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[bookmark: _Toc228020442]Element 1: Brand Extension Poster Presentation
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[bookmark: _Toc228020443]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis
[bookmark: _Toc228020444]2.1 Introduction
Through STDP established framework businesses can successfully determine market prospects by matching their product offerings with specific customer segments. The significance of STDP for Starbucks Smart Protein Coffee arises from the product's function as a technological brand extension which combines functional nutritional elements with digital health systems. The company transforms into a platform-based data-driven model which provides services through its beverage offerings. This transformation represents a broader marketing shift which enables consumers to create value through their digital interactions with the brand instead of using its physical products (Kotler et al., 2024).
[bookmark: _Toc228020445]2.2 Segmentation Analysis
[bookmark: _Toc228020446]Geographic Segmentation
The main target markets include urban areas together with digitally developed regions which the United States and United Kingdom and Western Europe represent because these locations have high levels of both premium coffee consumption and digital health technology usage. In developed markets more than 85% of people own smartphones while the adoption of wearable devices keeps growing because it establishes strong infrastructure for products that work with mobile applications (Statista, 2024).
The situation creates an obstacle because it limits structural possibilities. In developing countries which lack digital access and have restricted consumer spending capabilities the implementation of technology-based beverages will face obstacles. The segmentation depicts particular market opportunities which the company will pursue according to its selective worldwide operational approach.
[bookmark: _Toc228020447]Demographic Segmentation
The primary demographic segment includes people between 20 and 40 years old who belong to the young professional and student categories that have medium to high financial resources. This group demonstrates active participation in both premium coffee drinking and using digital technology.
The sector of functional beverages serves to establish this market division. The global functional coffee market had a valuation of US$21.5 billion in 2024 and will experience growth to reach US$48 billion by 2035 according to market projections which show high demand for health-oriented coffee products (Transparency Market Research, 2025). The target demographic provides Starbucks with a premium brand image but it creates challenges because price-sensitive customers cannot access the product in general market areas. 
[bookmark: _Toc228020448]Psychographic Segmentation
The product appeals to consumers who show health awareness and interest in technology as well as people who engage in self-improvement activities. The people of this group belong to the "quantified self" movement because they use data to track their health progress and lifestyle advancements.
The wearable health technology market experiences fast development according to this trend. By 2029 the worldwide market for wearable healthcare products will surpass US$169 billion because people want to track their health through customized monitoring systems (Business Wire, 2024). The market segment exhibits strong knowledge about the subject matter because of its critical thinking abilities and their particular disbelief. The customers will lose trust in the technology when they experience differences between the claimed capabilities and the actual performance of the product especially concerning sensitive health data like blood pressure and glucose measurements.
[bookmark: _Toc228020449]Behavioural Segmentation
The product appeals to regular coffee drinkers who already use digital systems through their mobile applications and loyalty programs and wearable technology devices. The customers of today want their products to offer easy access to customized services which work flawlessly across both their physical locations and online platforms. Data-driven engagement models are rising across all business fields because organizations want to develop stronger relationships with their customers (Grand View Research, 2025). User behavior creates a dependence on which services depend hence this situation creates potential dangers. The system needs continuous user input to sustain its perceived worth because any difficulties during user interaction (like complex app functions or problems with data sharing) will lead to reduced user adoption.
[bookmark: _Toc228020450]2.3 Targeting Strategy
Starbucks needs to adopt differentiated targeting by choosing urban professionals between 25 and 40 years old as its main target group. This segment shows strong interest in technology products which deliver both operational efficiency and customized user experiences. The secondary group target consists of fitness enthusiasts who use wearable devices because they think these devices help them reach their performance goals. The targeting approach establishes direct connections with high-growth segments while it decreases the market area which can be accessed. The company needs to depend on digital users but this restricts market access because traditional coffee consumers who do not use health monitoring tools will be excluded.
[bookmark: _Toc228020451]2.4 Differentiation Strategy
Starbucks Smart Protein Coffee distinguishes itself through four interconnected characteristics which create its unique product identity.  The first technological integration links consumption data to mobile app and wearable device technology. The second element enables users to receive AI-powered personalized insights about their caffeine consumption and nutritional needs. The third element offers a protein-based formula which appeals to consumers who prioritize their health. The fourth element connects with the Starbucks loyalty system and digital platforms which create its brand ecosystem.
Product-based competition has evolved into ecosystem-based competition which enables organizations to create value through their network of interconnected services. The technological aspects of products become accessible to competitors who can duplicate them. Competitors can replicate app-based personalization features therefore Starbucks needs to protect its digital ecosystem and brand equity along with its operational capacity for sustainable differentiation.
