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Starbucks Corporation is the world's largest coffeehouse chain, with more than 38,000 stores in over 80 countries, as of 2024, with the company's headquarters in Seattle, Washington.(Starbucks, 2025) Starbucks is doing specialty coffee business by selling many kinds of drinks like brewed coffee, espresso, teas, Frappuccinos, refreshers, foods and merch (Lombardi et al., 2021). They are renowned for our brand identity of quality, customer experience, and ethical sourcing, boasting a brand value of over $53 billion. Starbucks has long marketed itself as a “third place” between work and home, developing a lifestyle-oriented persona via customized service, inviting store environment and a powerful digital loyalty ecosystem. In the States alone, its Starbucks Rewards programme has 33 million active members — a testament to the brand’s ability to engage and retain customers.
This report serves to examine a brand extension strategy—Starbucks Wellness Brews, a nature-based line of adaptogenic herbal teas and mushroom coffee blends. This product line is to capitalize on a global trend towards functional beverages that enhance wellness, reduce stress and support the immune system (Singh et al., 2024). This extension would also allow Starbucks to expand its product portfolio, enter a high-growth sector, and position itself as an innovative and health-conscious brand, as consumers become increasingly health-aware and look for holistic options. Finally, the report will describe the brand extension, perform segmentation, targeting, and positioning (STP), construct a customer persona, followed by outlining a detailed marketing mix strategy to ensure the successful entry of Starbucks Wellness Brews into the market.
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2.1 Description of the proposed new brand extension
The proposed brand extension, Starbucks Wellness Brews, is a premium line of functional beverages consisting of adaptogenic herbal teas and mushroom-based coffee blend. Infused with all-natural ingredients like ashwagandha, reishi, chaga, turmeric, ginseng, and chamomile—proven to relieve stress, support the immune system, help cognitive function, and relax the body—these beverages offer an array of health benefits. Starbucks Wellness Brews will be offered in-store, through mobile ordering, and retail packaged for home consumption.
This new product line targets a rapidly expanding segment of health focused consumers looking for beverages that deliver more than taste—drinks that promote overall mental and physical health (Han, 2024). Wellness Brews will include seasonal limited editions, cold and hot variants, vegan and caffeine-free versions to ensure inclusivity.
2.2 How it aligns with the existing brand values and market position
Starbucks was always at the intersection of premium product, innovation and lifestyle (Ahmed et al., 2022). This positioning naturally extends into the launch of Wellness Brews. Starbucks has always embraced consumers’ tastes, from the popularity of cold brews and plant-based milks to sustainability and digital innovation. Wellness Brews are reflective of the brand’s mission “to inspire and nurture the human spirit—one person, one cup, and one neighbourhood at a time,” by providing drinks that are centred on balance, mindfulness and overall health. In addition, the extension aligns with Starbucks’ focus on high quality, ethically sourced ingredients (Donnan, 2021). A number of the adaptogens and mushrooms will be sourced from sustainable farms and indigenous growers, further strengthening Starbucks’ pledge to responsible sourcing and environmental stewardship.
2.3 How it adds value to the brand, fills a market gap, or meets an emerging need
The global functional beverage market is projected to exceed $200 billion by 2030, driven by increasing consumer awareness of natural remedies and holistic health. Yet such options are in short supply in the mainstream café chains. Starbucks has an opportunity to lead in this vitamin beverage space as a first-mover in advanced wellness beverages that make health-promoting, scientifically backed ingredients feel convenient and accessible in a global coffeehouse platform that consumers know and trust.
Wellness Brews enables Starbucks to target a different audience, including health enthusiasts, Gen Z, and wellness lifestyle followers, as well as deepen loyalty among existing consumers by further diversifying their drink options beyond coffee and tea (Maspul, 2023). Such diversification sets Starbucks apart from its rivals and strengthens its perception as a forward-thinking and customer-focused business.
[image: ]Figure 1: Brand Extension Strategies
(Source: fastercapital., 2025)
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Segmentation:
Demographic segmentation
Demographic segmentation mainly uses age, income, and occupation. The target market will mainly be comprised of 25 to 45 year old millenials and younger Gen Xers allocating price range interest to a more health oriented lifestyle (CRIVEI et al., 2023). These consumers have middle to upper-middle incomes and are willing to pay a premium for quality health-enhancing products. Many are employed in professional or creative industries where mental performance, stress management and healthy living are top of mind as lifestyle priorities.
Geographic segmentation
Geographic segmentation  addresses urban and suburban ranges among the nations with better wellness tendencies along with its theUSA, Canada, the UK, Germany, Japan and South Korea. Making them likely to stock more Starbucks locations and adopt new drink trends. Urban centres too mirror brisker paces of life, in which functional beverages provide not merely refreshment but nutritional convenience.
Psychographic segmentation
This brand extension becomes particularly relevant under psychographic segmentation. Starbucks Wellness Brews speaks to the needs of health-, mindfulness- and sustainability-motivated consumers. These consumers are fans of natural ingredients, often aware of mental and physical wellbeing, and adopt health-oriented trends early on (Hodak et al., 2021). Their preferences coincide with wellness philosophies like plant-based diets, stress reduction, clean eating and fitness.
