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[bookmark: _Toc213426458]1. Introduction and Mission

One of the most prosperous global beverage-alcohol corporations in the UK is Diageo plc. The corporation, which was founded in 1997 because of the merging of Guinness plc and Grand Metropolitan plc, has its headquarters in London and currently controls over 200 international brands, including Tanqueray, Johnnie Walker, Guinness, Baileys, and Smirnoff. Over 27,000 people are employed by Diageo, which has operations in more than 180 countries. The corporation maintains strong on-trade and off-trade ties with pubs, supermarkets, and e-commerce platforms to dominate the premium spirits and beer industries in the United Kingdom.
The goal of Diageo is "to celebrate life, every day, everywhere," which reflects a dedication to inclusive value creation, sustainable growth, and responsible consumption. Its goal is to be the beverage industry's top-performing, most reputable, and trusted consumer goods firm (Comstock, 2025).
This marketing plan's objective is to suggest tactical measures to boost Diageo's sales in the UK market over the course of the upcoming year. It incorporates sustainability and digital transformation while fusing traditional and modern marketing frameworks, such as PESTEL analysis, segmentation-targeting-positioning (STP), Ansoff's Matrix, and the 7Ps marketing mix. Key performance indicators (KPIs) and a balanced scorecard are used in the implementation and management system that completes the plan.

[bookmark: _Toc213426459]2. PESTEL Analysis

External macroenvironmental variables impacting Diageo's performance in the UK beverage industry are identified using a PESTEL analysis.

[bookmark: _Toc213426460]2.1) Political Factors 
The UK alcohol business works under stringent regulatory monitoring, spanning advertising, taxes and licensing. The 2023 alcohol excise duty revision increased excise tax on spirits by 11.5-14.5%, raising cost and pricing pressures for manufacturers. Government-led campaigns such as ‘Drink Responsibly’ match nicely with Diageo’s responsible drinking activities, promoting good brand connotations and compliance with public health policies (GOV.UK, 2023). However, post-Brexit trade obstacles continue to disrupt the import of crucial materials and the export of final products to EU markets, posing logistical and cost issues. However, the UK’s wide network of free trade agreements provides potential long-term benefits, including greater global market access and increased supply chain resilience for manufacturers (Parr, 2025).


[bookmark: _Toc213426461]2.2) Economic Factors 
Mid-range alcohol sales have somewhat decreased in the UK due to ongoing inflation and lower consumer disposable income. Nonetheless, Diageo's robust portfolio of premium and luxury brands has been bolstered by the rising trend towards premiumization, where customers place a higher value on quality than quantity. Concurrently, the growth of direct-to-consumer subscription models and customer desire for convenience are driving the expansion of the online alcohol business. In the face of continuous economic instability, Diageo's size, wide range of brands, and strong financial results offer durability. Despite difficult macroeconomic conditions, the firm is well-positioned to generate value because to its concentration on premium services and digital platforms (UK Parliament , 2025) (Sismanis, 2023).


[bookmark: _Toc213426462]2.3) Social Factors
The way society views alcohol is changing, with younger customers placing a higher value on fitness and health. This change has increased demand for alcohol-free and low-alcohol substitutes. In response, Diageo has made calculated investments, such acquiring Seedlip, the first non-alcoholic spirit brand in history. Consumers today want firms to exhibit strong ethical ideals, such as gender equality, community involvement, and responsible sourcing, in addition to product innovation. These expectations are closely aligned with Diageo's sustainability strategy, "Society 2030: Spirit of Progress," which encourages responsible drinking and beneficial social effect. Diageo increases brand relevance among socially and health-conscious customers by fusing performance and purpose (Diageo , 2019) (DIAGEO, 2025).


[bookmark: _Toc213426463]2.4) Technological Factors
Innovations in technology are changing the way Diageo interacts with customers and reaches new markets. To predict customer preferences, optimise advertising, and improve targeting accuracy, the corporation makes significant investments in artificial intelligence and sophisticated analytics. Using digital storytelling on sites like YouTube, Instagram, and TikTok, Diageo creates immersive, customised brand experiences that increase customer loyalty. Strategic e-commerce alliances like Drizzly and Amazon UK increase accessibility and diversify sources of income. In the meanwhile, cutting-edge packaging solutions, such as smart QR code labels that offer comprehensive brand details and sustainability credentials, improve customer interaction, transparency, and traceability—showing how technology promotes both expansion and consumer trust (DIAGEO, 2024) (DIAGEO, 2025).


