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[bookmark: _Toc212995772]1. Introduction 
[bookmark: _Toc212995773]1.1 Background 
The United Kingdom coffee market is one of the most active and competitive markets of the European market which is referred to as a strong growth with strong consumer demand based on high quality, convenience and ethically produced goods (Gosalvitr, et al., 2023). Coffee has become an iconic aspect of British culture, and the chains such as Costa, Starbucks and Pret along with a great number of small cafes have developed a base of loyal customers. In 2024, the UK speciality coffee market generated about USD 5,030 million (£4.0-4.5 billion) and is projected to grow at a compound annual growth rate (CAGR) of roughly 10.7% between 2025-2030 (Grand View Horizon, 2025). 
[image: ]
Figure 1: UK Speciality Coffee Market
(Source: Grand View Horizon, 2025)
The UK consumers are becoming more sustainability-focused, ethical in their sourcing and product differentiation focused on their brand experiences when choosing the coffee products (Robichaud and Yu, 2022). Social media and online review sites represent another important factor in creating the perception of the brand and engaging consumers. However, the increasing prices, changing consumer lifestyles and the saturation of the market are major threats to the brands with regard to retaining customers in the long term (Agu, et al., 2024). Therefore, the critical information regarding the role of branding, sustainability and customer experience in consumer behaviour is needed related to coffee companies aiming to survive in the competitive UK coffee market.
[bookmark: _Toc212995774]1.2 Problem Statement and Rationale
The UK coffee market is still in development as a large market offers unclear challenges to firms struggling to retain their consumers. Branded coffee stores and independent operators are in competition for consumers among the unending changes in product trends, pricing structure and outlet format. UK coffee market’s growth to a £6.1 billion branded-coffee sector in 2024/25, and increasing outlet numbers, consumer engagement and loyalty remain inconsistent amid strong competition and rising consumer expectations (StoneX, 2025).
This research is therefore significant for companies which need to identify the determinants (branding, customer experience, sustainability and digital engagement) that influence consumer engagement the most.  By clarifying these drivers, the coffee brands will be able to develop more successful marketing plans, attract more customers and become more sustainable in reference to their values and consumer concerns. The study will offer practical recommendations to marketers, besides making contributions to the academic literature on consumer engagement in the UK high value foodservice industry. 
[bookmark: _Toc212995775]1.3 Research Aim and Objectives 
Aim 
This study will seek to identify issues that affect consumer involvement in the UK coffee sector, especially how branding, customer experience and sustainability affect consumer behaviour.
Objectives
· To determine the most important factors which make consumers interested in the UK coffee market, both emotional and transactional aspects.
· To assess how branding and marketing approaches can be used to promote consumer loyalty and interest in the coffee market.
· To determine the demographic differences in the level of consumer engagement on coffee brands in the UK, such as age, income, and geographical location.
· To investigate the role of digital platforms and social media in consumer engagement in coffee in the UK, comprising reviews, influencers and online communities.
[bookmark: _Toc212995776]1.4 Research Questions 
· What are the key determinants of consumer interest in coffee brands in the United Kingdom?
· How do branding and digital marketing campaigns influence consumer engagement and loyalty in the UK coffee market?
· How does sustainability and ethical sourcing influence consumer behaviour of coffee brands in the United Kingdom?
· Are there demographic variations in consumer interest in coffee franchises in the United Kingdom?
[bookmark: _Toc212995777]1.5 Scope and Significance 
The UK coffee market is a fast growing and competitive sector in terms of consumer tastes, lifestyles and preferences as it is indicative of the changing consumer tastes and preferences (Gosalvitr, et al., 2023). The research will focus on the explanation of consumer engagement in the UK coffee market, the intrinsic factors that include branding and customer experience, sustainability, and digital media. The study will also include both the big chains of coffee houses and the small cafes to provide a balanced view. The research will be limited to the UK consumers and will examine the impact of emotional, social, and ethical factors in shaping buying choices. The results are likely to have substantive implications on the marketers and coffee companies to help them to create more effective engagement mechanisms, improve customer loyalty and enhance sustainable practices.


