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[bookmark: _heading=h.z41qdvpp8n2j][bookmark: _Toc237600099]Introduction
The portfolio focuses on the proposed brand extension of Starbucks EcoCup+ and its connection with sustainability. It delves into strategic marketing, customer value and sustainable innovation. Starbucks UK is a leading business in the coffeehouse industry, with more than 1,304 stores across the country (Starbucks, 2026). The company puts a high priority on premium coffee, customer experience, innovation and sustainability. EcoCup+ is a smart reusable cups system that is based on the QR/NFC technology and rewards. A convenient cup return and repeated use will be facilitated by a refundable deposit system. For the participating Starbucks stores, professional sanitisation helps maintain a healthy environment. The STDP analysis is an analysis of segmentation, targeting, differentiation and positioning. The portfolio then considers product, price, place and promotion strategies. Kolb's Experiential Learning Cycle also provides for reflection on professional development.
[bookmark: _Toc237600100]Element 1: Sustainable Brand Extension Poster
Company Overview
Starbucks UK has more than an employee base of 16000 (Kollewe, 2025). It has many outlets in excess of 1304 making it one of the most prominent coffeehouse chains in the UK (Starbucks, 2026). Its brand is built on high-quality coffee and customer experience, innovation, and ethical sourcing. The company enhances sustainability by C.A.F.E. Practices, reusable cup programs and waste reduction programs.
[bookmark: _heading=h.dwtpiv7byic6]Sustainability Challenge
Nevertheless, millions of single-use takeaway cups keep accumulating in the trash despite the efforts, and consumers demand their brands implement circular consumption principles that would promote reuse and reduce negative effects on the environment (Shams et al., 2025).
[bookmark: _heading=h.iab1f41e6nku]Proposed Brand Extension
Starbucks EcoCup+ is an intelligent ecosystem of reusable cups with QR or NFC-based loyalty and a refundable deposit-return program, incorporating professional-level sanitisation points to allow guests to easily reuse the cup in any UK Starbucks store.
[bookmark: _heading=h.oa3w38p516wi]Value Proposition
EcoCup+ customer rewards on sustainable behaviour, enhances Starbucks customer loyalty and differentiation strategy, and vastly minimizes the amount of waste due to disposable cups.
[bookmark: _heading=h.7eg2ep27tbnk]Alignment to Sustainability Goals
The extension helps in the principles of the circular economy, and waste and carbon minimisation, and promote more sustainable coffee consumption.
[bookmark: _heading=h.hp8zr6tbol2q][bookmark: _heading=h.d8xdwfk2qgln][bookmark: _Toc237600101]Element 2: STDP Analysis 
[bookmark: _heading=h.4wop8xhelnyx][bookmark: _Toc237600102]Market Segmentation
Market segmentation is a strategic marketing course which subdivides a diverse market into different segments with similarities so that organisations can design offerings that will both meet the needs of the customers better and enhance marketing performance (Suh, 2025). Segmentation is of great significance when it comes to sustainable innovations since consumers vary in their attitude towards the environment, their digital interest, and the purchasing pattern (Purcărea et al., 2022). Consequently, combining several variables of segmentation will help companies discover the most desirable market segments and earn sustainable competitive advantage (Farida and Setiawan, 2022).
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Figure 1: Types of Market Segmentation
(Source: Chakrabarty, 2023)
Demographic Segmentation
The age range of consumers targeted through demographic segmentation is 18-45, especially students and young professionals with enough to spend on buying high-quality sustainable products. Demographic factors however cannot completely explain sustainable buying decisions (Chirilli, Molino and Torri, 2022). 
Geographic Segmentation
In the case of Starbucks EcoCup+, the geographic segmentation will focus on large UK cities with a large presence of Starbucks stores such as London, Manchester, Birmingham, Glasgow, and Edinburgh and where there exists high demand for takeaway coffee. A greater acceptance of sustainable initiatives can also be seen in these markets (Butt and Rigoni, 2025). 
[image: ]
Figure 2: EcoCup+ Logo
(Source: Self-developed)
Psychographic Segmentation
Accordingly, psychographic segmentation would be concerned with more environmentally conscious consumers, valuing ethically sound consumption, innovation, and convenience, thus they are more likely to accept the EcoCup+. 
Behavioural Segmentation
Lastly, behavioural segmentation focuses on the Starbucks Rewards members, time-sensitive visitors, and mobile application users since their existing brand loyalty and digital engagement will boost adoption, prompting them to take part more frequently based on the available rewards via QR and the circular reuse ecosystem.
