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[bookmark: _Toc213966644]Element 1: STDP Analysis for a New Brand Concept — Costa Coffee “Fruit Aura”
[bookmark: _Toc213966645]
1. Company Introduction & Brand Concept 
Costa Coffee, founded in London in 1971 and now part of The Coca-Cola Company, is one of the UK’s largest coffeehouse chains, known for its handcrafted beverages and premium café experience. The brand’s strong association with coffee culture presents an opportunity to diversify its portfolio and capture the rising demand for healthier, fruit-based beverages. The proposed sub-brand, Fruit Aura, introduces freshly blended smoothies made with real fruit and natural apple juice. Each serving provides at least two of the recommended five portions of fruit and vegetables per day. Fruit Aura aligns with Costa’s sustainability and wellness values while appealing to changing consumer lifestyles emphasising health, freshness, and convenience.

[bookmark: _Toc213966646]2. Market Analysis & Consumer Trends 
[bookmark: _Toc213966647]Health consciousness and clean-label consumption are reshaping beverage markets globally. Consumers increasingly avoid sugary, artificial drinks, preferring natural alternatives rich in vitamins and nutrients (Smith & Chen 2023; Nielsen IQ 2024). The UK smoothie segment is projected to grow by 7.2 % annually (Statista 2025), driven by millennials and Generation Z seeking functional, “on-the-go” nutrition (Johnson 2023).Costa Coffee already benefits from extensive retail presence, strong brand trust, and technological integration through its mobile ordering and loyalty app. Launching Fruit Aura allows the company to leverage these assets to expand its customer base beyond coffee drinkers and appeal to the broader health-and-wellness segment.

3. Segmentation Analysis 
Market segmentation divides the broader beverage market into distinct groups based on shared needs and behaviours (Kotler et al. 2022). Fruit Aura employs a multi-segment approach: Demographic segmentation: Targeting adults aged 18–40, particularly millennials and younger professionals with moderate-to-high disposable income, as well as families purchasing for children.
Psychographic segmentation: Consumers valuing health, sustainability, and convenience; individuals motivated by active lifestyles and wellness trends. Behavioural segmentation: Frequent café visitors who prefer premium quality and are open to trying new natural beverages; smartphone users who use loyalty rewards. Geographic segmentation: Urban and suburban markets with high foot traffic, particularly near universities, gyms, and transport hubs. This segmentation aligns with Costa’s mission to deliver “crafted coffee experiences” now extended to health-oriented offerings. It ensures the brand can design targeted communications emphasising freshness, authenticity, and nutritional value.
[bookmark: _Toc213966648]
4. Targeting Strategy 
Costa Coffee will adopt a differentiated targeting strategy—developing tailored marketing campaigns for multiple segments rather than pursuing a mass-market approach (Baines et al. 2023). The primary target includes health-conscious young adults (18–40) seeking nutritious on-the-go drinks and families desiring healthier options for children. The secondary target encompasses regular Costa customers seeking beverage variety beyond coffee. Marketing communication will emphasise “2 of your 5-a-day” benefits, convenience, and premium quality. Partnerships with fitness apps, promotional offers for morning commuters, and digital campaigns through Costa’s loyalty app can reinforce engagement and frequency of purchase.

[bookmark: _Toc213966649]5. Differentiation Strategy 
Differentiation provides Fruit Aura with a competitive edge within the saturated beverage industry. The brand’s differentiation is grounded in product quality (fresh fruit blends prepared in-store), functional value (nutritional benefits, no artificial additives), and emotional appeal (healthy indulgence within a trusted café environment).Unlike competitors such as Innocent Smoothies or Pret A Manger’s bottled options, Fruit Aura’s beverages are handcrafted on demand, ensuring freshness and sensory satisfaction. Costa’s established brand equity and store network further enhance perceived reliability and accessibility. This differentiation aligns with the firm’s brand promise of authenticity and craftsmanship while advancing its sustainability agenda through reduced packaging and local sourcing.
[bookmark: _Toc213966650]6. Positioning Statement 