[bookmark: _Toc213426464]2.5) Environmental Factors
Diageo's long-term competitiveness and business strategy revolve around sustainability. The firm already obtains all its power from renewable sources at its UK sites and is dedicated to reaching net-zero carbon emissions throughout its direct activities by 2030. Diageo invests in regenerative agriculture programs to promote soil health, biodiversity, and farmer resilience because it recognises that climate change poses serious concerns to raw material supply, especially barley, wheat, and agave. To lower consumption and enhance community access, its focus goes beyond sourcing and includes eco-friendly packaging innovations, circular economy programs, and water stewardship activities. Diageo enhances stakeholder confidence, operational effectiveness, and brand equity by integrating sustainability across the value chain (DIAGEO, 2025).


[bookmark: _Toc213426465]2.6) Legal Factors
Diageo's activities are greatly influenced by the regulatory climate in the UK. To preserve consumer confidence and brand integrity, Scotland's Minimum Unit Pricing (MUP) laws and the Advertising Standards Authority's (ASA) stringent advertising regulations necessitate continuous compliance. New import documentation and labelling requirements brought about by Brexit have raised manufacturing and administrative expenses. However, these difficulties also encourage supply chains to become more localised, promoting resilient manufacturing and domestic sourcing. Additionally, to guarantee complete compliance and safeguard Diageo's image, changing public health regulations—particularly those pertaining to alcohol labelling, marketing, and consumption warnings—require ongoing monitoring. Diageo demonstrates responsibility and responsible company leadership while reducing regulatory risks by upholding strict governance standards (DIAGEO, 2025).

Diageo operates in a highly regulated yet opportunity-rich environment, as the PESTEL study makes clear. Strong consumer trends favouring premiumization, health-conscious choices, and sustainable practices boost the corporation despite economic difficulties and changing laws. Technological innovation keeps opening new opportunities for expansion and consumer interaction, especially in the areas of artificial intelligence, digital marketing, and e-commerce. In the meanwhile, Diageo's proactive commitment to social responsibility, environmental stewardship, and compliance enhances its resilience and reputation worldwide. Diageo is in a strong position to ensure long-term growth, increase stakeholder value, and preserve competitive advantage by coordinating strategic goals with evolving political, economic, social, technical, environmental, and legal dynamics.
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[bookmark: _Toc213426466]3. Marketing Strategy STP analysis
Diageo uses both demographic and psychographic segmentation to divide its global audience. Demographically, its portfolio appeals to different age groups, income levels and cultural backgrounds. An example would be Smirnoff and Captain Morgan often target younger adults seeking fun and accessible experiences while Premium labels like Johnnie Walker Blue Labels and Don Julio attract affluent status-conscious consumers. Psychographic ally, Diageo focuses on lifestyle and occasion-based, casual gathering, segmentation celebrations and moments of personal indulgence. This ensures that each brand has a distinctive purpose and emotional connection Consumers. Diageo employs a different targeting strategy tailoring products and campaigns to suit distinct markets and audience. In mature markets such as the UK and North America, Diageo targets consumers with premiumisation campaigns, encouraging people to trade up to higher-value spirits. In emerging markets like Africa and Latin America, the focus is on accessibility and brand penetration through affordable packaging and localised flavours. By adapting its messaging to the local culture and economic context, Diageo maximises both reach relevance. Each Diageo brand is carefully positioned around a unique value proposition. Johnnie Walker is positioned as a symbol of progress and ambition, encapsulated in its timeless “Keep Walking” slogan. Guinness promotes authenticity, craftsmanship, heritage, while Baileys is positioned as a modern indulgent treat primarily targeting female consumers. Across the portfolio Diageo positions itself as a company that celebrates life’s moments responsibly, combining quality, enjoyment and heritage.

