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Introduction
Starbucks is a well-known brand in the coffeehouse industry and has a global presence with 40,990 stores in 89 markets (Starbucks Corporation, 2025). This indicates that the company has a strong presence in the market, with its brand value being recognized by people. This shows that the company has market presence and the brand is well recognized by people. Consumers are more conscious of the importance of businesses being environmentally responsible, and sustainable brand development is becoming a key element for businesses to be competitive in the long term. Tan (2025) highlight that value is added in a successful brand development, which is done in response to the changing expectations of customers. Hence, this portfolio suggests “Grounds for Good” and proposes a sustainable brand extension that utilises used coffee grounds as value added products such as body scrubs, scented candles, reusable coffee cups and plant food using principles of the circular economy, which aim to prevent waste and generate environmental value (Nazwa, Setiyorini and Gitasiswhara, 2025).
[image: ]
Figure 1: Starbucks Retail Sales Mix by Product Category (FY2025)
Source: Author's Own illustration
The purpose of this portfolio is to develop a marketing strategy for the proposed brand extension that will incorporate Segmentation, Targeting, Differentiation and Positioning (STDP) and the 7Ps marketing mix. Moreover, it offers the information of the journey of posting the brand extension and the poster presentation, which is an example of sustainability-driven innovation's capacity to raise brand equity and improve business sustainability (Triolo, 2024).
[bookmark: _Toc234264290]Element 1: Sustainable Brand Extension Poster
[bookmark: _Toc234264291]1.1 Sustainable Brand Extension Poster
[image: ]
[bookmark: _Toc234264292]1.2 Poster Summary
The proposal product, Grounds for Good Body Scrub, has great commercial potential as used coffee grounds are used to develop a premium product for natural skincare. It will meet the growing consumer demand for eco-friendly personal care products (Bekar, Durmaz and Yozukmaz, 2020), assist Starbucks' circular economy initiative, enhance sustainability initiatives, and generate an extra revenue source.
[bookmark: _Toc234264293]

Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis
[bookmark: _Toc234264294]2.1 Market Segmentation
Market Segmentation helps organizations to find out different segments of customers with similar needs and preferences so that more effective marketing strategies can be developed. Market segmentation is more than a one-size-fits-all strategy; it's a tool that allows businesses to invest their resources more effectively and build more meaningful relationships with their customers (Ullagaddi, 2024). To achieve value creation and competitive advantage, it is crucial to grasp the diversity of customers, as Minenko and Mujtaba (2024) highlight. Starbucks identifies the market segments of people who are interested in sustainability and high lifestyle products through geographic, demographic, psychographic and behavioural criteria; these people are the target of the proposed “Grounds for Good” brand extension.
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Figure 2: Target Market Segmentation for Starbucks' "Grounds for Good" Sustainable Brand Extension
Source: Author's Own illustration
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2.1.1 Geographic Segmentation
Starbucks aims to capture customers in urban and metropolises in North America, Europe and Asia-Pacific regions where environmental awareness and demand for sustainable products is still growing. Markets in these areas provide favourable conditions for introducing innovations in the field of circular economy as they have an increased purchasing power and acceptance of an eco-friendly consumption (Jankovic, Panajotovic and Djurovic, 2024). Starbucks' established retail presence in these areas also helps to ensure efficient product availability and market penetration.
[bookmark: _Toc234264296]2.1.2 Demographic Segmentation
The targeted segment for this brand extension is mostly adult males between the ages of 25 to 45, of medium to high disposable income and with high education level. This consumer group tends to be more open to spending on high-quality sustainable goods which embody quality and ethical principles (Caër, 2025). These attributes make this segment an ideal fit with Starbucks' high-end brand positioning and sustainability goals.
[bookmark: _Toc234264297]2.1.3 Psychographic Segmentation
Psychographic segmentation is based on lifestyle, attitude and values of consumers. Starbucks is aiming at the environmentally conscious consumer who actively looks for brands that prove their sustainability efforts, not just their claims. Areiza-Padilla and Manzi Puertas (2021) state that consumers are more and more looking for brands that align with their values and therefore sustainability is an important driver of their buying decisions. Thus, the Grounds for Good product line is targeted towards customers who live responsibly every day.
[bookmark: _Toc234264298]2.1.4 Behavioural Segmentation
Behavioural segmentation takes into account consumers' buying patterns, product consumption and brand loyalty. The Starbucks strategy is based on loyal customers who regularly shop at the company's stores or interact online, plus those consumers who actively look for new, environmentally-friendly and innovative offerings. This approach can enhance customer retention and foster repeat business by offering products that deliver both functionality and sustainability, thereby creating a strong sense of brand loyalty in the long term (Trzcielinski, Mongiat-Leveque and Besson, 2024).
[bookmark: _Toc234264299]2.2 Targeting Strategy
New brand extension strategy for the Grounds for Good brand is a differentiated targeting strategy, which targets those consumers who are more prone to appreciate the sustainable innovation. D'Avilla (2026) states that Choosing attractive market segments can enhance the effectiveness of marketing and boost the competitive edge of the firm. The main customer base includes environmentally aware young to middle-aged adults (25-45 years old) with medium to high income who are willing to spend on quality sustainable products. The secondary target market consists of consumers of university education and dedicated customers who prefer environmentally conscious brands at Starbucks. This targeting method is suitable as the segments are taking sustainability into account more and more when they make their purchasing decisions in addition to quality and brand credibility (Dwipamurti, Mawardi and Nuralam, 2018).
[bookmark: _Toc234264300]2.3 Differentiation Strategy
Starbucks separates the Grounds for Good, turning used grounds into high-quality lifestyle products, for example, is an example of how the company applies circular economy principles. Converting wastes into valuable resources brings both an environmental and competitive advantage, as Mehrad et al. (2024) argue. For instance, the Grounds for Good Body Scrub, which turns used coffee grounds into a high-quality body scrub – a sustainable and useful product for the consumer sets Starbucks apart. The extension provides additional credibility beyond many sustainable brands alone, along with Starbucks' brand strength, product innovation, high quality, and trusted customer experience. Combined, this will help to further enhance the company's competitive edge and its leadership position in sustainability. 
[bookmark: _Toc234264301]