The proposed positioning for Fruit Aura is:
For health-conscious individuals and families seeking a refreshing, natural alternative to sugary beverages, Costa Fruit Aura offers freshly blended smoothies crafted with real fruit and natural ingredients, providing convenience, great taste, and two of your five-a-day servings—all delivered through Costa’s trusted quality and café experience.”The positioning leverages Costa’s brand trust and retail presence while distinguishing Fruit Aura as a premium yet accessible health beverage. The brand identity should be communicated consistently through packaging, digital visuals, and in-store signage emphasising “crafted freshness.” This clear, health-oriented positioning supports Costa’s strategic shift towards a diversified lifestyle brand.
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                  Figure – 2 Weekly Purchase of Healthy Drink by Age Group
[bookmark: _Toc213966651]ELEMENT 2 – Marketing Mix (4Ps/7Ps) Analysis.
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Introduction 
The marketing mix is a key strategic tool integrating controllable variables to satisfy target consumers and achieve business objectives (Kotler & Keller, 2022). For Costa Coffee’s new sub-brand Fruit Aura Smoothies, the 7Ps model is more appropriate, as the product is a service-based beverage offering dependent on customer experience and in-store delivery. This section outlines how each element—Product, Price, Place, Promotion, People, Process, and Physical Evidence—supports the overall strategy and aligns with Costa Coffee’s brand identity and customer expectations in the UK’s health and wellness beverage market.

[bookmark: _Toc213966653]1. Product 
Fruit Aura smoothies are freshly blended beverages using 100 % natural fruit and apple juice bases, offering at least two of the recommended five daily fruit and vegetable portions. The product line will include core flavours such as Berry Boost, Tropical Glow, and Green Vitality, each developed from customer insight research into preferred taste and nutrition (Mintel, 2024). Unlike bottled competitors, Fruit Aura’s smoothies are handcrafted in-store, enhancing freshness and sensory appeal. Eco-friendly packaging made from recyclable materials reinforces Costa’s sustainability ethos. Nutritional transparency—clearly displaying calories and vitamin content—appeals to the health-conscious consumer segment. Seasonal limited-edition flavours and add-on boosters (e.g., protein, chia seeds) will enhance variety and encourage repeat purchases. The product strategy also integrates ethical sourcing, ensuring all fruits are obtained from certified sustainable suppliers. Costa can highlight this through storytelling on packaging, appealing to socially responsible consumers. The inclusion of vegan-friendly and dairy-free options expands market reach to diverse dietary groups. Product innovation will remain continuous, with R&D exploring super food ingredients like spiralling and acai to maintain competitive differentiation. Additionally, sample cups and small-size options may attract first-time buyers who wish to try before committing to full-size portions. Overall, the emphasis on authenticity, freshness, and health aligns Fruit Aura with modern wellness-driven consumption patterns.

[bookmark: _Toc213966654]2. Price
The pricing strategy combines value-based and competitive pricing approaches. At £5.00 per smoothie, Fruit Aura positions itself between premium supermarket smoothies (£3–£4) and on-demand juice bars (£6–£7). This reflects perceived quality, freshness, and Costa’s brand assurance.Costa’s loyalty app will integrate personalised discounts, bundle offers (e.g., smoothie + breakfast pastry), and reward-based incentives to maintain engagement. Dynamic pricing during morning and lunch peaks may optimise sales volume (Smith, 2023). The value proposition—nutritional benefit, freshness, and convenience—supports a price premium while remaining accessible to mass-market consumers seeking healthy options.