[bookmark: _heading=h.h4vzqxmpbtk1][bookmark: _Toc237600103]Target Market
Target marketing is about the selection of the best segments of customers in terms of alignment to the organisation goals, market potential, and the competency (Clarke and Freytag, 2022). When it comes to sustainable products, the target customers must have purchasing power, awareness of the environment, and digital interest (Elena‐Mădălina Vătămănescu et al., 2024). 
	Target Market Segment
	Demographic Characteristics
	Psychographic Characteristics
	Behavioural Characteristics
	Strategic Value for EcoCup+

	Primary Segment: Environmentally conscious students and young professionals (18–35)
	Urban UK consumers with moderate disposable income, living in cities such as London, Manchester and Birmingham
	Value sustainability, innovation, convenience and ethical consumption
	Frequent Starbucks visitors, active Starbucks Rewards users, high mobile app engagement and willing to adopt digital rewards
	High adoption potential due to frequent coffee consumption, digital readiness and influence on sustainable lifestyle trends

	Secondary Segment: Professionals and eco-conscious families (36–50)
	Higher-income customers with greater purchasing power
	Prefer responsible brands and long-term environmental solutions
	More likely to value quality, loyalty benefits and convenient sustainable choices
	Supports wider market penetration, strengthens brand loyalty and encourages long-term sustainable consumption



Table 1: Target market overview
(Source: Self-developed)
Starbucks EcoCup+ adopts a concentrated targeting strategy by primarily focusing on environmentally conscious students and young professionals aged 18–35. The segment has been chosen due to its high awareness of the environment, frequency of coffee drinking, digital usage, and the probability of using QR-enabled reusable cups, helping achieve success in market penetration and long-term sustainability goals.
[bookmark: _heading=h.76mif0n20h5z][bookmark: _Toc237600104]Brand Differentiation
Through brand differentiation, organisations can create substantial competitive advantage through creation of unique value that can hardly be replicated by the competitors (Ayodele Ogundare, Van Der Merwe and Ogundare, 2024). Sustainable differentiation works especially well when the focus of the environmental benefits is packaged with customer experience along with technological innovation and service quality instead of being promoted as exclusive product attributes (Umut Ünal, Rıfgı Buğra Bağcı and Mertcan Taşçıoğlu, 2024). Thus, differentiation must provide the customer a functional and emotional value in enhancing preference and brand loyalty (Sah, Hong and Huang, 2025).
EcoCup+ proves Starbucks UK to be more transformative than Costa Coffee, Caffé Nero, Pret A Manger and Greggs, by developing a multifaceted digital circle ecosystem rather than a single reusable cup discount. The extension is an amalgamation of QR/NFC-supporting technology, fundable deposit-return system, professional level of sanitisation and hassle-free Starbucks Rewards integration. This ecosystem supercharges the burden of carrying reusable cups of your own and promotes ongoing engagement by rewarding automatically in digital formats. Moreover, the established digital infrastructure, as well as the high-quality brand image of Starbucks, allows the EcoCup+ to deliver a high-quality sustainable customer experience that can hardly be replicated by competitors. As a result of this, technological innovation, operational convenience, customer engagement and sustainability leadership has been identified as the means of differentiation rather than relying on price competition solely (Nair and Manohar, 2024).
[bookmark: _heading=h.6iwv7ot9f5bt][bookmark: _Toc237600105]Brand Positioning
Brand positioning defines the perception of a brand when it is compared to the competitors in terms of formation of images of uniqueness in the minds of consumers (Duarte, Till and Hafeez, 2024). 
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Figure 3: Positioning Map
(Source: Self-developed)
To the environmentally aware UK coffee drinkers who do not want to miss convenience or any form of sustainability, Starbucks EcoCup+ is a smart reusable cup ecosystem that compensates on responsible consumption by rewarding efforts of customers using a seamless digital technology, unlike existing schemes involving reusable cups which is purely controlled by customers. Such a positioning conveys a clear value proposition through the combination of high-quality coffee experiences, technological convenience and quantifiable environmental impact (Fadhilah, Wendy Febrianty Mardhiyah and Nanang Alamsyah, 2024). In a perceptual positioning, EcoCup+ will be in a unique position where it is highly sustainable and digital innovations, and it will be different from the rest of the competitors who are only competing with price incentives or simple reusable cup programmes. 
