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Executive Summary
The purpose of this report is to develop a digital marketing strategy for Starbucks to promote existing products and services to a new market segment: Urban professionals (busy) in the UK. Starbucks has strong brand recognition and a large customer base. Still, there is clearly an opportunity to reposition its current offerings in a more relevant way for those individuals whose daily lives are adversely impacted by time constraints, commuting and convenience. This market includes office workers, hybrid workers, freelancers, and other types of professionals working/living in large cities throughout the United Kingdom.
The proposed campaign will focus on Starbucks strengthening its relevance to busy professionals by being perceived more directly as an efficient, reliable, and digitally convenient business. Busy professionals tend to place a high value on fast service, consistent quality, easy ordering, and reward programs. Starbucks is well-positioned to satisfy these needs via its mobile app, rewards program and urban locations; therefore, this campaign is realistic as it leverages current offerings vs creating a new product.
This report will first outline why Starbucks was chosen as a target business for this segment of the market. It will then discuss the application of segmentation, targeting, and positioning theory to define the intended audience and develop an appropriate market position. Finally, it will propose a digital strategy that consists of mobile app marketing, social media marketing, email marketing, and paid digital advertising. The rationale for selecting these channels is that they reflect the lifestyle and digital behaviour of working professionals. The report identifies how the campaign's success will be measured according to some key performance indicators (KPI) identified as app usage, conversion, repeat buying and customer retention.
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Introduction & Background
Digital technology has changed the way consumers search for products, compare brands and buy goods. Technology, economy and society are influential factors on consumer behaviour in the EU Digital Market, and lead to consumers being informed and responding to communications online (Androniceanu et al., 2020). Expectations of digital consumers have also increased due to digital consumers wanting fast, easy and relevant brands (Bartosik-Purgat and Filimon, 2022). Businesses must create digital strategies aligned with customers' habits and preferences.
Starbucks operates in a very competitive marketplace, where the success of a company can often lead to the overall success of the business based on customer experience and convenience. Starbucks has a strong physical presence in city centres, transport hubs and commercial centres in the UK, as well as developed a digital presence, such as app ordering and loyalty rewards. Simply having brand awareness is not enough in this type of market. As consumers can easily move from one business to another, there is more focused targeting needed to ensure that Starbucks is relevant and responsive to certain market segments.
The intended new market for the campaign is professional, busy urban workers, aged around 25 to 45, whose ordinary places of work determine the courses of their daily lives and how they commute and how much time they can spend in non-work-related purchases. These buyers generally make purchases based on routine and will continue to do so; there are three key influences on them - how convenient, how reliable and how fast. As a result of Starbucks offering products and services that are aligned with their lifestyle preferences, including coffee, breakfast options, lunch products, mobile ordering and pickup, they represent an important market segment for Starbucks.
The impact that digital marketing has on consumer behaviour and their decision-making process is profound, particularly if the digital marketing connects the product with their real-world practical needs (Figueiredo et al., 2025). Starbucks not only markets coffee to consumers; it markets an essential component of their daily lives. A well-orchestrated targeted digital marketing campaign could advance this proposition. By representing Starbucks as a convenient and dependable work solution, the digital campaign reinforces this message.
The basis of the campaign has also been corroborated with customer journey theory. Consumer perceptions develop across the various customer touch points linked with a purchase throughout the continuum of the customer experience, and not as a point-in-time transaction (Lemon and Verhoef, 2016). Starbucks possesses the necessary digital and physical systems to manage these touch points efficiently; therefore, the campaign is a viable market development strategy that has leveraged an existing service to develop a new, defined market.