[bookmark: _Toc212995778]2. Literature Review
[bookmark: _Toc212995779]2.1 Theoretical Underpinning 
Obilo, et al., (2021), state that consumer engagement is a key construct in the marketing context that can be defined as a construct of affective and behavioural connection between a customer and a brand. It includes how consumers experience and react to the products or services mediated by communicating touchpoints of experience and brand values. Within the framework of the coffee industry, the determinants that precondition engagement include brand image, service quality, sustainability pledges and online interaction. However, Rasool, et al., (2021), identify that the customer engagement theory explains the role of meaningful and interactive relationships between brands and consumers in creating loyalty, satisfaction and long-term commitment. Hence, it is important for effective connection and participatory engagement in promoting the success of brands. In a similar way, Dionysis, et al., (2022) support that the theory of planned behaviour is also relevant as attitudes, social norms and perceived behavioural control are significant in how consumer behaviour is affected by ethically or sustainably sourced coffee.
[bookmark: _Toc212995780]2.2 Factors Influencing Consumer Interest in the Coffee Market
As per the views of Giovane da Silva, et al., (2023), insist on the fact that both affective and transactional factors shape the consumer interest in the coffee market. Feelings of comfort, routine and social identity that coffee provides are part of the affective factors as most consumers view coffee as a part of their lifestyle and mix it with relaxation, productivity, and sharing. On the other hand, Crespo, et al., (2023), also claim that the decisive factor of the formation of emotional attachment is brand image and storytelling as brands convey that they are real, share common values or that they are sustainable which fosters a greater level of emotional involvement. Emotional satisfaction and loyalty are further enhanced with the sensory experience which includes aroma, taste, and ambience.
As Utari and Raditya, (2023), highlighted that transactional aspects depend on the price, convenience, quality, and efficiency of the service. The consumers expect the coffee to be of superior quality at affordable costs, fast service, and easy accessibility through mobile apps. Loyalty programmes, promotional deals and online payment options also influence purchase decisions. However, contrary to this, Barraket, et al., (2022), believe that ethical sourcing and sustainability are both effective and transactional drivers, thus matching the consumer values and product attributes. All these emotional and practical influences impact the extent of consumer attachment and remain with coffee brands in a competitive market.
[bookmark: _Toc212995781]2.3 Branding and Marketing Approaches to Promote Consumer Loyalty and Interest
As Suvattanadilok, (2024), notes, branding and marketing play a leading role in the attraction and retention of customers in the coffee market. A strong brand image can help in consumer recognition and trust. Coffee brands are using logos, packaging, and store design to create a unique image that depicts a strong picture of quality, comfort, and lifestyle dreams. On the same note, Isibor, et al., (2021), argue that a combination of familiarity and emotional connection is achieved through regular branding in all forms including cafes and social media. Marketing tactics such as narration, sustainability communications and involvement in communities give customers a feeling that they are part of the mission and values of the brand.
Moreover, Nasti, et al., (2024), state that digital marketing contributes to loyalty by making consumers updated and active. Social media, influencer partnerships and customer feedback portals can help the brands to develop a two-way communication. Frequent transactions are promoted through loyalty programmes, personalised offers and mobile applications which strengthen the idea of convenience. On the other hand, Tanveer, et al., (2021), propose that emotional marketing with an emphasis on ethical sourcing or collaboration with local businesses reinforces trust and brand love. Coherent branding and marketing programmes can help coffee firms stand out in the competitive market, generate more satisfaction for consumers and build long-lasting relationships.
[bookmark: _Toc212995782]2.4 Research Gap
Though many studies have already been done on the coffee consumption and brand loyalty, few studies are conducted on how effective, digital, and sustainability factors influence combined consumer engagement in the UK coffee market (Gosalvitr, et al., 2023). The majority of the extant studies focus on a global or regional trend as opposed to UK-specific consumer behaviour. There are a limited number of studies exploring the interaction between branding, customer experience, and ethical practices in both emotional and transactional engagement formation (Barraket, et al., 2022). Furthermore, limited literature has examined the impact of social media and online platforms on loyalty in the UK coffee sector. Thus, this research aims to fill in these gaps by providing up-to-date, UK-oriented consumer engagement knowledge.