2.4 Positioning Strategy
The Grounds for Good brand extension is designed to be a high quality, sustainable lifestyle brand extension which carries Starbucks' reputation. 
[image: ]
Figure 3: Positioning Map for Starbucks' "Grounds for Good" Sustainable Brand Extension
Source: Author's Own illustration
According to Zhou (2024), effective positioning creates a unique value proposition for the consumers. The positioning statement to be used is: "Grounds for Good turns coffee waste into quality, everyday products that allow consumers to choose sustainably without sacrificing quality. This positioning is designed to reinforce Starbucks' perception as an innovative and eco-friendly brand, and to value for consumers who want to buy genuinely sustainable products (Hanaysha et al., 2022).
[bookmark: _Toc234264302]

Element 3: Marketing Mix (7Ps) 
Using the 7Ps marketing mix, this framework can be used to implement the proposed sustainable brand extension. When each marketing mix element is coupled with customer expectations and sustainability goals, the brand will become more valuable and competitive. Noor, Till and Hafeez (2025) suggest that this is because they are more closely aligned with customer expectations and sustainability goals.
[image: ]
Figure 4: Circular Value Creation Process for Starbucks' "Grounds for Good" Brand Extension
Source: Author's Own illustration
[bookmark: _Toc234264303]3.1 Product
The ground extension of coffeeshop in the shape of grounds for good, turns the used coffee grounds into high quality products such as body scrubs, scented candles, reusable cups and plant food, thereby strengthening the sustainability initiatives of coffeeshop. The proposed products adhere to the principles of circular economy and serve to recycle the coffee waste into products that have environmental and commercial value. Setiana, Kurniawan and Nihayatusshaliahah (2026) stated that a successful product must meet functional customer needs and emotional customer needs as well as enhance the value of the brand. Hence, it is proposed that the range should be able to cater to the increasing demand of the people for sustainable lifestyle products with the premium image of the Starbucks brand. The Grounds for Good Body Scrub seems to be one of the products suggested, representing the potential of using coffee waste as a sustainable skin care product. It is made by mixing sterilised coffee grounds with natural oils and included in a mix of ingredients to create a high-quality exfoliating scrub. Coffee grounds are used as a natural exfoliation and antioxidant, instead of harmful synthetic microbeads in the environment. The product provides Starbucks with a sustainable solution by packaging it in reusable glass containers with recyclable labels and supports its high-quality branding. Additionally, the body scrub provides an extra source of income due to the growing trend of natural and eco-friendly personal care products. Furthermore, the extension also expands the product line while maintaining the core brand identity, offering new revenue streams by treading the path of sustainable innovation (Chaoyue, 2024).
[bookmark: _Toc234264304]3.2 Price
The proposed names for the Grounds for Good product line (body scrub) will use a value based premium pricing to account for the sustainable aspects of the product and the quality, which considers sustainable advantage and product quality. Susilo and Mendoza (2023) state that customers will pay more if the product has something unique that is hard for the competition to duplicate. An advantage of this is that Starbucks has a solid reputation for quality and ethical business practices and its premium positioning helps market itself accordingly. However, the price has to be competitive in the premium market for sustainable product to make it more popular. Loyalty incentives and tie-ins may also provide additional impetus for repeat sales while keeping the value perceived (Taylor, 2024). Hence, the strategy of pricing is a compromise between profitability and customer expectations and the brand equity. 
[bookmark: _Toc234264305]3.3 Place
