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[bookmark: _Toc214130275]Introduction
This report will focus on Starbucks Renew, the health-based line of beverages that will serve as a response to the increased consumer preference of natural, functional, and sustainable drinks. It uses some important marketing theories in determining how well Renew could be positioned and marketed in the competitive environment. These analyses comprise STDP, marketing mix, financial expectations as well as a learning reflective. These components combine to give a perfect idea of how Starbucks can launch Renew successfully and at the same time satisfy contemporary consumer principles and trends.


[bookmark: _Toc214130276]Element 1: STDP Analysis for Starbucks Renew
[bookmark: _Toc214130277]1.1 Segmentation
Starbucks Renew applies the demographic, psychographic, and behavioural segmentation to define the consumer groups with the highest chances of adopting a functional and sustainable beverage brand. The brand targets adults between the ages of 18 and 40 years who make frequent purchases of high quality beverages, are interested in organic products, and are active online (Srikanth, 2023). This is a significant segment of the customers of Starbucks and is extremely sensitive to emerging wellness trends.
Psychographically, the segment consists of health-conscious people, caring about natural ingredients, clean labels, and fair play. Such people are willing to buy the products that can promote their health and are consistent with their environmental policies. They are not interested in unnatural supplements and would like beverages to have certain functional benefits such as energy, relaxation, or immunity.
The behavioural segment includes frequent Starbucks customers, customers using the loyalty app, and customers who respond positively to offers in form of rewards. Their purchasing behavior indicates that they are ready to switch to refill schemes and greener wrappings (Iyer et al., 2024). They are ordinary consumers of beverages, and they like the quality of the products and hence will be included in the sustainability based model developed by renew. The segmentation will assist Starbucks Renew to target consumers with tastes and values which are consistent with its wellness and sustainability goals.
[bookmark: _Toc214130278]1.2 Targeting
The major audience of Starbucks Renew is young-adults aged 18-35 (millennials and gen Z). This generation is very concerned about organic and plant-based products and is willing to buy a brand that has a high sustainability rate. The fact that they regularly use mobile apps to place orders and receive regular benefits and loyalty is also in line with the digital refill service of Renew (Jain et al., 2021). Identity, lifestyle, and values may be central to the preferences of these younger consumers, with wellness, mindfulness, and environmental responsibility being the key aspects of the buying choice.
There is a secondary target market that contains urban professionals between the ages of 30 and 40 that would appreciate healthier alternatives to sweetened beverages and energy drinks. Such consumers give emphasis on convenience, balanced lives, and quality products. Being after drinks to aid focus, recovery or relaxation, Renew is a drink that is appealing to them (Kobik and Aryee, 2024). Their higher purchasing capability and regular working habits contribute to the regular buying habits. By addressing these particular audiences, Starbucks Renew is targeting consumers who have high loyalty potential, are highly engaged digitally, and have a real interest in functional and sustainable items.
[bookmark: _Toc214130279]1.3 Differentiation
Starbucks Renew differentiates by using functional ingredients, sustainability innovations and digital integration. Its wellness products are organic and plant-based, which entail a definite functional advantage, aiming at energy, relaxation and immunity, which are areas of wellness demand in the market. This clean label strategy sets Renew apart of products that have large proportions of added sugar or artificial additives.
Sustainability enhances differentiation of the brand. Renew is packaged in 100% compostable packaging and also launching a refillable bottle programme, which gives customers discounts and loyalty points. This strategy generates quantifiable environmental effect and is more of a commitment than the normal drinks brands (Dube and Dube, 2023). It also enables consumers to contribute in the reduction of wastes, and sustainability becomes feasible instead of symbolic.
The use of digital also differentiates Renew. Customers use the Starbucks app to follow up the refills, get personalised deals and information about sustainability and wellness. This online relationship makes life easier and customers have a smooth customer experience. Such integrated systems are not available to many competitors, making Renew have a better technological edge. These distinctiveness elements make Renew a more contemporary brand of beverage with functional and environmental significance.
[bookmark: _Toc214130280]1.4 Positioning
Starbucks Renew is a high-quality wellness brand focused on personal health and sustained responsibility to the environment. The brand focuses on natural benefits provided by means of sustainable packaging, which will make it a conscious decision among the modern consumers. Both wellness and ethical anticipations are addressed in the message that affirms the notion of beverages that are good and good to the planet (Anquez et al., 2022).
[image: Late to the Party: Can Starbucks Become the Life of It? | SpringerLink]
Figure 1: Perceptual Positioning Map
Organic ingredients, compostable packaging, and a refill model help it to environmentally position its products at a premium and minimize waste. These qualities create consumer confidence when they want brands that are in line with their lifestyle values. The reputable image of Starbucks in the world also contributes to the concept of credibility, which allows the brand to be singled out in the competitive wellness market.
This positioning is augmented by the refill system as it makes customers feel involved and purposeful in the sustainability practices. Online connectivity enhances the brand image as a trendy and progressive one that attracts the consumers, who are concerned with the convenience and environmentally friendly consumption (Lin and Zhou, 2020). Through this positioning, Starbucks Renew will take the lead in the category of wellness drinks by providing a beverage that will support the well-being of individuals and the environment.