[bookmark: _Toc212995783]3. Methodology 
[bookmark: _Toc212995784]3.1 Research Paradigm 
The current research is based on the quantitative research design according to the Saunders Research Onion. The philosophical approach will be positivism as it will help to address the question of the study, focusing on the observation of facts and the analysis of measurable data to identify patterns and relationships. In this paradigm, the study is objective and numerical data which can be analysed statistically will be collected (Ghanad, 2023). As a result, a deductive approach is used through which the study will begin with the theories about consumer interaction and branding that are available which are later tested by using the data collected among the consumers of coffee in the UK. This process makes it easy to confirm or reject the hypothesis on how branding, sustainability and digital marketing affect consumer loyalty and interest.
Primary data will be collected through a structured online questionnaire that has closed-ended questions with rating scales. The participants will be the UK coffee consumers in both the branded and independent coffee outlets. The accumulated data will be interpreted through descriptive and inferential statistical procedures in order to explain the patterns and the relationship between variables (Taherdoost, 2022). The design will ensure reliability, generalisability and objectivity and hence make it appropriate in the analysis of consumer engagement patterns in UK coffee market.
[bookmark: _Toc212995785]3.2 Data Collection Process
The survey strategy will be used to collect primary data in which a questionnaire will be drafted in a structured way to bring out quantitative information of consumers in the UK coffee industry. The tool uses closed-ended questions utilising a five-point Likert scale to find out the consumer perceptions towards branding, sustainability, digital marketing and engagement.
Random sampling will be further adopted so that all the participants will have the same probability of selection. The advantage of this methodological decision will be to reduce bias and increase the reliability of the results (Osunbor and Ofobruku, 2023). The sample of the survey will focus on about 120 to 150 coffee consumers who will have various backgrounds such as those who frequent the branded coffee chains and those who visit the independent cafes in the UK. The information will be gathered on the Internet through the use of such tools as Google Form. The next analysis step will be to use the descriptive statistics to reveal the patterns and relationships that explain consumer attendance in the UK coffee market.
[bookmark: _Toc212995786]3.3 Data Analysis Process 
The descriptive methods of analysis of survey data will be implemented with the help of the Statistical Package of the Social Sciences (SPSS). The data will be summarised and displayed in a clear and understandable way in tables, charts, and graphs by descriptive analysis. Frequency, percentage, mean and standard deviation will be taken to focus on the trends and patterns of consumer responses. The accuracy and reliability of the data will be ensured with the help of SPSS which offers efficient organisation and interpretation of the data (Hendren, et al., 2023). TIn addition, Pearson’s correlation analysis will test the relationships between branding, sustainability, digital marketing, and consumer engagement. Multiple regression analysis will also assess how these independent variables predict overall consumer engagement levels. The SPSS-based descriptive analysis will therefore provide practical information in support of the making of conclusions and recommendations about improving customer engagement strategy in the UK coffee industry.
[bookmark: _Toc212995787]3.4 Ethical Considerations 
The study complies with the ethical standards that will be aimed to secure the rights of participants and their privacy (Pregoner, 2024). The purpose of the study will be to provide all the respondents in clear manner and inform them that they have the right to withdraw at any stage. Participation is not compulsory and no personal identities have been provided. Ethical approval will be obtained from the University Research Ethics Committee before data collection begins. All participant responses will remain anonymous and confidential, ensuring privacy and compliance with university ethical standards.


[bookmark: _Toc212995788]4. Expected Findings 
It is expected that branding, sustainability and digital marketing will show a significant positive influence on consumer engagement and loyalty. Correlation and regression results are anticipated to confirm strong relationships between these factors. Differences may also appear across demographic groups, highlighting how age or income affects engagement levels within the UK coffee market.
In addition, it is estimated that digital platforms and social media will be influential in the formation of consumer attitudes and buying behaviour. Customer trust and engagement are likely to be strengthened through online reviews, influencer marketing and interaction with the brand. The demographic variables, especially age and income can respond to branding and sustainability messages differently. Thus, the research will provide useful results that will influence the marketing of coffee brands and enhance customer relationships.


[bookmark: _Toc212995789]5. Limitations 
The main weakness will be related to the usage of online surveys which can cause biases in responses as some of the participants can answer less honestly or rush to complete the items (Spencer, et al., 2022). To address this, the questionnaire will be designed in such a way that it is brief and the items are clear to contribute to accuracy and precision. Use of self-reported survey data may limit the ability to establish causal relationships, even when applying correlation and regression analyses. Results will therefore be interpreted as associations rather than direct causes, maintaining objectivity and transparency.


[bookmark: _Toc212995790]6. Timeframe
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Figure 2: Gantt Chart
(Source: By Author)


[bookmark: _Toc212995791]7. Conclusion 
The proposed research will aim to examine the key factors that impact consumer participation in the UK coffee market which will focus on the following key factors such as branding, customer experience, sustainability and digital interaction. By adopting a quantitative research design that is based on surveys and descriptive statistical analysis using SPSS, the research will provide accurate and quantifiable facts. The expected results will help coffee brands identify the sources of loyalty and interest in the UK consumers. By outlining the factors of emotional and practical engagement, the research will provide practical suggestions on operationalising the marketing strategies, customer relations and promoting sustainability in the competitive UK coffee market.
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