[bookmark: _Toc213426467]3.1) Integrated Marketing Communication
Diageo’s marketing strength lies in its integration of traditional and digital channels to create consistent, memorable brand experiences. Storytelling is central to its campaigns, using emotional narratives that transcend language and culture. For instance, Johnnie Walker’s campaigns frequently feature motivational stories of personal progress reinforcing the brand’s global positioning. Diageo also leverages data-driven marketing to deliver personalised digital experiences. Social media plays a key role with brands like Guiness using immersive storytelling on platforms such as Instagram and YouTube to engage younger audiences. Influencer collaborations and partnership with cultural figures help Diageo remain authentic and relatable. At the same time the company maintains strong visibility through event sponsorships including sports, fashion and music festivals. Its partnerships with events like Formula 1 and the six Nations Rugby Championship enhance brand prestige and global recognition. Importantly, all of Diageo’s communications are anchored in the principle of “Celebrate Life Responsibly” promoting moderation and social responsibility as part of its brand DNA. 

[bookmark: _Toc213426468]3.2) Ansoff Matrix
Ansoff Matrix Diageo’s growth strategy can be explained through the Ansoff Matrix, which highlights its focus on both market expansion and innovation.
•Market Penetration
Diageo continuously strengthens brand loyalty in existing markets through promotional campaigns and limited-edition releases. For example, Guinness regularly introduces seasonal variants to sustain consumer interest.
•Product Development
Innovation drives Diageo’s product strategy. The company frequently experiments with new flavours, low-alcohol and alcohol-free variants (like Guinness 0.0), and premium line extensions to meet changing consumer preferences.
•Market Development:
Emerging markets such as India, Africa, and parts of Latin America present strong growth potential. Diageo invests in local manufacturing, partnerships, and culturally relevant branding to tap into these expanding consumer bases.
•Diversification
Beyond traditional spirits, Diageo has explored new categories such as ready-to-drink cocktails and hard seltzers, appealing to health-conscious and convenience-driven consumers. This diversification allows the company to stay ahead in an evolving beverage landscape.

[bookmark: _Toc213426469]4. Marketing Mix Strategies
[bookmark: _Toc213426470]4.1) The 7Ps
Diageo’s success as one of the world’s leading alcoholic beverage companies is built on a well-balanced marketing mix. The company applies the 7Ps framework-Product, Price, Place, Promotion, People, Process, and Physical Evidence-to deliver consistent brand excellence while adapting to the preferences of local markets.

1. Product
Diageo’s product strategy revolves around offering a diverse and premium portfolio of over 200 global and local brands. These include world-renowned names such as Johnnie Walker, Smirnoff, Guinness, Baileys, Don Julio, and Tanqueray. Each brand is positioned distinctly to target different market segments from affordable mainstream options to luxury spirits.
The company continuously innovates to keep up with evolving consumer trends. For instance, it has launched alcohol-free products like Guinness 0.0, low-calorie cocktails, and ready-to-drink cans to appeal to health-conscious and convenience-driven consumers. Diageo also focuses heavily on packaging design, using elegant bottles and sustainable materials to enhance product appeal and reduce environmental impact.

2. Price
Diageo uses a differentiated pricing strategy, aligning price points with brand image and consumer perceptions of value.
•Premium pricing is used for high-end products like Johnnie Walker Blue Label or Don Julio 1942, reinforcing exclusivity and luxury.
•Competitive pricing applies to mainstream brands such as Smirnoff and Captain Morgan, which cater to mass-market consumers.
•In emerging markets, Diageo employs penetration pricing, offering smaller, more affordable packaging to increase accessibility.

This flexible pricing strategy allows Diageo to maintain profitability while appealing to diverse economic segments across regions.


3. Place
Diageo operates a global distribution network that ensures its brands are available in more than 180 countries. It uses a multi-channel distribution strategy that includes retailers, bars, restaurants, supermarkets, and e-commerce platforms.
The company has embraced digital transformation, with strong partnerships in online retail and direct-to-consumer sales. In addition, Diageo tailors its distribution to local contexts-for example, using small-scale distributors in developing markets to reach rural customers efficiently. Its vast logistics infrastructure ensures consistent supply and product quality across all regions.