[bookmark: _Toc214130281]Element 2: Marketing Mix Strategy – Starbucks Renew
	Marketing Mix Element
	Analysis and Strategy

	Product
	Starbucks Renew is built as a practical wellness amount of beverages centered on the use of natural items and sustainability. The product portfolio consists of three energy, relaxation, and immunity drinks with a plant-based ingredient, which will attract customers who want to consume low-sugar drinks that have a purpose instead of regular coffee and soft beverages. The transparency and health of this brand are supported with clean-label formulations, botanical extracts, and reduced sugar. The product concept revolves around sustainability (Chauhan and Rao, 2024). All the packages are compostable, and this reduces the usage of single use plastics. There is also a reusable bottle system that is introduced as a brand, where the customers can refill their drinks at discounted prices. This creates favourable behaviour as far as environmental concern and emotional attachment to the brand is concerned. The aesthetic identity (soft colours, minimalist style design, and nature-related images) makes the wellness narrative and creates a contrast between Renew and the core products of Starbucks. The product experience is enhanced by a digital layer: the Starbucks application provides an opportunity to learn the nutritional value, description of ingredients, and monitor refills (Cascade, 2022). This amalgamation makes the drink a component of an overall lifestyle experience, which helps to maintain the interaction of the user and strengthen the image of the product as a modern, health-conscious product.

	Price
	Starbucks Renew applies the premium pricing strategy in response to its organic products, functional utility, and sustainability award. The price is a little more than the classic Starbucks drinks to suggest that it is worth it and would fit the wellness market. The high cost helps strengthen the brand image of Renew as a high quality and purpose-driven product and not a common commodity (Song, 2025). Starbucks is able to balance high pricing and incentives to keep its products affordable and to help people adopt them. Renew Refill Programme offers discount to the customers who can use reusable bottles, which reduces the purchase price. This method will reward sustainable behaviour and promote the reoccurring visits. Moreover, Renew purchases can be redeemed twice with the help of the Starbucks app, which also provides financial and emotional benefits, which help to maintain a long-term interaction. Early trial can also be fueled through seasonal promotions, introductory offers and bundles without interfering with the premium positioning of the brand (Kumar and Ciddikie, 2023). Comprehensively, the pricing approach balances exclusivity, sustainability, and accessibility with incentives that enhance loyalty without compromising the value of a wellness product.

	Place
	Starbucks Renew has a multi-channel distribution model that incorporates the physical presence of stores in addition to excellent online coverage. The first launch will focus on 250 urban Starbucks stores in the UK and the US, all based on the locations with high populations of millennials and gen Z buyers. These shops are experimental spots before larger diversification to more than 1,000 stores. On-shelf position is a significant part to narrating the brand story (Azriuddin, 2020). Renew drinks are located in special wellness areas that are backed by natural feel, environmentally friendly images, and definite articulation of the functional and sustainability advantages. Employee training will make the employees know how to articulate the features of the product and this will make the customers more confident when making the purchase. Online distribution is also important. Renew is available on the Starbucks app and helps customers to order beforehand, pay through digital means, and keep track of refill progress. This is a digital-first strategy, which corresponds to the trends of consumer behaviour and provides a higher visibility to the brand. The organised design of the app also puts the sustainability aspects of Renew to a better perspective when compared to the traditional menus. Starbucks also goes a step higher in distributing to secondary channels based on lifestyle including university campuses, gyms and workplaces (Iesepublishing., 2025). These locations will coincide with the health-oriented positioning of Renew and would guarantee the availability of the product in the places that align with consumer habits. This positioning would maximise convenience, promote brand presence, and reinforce the identity of Renew as a wellness product in the modern.