Segmentation, Targeting and Positioning
Segmenting a market provides important insight in respect of developing an effective marketing plan because it helps clearly differentiate between those consumers who possess the same need and/or characteristics while creating barriers to market entry (Hossain et al., 2024). Segmenting the market enables Starbucks to identify the types of consumers most likely to respond positively to a marketing campaign focused on convenience, digital service and speed. This target group is appealing because they have high levels of spending power and a consistent need for coffee. Professionals working in urban environments typically purchase food and beverages multiple times each week (especially when commuting, during their lunch break, and while on-site), so their purchases are determined not only by demographics but also by their existing habits and routines as well as external demand (Sroka, 2020). Thus, Starbucks can effectively advertise itself based on how useful its products are for everyday use.
Targeting refers to the selection of a target market and development of strategies that are suited to that market (Sharma et al., 2021). Starbucks should focus on urban professionals who are habitual coffee consumers and comfortable with using technology for making their purchases through an app, which is critical to its success due to this customer segment's propensity to purchase on a repeat basis and respond positively to app-based services, convenience messages and personalised rewards.
Positioning refers to how a brand is viewed in relation to other brands. A company must be well-positioned in the digital marketplace today, as consumers are able to quickly compare other products to each other and can easily switch from one provider to another (Maulana et al., 2023). Starbucks should promote itself as a high-quality coffee brand and an easy-to-use digital service that rewards busy professionals with extra time and maximised productivity daily.
Starbucks’ market position is based on a combination of emotional and functional value. Functionally. Starbucks provides speed, app ordering, convenient locations, and consistent product quality; emotionally, Starbucks provides familiarity, control, and professionalism. Research indicates that successful market positioning is predicated on the combination of functional benefits and symbolic meaning (Domzal & Unger, 1987). Therefore, Starbucks is much more than a coffee retailer; it can be counted on to be a reliable component of the professional working day.


Digital Marketing Channels for the Marketing Plan
The campaign will deploy multiple digital channels to effectively reach busy urban professionals and support their customer journey from awareness to repeat purchase.
1. Mobile App Marketing
The Starbucks app will be the primary vehicle for the campaign. The app will promote mobile order, saving preferences, digital payment, award programs based upon performance and location-based offers. Relevance exists as the professional segment of the target market is motivated to reduce wait time and make routine purchases more convenient.
2. Social Media Marketing
Starbucks will connect with busy urban professionals through Instagram and LinkedIn. Through Instagram, Starbucks will show visuals of how Starbucks is an integral part of a productive and convenient urban day; LinkedIn is a site to reinforce the relevance of Starbucks to the professional routine and working culture in urban environments.
3. Email Marketing
Personalised email messages will promote breakfast combinations, weekday lunch specials, and reminders of awarded loyalty points. Timing of messages to coincide with the professional segment's weekday behaviours will enhance the effectiveness.
Digital ads that are paid for include advertising on social media and on the search engines of some of those digital channels. The use of these channels can provide a level of precision in terms of the target audience’s interest, behaviour and when they use or experience those channels, thus allowing for more targeted campaigns.
Starbucks selected paid digital channels to assist them in connecting with the digital behaviours of their target audience and to engage them across various touchpoints. The integration of multiple digital channels helps improve both engagement with the target audience and the performance of those digital channels in the delivery of Starbucks’ campaigns; however, the structure of their Starbucks implementation across all channels also makes these digital channels strategically effective by assigning each channel a specific function to fulfil in their campaigns (Boufim & Barka 2021).
A very important digital marketing tool for Starbucks is the app. This app acts as the point of connection amongst all three components of the customer experience: communication, purchasing and loyalty. For example, the first time a customer sees an ad for Starbucks through social media, and subsequently downloads the App, places an order through the App, continues to purchase items because of the rewards associated with that App, creates a seamless journey for that customer. The value of personalisation in the marketing strategy is also notable because the effectiveness of digital experiences can be maximised and optimally delivered to the customer when the digital experience integrates directly with their preferences, behaviours and locations (Martin et al., 2023). By sharing information regarding a customer's previously purchased items/image, Starbucks will be able to recommend items to them, refer them to the stores in proximity to them and provide them with offers specific to certain times; therefore, enhancing the overall effectiveness and relevance of the marketing campaign to that customer.
