 

Brand trust and 

convenience 

Tech-oriented users Smart home users App control and innovation 

 

2.2 Targeting Strategy 
Following segmentation, Starbucks should decide which segments to enter. This is a 

narrow approach to targeting, where the target market consists predominately of 

urban professionals and coffee lovers aged 25- 45. This segment is selected due to 

their high purchasing power and definite necessity of the convenience and high 

quality. 

This targeted market appreciates time saving products, particularly with the busy 

morning schedules or work-at-home timeframes. The study indicates that 

practitioners tend to purchase small kitchen appliances that enhance efficiency in 

their daily lives and comfort in their lifestyles (Euromonitor International, 2024). 
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Social media, mobile apps and online advertising are other easy ways Starbucks can 

reach this group. 

One of the secondary targets is the customer base that is already loyal to Starbucks 

and has the app and reward system. Such customers have increased chances of 

trying a new product at Starbucks as they already have confidence in the brand.  

2.3 Differentiation Strategy 
Differentiation is a description of how a product is unique and superior to its 

competitors. The domestic espresso machine market is competitive with such brands 

as Nespresso and traditional espresso machines. There are a few ways through 

which Starbucks can differentiate its product. 

To begin with, brand strength is a strength. Starbucks has already been linked to 

high quality and quality taste. This lowers the perceived risk of the customers 

purchasing an expensive machine (Keller, 2013). 

Second, the product is differentiated by technology and personalisation. Connection 

to apps, personal brew settings, and smart recommendations are some features that 

make the product look contemporary and convenient to operate. Most competitors 

are only interested in hardware, whereas Starbucks relates the product to a digital 

experience. 

Third, there is the importance of experience-based differentiation. Starbucks does 

not just sell coffee but also an experience and a lifestyle. The offer message Brew 

Like a Barista at Home links the emotional value to the functional benefits. 

2.4 Positioning 
Positioning is the way in which customers perceive the product in relation to other 

brands (Ries and Trout, 2001). The Starbucks Home Espresso Machine ought to be 

marketed as an upscale, intelligent, and convenient method of drinking coffee like 

that of the cafe at home. 

It positions itself based on quality, speed and simplicity. This product, unlike 

sophisticated espresso machines, is aimed at regular customers, rather than 

professional baristas. It has enhanced brand experience and loyalty integration as 

opposed to pod machines. 
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Positioning statement: 

The Starbucks Home Espresso Machine is a fast, customised, and high-quality 

coffee in-house product that busy coffee consumers can have at home, which has 

the reliability of the Starbucks brand. 

This strong positioning assists Starbucks to convey value and also differentiates in a 

marketplace that is saturated. 
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3. Marketing Mix Strategy (4Ps)  
Marketing mix describes how an organization transforms strategy into action. As a 

product based brand, the 4Ps include; Product, Price, Place, and Promotion. All of 

these have to facilitate the target market and positioning of Starbucks Home 

Espresso Machine (Blythe, 2019). 

 

Figure 2: Marketing Mix Cycle 

3.1 Product Strategy 
The Starbucks Home Espresso Machine is modeled as an up-scale yet 

un-complicated domestic coffee maker. The essence is that it would be possible to 

make cafe-quality coffee in the comfort of the home less effortlessly. The real product 

will comprise a small espresso maker, in-house coffee pods, intelligent temperature 

control, and brew customisation in an app. The augmented product comprises of 

warranty, customer support, firmware updates, and integration of loyalty rewards. 

It has been found that 62 percent of home coffee machine buyers would buy 

products that are simple to operate and do not demand much time to clean (Statista, 
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2024). Hence, the machine concentrates on one touch brewing and automatic 

cleaning notifications. The design is contemporary and minimal to the interiors of a 

home in a city. 

It is also about sustainability. Research has found that half of consumers are 

preoccupied with packaging waste of single-use pods (Mintel, 2023). POD disposal 

techniques should be indicated by Starbucks and there should be a pod return or a 

recycling program. It has a one-year standard warranty to minimize buyer risk and 

boost confidence. 