[bookmark: _Toc228020452]2.5 Positioning Strategy
The brand extension can be positioned as:
A premium functional coffee which operates within a digital wellness system that permits customers to consume using their personal data. The product exists between classic coffee and digital health systems which transform coffee into an active product that enhances performance.
[image: ]
Table 1: Positioning Map – Smart Functional Coffee vs Traditional Coffee
The market trends created a strong match for the product yet its positioning process contains potential dangers. The health data integration system faces two main obstacles which include regulatory issues and ethical dilemmas that arise when customers mistakenly think the product delivers hospital-grade diagnostic assessments. The brand needs to communicate that its technology delivers wellness information which replaces medical measurement functions to maintain credibility without making false claims.
The STDP strategy aligns perfectly with the personalization trend which combines digital integration and health awareness. The solution requires organizations to establish operational boundaries which need to control their technological innovations and develop consumer trust and product accessibility.



[bookmark: _Toc228020453]Element 3: Marketing Mix (7Ps) for Starbucks Smart Protein Coffee
[bookmark: _Toc228020454]3.1 Introduction
The 7Ps marketing mix provides a comprehensive framework for translating strategic intent into operational execution. The 4Ps framework does not work for Starbucks Smart Protein Coffee because of its combination of digital technology and customer service interaction and personalized data processing. The 7Ps framework was selected because it shows the mix of physical drink product and technology-based wellness product. The contemporary marketing theory which focuses on value co-creation and customer experience and platform-based engagement (Kotler et al., 2024) serves as the basis for this marketing strategy.
[bookmark: _Toc228020455]3.2 Product
Starbucks Smart Protein Coffee functions as a digital-enhanced ready-to-drink RTD product that delivers functional benefits. The core product includes protein-enriched coffee designed to support energy and nutritional needs. The Starbucks mobile application (HealthSync) functions as the augmented product which enables users to scan QR/NFC-enabled packaging and synchronize their consumption data with their wearable devices including smartwatches.
The system provides users with wellness information which includes caffeine intake recommendations and activity-based consumption patterns and dietary guidance. The system delivers consumer information that does not include clinical testing methods which helps the system comply with regulations while protecting consumer trust.
The product holds strategic importance because market data shows it is currently expanding. The global functional beverage market is estimated at US$152.6 billion in 2024 and projected to reach US$324.6 billion by 2035 (Transparency Market Research, 2025).Consumers who expect clinical accuracy from the product will find it overpromises value because of its innovative product positioning. The product needs to function as a wellness support device instead of a medical solution according to Starbucks product positioning requirements
[bookmark: _Toc228020456]3.3 Price
A premium value-based pricing strategy is appropriate, reflecting the integration of functional nutrition, digital personalisation, and Starbucks' strong brand equity. Value-based pricing establishes product pricing according to how customers perceive value, because customers pay for improvements to their experience, which includes more than just their drink.
The growth of personalised nutrition further supports this approach. The market is expected to expand from US$17.9 billion in 2025 to US$60.94 billion by 2034 (Precedence Research, 2024), which shows that more customers will pay for health products that suit their needs.
Premium pricing succeeds when users actively interact with the complete digital ecosystem. The product becomes priced too high when customers refuse to use the app or wearable integration which results in loss of product value and market position.
[bookmark: _Toc228020457]3.4 Place
The distribution strategy must use an omnichannel distribution model which combines both physical store operations and digital online access. The product will be available through Starbucks stores, supermarkets, gyms, and online platforms, while employees will use the app for their engagement.
Starbucks digital infrastructure enables successful implementation of this operational framework. The Starbucks Rewards programme had approximately 33.8 million active members in the United States in 2024, which demonstrates that many people used digital features (Starbucks, 2024).
Operational complexity presents a key risk. Mobile ordering systems experience severe problems because of their design which makes the system run slower and serve customers less effectively (Business Insider, 2024). The entire process needs to stay fully operational without any obstacles which will help people who want to use it.

Table 2: Omnichannel Distribution and Digital Integration
[bookmark: _Toc228020458]3.5 Promotion
The promotion strategy must showcase "smart consumption" through its three core elements of personalized solutions and convenient services and wellness enhancement. Social mediaand influencer partnershipsand app notifications should be used as digital marketing channels to reach fitness-oriented and technology-savvy customers. The strategy demonstrates its importance through wearable technology growth which Business Wire reports will expand from US42.6 billion in 2023 to US169 billion by 2029. Promotional messaging must avoid misleading health claims because overstating capabilities will create both regulatory and reputational risks through its direct measurement of blood pressure and glucose measurement capabilities. The communication should focus on wellness insights rather than medical outcomes. 
