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Element 2
[bookmark: _Toc236688061]2.1 Introduction
One of the key marketing frameworks is Segmentation, Targeting, Differentiation and Positioning (STDP), which helps organisations to recognise target groups that are attractive and devise competitive marketing strategies.STDP can facilitate the successful launch of a sustainable brand extension for IKEA FreshLoop by identifying the target market that is most appropriate to the development and launch of IKEA's new brand, as well as finding a market position that will enhance IKEA's competitive advantage and help the business to grow in the long run (Zhang et al., 2024).

[bookmark: _Toc236688062]2.2 Market Segmentation
The process of dividing a wide market into smaller groups of consumers with the same or similar attributes, needs and purchasing behaviours is called market segmentation. Recognising market segments allows organisations to create marketing strategies that better fulfil customers' needs. For IKEA FreshLoop, segmentation helps IKEA know their target audience most likely to appreciate sustainable food preservation and embrace the new brand extension (Chea 2024).

[bookmark: _Toc236688063]2.2.1 Geographic Segmentation
The IKEA FreshLoop is mainly aimed at urban households in metropolitan cities in developed and emerging markets, where the awareness of sustainability is growing. The market conditions in regions with a well-established IKEA presence are favourable as there is high awareness of the brand, easy distribution and increased demand for products that are environmentally friendly (Mahalakshmi et al., 2024).

[bookmark: _Toc236688064]2.2.2 Demographic Segmentation
The key demographic group is adults 25-50 years of age, mainly young professional adults, middle to upper middle income households in homes or apartments, with children. Overall, these consumers tend to have higher incomes and are more likely to cook at home and be willing to pay for new products that enhance convenience and sustainability (Pirzada et al., 2023).

[bookmark: _Toc236688065]2.2.3 Psychographic Segmentation
FreshLoop address the consumer who cares about the environment and is interested in sustainable living, health and smart home technologies. These people look for products that have a positive impact on the environment and make their lives better. The brand extension is in line with their values, as it can contribute to the reduction of food waste by providing practical, reusable and technology-driven solutions (Jansson-Boyd, Mul and Raeva-Beri, 2024).

[bookmark: _Toc236688066]2.2.4 Behavioural Segmentation
On a behavioral level, FreshLoop is aimed at people who eat out regularly, plan their meals, buy from convenience stores and consumers and customers who buy sustainable household products regularly. The current IKEA Family customers are also a promising and loyal group as they are already familiar with IKEA's sustainability efforts and would be more likely to use the new product ecosystem.

[bookmark: _Toc236688067]2.3 Target Market
Targeting is the process of choosing the most appealing market segments previously identified by segmentation, and developing marketing strategies to address the needs of those segments. With a targeting strategy, IKEA FreshLoop can tap the full value of its target customers through the successful launch of its sustainable brand extension, IKEA FreshLoop.
The main target group are young families, dual-income families, sustainability-minded buyers, tech-savvy and urban buyers aged 25-50 years. These consumers are more likely to cook at home, buy groceries frequently and look for practical solutions to address food waste, enhance home efficiency, and to live sustainably. They tend to have a higher purchasing power and be more inclined towards smart home technologies, rendering them the most appealing customer segment (Muço and Özen, 2025).
Secondary target market are young professionals, first home buyers, eco-conscious couples, residents of apartments and current IKEA customers. These consumers are aware of the value of the space-saving and low-cost, environmentally friendly products and are potential future consumers. The offer of both segments is in line with the sustainability strategy of IKEA, it supports business growth with the introduction of a new product category and it complements the successful launch of the brand extension FreshLoop.

[bookmark: _Toc236688068]2.4 Differentiation Strategy
The key to IKEA FreshLoop's success is that it provides complete smart food preservation systems, not just food storage containers or vacuum sealers. The solution, which integrates reusable food storage containers, a smart vacuum preservation device, freshness monitoring sensors, and a mobile app and compost integration, helps households to manage food more efficiently. FreshLoop supports sustainable practices, such as re-using packaging, food waste prevention, and the principle of a circular economy by fostering responsible consumption. The reputation of IKEA for offering affordable Scandinavian design, plus the functional innovations and their focus on sustainable living (Miguel and Miranda, 2023), further add to the level of brand difference. FreshLoop is a complete and integrated solution, with more value to the customer than many of its competitors who specialise in individual food storage solutions, that strengthens IKEA's competitive edge in the sustainable home market.