4. Promotion
Promotion is one of Diageo’s greatest strengths. The company uses Integrated Marketing Communications (IMC) to build emotional connections with consumers across traditional and digital channels.
Flagship campaigns like Johnnie Walker’s “Keep Walking” and Guinness’s “Made of More” focus on storytelling that embodies resilience, progress, and authenticity. Diageo also heavily invests in digital marketing, influencer collaborations, and social media engagement to reach younger, tech-savvy audiences.
Sponsorships and partnerships play a key promotional role too-Diageo has been involved in global events such as Formula 1, the Six Nations Rugby Championship, and the Premier League. All campaigns are anchored by its commitment to responsible drinking, reinforcing the brand’s ethical image.

5. People
People are at the heart of Diageo’s success-from employees and brand ambassadors to customer service teams. The company invests in training and diversity initiatives to ensure its staff reflect the global communities it serves. Its culture promotes inclusion, creativity, and accountability.
Externally, Diageo collaborates with bartenders, distributors, and local influencers who play a key role in delivering brand experiences. These individuals are trained to embody Diageo’s values of quality, hospitality, and responsibility, strengthening customer trust and loyalty.




6. Process
Diageo’s processes are designed to ensure efficiency, consistency, and sustainability across the entire value chain. From sourcing raw materials to delivering the final product, the company integrates technology and innovation at every step.
Sustainability is a cornerstone of its process strategy. Through its “Society 2030: Spirit of Progress” plan, Diageo aims for net-zero carbon emissions, responsible water usage, and fully recyclable packaging. Its global supply chain management ensures that production meets international quality standards while supporting local economies.

7. Physical Evidence
In the beverage industry, tangible and sensory experiences strongly influence brand perception. Diageo carefully curates the physical aspects of its products-from distinctive bottle designs to elegant labelling that communicates authenticity and heritage.
In bars, retail stores, and promotional events, Diageo creates premium brand environments that reinforce product quality. For instance, the Johnnie Walker Princes Street Experience in Edinburgh offers an immersive journey through the brand’s history, blending digital interactivity with luxury hospitality. Such experiences serve as physical proof of Diageo’s brand promise-premium quality, craftsmanship, and celebration.
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[bookmark: _Toc213426472]5.1) Plan of Implementation
The marketing strategy will be implemented between April 2025 and March 2026.

	Timeline
	Activity
	Responsible Unit 

	Q1 (2025)
	Start a digital "Celebrate Responsibly" campaign and collaborate with Amazon UK to provide premium bundles.
	Marketing & Digital Team

	Q2
	Launch a new line of low-alcohol RTDs.
	Product Development

	Q3
	Open immersive pop-up bars during festivals in the UK.
	Brand Activation 

	Q4
	Analyse the campaign's effectiveness and modify prices and budgets.
	Finance & Strategy



Diageo should establish a structured implementation timeline for a single fiscal year (April 2025–March 2026) to guarantee the effective execution of the suggested marketing plan. The digital "Celebrate Responsibly" campaign, which was created to enhance Diageo's reputation as a socially conscious and customer-focused company, is launched in Quarter 1 (January–March 2025). To engage audiences between the ages of 25 and 45, this campaign will make use of influencer relationships, social media platforms, and targeted digital advertising. To increase accessibility and online awareness in the UK market, Diageo should collaborate with Amazon UK to provide limited-edition collections and premium product bundles (Diageo , 2025).
The firm will concentrate on launching a new low-alcohol ready-to-drink (RTD) line in Quarter 2 (April–June 2025), in response to the rising customer demand for moderate and healthy drinking choices. During this phase, promotional sample events will promote countrywide distribution to pubs, supermarkets, and online retailers.
Diageo should collaborate with music and lifestyle businesses and establish pop-up experiential bars at significant UK festivals and summer events throughout the third quarter (July–September 2025). By enabling customers to interact directly with Diageo goods, these interactive areas will support brand loyalty and experiential marketing objectives (Diageo, 2025).
Diageo will use key performance indicators (KPIs) such revenue growth, engagement rates, and brand recognition to evaluate campaign effectiveness during the fourth quarter (October–December 2025). The next fiscal year's pricing, marketing, and resource allocation will be guided by the insights obtained. Digital transformation (40%), product innovation (30%), promotions (20%), and environmental activities (10%) should be given top priority in budget distribution. By ensuring competitiveness, operational effectiveness, and alignment with Diageo's Society 2030: Spirit of Progress agenda, this balanced allocation promotes quantifiable growth and strengthens the company's dedication to ethical, sustainable, and data-driven marketing across a variety of channels (McPoland , 2025) (Diageo, 2025).