3.2 Price Strategy 
The product will be priced at $249 and will be in the mid-premium home espresso 

segment. This price will be based on brand value, intelligent features, and the quality 

of build. Starbucks applies value based pricing which implies that the customer is 

charged on convenience, quality and brand confidence and not on low cost. 

Moreover, a pod subscription of  $9.99 per month is also available as optional. The 

subscription economy is developing rapidly, with the subscription economy world 

valuation approximated at more than 650 billion dollars by 2023 (Zuora, 2023). This 

model will assist Starbucks to generate consistent revenue monthly and will 

stimulate re-buying. 

Nevertheless, prices have to remain competitive. In case the price of pods is 

excessive, the customers can compute the cost per cup and change to lower-priced 

options. To mitigate this risk, Starbucks may provide bundle discounts to people who 

are loyal customers and those who will be buying it the first time. 

Table 2: Pricing overview 

Item Price Purpose 

Espresso machine $249 One-time premium purchase 

Pod subscription $9.99/month Repeat sales and loyalty 

Starter pod pack Included Encourage product trial 
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3.3 Place (Distribution) Strategy 
Place means the way the product is delivered to the customers. Starbucks must 

adopt an omni-channel distribution approach to reach and convenience as much as 

possible. The primary media will be the Starbucks website, mobile application, a 

group of electronics retailers, and flagship Starbucks stores. 

E-commerce is critical. In the year 2024, more than 70% of small kitchen appliances 

in developed countries were bought through the internet (IBISWorld, 2024). Direct 

online sales provide Starbucks with brand message and consumer information 

control. The products can be displayed in physical stores with demonstrations where 

customers would be able to experience the machine before purchasing it. 

It is essential to have efficient logistics to serve the sales goal of high unit volume. 

Instead the premium brand image requires fast delivery, and easy returns. 

3.4 Promotion Strategy 
Promotion entails the communication of value at Starbucks. The central theme is 

convenience and quality: Brew Like a Barista at Home. The key area of promotional 

activity is digital promotion since the target market spends a lot of time on the 

internet. 

Influencer marketing works in small appliances. Studies indicate that purchase intent 

rises by 45 percent in lifestyle products when the product is recommended by an 

influencer (Hughes et al., 2022). Starbucks ought to collaborate with coffee 

producers and lifestyle influencers who already enjoy the trust of their followers. 

Loyalty integration is also a part of promotion. Starbucks Rewards members get 

advance access, bonus points, or free pods. This improves adoption and lessens the 

marketing expenses through pre-existing customers. 

There is a small but strategic offline promotion. Posters and demo stations in a store 

make it easy to shorten the time of explaining the product. In general, the promotion 

should remain truthful and should not be overstated as it can damage the trust of the 

brand. 
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4. Marketing Strategy Pitch  
The marketing strategy pitch introduces Starbucks Home Espresso machine as a 

new premium home-based coffee product of Starbucks. The product will appeal to 

busy urban professionals and coffee lovers aged between 25-45 years who desire to 

have a cup of coffee of a cafe quality at home within their own time. The machine is 

quick at brewing, simple to use, and has customisable features on a mobile 

application. One of the messages of the pitch is the invitation to Brew Like a Barista 

at Home, where convenience is associated with quality. The price strategy will 

position the machine at 249 dollars including an optional monthly pod subscription, 

which will make the product not only affordable but also profitable. The promotion 

strategy is determined by digital marketing, collaboration with influencers, and the 

Starbucks Rewards members to develop awareness and trust. Distribution is via 

online, specific retail stores and Starbucks cafes. Generally, strong brand trust, 

clever technology, and consumer loyalty are some of the pitches that emphasize why 

the product can work in the coffee market. 
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5. Reflection (Gibbs’ Reflective Cycle) 
The following reflection is based on Gibbs Reflective Cycle (1988) and is done to 

assess my experience of creating a marketing portfolio of the Starbucks Home 

Espresso machine. The model by Gibbs uses the description, feelings, evaluation, 

analysis, conclusion, and action plan that helps to organize profound and sincere 

reflection. 

