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[bookmark: _Toc195898868]Introduction
Starbucks Corporation is recognized across the globe as a leader in the coffeehouse business, established in 1971 in Seattle, Washington. Starbucks has always been a well known brand for its premium coffee beverages and has expanded its product portfolio over time with teas, cold drinks and baked goods amongst other things. The brand has a solid global footprint in more than 80 countries and is known for offering high quality products as well as going above any expectation in terms of ethical sourcing, sustainability, and an individuality in customer connectivity (Jia, 2023). Premium quality, community, and "third place" Starbucks' brand identity is made up of these three things.
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Figure 1: Starbucks-ready to cook meal kits
(Source: Self-made)
This report aims to investigate a strategic extension of Starbucks brand by introducing the ready to cook meal kits that are specifically prepared for coffee pairing. With the proposed brand extension, Starbucks will be able to further engage with customers through the creation of an opportunity to create a culinary experience in a home environment that is aligned with the company’s coffee expertise. The report will discuss the concept and development of the product, and will analyze segment, target and position strategy. Furthermore, it will elaborate on an adequate customer persona and develop an appropriate marketing mix (7Ps) for the new offering. This innovative extension is meant to add value for Starbucks by increasing its competitive edge and maintaining its status as a leader of premium food and beverage experience.
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Proposed Brand Extension
With the rise of other cases of other brands entering the food space, Starbucks proposes the launch of a new brand extension – Ready to Cook Meal Kits, created distinctly to coordinate with its famous range of coffees. Gourmet-inspired recipes, pre-portioned ingredients and easy-to-follow instructions ensure that customers get a premium cooking experience that further enhances and complements the coffee-drinking ritual (Starbucks, 2024). The options available will include brunch pairings with Starbucks Blonde Roast, savoury lunch or dinner pairings with medium and dark roasts, and dessert-focused pairings with seasonal blends or cold brews. 
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Figure 2: Starbucks’ offerings
Source: (Starbucks, 2025)
This is a product for the at-home market, reaching a larger segment of people searching for elevated food experiences at home, in their very own kitchens. Moreover, Starbucks’ app, select retail outlets, and online platforms, Starbucks will offer the ready-to-cook kits. Menu innovations will remain fresh and appealing seasonally and regionally while using QR codes as a way to offer ways to engage through coffee brewing tips and video-guided recipes.
Strategic Fit and Brand Value Addition
The product extensions offered by this brand fit nicely among the aspects related to quality, connecting and daring to innovate. Starbucks has already become more than a beverage brand, with a reputation for elevating the coffeehouse experience through artisanal beverages and curated food offerings (Bondarenko, Petruzzello and Montevirgen, 2024). By extending the lifestyle further into the homes, the meal kits complement Starbucks’s market position of being a premium provider of everyday indulgence and culinary enjoyment. In addition, Geereddy (2023), identified that this offering addresses consumer demand for convenience, high quality and experience-driven meal solutions. Home dining trends pushed forward by the COVID-19 pandemic, with many consumers preferring to dine in while at the same time getting restaurant-quality meals. It represents a convenient opening for Starbucks to deepen its relationship with customers beyond the café. The meal kits not only add to Starbucks’ portfolio but also diversify its customer base and increase its loyalty by filling the market gap between quick meal delivery and home cooking that is immersive. Therefore, this provides an exciting new path to revenue growth that remains loyal to Starbucks’ principles of sustainability and ethical sourcing, using responsibly sourced ingredients and recyclable packaging.
[bookmark: _Toc195898870]STP for the New Brand Extension
[bookmark: _Toc195898871]Segmentation
Starbucks' ready-to-cook meal kits cater to a wide range of consumers. The segmentation is based on the following variables:
· Demographic Segmentation: The first major demographic falls between 25–45 years of age most usually to people in the professional circles or a young couple or a small family with average to higher disposable income (Sajedi, 2023). Convenience, quality and premium lifestyle experiences are a feature of this group and this makes this group a good target category for companies that have meal kits which are in line with Starbucks’ brand values.
· Geographic Segmentation: Firstly, it will launch in urban and suburban areas in major cities throughout the UK, where Starbucks already has a strong name and reputation. Usually the people at these locations are time constrained and technology savvy, and ready to spend premium amounts for convenience products.
· Psychographic Segmentation: This segment includes food enthusiasts, health-conscious individuals, and consumers who value experiences over possessions. They are lifestyle-oriented, socially aware, and interested in sustainability. They are likely to be regular Starbucks customers who already associate the brand with indulgence, routine, and quality (Quaye, and Ameyibor, 2022).