An appropriate campaign slogan for Starbucks could be "Your Day, Made Easier.” This slogan embodies the core values expressed by the target audience: convenience, efficiency and dependability. 



Evaluating the Effectiveness of Marketing Plans
To evaluate the success of a campaign, it is essential to measure it against digital performance metrics. Measurement is crucial for Starbucks to know if it is achieving its goals and, if not, areas of potential improvement. Digital marketing allows real-time data access, making it very easy for Starbucks to follow user behaviours and adjust its strategy (Wild Ali & Ortega-Gutierrez 2025). 
Awareness would be one of the most important metrics to assess the success of the marketing plan. Starbucks needs to know whether the marketing plan is reaching busy urban professionals in major urban centres. To determine awareness, a Starbucks marketing plan needs to monitor impressions, click-through rates (the number of times an advertisement was clicked), and social engagement (Twitter, Facebook, etc.). These three metrics will assist Starbucks in determining the visibility of the marketing plan and initial interest. These metrics will be critical at the beginning of a campaign where the purpose is to improve the relevancy of the Starbucks brand to the target market.
The second most important metric for determining the marketing plan's success is conversions caused by Starbucks digital communication. The objective is to convert mobile app downloads to app sign-ins, to place food/beverage orders on a mobile app, and to redeem offers. Conversions will determine if Starbucks's digital communication generated action. As the marketing plan is designed around convenience and placing orders digitally, conversions will be the primary focus for measuring the success of the overall campaign. 
Finally, retention is important because the lifetime value of this segment is dependent on repeat purchases at Starbucks. For this reason, Starbucks should monitor repeat purchases (is an individual ordering multiple times per week), loyalty point usage (advancing to different levels of loyalty based on volume of drink purchases), order frequency (number of total orders per month by individual) and customer lifetime (the total value of an individual over his/her purchasing history at Starbucks). A successful marketing plan will create both an opportunity to gain new customers from the busy urban professional segment and to retain these busy urban professional customers as regular customers weekly.
Analysis of the complete customer journey must also be evaluated, as the success of the overall campaign is dependent upon the ability of all of the different touchpoints to connect to one another to provide a consistent experience to customers. Starbucks needs to provide a positive customer experience throughout the entire customer journey. If Starbucks can develop a successful advertising campaign or digital marketing program, it will not be able to generate sales if customers have a poor experience when using the app or picking up their order at a Starbucks store (Lemon & Verhoef 2016). Metrics such as Google Analytics, app dashboards, and email reports can be used to track all of the metrics related to the marketing plan in order to improve the results from the marketing plan. Return on investment can then be evaluated by comparing the cost of the overall marketing plan (advertising, app development and maintenance, etc.) against the total value of the increase in sales and increased customer retention from Starbucks customers.
Conclusion 
This report has provided an outline for a digital marketing plan targeting the busy urban professional market segment in the United Kingdom for Starbucks. The reason for targeting this market segment is based on the increase in digital consumer behaviour, the increase in consumer expectations around convenience, and the importance of integrated customer experiences. Starbucks is well-positioned to reach this market segment due to its existing store network, digital capabilities, and highly recognised brand.
The report identifies how Starbucks can use segmentation, targeting, and positioning to identify a valuable market opportunity and provide a very clear overall strategic direction. For example, the busy urban professional market segment provides Starbucks with an attractive target audience, as there is a high frequency of purchases, a high dependence on convenience, and a high propensity towards using digital tools for the purpose of gaining efficiencies in their time.
A digital marketing plan around mobile app advertising, social media, email, and paid advertising will provide Starbucks with the best communications platform to provide the most benefit to this market segment.
To effectively measure the success of the Starbucks marketing plan, Starbucks should measure the success of the marketing plan on awareness, conversion, and retention metrics to monitor the success and subsequently improve the overall campaign. Overall, the marketing plan provides Starbucks with a very practical and realistic opportunity to increase the loyalty of customers and increase their frequency of repurchase within a highly competitive urban environment.
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