The marketed products are distributed via Starbucks stores, their official website and the mobile app, fostering an integrated omnichannel experience. According to Chuang (2019), “the ease of distribution increases customer satisfaction and makes the brand more accessible for customers.” Placing the products in Starbucks stores helps to connect people to the upcycling process, and thus the sustainability message. The fact that it is available online expands market reach and it's helping to shift consumer purchasing behaviour. With the existing retail stores, Starbucks can sell the new product line efficiently, reduce extra distribution expenses, and operate the business more efficiently.
[bookmark: _Toc234264306]3.4 Promotion
The promotion emphasizes education to consumers about the environmental benefit of Grounds for Good and to strengthen Starbucks' sustainability initiatives. Body scrub can be marketed to environmentally conscious consumers by promoting its natural ingredients, upcycled coffee grounds, and benefits to the environment. Agu et al. (2024) state that trust and brand loyalty are enhanced by credible sustainability communication. Starbucks may use social media marketing, a digital story, email marketing, the Starbucks Rewards program, and in-store advertising to describe the transformation process of used coffee grounds to high-quality goods. Partnering with sustainability groups can also add to the authenticity and visibility. Starbucks can more effectively convey environmental advantages through quantifiable metrics, thereby inspiring greater consumer confidence and setting itself apart among its sustainability rivals by using more than just marketing promises. 
[bookmark: _Toc234264307]3.5 People
The employees also have a crucial role in the implementation of the proposed brand extension, since they directly shape customers' perception and buying decisions. Sustainability training should be offered at Starbucks to educate staff about the environmental benefits and purpose of the products. Familiar staff members can enhance customer satisfaction and brand credibility as per Yuwono and Anandya (2022). Also, staff who encourage customers to buy products that can be reused and reused, further improve customer engagement and provide a stable value for the products sold in all stores. This involvement of humans helps to build trust with the customer as well as the successful execution of the sustainable brand extension.
[bookmark: _Toc234264308]3.6 Process
The process starts by gathering the used coffee grounds from Starbucks outlets before they are cleaned and processed and shipped as the end products according to strict quality control. The system is closed loop, which is in line with the principles of circular economy by prolonging the life of resources and lowering waste (Chaoyue, 2024). The efficient supply chain coordination helps to maintain product quality and meet the sustainability goals of Starbucks. In addition, the use of digital tracking and QR codes will help to enhance transparency, offering customers details on sourcing and environmental impact, which boosts confidence in the authenticity of their products.
[bookmark: _Toc234264309]3.7 Physical Evidence
The premium positioning of Grounds for Good is supported by physical evidence, such as sustainable packaging, minimalist product design and simple environmental messages. Zhou (2024) believes that tangible elements of a brand influence customer perceptions of quality prior to product consumption. Transparency is improved through recyclable packaging, sustainability labelling, and QR codes that will explain the upcycling process, all of which further Starbucks' efforts to reduce its environmental footprint. On-site displays to link the products to the coffee growing process further reinforce the coffee's sustainability message. These physical elements, combined, help to provide a cohesive brand experience, strengthening trust, aiding product differentiation and improving the customer journey.
[bookmark: _Toc234264310]Element 4: Reflection
[bookmark: _Toc234264311]4.1 Reflection on Developing the Sustainable Brand Extension
The development of the Grounds for Good brand extension has really helped me to expand my knowledge and understanding of how sustainability can be a strategic means of brand development, not just a corporate social responsibility goal. The main aspect of sustainability I thought of was environmental; but this project proves that sustainability can be innovative and add value for customers while also enabling long-term business growth. Beneficial marketing strategies involve the combination of both consumer wants and the company's goals, as D'Avilla (2026) argue. This principle allows me to consider the positive impacts of implementing circular economy initiatives on Starbucks' competitive position and the current environmental issues at hand (Minenko and Mujtaba, 2024).