Behavioural segmentation
Behavioural segmentation considers purchase patterns and loyalty behaviours (Naim, 2023). This includes existing Starbucks Rewards customers, habitual drinkers of herbal teas and plant-based beverages and those increasingly moving away from sweet beverages and mainstream coffee. These consumers are likelier to experiment with adaptogens and functional ingredients and are motivated to purchase based on curiosity, self-care rituals, and product benefits, not habit alone.
Targeting:
Starbucks will use differentiated targeting strategy to target several well defined segments with messages tailored to each. Ideal consumers are urban millennials and young professionals aged 25–40 who are health conscious, digitally connected, and highly receptive to new wellness trends (CRIVEI et al., 2023). This segment consumes high-end cafe drinks and is proactively looking for both substitutes that boost productivity, cut stress and enhance immune function. A second target group are students and young adults aged 18–24, particularly on university campuses or in entry-level employment. They are amenable to experimenting with new wellness solutions and are spending more on self-care products, specifically those related to sleep, focus, or finding mood balance.
The approach of targeting both segments is based on the core similarity of values and behaviours across the two groups (Garai-Fodor, 2021). All of them share an interest in holistic health, sustainability, and conscious consumption. Both communities are also digitally active and extremely accessible through Starbucks’ existing mobile app network along with social media channels. The differentiated approach enables Starbucks to customize its messaging about the product, stressing stress relief and performance for professionals, and mental clarity and wellness for students.
3. Positioning:
For health-conscious consumers looking to incorporate balance and vitality into their everyday routine, Starbucks Wellness Brews features a thoughtfully curated collection of adaptogenic teas and mushroom coffee blends to support wellness—delivered with the same care, quality and experience they’ve come to rely on from Starbucks.
This positioning taps into a market need not fully addressed by mainstream café chains. Although independent brands carry mushroom coffees or adaptogenic teas, they can be at odds with brand familiarity, wide availability or premium experiences in stores. With its wide global footprint, highly recognizable brand equity, and loyal customers, Starbucks has a competitive advantage. Wellness Brews will be considered a credible, accessible, elevated wellness alternative to both sugary health beverages and traditional teas, specialty niche products, and obscure brands (Srivastava et al., 2023). Hence, Starbucks is likely to establish itself as a proactive player in the evolution of beverages that addresses lifestyle aspirations beyond the conventional coffee domain.
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	Consumer Persona
	Details
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	Maya Thompson

	Demographic: 
	32, Female, Seattle, Washington, UX Designer at a tech company, $75,000 annually, Master Degree in Human centred Design.

	Psychographic: 
	Values: Maya is adamant about health, sustainability, and mindfulness. She is intentional and research-driven in choices that affect her body and the earth (Srivastava et al., 2023).
Attitudes: She’s willing to test innovative wellness products and appreciates brands that are authentic and transparent. Maya champions companies that invest in social good, environmental responsibility, and inclusive practices.
Lifestyle: Her lifestyle is wellness-forward but keeps a fast pace. She practices yoga, eats a plant-based diet and does her shopping at health-conscious retailers. Maya makes time to take part in activities that support her well-being outside of work, like meditation and hiking or attending a wellness retreat.
Buying Behaviour: Maya's mobile lifestyle. Choosing an online shopping option. She wants to let Starbucks know she is a member of Starbucks Rewards and frequently customizes her orders. She limits sugary drinks and seeks out drinks she believes have health benefits. She studies labels closely and seeks functional products instead of traditional caffeinated beverages.
Aspirations: Maya plans to live a balanced, meaningful life. She wants to advance her career while keeping her health — both physical and mental — in check. She wants to partner with brands that embody her vision of holistic health and progressive social values.

	
	


Table 1:  Consumer Persona
(Self Developed)
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Product
Starbucks Wellness Brews, its core product, includes the carefully curated line of adaptogenic teas and mushroom coffee blends (Mitas et al., 2024). These drinks contain ingredients like ashwagandha, reishi, lion’s mane, chaga, ginseng and turmeric — chosen for their functional benefits like stress relief, mental clarity, immune support and anti-inflammation. These drinks will come in both hot and iced versions and will offer caffeine-free, vegan and low-sugar options to meet as many dietary preferences as possible. Starbucks will keep the familiar taste profile accessible by implementing traditional Starbucks quality with a health-centric spin. This lineup may consist of permanent menu items and seasonal innovations, driving repeat purchase behaviour. Additionally, Starbucks prepares to launch new Wellness Brews in ready-to-drink bottles and tea sachets through grocery and e- commerce channels to capitalize on the sizeable opportunity outside of in-store foot traffic.