[bookmark: _heading=h.1edmukowrkor][bookmark: _Toc237600106]Element 3: Marketing Mix (4Ps) 
[bookmark: _heading=h.53sdi08jj67g][bookmark: _Toc237600107]Product
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Figure 4: Three Levels of Product
(Source: Inspired by Edwards, 2025)
Core Product
Product strategy includes physical product, related services and value that will be offered during the customer experience (Carrera-Rivera, Larrinaga and Lasa, 2022). Environmental responsibility should be incorporated into the lifecycle of sustainable products, which ought to meet consumer needs to generate a competitive advantage (Camilleri et al., 2023). Starbucks EcoCup+ is a high-end reusable cup system that unites sustainability and online technology. 
Actual Product
The actual product features should include functional performance, quality and design that meet customer expectations (Naini et al., 2022). The cup is made out of recycled stainless steel with a BPA-free insulated lid that makes it durable and will eliminate the reliance on single use cups. QR/NFC trusted technology links the cup to the Starbucks Rewards application where customers can activate, follow-up, and digitally redeem cups. 
Augmented Product
Augmented product features may add additional services and conveniences and customer value to the product core (Gatter, Hüttl‐Maack and Rauschnabel, 2021). In contrast to traditional reusable cups, EcoCup+ falls under the circles of re-use, ensuring that reused cups successfully enter a loop of demanding professionally sanitised and returned to customers via a deposit-return program. Waste reduction is also aided by recyclable cardboard packaging. 
[bookmark: _heading=h.niad7uqp7rtr][bookmark: _Toc237600108]Price
Prices should reflect customer affordability, understand value of the product for the customer, and be cost beneficial for the organisation (Martinčić, Vuković and Hunjet, 2022). If there are clear economic and environmental savings to a customer of adopting sustainable pricing, then this can have an impact on adoption (Xu et al., 2023). A simple Starbucks starters deposit structure could therefore be implemented in a cost-effective way in the eyes of regular Starbucks consumers with EcoCup+. By having a clear pricing system, there is less confusion and this can help to promote re-engagement (Narwal, Nayak and Rai, 2021). Starbucks may also offer a reward bonus every so often to customers who meet certain re-use thresholds. These incentives may incentivize regular use of the product without lowering the perceived high price of the brand. The concept would help 'Customer Loyalty' and 'Sustainable Consumption'. Pricing must be in accordance with perceived customer value and it must support profitability and positioning (Bambauer-Sachse and Young, 2023). Starbucks ought to embrace a value-based premium pricing model with a refundable deposit-return model. Customers make a very modest deposit which is returned when returning a cup or applied in a later use (Thompson, Faical Akaichi and Toma, 2026). There are extra Starbucks Rewards points to stimulate re-engaging and the perception of value (Starbucks, 2024). It is more effective than discount-led pricing in enhancing customer loyalty, reinforcing the premium positioning of Starbucks and achieving the long-term financial and environmental sustainability of the EcoCup+ ecosystem. 
[bookmark: _heading=h.cjxxrs9lg7j9][bookmark: _Toc237600109]Place
Place strategy creates accessibility of products and services by means of channels that positively increase convenience and bolster customer experience (Adisak Suvittawat, 2024). Innovations must be sustainable; this implies that they should have an integrated system of distribution since easy collection and drop off facilities will make people want to participate in the long run. Starbucks EcoCup+ is an omnichannel initiative, a combination of Starbucks UK stores, drive-throughs, mobile app, collection centres, and automated deliveries. Digital and physical touchpoints can enable customers to reuse, recycle, and monitor reusable cups with ease (Yang, Chiu and Ma, 2024). The Starbucks stores, the drive-throughs, the mobile application, specific collection points and the return stations form the main distribution and service channels widely spaced across the customer journey as the cups are conveniently collected, returned, and reused. Good distribution should ensure that the customers effort is minimised in order for the products to be delivered at the most relevant locations where customers choose to purchase them (Sawik, 2024). Easy to use collection and return system can have a powerful effect on the uptake of reusable consumption systems (Miao, Magnier and Mugge, 2023). EcoCup+ could be initially launched at certain Starbucks stores in major British cities, before it is expanded. Collection and return points could be established with selected stores which would facilitate efficient circulation of cups (Yang, Chiu and Ma, 2024). The integration with the Starbucks mobile app might display your nearest return spots, and offered services. This would establish a cohesive, multi-modal physical and digital system for distribution, making products more accessible and enabling efficient handling of re-used cups.