	Promotion
	Starbucks Renew has the promotional approach based on online communication, collaboration with influencers and sustainability messages. The underlying plan is to create awareness through conveying the two-fold value of functional and environmental well-being. The brand intends to create a number of millions of impressions in the course of its launch by targeting the platforms that are actively used by younger generations. The promotional effort is heading in social media platforms like Tik Tok, Instagram, and YouTube (Shakeel, Rafia and Aslam, 2022). Starbucks partners with wellness, fitness, and the environmental communities with influence to demonstrate the functional benefits of Renew and refill programme. Real, experience-based content is more credible and leads to trial. Renew is trying to support its sustainability identity with the help of short videos showing compostable packaging and use of refill bottles. Online advertisement supports in-store promotion. Shelf displays, posters, and digital screens inform about the practicality of the Renew brand and give simple guidelines on the refill program. The packaging also has QR codes that lead to the learning materials about ingredients and environmental impact, which also has an interactive aspect that re-educates consumers. The Starbucks Rewards app is a significant part of the continued promotional interaction. The app motivates customers to re-use the product through the use of personalised offers, double points campaigns, and challenges through refill. The push notifications draw attention to new flavours, sustainability, and limited-time rewards. This long-term online relationship is a guarantee that the promotional plan will be alive even after the first rollout. Sustainability reports and partnership with environmental organisations are among the public relations efforts that bring credibility and establish Starbucks Renew as a creative leader in the wellness and sustainability arena (lkami, 2025). Collectively, these marketing efforts create a consistent communication plan that strengthens the image of Renew, as a contemporary, responsible, and health-driven brand of beverages.
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[bookmark: _Toc214130283]Element 4: Reflection
[bookmark: _Toc214130284]4.1 Understanding of Marketing Concepts
The evaluation was a chance to work with fundamental marketing models to a practical brand case and contributed to better comprehension of how theories inform strategic decisions. Using STDP framework enabled me to find out how the segmentation, targeting, differentiation and positioning forms the basis of product strategy. It highlighted the need to establish customer needs and correlate it with good value offer. It was also a valuable learning experience because it helped me understand the marketing mix further because it was realized that the four Ps work together to give rise to a consistent brand image (Dwivedi et al., 2021). The product design, pricing policy, distribution choices, and promotional schemes allowed me to learn more about how the companies implement interventions and combined strategies in different touchpoints.
[bookmark: _Toc214130285]4.2 Development of Analytical Skills
The assessment exercise enabled me to become a better analyst of market trends and consumer behaviour. The study about Starbucks Renew has forced me to reflect on the relevance of wellness, sustainability, and online interaction to the new demands of consumers. This process also enabled me to gain more acute analytical ability because I could not only look at what the consumers desire but also why they desire it. I also gained knowledge of how to support strategic decisions by evidence and use the reasoning that corresponds to the existing market conditions (Liu, Tang and Wang, 2022). The systematic nature of the assessment made me analyze the strengths and weaknesses of the strategy offered and consider the issues of viability, competition, and adoption of customers critically.
[bookmark: _Toc214130286]4.3 Practical Skills and Application
Development of the marketing-mix strategies enhanced my skills of applying theory in practical suggestions. I was able to understand how to design product functionality that correlates with the customer values, make a choice, strategies to set prices to balance between premium identity and affordability, and suggest distribution channels that facilitate visibility and convenience. The experience of writing the promotional strategies of Starbucks Renew has provided me with an idea of how brands use the digital platform, influencers, and messages about sustainability to communicate to young consumers (Zhu, 2024). The tasks enhanced my comprehension of how to apply in practice and I felt confident in building realistic marketing proposals.
[bookmark: _Toc214130287]4.4 Personal Learning and Future Improvement
Looking back at the general process, I have realised that clear structure, evolving thinking, and concise communication are essential. One of the areas that can be enhanced is time management; this is particularly in balancing between research and writing. The following time I will undertake a job, I will be more efficient by strategizing the research and recording the approaches before. I will also grow my visual communication since marketing is increasingly more graphic, online, customer-journey mapping-driven. Overall, the assessment helped me to enhance my level of knowledge and my self-esteem as a marketing strategy developer, and I am now in a better position to address the academic and professional tasks in the future.
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