· Behavioural Segmentation: The target consumers are those who frequently dine out or order in, but also enjoy occasional cooking as a form of relaxation or creativity. These consumers show brand loyalty, especially to Starbucks, and value the experience of trying something new (Cao, Li, and Wang, 2024). They may also engage with digital platforms and mobile apps for convenience and product discovery.
These segmentation criteria apply to Starbucks, especially with respect to the brand's new offering, the premium nature, digital availability, and growing lifestyle focus. The segmentation also coincides with broader market trends that have emerged, like the increase in home cooking stemming from the pandemic as well as the rise in meal kits and subscription services.
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In this regard, Starbucks will adopt a differentiated targeting strategy hence focusing on two main segments.
1. Urban professionals and young couples (ages 25–40): This is the segment that aims for convenience but not at the sake of quality. They are used to tech, prefer their gourmet experiences and are already using the Starbucks ecosystem (the app, the rewards program, coming to the store).
2. Lifestyle-oriented Starbucks loyalists: Starbucks is part of these consumers' daily ritual to which they would gladly add a product to further enhance the experience at home (Su, 2025). They are already invested in the product and willing to be first adopters of a connection between food and coffee.
Thus Starbucks can develop a better strategy to meet different but interdependent needs of the customers i.e., convenience, taste and brand familiarity so that market coverage can be increased from coffee drinkers alone.
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Figure 3: Brand Positioning 
(Source: Self-made)
Positioning Statement:
“For busy, modern consumers who value premium experiences, Starbucks Ready-to-Cook Meal Kits offer gourmet meals curated to pair with Starbucks coffees—bringing the artisanal café experience into the comfort of your home.”
Thus, Starbucks offers two core values positioned — quality, convenience and lifestyle. Unlike generic meal kits or restaurant takeaways, this product makes it a coffee first dining experience, each of its meals is designed with each meal to enhance the taste and aroma of Starbucks’ iconic brews. In sharp contrast to competitors like HelloFresh or Gousto, which don’t include such a special beverage enhancement, it places emphasis on the pairing of meals with coffee (Yang, 2022).
Starbucks’ brand extension will develop into a perceived premium and experiential product, natural evolution of the Starbucks’ café culture. Starbucks has a strong brand equity and customer loyalty, and by positioning the meal kits as luxury food solutions rather than just food solutions, the kits are positioned to elevate everyday moments to indulgent experiences.
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Figure 4: Customer persona
(Source: Self-made)
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Name: Michel Dupont
Age: 34
Gender: Male
Occupation: Digital Marketing Manager
Income: £50,000 per annum
Education: Master’s Degree in Media and Communications
Location: Manchester, UK
Michel works as a full time pro in a very intense digital agency. He and his partner live within a modern flat where he spends the weekends exploring new culinary trends. Always grabbing a coffee first thing in the morning or at a client meeting, he is a regular Starbucks customer. Michel is technology savvy and he tends to shop online for groceries, other lifestyle products and subscription services. Due to his busy schedule, he prefers quick and premium food solutions, those which do not take much time but are also of good quality. On the other hand, he also enjoys sustainability, and so he would support the brands that also share his values.
[bookmark: _Toc195898876]Psychographic Profile
Michel has a balanced way of living a life with ambition and need for comfort and indulgence. Quality, convenience, and ethical consumption are all things to him, and so are brands with design he is drawn to, rich experiences, and environmental responsibility. Cooking provides Michel with creativity and he enjoys the experimentation with meals on weekends, especially those that can be shared over a good cup of coffee. Brand reputation, innovation and how well the product fits into behavior and aspirational lifestyle influence his buying behavior. He 'follows' food and coffee influencers on social media, and even extensively buys from based on the people's recommendations. Michel wants to somehow strike a fair balance between his career success and personal wellness alongside moments of leisure. If Audrey were not into convenience, both with fancy groceries and with a gourmet, café-style experience at home, Starbucks’ ready-to-cook meal kits would be ideal.

[bookmark: _Toc195898877]Marketing Mix Strategy 
Starbucks’ ready-to-cook meal kits are proposed on the product extension side of the branding, with changing consumer habits of dining and lifestyle trends of brand loyalty. 