[bookmark: _Toc228020459]3.6 People
Employees play a critical role in facilitating the adoption of the product. Baristas need training to help customers understand the app through demonstrations of its technological features. This service model demonstrates a transformation from traditional customer service roles toward technology-based customer support functions. The service delivery process becomes less efficient when its delivery system becomes more complex because it introduces new operational challenges. The customer adoption process suffers when employees fail to deliver value propositions that customers can easily understand. 
[bookmark: _Toc228020460]3.7 Process
The process creates a customer journey which begins with purchase and continues through QR scanning and app synchronisation and wearable data integration and AI-generated feedback. The customer journey integration concept describes how value creation occurs through various customer contact points according to Lemon and Verhoef 2016. 
The process succeeds when it maintains its uncomplicated structure. The user experience75 suffers when users encounter complex steps or time-consuming tasks because their engagement level decreases while they perceive less value.

Table 3: Digital Customer Journey for Smart Protein Coffee
[bookmark: _Toc228020461]3.8 Physical Evidence
The physical evidence of the brand includes its product packaging and its brand elements and its digital interface design. The bottle design must showcase its operational capabilities together with its technological features while the application interface needs to provide an easy-to-use experience through its design elements.
The digital service space establishes the interface as an essential element which shapes how customers perceive the brand (Zeithaml et al., 2020). The interface establishes a brand perception framework through its design elements because digital services require specific interface functions (Zeithaml et al., 2020). The interface establishes a brand perception framework through its design elements because digital services require specific interface functions (Zeithaml et al., 2020). The interface establishes a brand perception framework through its design elements because digital services require specific interface functions (Zeithaml et al., 2020).
Credibility suffers from both technical problems and design faults in user experience (UX) interfaces. The premium brand image needs high-quality interface design expenses to maintain its luxurious status.
[bookmark: _Toc228020462]3.9 Overall Critical Evaluation
The 7Ps marketing mix supports Starbucks brand transformation into a high-tech data-driven business model through its complete marketing approach. The company creates its unique market position by linking product pricing distribution and promotional activities with people process and physical evidence elements of its business model. The approach requires risk management to achieve success which must address three major challenges that include technological acceptance problems and health benefit claims and complex operational requirements. Starbucks needs to find a balance between designing new products and maintaining existing ones to fulfill their marketing mix requirements. The brand extension must create real benefits which companies need to achieve customer trust.











[bookmark: _Toc228020463]Element 4: Reflection
The reflection evaluates how Starbucks developed its Smart Protein Coffee brand extension through its associated poster presentation using Gibbs' (1988) reflective cycle to show learning developments and skill progress and future development plans. The process showed that the first conceptualization became too basic because it concentrated on creating a "healthy coffee" product instead of developing a brand extension that used strategic planning and technological innovations. The limitation required marketing theory research to reach a concept stage which developed through working with wearable technology and application-based data and personalized consumption. The shift shows that marketing innovation now creates value through digital interaction and data integration which has replaced product development as the primary method to create customer value (Kotler et al., 2024).
The process revealed that technological assertions needed to prove their value through evidence-based assessment. The initial assumption that a beverage could measure physiological indicators such as blood pressure or glucose was not scientifically credible. The product needed repositioning to a non-clinical wellness tool which enhanced both the proposal's practical implementation and ethical validity. Marketing teams need to create innovative ideas that comply with both technology requirements and regulatory standards, because this factor becomes essential when developing new concepts during the initial development stages.
The project brought about significant progress in developing analytical skills and critical evaluation skills. The STDP application combined with the marketing mix application required students to merge theoretical frameworks with market data so they could present evidence-based arguments. The integration of digital marketing concepts created a better understanding of how firms shift from product-based models to platform-based models, which enable continuous customer interaction (Verhoef et al., 2021). The study faced a major issue because secondary data sources limited its ability to prove consumer acceptance of technology-integrated beverages.
The poster presentation demonstrated to viewers that strategic communication needs to gain higher priority in business applications. The team needed to establish core visual elements which would enable them to transform difficult concepts into simplified visual displays. The team needed to design a fundamental challenge which required them to create new ideas while maintaining established trustworthiness because their technical descriptions needed to be simplified to avoid creating misunderstandings. The study shows that successful marketing communication needs content expertise together with knowledge about how to present information to different audience groups.
The project possesses important strengths, yet its effectiveness would increase through using primary research methods which include consumer surveys to prove demand and usability. The project required more iterative development to improve its visual design quality and analytical depth. The experience showed me that marketing success depends on balancing creative work with critical assessment and practical implementation, which needs to create innovations that are both impressive and believable.
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Figure 1: Positioning Map — Smart Functional Coffee vs Traditional Coffee
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