[bookmark: _Toc234264312]4.2 Reflection on Preparing and Delivering the Poster
The process of creating the poster boosts my capacity to effectively convey intricate marketing concepts in a visual and succinct way. I am not given too much information, but learning to prioritise key strategic messages that clearly communicate the proposed brand extension to the various stakeholders. The poster design process also enhances my creative and academic skills, as well as my professional skills. In addition, the presentation builds confidence in the ability to explain and answer marketing questions, highlighting the need for communication in marketing practice (Ullagaddi, 2024).
[bookmark: _Toc234264313]4.3 Skills, Knowledge and Insights Gained
In the course of this project, several transferable skills are developed, such as strategic marketing analysis, critical thinking, academic research and evidence-based decision-making. I have updated my knowledge on sustainable marketing concepts, consumer behaviour and principles of the circular economy by reading current literature which I then use to support the recommendation with credible academic research (Salvetti, 2022). Furthermore, the application of the STDP framework and the 7Ps marketing mix to a real organisation will highlight how theory can be applied in practice in a business. This experience is useful to reinforce the importance of incorporating academic knowledge into organisational practice.
[bookmark: _Toc234264314]4.4 Contribution to Personal and Professional Development
This portfolio helps me verify my business knowledge and gain skills in practical consultancy, which is good for enhancing my strategic approach to business challenges and problems. Now, I am more confident in analysing market opportunities, providing innovative solutions and making recommendations based on research. These abilities are directly applicable to future careers in marketing and brand management, where analytical thinking and strategic decision-making are crucial skills (Triolo, 2024). Moreover, I gained a deeper understanding of sustainability as a business opportunity to a competitive advantage, not just an ethical duty.
[bookmark: _Toc234264315]4.5 Areas for Future Improvement
The strategy has been done based on secondary research, but in future work, primary data from customers or industry professional could be added to strengthen the strategy. Surveys or interviews would yield further information on consumer perceptions and buying plans, which would add to the reliability of the recommendations for strategy. In addition, I would be able to do a better job of assessing marketing performance and adjusting to market fluctuations with the greater understanding of digital analytics and sustainable innovation.


[bookmark: _Toc234264316]4.6 Conclusion
In summary, this portfolio deepens my understanding of sustainable brand development as I have seen how strategic marketing frameworks can be used to respond to modern day business and environmental issues. The experience builds academic knowledge, professional skills, and reinforces the importance and need to create long-term value for customers and the organisation through innovation, analysis, and sustainable solutions, to drive value creation and sustain competitiveness.
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Starbucks’ “Grounds for Good” is positioned as a premium,
highly sustainable choice in the market.
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Figure 3. Starbucks Retail Sales Mix (FY2025)

Percentage of Retail Sales by Product Type (Company-operated stores)

Beverages - 73%
Includes handcrafted
beverages such as
coffee, espresso, tea,
and ready-to-drink
beverages.

Food - 23%
Includes bakery items,
sandwiches, protein
boxes, oatmeal, and
other food offerings.

Other Products - 4%
Beverages Includes packaged coffee,
tea, merchandise,
serveware, and other
retail products.

a Grounds for Good products (e.g., body scrubs, scented candles,
‘{,’ reusable coffee cups, plant food) will expand this “Other Products”
category and drive sustainable retail growth.

Source: Starbucks Corporation Annual Report (Fiscal 2025) | Note: Percentages may not add up to 100% due to rounding.