 

Figure 3: Gibbs’ Reflective Cycle 

1. Description 

The activity involved me developing a complete marketing portfolio of a new brand or 

product line of an established firm. I picked Starbucks and came up with a new 

product concept: the Starbucks Home Espresso Machine. This task implied the use 

of STDP, 4Ps marketing mix, the development of a poster pitch, and supporting all 
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decisions with research and theory. I also needed to write in an academic style but in 

a way that was not complex. 

2. Feelings 

Initially, I was sure in my decision to pick Starbucks, as it is a famous brand that has 

numerous resources at its disposal. But it was also hard to me to transfer theory into 

practice. Theoretical notions such as segmentation and positioning appeared simple 

during lectures, but it became hard to implement them explicitly using a single 

product. I also felt concerned about the Level 7 requirements, particularly, critical 

thinking and representation by numbers, not opinions. My confidence increased with 

time, as I was able to tie theory with actual data. 

3. Evaluation 

The good thing about this project was that I learnt about how various marketing 

components have to be harmonized. As an illustration, the target market affected the 

prices, the promotion style, and even product features. My research skills were also 

enhanced by utilizing industry reports as well as scholarly books rather than general 

websites. 

Nonetheless, time management was one of the weaknesses. In the initial stages, I 

wasted time explaining ideas rather than examining them. I also understood that my 

initial draft was descriptive and did not elaborate on why decisions were made as is 

necessary at the postgraduate level. 

4. Analysis 

The project enabled me to realize that marketing strategy is a matter of trade-offs. As 

an example, proprietary coffee pods offer benefits to the repeat revenue, yet they 

present sustainability and ethical risks. This demanded me to think critically rather 

than offer the product as an absolute. 

The application of the model by Gibbs made me understand my own way of thinking. 

I shifted the level of my descriptions to more profound analysis, particularly when 

challenging sustainability arguments and pricing rationale. I also discovered that an 

argument is better when supported by numbers (price, subscription value, market 

trends), but in a realistic and well-explained manner. 
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5. Conclusion 

To sum up, this assignment helped me enhance my capacity to use marketing theory 

as applied to an actual business concept. I was taught to build a strategy in a logical 

way, to be able to use evidence to make decisions, and to think critically regarding 

limitations. I also understood that reflection is not about enumerating the good points 

that occurred, but about discovering gaps and knowing how to enhance performance 

in future. 

6. Action Plan 

To improve my future academic and professional work, I will follow the action plan 

below. 

 

Figure 4: Action Plan 
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Table 3: Personal Action Plan 

Area to 
improve 

Current gap Action step 
Expected 
outcome 

Critical thinking 
Too descriptive 

early drafts 

Ask “why” and “so what” for 

each point 
Deeper analysis 

Use of data Limited use at start 
Add numbers and 

comparisons early 

Stronger 

arguments 

Time 

management 
Late refinement Create section deadlines 

Better quality 

writing 

Reflection skills 
Surface-level 

thinking 

Use models like Gibbs 

regularly 

Deeper 

self-awareness 

 

By following this plan and tracking progress visually, I aim to improve both my 

academic performance and professional marketing skills in future projects. 
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6. Conclusion 
This portfolio proposes a definite marketing plan of the Starbucks Home Espresso 

machine. It applies simple marketing concepts in explaining the target audience and 

the manner in which the product must be marketed. The STDP analysis assisted 

with the identification of the correct target customers and demonstrates how the 

product can be differentiated in the market. The marketing mix described the product 

characteristics price allocation and advertisement in a straightforward manner. Other 

real issues which the portfolio took into consideration included sustainability and 

customer trust. The strategy in general indicates that Starbucks has opportunities to 

expand in the home coffee products segment without losing brand value and aligning 

with the reality of modern consumer demands today. 
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