[bookmark: _Toc213966655]3. Place
Fruit Aura smoothies will be available in selected Costa Coffee stores across major UK cities initially, leveraging existing infrastructure and supply chains. In-store preparation ensures freshness and transparency of process, enhancing perceived quality.Costa’s digital ecosystem (mobile app, click-and-collect, and delivery via Uber Eats) expands convenience and accessibility. The brand’s presence in urban areas, transport hubs, and fitness-centred zones (e.g., near gyms or universities) targets consumers with busy lifestyles. Future expansion may include branded kiosks or summer pop-up stands, enhancing visibility and impulse purchase opportunities. To further enhance accessibility, Costa could explore placement within corporate offices, hospitals, and university cafeterias through mini-franchise models. Geo-targeted app notifications can inform nearby customers of smoothie availability or seasonal deals. Strategic partnerships with fitness centres or yoga studios could provide exclusive offers, reinforcing the health-focused positioning. Maintaining consistent supply chain efficiency is essential; therefore, Costa should collaborate with local distributors for timely delivery of fresh produce. The seamless integration between physical stores and digital ordering platforms ensures omnichannel convenience, strengthening customer loyalty through easy access and consistent quality across all touch points.
[bookmark: _Toc213966656]4. Promotion
The integrated marketing communications plan will focus on digital, experiential, and in-store strategies.
· Digital: Social media campaigns under hashtags like #BlendTheGood will showcase health benefits and sustainability messaging. Influencer partnerships with fitness and nutrition personalities can strengthen authenticity (Forbes, 2024).
· In-store: Free tasting booths, digital screens, and eco-themed displays will create immersive experiences.
· Loyalty programmes: Costa Club app users can earn double points on Fruit Aura purchases during launch weeks.
· Public relations: Collaborations with UK health charities (e.g., Change4Life) will promote “2 of your 5-a-day” awareness, supporting corporate social responsibility.
Advertising tone will emphasise freshness, natural energy, and lifestyle enhancement, reinforcing Costa’s position as a “modern wellbeing café.” To sustain long-term awareness, Costa can run seasonal campaigns like “Spring Refresh” or “Summer Glow,” encouraging consumers to associate smoothies with vitality and positivity. User-generated content challenges—such as customers sharing their “smoothie moments”—can boost engagement and authenticity. In-store QR codes linking to nutritional facts or sustainability stories will enrich customer knowledge. Paid online advertising via Google and Meta platforms targeting “healthy drink” keywords can increase reach among wellness seekers. Finally, partnerships with food delivery apps for co-branded promotions will extend market penetration beyond physical stores, ensuring Fruit Aura maintains a visible presence both online and offline.

[bookmark: _Toc213966657]5. People 
Employees play a critical role in delivering service excellence. Costa baristas will receive specialised training on smoothie preparation, nutritional information, and customer communication to ensure consistent product quality and brand advocacy. A staff incentive programme tied to sales and customer satisfaction scores will motivate high performance. Additionally, internal marketing will emphasise Fruit Aura’s contribution to Costa’s sustainability and innovation goals, fostering employee pride and ownership. Friendly, knowledgeable staff interactions will reinforce customer trust and encourage repeat visits. Costa could implement “Smoothie Champion” certifications to recognise top-performing baristas, enhancing motivation and accountability. Continuous learning modules and refresher workshops will keep employees updated on new ingredients, sustainability updates, and customer service techniques. Incorporating employee feedback into product development can strengthen engagement and innovation. Training should also include emotional intelligence and cultural sensitivity to cater to diverse customer demographics. Staff uniforms featuring subtle Fruit Aura branding can enhance team identity and product visibility. Overall, empowering employees as brand ambassadors ensures consistent delivery of Costa’s promise of quality, health, and authenticity.

[bookmark: _Toc213966658]6. Process 
Smoothie preparation involves efficient, hygienic, and visible blending processes designed for transparency and speed. Digital ordering via the Costa app streamlines service and minimises waiting times. Supply chain processes will prioritise local sourcing where feasible to reduce carbon footprint and ensure ingredient freshness. Customer feedback loops through the app will enable real-time evaluation of satisfaction, supporting continuous improvement and innovation.
Operational consistency across outlets ensures brand reliability while maintaining flexibility for local adaptation (e.g., regional fruit preferences). To enhance operational efficiency, Costa can implement standardised operating procedures (SOPs) for smoothie preparation, ensuring consistent taste and presentation. Use of pre-prepared fruit portions can balance speed with freshness

[bookmark: _Toc213966659]7. Physical Evidence 
Store design and presentation form tangible proof of Fruit Aura’s quality and brand promise. Dedicated smoothie counters within existing Costa cafés will use natural wood textures, bright fruit imagery, and transparent preparation areas to convey freshness and sustainability. Eco-friendly cups and straws, coupled with subtle scent diffusion (fresh fruit aromas), enhance sensory engagement. Packaging design communicates health benefits through vibrant colour coding and concise nutritional icons. Digital screens displaying blending visuals and nutritional highlights will reinforce the “crafted in-store” identity. These physical elements collectively deliver a consistent and immersive brand experience that aligns with consumer expectations of authenticity and quality. To further strengthen brand recognition, Costa could introduce distinct Fruit Aura signage and visual merchandising featuring tropical colours and eco-motifs. Limited-edition collectible cups may encourage brand affinity and repeat purchases. Consistent visual identity across online and offline channels—such as website banners and social media aesthetics—reinforces professionalism and trust. Sensory cues like light background music or fruit scents can elevate the in-store experience. Customer seating areas can feature natural décor, such as plants and wooden finishes, linking the physical environment to the product’s fresh, natural image. Together, these tangible cues create a holistic and memorable customer journey.