Price
Starbuck is planning to follow Value-Based Pricing strategy that will offer price according to benefit of product is perceived but at premium position (Mohieldin, 2022). Due to the expense of high-quality adaptogens and mushrooms, the Wellness Brews line will be a little pricier than  average teas and coffees, costing between $4.95 and $6.25 per beverage (Starbucks, 2025). This price point matches up with Starbucks’ current premium tier, messaging the additional value of functional benefits. Starbucks customers are typically very willing to pay for health-boosting features — especially among the younger demographic for which wellness products are positioned as enhancing lifestyle. They will also implement a pricing strategy that entails bundling for e.g., two-for or pair it with healthy snacks, loyalty points, and seasonal discounts to induce the frequent consumption of our products.
Promotion
Promotion will be key in generating awareness and adoption. Starbucks has long had strong digital marketing capabilities, which Wellness Brews will leverage with integration into the Starbucks mobile app, email campaigns, and personalized push notifications against specific customer segments. They will utilize influencers for Instagram, TikTok and YouTube for Gen Z and millennials, as well as educational content and product storytelling for these audiences. Starbucks will also leverage in-store merchandising, menu placements, and barista recommendations to increase visibility and trial. With the increasing demand for transparency, marketing will consist of scientific information regarding adaptogens and their effects, so as to educate the consumer while developing credibility.
Place
The place or distribution strategy will leverage Starbucks’ physical and digital platforms (Ullagaddi, 2024). Wellness Brews, which will launch first in high-traffic stores in urban areas, on college campuses and in health-conscious markets like California, New York and London. Scores in these places already show a high-degree of adoption of non-traditional beverage opportunities and plant-based proteins. Over time, the rollout will expand globally depending on regional receptiveness and market demand. Ordering and delivery options will be available through Starbucks mobile app and website, enabling consumers to access Wellness Brews from the comfort of their kitchen, while retail partnerships with Whole Foods, Target and Amazon will allow Starbucks to package this beverage for sale in stores. Driven by its unparalleled physical footprint, complemented by its leading digital ecosystem that ensures broad accessibility and market coverage, Starbucks has the ability to deliver an unmatched experience at the intersection of people, product and place.
Process
The process element of the 7 P's model focuses on the service delivery and the customer experience. As with Starbucks existing model, preparation and ordering for Starbucks Wellness Brews will be a streamlined experience. Baristas will be trained to prepare each wellness drink consistently and with the right messaging around health benefits. An interactive app will be part of the customer journey, with ingredient explainers and customization features that allow consumers to adjust their drinks to achieve specific needs, from energy to calmness to immune support. Systems for rating satisfaction and offering feedback will also be part of the app, allowing the company to fine-tune the product for the best mark.
People
Starbucks also has an extreme focus on people: employees and customers (Pandey et al., 2021). All this is before programs, awards and benefits, from continuing to be one of the top attractions for the company in the world, to using employee time to invest in local communities. During a training course the baristas will receive specialised information on the properties of adaptogens and the health benefits of each drink, allowing them to engage with customers authentically and informatively throughout the new product release. This ensures that the in-store experience goes beyond a simple transaction — it educates customers and builds trust in the brand. Employees would also be encouraged to post testimonials on social media and enter wellness challenges after receiving the products.
Physical evidence
Physical evidence are vital in supporting the brand’s wellness positioning (Mir-Bernal and Sadaba, 2022). Starbucks locations already have a premium and cozy vibe. For the Wellness Brews line, the focus will be sharpened through dedicated branding materials, including custom cup designs, wellness-themed menus, and educational signage that reflects each ingredient’s functional benefit. The visuals in the mobile app, the product pages, and the content on the social media will be using earth and calming tones which resonates with natural wellness and mindfulness. As some take-home products will feature recyclable or recyclable-friendly materials and minimalistic designs that convey health, purity and sustainability — all important values to the wellness consumer base.
[image: ]
Figure 3: Marketing Mix 7ps
(Source: Hanlon, 2023)
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Starbucks Wellness Brews are a well-earned and very timely addition to the Starbucks product portfolio much in keeping with the brand's long-held ethos of consumer innovation, wellness and lifestyle relevance. Now, with wellness taking on an even bigger role in modern living, functional drinks are rapidly gaining popularity in markets around the world. Starbucks can address this developing need with a product that blends effectiveness, high quality, and premium customer experience with the introduction of adaptogenic teas and mushroom-based coffee blends.
This brand extension capitalizes on Starbucks’ global presence, customer loyalty programmes, digital infrastructure and formidable market credibility. It also echoes important consumer trends like health consciousness, plant-based living, and demand for natural, science-driven ingredients while remaining complementary to Starbucks’ longstanding tenets of sustainability, ethically sourced ingredients, and customer-centricity.
By utilizing strategic segmentation and targeted messaging, Starbucks can carve out a place for Wellness Brews as a differentiated offering in a competitive but under-served segment in both cafe and wellness industries. This universal strategy as described in the marketing mix will ensure that the product development, pricing, promotion and communication with targeted customers are streamlined, and consequently will augment the overall impact and ensure sustainable and scalable effect.
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