[bookmark: _Toc236688069]2.5 Positioning Strategy
Positioning is about developing a unique and appealing picture of a product in the target customers' mind. IKEA FreshLoop is aimed at being "the affordable smart food preservation ecosystem that enables eco-friendly households to decrease food waste and build healthier and more sustainable homes. It offers the user a combination of affordability, innovative technology and sustainable living in an integrated solution. From an emotional perspective, FreshLoop offers consumers the assurance they can make responsible decisions for their families and the environment. It is useful for extending the shelf life of food, saves money and energy by not wasting food and aids in household organisation. It promotes sustainable storage and consumption, as well as reusable storage in a sustainable way (Yin and Woo 2024). This explicit positioning sets FreshLoop apart from traditional food storage solutions, reinforces IKEA's sustainability brand and provides sustainable business development opportunities by improving customer satisfaction and long-term competitive edge.
[bookmark: _Toc236688070]
Element 3: Marketing Mix (7Ps)
[bookmark: _Toc236688071]3.1 Introduction
The marketing mix is a management tool which helps the organization in providing value to the customers and in gaining competitive advantage. The 7Ps are more suitable for IKEA FreshLoop than the 4Ps as it is a brand extension that embraces physical products, digital technology and customer services. All of these contribute to IKEA's sustainability goals, reinforce the IKEA brand extension strategy and contribute to the long term business growth.

Table 1: Overview of the IKEA FreshLoop 7Ps
	Marketing Mix Element
	FreshLoop Strategy

	Product
	Smart food preservation ecosystem

	Price
	Value-based bundle pricing

	Place
	IKEA stores, website and app

	Promotion
	Sustainability-focused integrated marketing

	People
	Expert staff and customer support

	Process
	Seamless purchase and after-sales service

	Physical Evidence
	Sustainable packaging and Scandinavian design



[bookmark: _Toc236688072]3.2 Product Strategy
Product strategy is about designing products that meet customer's needs and provide competitive edge. The key products for IKEA FreshLoop are the extended shelf-life of food and the ability to reduce household food waste and encourage a more sustainable lifestyle. A complete food management solution is the actual product based on an integrated system, comprised of a smart vacuum preservation device, re-useable glass containers, freshness sensors, mobile application and compost integration. The augmented product unlocks added value for the customer, such as a product guarantee, updates to the app, a responsive customer service, installation instructions and IKEA Family exclusive benefits. FreshLoop differentiates itself from other competitors who focus on providing just a food container or a vacuum sealer with a connected food system that includes technology, convenience and sustainability (Wicaksono et al., 2025). This holistic view boosts IKEA's brand by adding new sustainable home solutions products to its offerings, fosters more sustainable consumption, and generates new business opportunities through innovation, customer trust and future revenue.
Table 2: IKEA FreshLoop Product Levels
	Product Level
	Application

	Core
	Reduce household food waste

	Actual
	Smart food preservation ecosystem

	Augmented
	App, warranty and customer support



[bookmark: _Toc236688073]3.3 Pricing Strategy
The pricing strategy is the way a product provides value to customer as well as to the organisation. IKEA FreshLoop prices based on value with a high level of functionality, sustainability and smart technology at an affordable cost. It offers three bundles of products, The Starter for young professionals, Family for households and Premium for smart-home enthusiasts, giving the customer choices depending on their requirements and budgets. This multi-level-pricing system makes it more affordable, makes people think of it as having more value, and is still more competitive than premium smart food preservation products. Value based pricing is in line with IKEA's positioning of offering well designed, functional and affordable solutions to the consumers, which encourages broader use of its products, helps build customer loyalty and enables the business expansion in the long run (Ghauri, 2023).

Table 3: FreshLoop Product Bundles
	Package
	Target Customer

	Starter
	Young professionals

	Family
	Families

	Premium
	Smart-home enthusiasts



[bookmark: _Toc236688074]3.4 Place Strategy
In place strategy, the emphasis is on making products accessible via convenient and accessible distribution channels. With the implementation of IKEA stores, IKEA website, the mobile app, Click & Collect and home delivery, IKEA FreshLoop is implementing an omnichannel distribution strategy. This will help customers to browse, buy, and get their products at their most convenient time and place, increasing convenience and accessibility. The vast number of stores and solid logistics system that IKEA already has across the globe gives it an advantage in terms of customers and efficiency (Mishra, Satarkar and Joshi, 2023). IKEA has a distribution network in place and can now help with the successful roll out of FreshLoop and enhance customer satisfaction and market reach.

[bookmark: _Toc236688075]3.5 Promotion Strategy
Promotion strategy is a process that involves the use of integrated marketing communication (IMC) in order to convey the same message to the customers through various channels and establish a good relationship with the customers. The campaign will have to promote sustainable lifestyle and responsible consumption in the name of IKEA FreshLoop, with the slogan: "Love Food. Waste Less. Social media, influencer marketing, sustainability campaigns are part of the promotional mix, as is the IKEA Family programme, email marketing, in-store demonstrations and public relations (PR) activities. These are the channels that disseminate important messages related to minimizing food waste, making healthier homes, making them affordable, and taking care of the environment (Miguel and Miranda, 2023). Social media and influencers raise awareness and engagement, while in-store demos give customers a hands-on experience of the functionality of FreshLoop. IKEA Family programme and the email marketing are used to encourage customers to stay with the company, offering them personalized offers and updates. By having a cohesive communication strategy, you can ensure a uniform message to your customers and increase their awareness, build brand credibility and improve customer adoption and loyalty.

