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Starbucks is a global coffeehouse brand with an excellent reputation and recognised coffee drinks and unique gifts of a cafe atmosphere. The company was founded in 1971 in Seattle, and now it has developed on a global level and has built a solid brand, which is based on quality, innovation, and customer experience (Starbucks, 2026). Starbucks has managed to establish itself as a coffee company beyond a coffee provider through the establishment of a lifestyle based brand that promotes social interaction and personalisation. In the intensely competitive coffee market, digital presence has also become very significant since people use online platforms as the means of learning about products and communicating with brands. 

This report aims to create a digital marketing strategy at Starbucks and target the younger generation Z based on social networks, especially Instagram and Tik Tok (Hinson et al. 2024). This is a very active demographic that is very susceptible to online content and trends. The report discusses the rationale of the campaign, the segmentation, targeting and positioning strategy, the digital marketing channels that have been chosen, and the approaches to the measurements of the campaign success (Chaffey and Ellis-Chadwick, 2022).

[bookmark: _tdwuqr7lo8l][bookmark: _Toc224064830]2. Justification of the Digital Marketing Campaign
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The generation Z, which can generally be described as people born in the period between mid-90s and early 2010s, is one of the most influential consumer groups in the modern market (Prasanna and Priyanka, 2024). With this population group joining the work force and higher education, their purchasing power is increasing and thus they provide a good target market to the international brands. The studies have shown that the consumers of Generation Z are highly connected and spend a lot of time online and engaging with the brands via the digital platforms (Espejo et al. 2024). Their consumption trends are highly influenced by the trends that are going on in social media, recommendations by peers and images that are appealing to the eyes and this has altered the fundamental approach of marketing strategies by companies.

In the case of Starbucks, attacking Generation Z is an excellent chance to enhance brand loyalty among younger customers and at the same time ensure market relevance in the long run. It is the demographic that appreciates brand experiences, genuineness, and word-of-mouth moments, especially in the lifestyle segment of food and beverages. The coffee culture has over time been linked to social identity and expression online and consumers often post about their purchase and experiences online on social media (Azahra et al. 2024). This kind of digital sharing culture best suits the Starbucks products such as seasonal drinks and personalized drinks.
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One of the key parts of digital marketing in the contemporary setting is social media marketing. Instagram and Tik Tok provide brands with an opportunity to engage directly with consumers via visual content, interactive opportunities and community-based engagement. In contrast to traditional advertising, social media enables brands to build a two-way communication with the audiences and invites them to participate, share, and discuss products and experiences (Siluo, 2025).

Instagram is also highly suitable to visually oriented products like Starbucks as it enables companies to present aesthetically appealing images, short movies, and lifestyle posts. Instagram Reels, Stories, and user-generated material are some of the features that give brands chances to stay in constant contact with followers. Equally, Tik Tok has become one of the most rapidly expanding online platforms particularly among the young demographics. The emphasis on video content that is short, viral challenges, and the discovery feature through the algorithm make it a potent tool in making the brand more visible and reach new audiences (Theodorakopoulos, Theodoropoulou and Klavdianos, 2025).

In the case of Starbucks, the use of Instagram and Tik Tok can be used to increase brand awareness, customer attention, and the potential to create a viral reaction with regards to its products. 
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To make the suggested digital marketing campaign effective, there should be clear objectives, which need to be formulated according to the SMART framework in which the objectives should be specific, measurable, achievable, relevant, and time-bound (Chaffey and Smith, 2022).

The initial goal is to ensure that brand engagement amongst the Generation Z consumers would grow by 25 percent both on Instagram and TikTok within six months in the campaign. The levels of engagement will be analysed by such metrics as likes, commenting, sharing, and video interactions. It is necessary to increase the engagement levels since the latter reflect the level of consumer interaction with brand material and is the predictor of the efficiency of online communication strategies (Ciunova-Shuleska et al. 2024). 

The second goal is to grow the number of followers of Starbucks among Gen Z on Instagram and Tik Tok by 20 percent in the course of the campaign. The increased number of followers will increase the digital presence of the brand and offer the chance of long-term customer relationships due to an ongoing content commission.

The third aim is to enhance customer visits and internet interaction with Starbucks promotions by persuading the consumers to taste some of the beverages featured in the campaign. It might be provided with the use of digital promotions, influencer cooperation, and interactive content that will make people want to visit Starbucks shops and tell their stories online (Hinson et al. 2024).

These goals combined will offer a clear strategic path program of the campaign and will enable Starbucks to measure the success of their online marketing to the group of Generation Z consumers.
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Market segmentation is a process of splitting the wide market into a small number of groups that have similar attributes in order to be able to market them in a better way. In the case of this campaign, Starbucks can use demographic, geographic, psychographic as well as behavioural segmentation to determine the right consumers (Kotler and Armstrong, 2023). 

Demographic segmentation has to do with age and life stage. The most significant group to target in this campaign includes people between the age of 18-25 as they constitute a significant percentage of the Generation Z. These consumers consist of university students and the young professionals who are more active on the internet and are often exposed to brands via the internet.

Geographic segmentation takes into account the location of the consumers. The Starbucks stores are often located in the cities where the level of demand is quite high on the convenience and high-quality coffee experience (Formánek and Sokol, 2022). The urban consumers would be targeted because the consumers are the youths, and they frequent the cafes as either a daily routine or social activity.

Psychographic segmentation concentrates on lifestyle, interests and values (Bhat et al. 2025). Most of the Generation Z consumers are concerned with social interaction, creativity, and self-expression. They are also very active participants within the social media culture and tend to select the brands that fit their personal ideals such as sustainability and ethical behaviour. These preferences are in line with attention to personalised beverages and sustainability efforts that Starbucks pays attention to.