Product: Ready-to-cook meal kits are premium-quality, high-quality food products designed to perfectly complement Starbucks’ coffee varieties (Starbucks, 2023). However, the coffee pairings that accompany the kits include particular pieces of breakfast with Starbucks Blonde Roast, savoury meals with medium or dark roasts, and dessert kits with seasonal beverages. Additionally, the ingredients in the kits will feature responsibly sourced ingredients and sustainably packaged products, maximising Starbucks’ philosophy of ethical practices.
Price: For the meal kits, Starbucks will establish a value-based pricing strategy and offer at a premium but affordable price. 
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Figure 5: Pricing Strategy
Source: (Jain, 2020)
This is how they can reflect the quality of ingredients, culinary design and brand reputation at the same time that they stay competitive in the growing meal kit market. Consumer willingness to pay for convenience, elevated in-home dining and the experience of having the matching coffee will factor into the pricing mix (PWC, 2024). All of these pricing tactics are meant to drive trial, create repeat purchases and reinforce brand value.
Place: Most of this distribution will primarily occur on Starbucks’ existing digital infrastructure, utilising the mobile app, website and powerful data, loyalty system. Moreover, meal kits will be available in select Starbucks Reserves as well as flagship locations and strategic retail partnerships with grocery chains and online marketplaces like Amazon (Starbucks, 2024). It also works with an omnichannel approach that guarantees that Starbucks is accessible on every smart device while maintaining a high-end position.
Promotion: Starbucks's extensive brand equity and storytelling capabilities will be used to promote the new product. Interactive displays, offering loyalty points incentives, recipe teasers and other tips about the kits will help educate customers about the kits in both the in-store and in the app. Limited edition and seasonal campaigns will generate excitement and urgency, with QR codes on kits for tips on accompaniments and pairing while driving traffic to online brewing guide, pairing tips etc.
People: While the meal kits are designed for at-home prep, people are still important throughout customer engagement and support. The meal kits are being introduced into the stores and—in collaboration with Starbucks baristas and in-store staff—explained to customers so the bridge between in-store experiences and home usage is created (Gharib, 2024). In addition, queries about orders, preparation and coffee matches are managed by the Starbucks customer service team via online chat and helpline. 
Process: For the meal kits, the focus would be on operational efficiency as well as the long customer experience. Items such as meal kits will be delivered to customers through a few clicks on the Starbucks app or website, with streamlined delivery services such as same day, next day in large hubs (Starbucks, 2025). The consumption instructions will be clear and the packaging will be aesthetically designed to maintain consistency with Starbucks’ brand aesthetic and to make the cooking experience of the pods enjoyable. Every internal process in sourcing, relocation and logistics will be strictly managed to maintain freshness, accuracy and sustainable practices from the supply chain.
Physical Evidence: Physical evidence with a product as its base is the principal means to reinforce brand quality as a product-based extension. Elegant, eco-friendly packaging with Starbucks’ branding so that the meal kits are recognisable and will result in trust (Embers, 2022). The recipe cards inside and the professional visuals on them will have QR codes leading to instructional videos and coffee pairing notes to reinforce the premium experience. The entire aesthetic standards associated with the Starbucks brand will be reflected in such in-store displays, digital app visuals and promotional materials. This unified brand will boost the perceived value of the new product line and encourage customer faith in the new product line.
Therefore, the strategic implementation of the 7Ps marketing mix helps Starbucks adapt to the application of the 7Ps and the ready-to-cook meal kit market, to fulfil its brand values and position its leadership in the market.
[bookmark: _Toc195898878]Conclusion 
As one of the world leaders in the premium coffeehouse sector, Starbucks actively changes to meet consumers' growing need for high-quality, convenience and immersive brand experience. A strategic brand extension of the company’s identity, which is built on community, innovation and culinary excellence, the introduction of the ready-to-cook meal kits has been curated for coffee pairings. With this initiative, Starbucks embraces its signature café culture in the customers’ home setting, with meals prepared carefully to work with their sensational brews. This report analyses how proposed meal kits align with existing strengths of Starbucks and meet the ongoing lifestyle demands of consumers. Segmentation, targeting and positioning strategies analysis reveals a specific path to reach digitally savvy, quality-conscious consumers. Additionally, the 7Ps marketing mix depicts a comprehensive launch plan with appropriate pricing, promotion, customer engagement and sustainable packaging. As with many extensions throughout the history of Starbucks, a phased one in select markets where Starbucks has a high loyalty and good digital infrastructure is the best thing to do to maximise the impact of this one. There are plant-based or globally inspired kits that would be adapted in the future to widen the audience. As long as Starbucks stays agile and customer-focused, it can regain leadership as not just a coffee brand, but as a provider of a lifestyle experience.
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