	Tool
	Purpose

	Social Media
	Build awareness

	Influencers
	Build trust

	In-store Demonstrations
	Product experience

	Public Relations (PR)
	Brand credibility

	Email Marketing
	Customer retention



[bookmark: _Toc236688076]3.6 People Strategy
Employees are a vital part of the marketing mix, as they have direct contact with customers and are crucial to customer satisfaction and the brand's image. IKEA FreshLoop'sknowledgeable sales teams can highlight the features of the product, and customer service teams can offer after-sales support. Sustainability ambassadors provide education to customers on how to reduce food waste and technical support is provided to assist with the mobile application and smart features. By providing consistent and professional service, it contributes to the overall customer experience, fostering trust in the FreshLoop ecosystem and promoting long-term customer loyalty, which aligns with IKEA's customer-centred and sustainability-focused approach (Xiao, 2024).

[bookmark: _Toc236688077]3.7 Process Strategy
Process strategy is aimed at providing a seamless and effective customer experience from ordering to post-sales. IKEA FreshLoop makes it simple for customers to place their orders online or in-store, get instructions on how to install the products, set up the mobile application and access the continuous digital support and customer service. Having efficient processes lowers barriers to purchasing, enhances usability and assures that customers will receive maximum value from the product. A seamless experience promotes customer satisfaction, repeat purchases and deepens the relationship between customers and the IKEA brand (Mishra, Satarkar and Joshi, 2023).

[bookmark: _Toc236688078]3.8 Physical Evidence Strategy
Physical evidence is the tangible attributes that affect the customer's impression of quality and trustworthiness. Sustainable packaging, Scandinavian minimalist design, high product quality, interactive showroom displays, the intuitive mobile app interface, strong brand identity, and eco-labels all build on a sense of sustainability, innovation and reliability that helps to inspire trust and confidence in IKEA's customers.
Table 4: Physical Evidence
	Physical Evidence
	Customer Perception

	Eco-packaging
	Sustainability

	IKEA Showroom
	Trust

	App Interface
	Innovation

	Product Quality
	Reliability



[bookmark: _Toc236688079]3.9 Summary of the Marketing Mix
The 7 marketing mix elements complement each other in helping to achieve successful introduction of IKEA FreshLoop as a sustainable brand extension.It is an integrated approach that helps validate IKEA's brand sustainability image, provides higher value to customers, enhances the competitive advantage and long-term growth of the business through innovation, reach, satisfaction and eco-friendly marketing.

[bookmark: _Toc236688080]
Element 4: Reflection
[bookmark: _Toc236688081]4.1 Introduction
Reflective practice is an important aspect of marketing because it enables individuals to evaluate their experiences, identify areas for improvement and enhance future performance.This reflection uses Gibbs' Reflective Cycle (1988) to analyse the process of creating the IKEA FreshLoop sustainable brand extension and the preparation of the poster presentation.It is about the knowledge acquired and personal growth or enhancement.

[bookmark: _Toc236688082]4.2 Experience of Developing the Sustainable Brand Extension
At first, I thought that the assessment was just a new product creation that needed to be done. But I soon found I was seeking to create a sustainable brand extension that was able to fit in with the parent brand and ensure growth in business. IKEA was chosen due to its high credibility in providing cost-effective solutions for homes and embracing sustainability. Planning was important in creating FreshLoop because it was necessary to make sure that it was not a line extension but rather a brand extension. The most difficult part of the project was to make the whole sustainability issue part of the branding and commercial goals. The experience reinforced the knowledge of brand development, and sustainable marketing and strategic decision making as it showed that successful marketing generates value for customers, organisations and the environment (Khan et al., 2023).

[bookmark: _Toc236688083]4.3 Experience of Preparing and Delivering the Poster
Creating the poster involved delivering complex marketing concepts in a clear and visually appealing way. The choice of the most relevant information with the balance between text and graphics helped me to communicate key messages in concise format. Limiting the preparation for the presentation to 3-5 minutes also helped build my confidence in structuring the information and delivering a strong presentation. Overall the experience helped me to develop my visual communication, presentation and audience engagement skills and reinforce the importance of clear and effective marketing communication (O'Connor and Moran, 2024).

[bookmark: _Toc236688084]4.4 Skills, Knowledge and Personal Development
This project enhanced my understanding of STDP analysis, the 7Ps Marketing Mix, brand extension strategy and sustainability in marketing. It also provided them with useful skills in creating research, strategic planning, thinking, communicating, questioning and problem-solving, and writing academically. When I put the theories into practice in a real business situation, it helped me become more skillful in creating marketing strategies, with the basis of evidence. These skills will aid my further post-graduate studies and help me develop marketing consultancy, brand management and consider sustainable business decisions.

[bookmark: _Toc236688085]4.5 Future Improvement
In the future projects, I would enhance my work by doing some primary market research and collecting customers' feedback before introducing a new product concept. I would also work on improving my graphic design skills, as well as work on increasing my presentation confidence, which I would do through practice, and include digital marketing analytics along with a financial evaluation to gauge commercial viability. In summary, this project showed that reflection is necessary for lifelong learning and continuous growth.
[bookmark: _Toc236688086]
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