[bookmark: _Toc213426473]5.2) Key Performance Indicators (KPIs) and Balanced Scorecard
To make sure its marketing plan meets its goals, Diageo must monitor progress using accurate Key Performance Indicators (KPIs) backed by a Balanced Scorecard (BSC). Managers may use these tools to keep an eye on performance, make necessary modifications, and convert strategy into quantifiable results. Sales growth is the primary KPI, with a one-year goal of 10% more UK revenue. Goals for digital engagement include a 20% increase in social media engagements, a 5% increase in conversions, and a 25% increase in website traffic. While environmental KPIs target 100% recyclable packaging and a 15% carbon reduction per litre, responsible drinking awareness should achieve an 80% favourable recall. A 15% increase in memberships and recurring business is the goal of customer loyalty. Employee performance is just as important, with a 90% training completion target. By bringing financial, customer, process, and learning views into alignment, the Balanced Scorecard guarantees profitability, efficiency, flexibility, and long-term, sustainable growth.
For Diageo's UK operations, sustainability and environmental KPIs are essential. The company's Society 2030: Spirit of Progress objectives include 100% recyclable packaging and a 15% decrease in carbon emissions per litre. Net Promoter Scores and satisfaction surveys measure brand endorsement, whereas customer-focused KPIs aim for a 15% rise in loyalty program membership and repeat purchases. Marketing performance is also influenced by employee capabilities; at least 90% of employees should participate in training to guarantee they are knowledgeable and driven. By assessing performance from financial, customer, internal process, and learning perspectives, the Balanced Scorecard enhances these KPIs and guarantees profitability, efficiency, and flexibility across all operational domains.
Every viewpoint in the Balanced Scorecard is interrelated: better staff abilities improve internal procedures, which raise customer satisfaction and boost profits. This alignment guarantees that all departments continuously support Diageo's strategic objectives. To make timely modifications to marketing campaigns, pricing, or training programs, quarterly performance reviews should evaluate progress towards goals. Diageo may efficiently monitor both financial and social achievements by combining KPIs with the Balanced Scorecard. In addition to boosting consumer loyalty and preserving Diageo's leadership in the cutthroat UK beverage industry, this methodical approach encourages responsibility, constant development, and sustainable growth (SEC.gov, 2019) (DIAGEO , 2024) (KPI Depot , 2025).










[bookmark: _Toc213426474]6. Conclusion 

This marketing approach highlights that maintaining Diageo's success in the UK requires striking a balance between the company's premium brand identity and changing customer demands for digital convenience, sustainability, and health-conscious options. In addition to identifying political and economic obstacles brought on by taxes and inflation, the PESTEL research highlights important social and technological potential in the expansion of e-commerce and ethical consumerism.
The Ansoff Matrix describes realistic growth paths via product innovation, diversification, and market penetration. Urban millennials and health-conscious individuals are the most lucrative market categories, according to segmentation, targeting, and positioning (STP) study. An integrated 7Ps marketing mix that prioritises product and promotional innovation to boost engagement and distinction may further bolster Diageo's competitiveness.
A strong implementation framework, backed by quantifiable KPIs and a Balanced Scorecard, guarantees that advancements are in line with Diageo's sustainability objective, "Society 2030: Spirit of Progress." Diageo can increase consumer loyalty, strengthen brand trust, and boost operational efficiency by incorporating sustainability, data analytics, and ethical marketing practices into every facet of its business.
In the end, this strategy puts Diageo in a position to continue its leadership in the premium beverage industry and make a significant contribution to long-term social and environmental objectives while achieving a predicted 10% sales rise in the UK market within the next year.
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