Behavioural segmentation takes into account consumer behaviour and brand contacts. Generation Z customers tend to buy coffee as a social or lifestyle activity and they post them on the internet (Azahra et al. 2024). They are also very digital-sensitive and they will find products in the form of content on social media, suggestions by influencers, and online trends.
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According to this segmentation analysis, the main target group to focus on in the campaign is the consumers of Generation Z (between 18 and 25). This audience is especially applicable due to its high level of activity in social media and its willingness to be digitally engaged. By focusing on this group, Starbucks will gain more brand exposure and develop long-term relationships with young people (Quliyev and Akbarov, 2025).
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Starbucks will brand itself as an exclusive fashionable brand with a social and sharable coffee experience. By creating attractive drinks and dynamic content on social media, the brand will be able to attract the Generation Z customers that appreciate aesthetic and interactive experiences. Starbucks distinguishes itself in terms of high-quality products, customisation, and robust brand identity based on the lifestyle and community, as compared to other coffee chains (Kamil and Widodo, 2023).
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The proposed digital marketing campaign will use Instagram as one of the main platforms as it is highly popular among the consumers of Generation Z. The platform is very visual and it gives brands the option of showcasing products in a very appealing way. Starbucks can use visual storytelling to emphasise on their lifestyle experience with its drinks such as the cafe setting, seasonal beverages and customer experience with its drinks (Mandung, 2024). Professional photos and original descriptions can be used to reinforce the brand image and to get people to interact.
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Tik Tok is a significant channel to appeal to generation Z audiences because it is based on creative and viral short-form video content (Salwanisa and Wikartika, 2023). TikTok means that Starbucks can initiate viral challenges where the users are to share their stories about their coffee experience or customisation of the drinks. These obstacles may make it more visible because users can generate and distribute information about Starbucks products.
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Influencer marketing will be significant in enhancing the campaign coverage. The Starbucks company can also partner with the content creators in Generation Z that have a high level of contact with younger audiences. Specifically, collaboration with micro-influencers may help their partnership be less formal and strengthen their credibility because their recommendations add credibility and can be more relatable to the followers (Munam et al. 2025).
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The campaign will also target interactive contents that are aimed at getting the audience involved. This can be in the form of polls, comment prompts and challenges that ask users to reveal their favourite drinks at Starbucks. Promotions on beverages are limited editions which create buzz and can be shared on social media. Also, behind-the-scenes type of content where drinks are made, or the experience of the baristas may give the audience a real and engaging look at the brand (Luttrell, 2025).
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Starbucks should track a number of key performance indicators (KPIs) in order to calculate the effectiveness of the proposed digital marketing campaign (Kufile et al. 2022). These metrics will aid the assessment of the campaign in terms of its ability to reach and interact with the Generation Z consumers. Engagement rate is one such important metric as it quantifies the degree of engagement that the users of the content have with the content in terms of likes, comments, and shares (Ciunova-Shuleska et al. 2024). Large involvement implies that the content of the campaign is interesting and attractive to the target audience.

The other indicator is the growth of the followers on Instagram and Tik Tok. The growth in the number of followers proves that the campaign is effectively spreading the digital presence of Starbucks among Gen Z users. Video views should also be taken into account, especially in Tik Tok and Instagram Reels, where the most significant part of the campaign is played by the short-form video content. The huge number of views indicates high visibility and interest of the audience (Chaffey and Smith, 2022).

Also, conversion rate is going to be tracked in order to evaluate the effectiveness of digital interaction to the subsequent customer behaviour, including going to Starbucks shops or responding to promotional activities. The traffic of websites (through social media links) can also give an understanding of the effectiveness of the campaign in making consumers access Starbucks products and promotions online (Muralidhar and Lakkanna, 2024).
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Starbucks can use a number of digital analytics tools to monitor these metrics. Instagram Insights allows marketers to assess the performance of posts and stories, which gives them access to data about the engagement, reach, and audience demographics (Divya, Mehta and Rayi, 2023). On the same note, TikTok Analytics provides data on the number of views on videos, audience engagement, and the number of followers, which can determine which type of content best works. Measuring the traffic of the sites and monitoring the role of social media campaigns in the online interactions and conversions can also be done using Google Analytics (Sabla and Gour, 2024).
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Monitoring the campaign performance continuously is a necessity to guarantee the success in the long run. Through the analysis of engagement patterns and the responses that viewers give, Starbucks can make changes to improve the content strategy to concentrate on the most effective formats and themes. Consistent review enables the brand to streamline its online marketing efforts and make sure the campaign is relevant and interesting to the consumers of the Generation Z (Kufile et al. 2022).
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In this report, a digital marketing campaign aimed at enhancing the engagement of the generation Z consumers on Instagram and Tik Tok with Starbucks was proposed. The campaign is founded on the identification that the younger consumers are strongly influenced by digital content and social media interactions. Through the use of segmentation, targeting, and positioning, Starbucks will be able to concentrate on the consumers in the age group of 1825 who actively use the social media channels and are keen on lifestyle-based experiences of the brand.

Moreover, the report emphasised the need to monitor campaign performance using key performance indicators, including the number of engagements, followers, and video views. Through analysis of data with the help of digital analytics tools and constant improvement of content strategies, Starbucks will be able to streamline its marketing activities and maintain good relations with younger consumers. Altogether, the suggested campaign will show that using digital marketing techniques can boost brand interaction and contribute to long-term development in a more digitalised market.
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