[bookmark: _Toc213966660]Conclusion
The 7Ps marketing mix ensures strategic coherence across Costa Coffee’s Fruit Aura offering. Each element—product innovation, competitive pricing, digital accessibility, ethical sourcing, and experiential branding—strengthens Costa’s market position as a trusted provider of healthier beverage choices. Together, they create differentiation and long-term brand equity within the UK wellness market.
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 Figure – 3 Costa Coffee – Fruit Aura Smoothies 7Ps Analysis






[bookmark: _Toc213966661]ELEMENT 3 – Marketing Strategy Pitch 
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[bookmark: _Toc213966662]Introducing Costa Cafe’s latest innovation FRUIT AURA, our fresh new offering designed to meet the growing demand for healthier, real fruit beverages. Consumers are seeking delicious alternatives to sugary, artificial drinks, and Costa has answered this call by creating smoothies handcrafted by our expert baristas using real fruit, natural apple juice, and ice. Each smoothie delivers at least 2 of your 5 recommended daily portions of fruit and vegetables, making it a convenient and nutritious choice. Our FRUIT AURA Smoothies provide more than just refreshment; they support healthier lifestyle choices and enrich Costa’s beverage menu with a genuinely wholesome option. What sets our smoothies apart is the expert craftsmanship — each one carefully blended fresh in-store, with no artificial additives, ensuring quality and authenticity. Flavours like Grape, Watermelon & Strawberry, Melon, Apple, Kiwi & Pineapple, and Melon, Mango & Passion Fruit delight the palate while nourishing the body. We’ve tailored this product to appeal especially to health-conscious adults aged 18 to 40, as well as families and young consumers eager for natural, tasty alternatives. In conclusion, Costa’s FRUIT AURA Smoothies not only refresh but empower customers to enjoy better nutrition on the go, reinforcing Costa’s commitment to quality and innovation.










LEMENT 4 – Reflection 

[bookmark: _Toc213966663]Introduction 
Developing the Fruit Aura brand concept provided valuable insights into marketing strategy formulation, consumer analysis, and brand development. The process involved synthesising theoretical frameworks such as STDP and the 7Ps model and applying them in a real organisational context. This reflection analyses the learning experience, challenges encountered, and professional skills gained during the preparation and delivery of the marketing strategy pitch.

[bookmark: _Toc213966664]Reflection on Learning Process 
The project enhanced my ability to conduct structured market research and apply analytical tools such as segmentation and positioning matrices. Understanding consumer psychology and the importance of aligning brand identity with lifestyle trends was particularly insightful. The task demanded balancing creativity with evidence-based decision-making. One challenge was condensing extensive market data into concise, visually engaging formats for the poster and pitch. I learned how essential storytelling and clarity are in marketing communication. Moreover, creating the Fruit Aura concept reinforced the role of sustainability and authenticity as core drivers of brand differentiation in the contemporary beverage industry.

[bookmark: _Toc213966665]Reflection on Skills & Delivery
Preparing the 3–5 minute pitch improved my oral communication and persuasion skills. I developed confidence in presenting complex information effectively within time limits. Collaborating with peers during feedback sessions helped refine key messages and adapt content for diverse audiences. Additionally, I enhanced digital literacy by using Canva for poster design and integrating academic insights into visual storytelling.
These experiences strengthened transferable competencies such as critical thinking, project planning, and adaptability—essential for future marketing or brand management roles.

[bookmark: _Toc213966666]Future Application 
This project underscored the importance of evidence-based creativity in marketing practice. In future projects, I intend to deepen my use of data analytics and consumer insight tools to enhance strategic accuracy. Continuous self-evaluation and engagement with emerging sustainability trends will further refine my approach to brand development and communication.
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