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Figure 5: 4Ps Marketing Mix
(Source: Nguyen, 2024)
[bookmark: _heading=h.exiccfer7ilm][bookmark: _Toc237600110]Promotion
[bookmark: _heading=h.e18m4ddy3j6p]Promotion conveys values of a product as well as persuading customer attitudes and stimulating behaviour change (Braca and Dondio, 2023). In case of any sustainable products, integrated marketing communication is necessary in order to inform the consumers and create a sense of trust via constant communication with the consumers at diverse channels (Chen, Yu and Tu, 2023). Starbucks ought to market EcoCup+ by use of Starbucks Rewards, the mobile App, social networks, collaborations with influencers, campaigns focused on sustainability, and in-store advertising. Repeated participation is driven by the use of loyalty rewards and personalised app notifications, whereas the proof of the environmental impact of the reusable cup ecosystem is done through the use of influencers and the social media content. Digital displays in-store and recommendations by staff further elaborate on how the deposit-return process and QR technology work. Promotion that is sustainable should convey a clear message of environmental benefit without over or misleading statements regarding the environment (Luca Marrucci, Iovino and Fabio Iraldo, 2025). By improving consumer understanding and stimulating behavioural change on Sustainable consumption, effective communication for promotion can increase the possibility of achieving this (Bergianti, 2025). There could be a campaign to get EcoCup+ off the ground that takes consumers through the full loop of the customer lifecycle from pick-up to recycling and sanitisation. Brief educational videos can be used to show how QR/NFC works and deposit recovery. Starbucks could also share tangible re-use results via its digital channels. Individual participation and rewards may be featured through customer generated content. These activities can help to create credibility, raise awareness and foster ongoing participation with EcoCup+.
[bookmark: _heading=h.hvyl6klwzexs][bookmark: _Toc237600111]Element 4: Reflection 
[bookmark: _heading=h.pjqsyjitsu84][bookmark: _Toc237600112]Concrete Experience
According to Ajani (2023) experiential learning promotes professional development by helping one convert experience into meaningful knowledge by consistently learning and applying. Creating this portfolio on Starbucks EcoCup+ allowed me to implement marketing concepts in a realistic business environment and tackle some challenges of sustainability, prevalent in the modern context. This project involved the need to create a sustainable brand extension, create a poster presentation, and combine STDP and the marketing mix of 7ps in order to generate a coherent marketing strategy of Starbucks UK. This experience reinforced my capacity to bridge the theory with practice of decision-making and proved that strategic marketing could bring value to all businesses and society.
[bookmark: _heading=h.fdqtn14u3nga][bookmark: _Toc237600113]Reflective Observation
At first, it seemed that being sustainable and commercially viable is a challenging task since the suggested expansion had to both build on the high-end positioning of Starbucks and provide real customer value. The steps of carrying out academic research, analysing evidence in the industry, and creating the poster slowly enhanced my belief in my ability to translate theory into actionable recommendations. Another significant point of preparation and presentation of the proposal was the necessity to convey a big and difficult marketing concept quickly, logically and persuasively to various people, to support the importance of planning and thought.
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Figure 6: Kolb’s Reflective Cycle
(Source: Horst and Albertyn, 2018) 
[bookmark: _heading=h.q03z5ygdugad][bookmark: _Toc237600114]Abstract Conceptualisation
The project enhanced my ideas about strategic marketing because it showed how the segmentation, targeting, positioning, and marketing mix contribute to effective brand extensions. It further enhanced how I value sustainability as a business strategic opportunity but no longer as an environmental responsibility. The analysis of digital technologies, customer behaviour and the hemisphere of the principles of the circular economy helped me to think as a strategist and support the value of evidence-based decision-making. In addition, the synthesis of academic literature and an organisation practice enhance research ability, critical thinking, and justification of recommendation based on appropriate marketing frameworks (Gonsalves, 2024). It was also helpful to the development of my communication skills as the process demanded complex ideas to be structured and presented in a persuasive manner.
[bookmark: _heading=h.uh5w8625ywsf][bookmark: _Toc237600115]Active Experimentation
[bookmark: _heading=h.8f9wq3md293f]This portfolio has given me confidence in my ability to apply the marketing theory to the modern business challenges and to acquire analytical and problem-solving skills. Nevertheless, I realise that I still should work on improving presentation delivery and learn more about such latest technologies in digital marketing and sustainable innovation. In subsequent education and career endeavours, I will read more industry evidence, do more convincing presentations and further enhance research and strategic planning. The improvements will be able to support my long-term objective to be able to design customer-focused and sustainable marketing plans in international organisations.
[bookmark: _Toc237600116]Conclusion
Starbucks EcoCup+ proposal helps to illustrate that a sustainable brand extension may be used to increase the customers value with the help of the effective STDP analysis and the 7Ps marketing mix. The idea encourages looped used, interactivity with customers and greenness. Doing this portfolio reinforced my perspective on strategic marketing, sustainability and how marketing frameworks can be put into practice. 
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