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[bookmark: _Toc214203957]Introduction
This marketing portfolio is meant to create a new sub-brand at Starbucks that will be responsive to the new global consumer trends and growing demand of culturally enriched experience-based coffee products (Starbucks, 2024). My work is proposing a new brand called Starbucks FUSION, which is going to implement internationally inspired flavours in its drinks, which is based on the research that has demonstrated increased popularity in authenticity, cultural narration and premium experiences with specialty coffee (Samoggia and Riedel, 2019; Guimarães et al., 2018). Having found that consumers have now started attaching importance to the immersive brand encounter complemented by digital interaction, Starbucks FUSION integrates worldly flavour stories with interactive features - a factor, as it turns out, that makes customers connect with the brand more, and it makes them perceive it as more valuable (Lima, Teixeira and Moreira, 2023; Zeng, Xing and Jin, 2023). My portfolio is organized into four major sections which include: an STDP analysis, a critical analysis of the marketing mix, a promotional poster, and a reflective narrative of the branding and pitch development process. These factors combine to outline a consistent approach towards the entry of Starbucks FUSION into the international coffee market that is also highly competitive.
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[bookmark: _Toc214203959]1.1 Segmentation strategy
To determine the ideal customer, Starbucks FUSION divides the things into demographic, geographic, psychographic, and behavioural segmentation. They are aiming at individuals between 20-40 years, more so students, young graduates and the internationally focused individuals that are fond of specialty drinks. These individuals are hooked to sample high-quality flavours and willing to pay to get unique experiences (Bager and Lambin, 2020). Geographically, it bashes best in the multicultural cities and traveling hub where the culture of food and drink already exists. Such cities as London, Manchester, and Birmingham are high-density mixed-culture areas and have high cafe atmospheres (Guimarães et al., 2018).
On a psychographic level, Starbucks FUSION is wholly appealing to us who are open minded, culturally inquisitive and enjoy sharing our globally branded identity with what we drink. The study indicates that brand storytelling and immersion have a strong influence over these students and that they are attracted to products that have emotional or cultural connotation (Lima, Teixeira and Moreira, 2023). Next in line of demand is the fact that online interactive components enhance interaction and leads to repeat visits, including the younger demographic (Zeng, Xing and Jin, 2023; grazitti, 2025). By combining these segmentation variables, Starbucks FUSION identifies a segment motivated by authenticity, exploration and experiential value.








Table 1. Segmentation Variables for Starbucks FUSION
	Segmentation Variable
	Description
	Application to Starbucks FUSION

	Demographic
	Age, income, occupation, lifestyle
	Targets young adults aged 20-40, students and professionals with mid-to-high income who prefer premium and innovative beverages.

	Geographic
	Country, city type, population diversity
	Focus on multicultural urban areas such as London, Manchester, Birmingham, and international airports where global flavours are in high demand.

	Psychographic
	Values, interests, personality traits
	Appeals to culturally curious, open-minded consumers who value authenticity, exploration, creativity and experiential consumption.

	Behavioural
	Usage rate, loyalty, digital habits
	Targets frequent café visitors, Starbucks Rewards users, mobile app customers and social media active consumers who enjoy personalised digital content.
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Starbucks FUSION is pursuing a differentiated targeting strategy and focusing on those customers most into culture and perceiving coffee as a high-upscale experience. These are the individuals who appreciate individual vibes, international blend and narration in beverages. These are all the trends of specialty coffee that emphasize on the handcrafted quality, authenticity, and storytelling (Samoggia & Riedel, 2019). It is rational to pursue this niche since they are loyal and willing to spend money on a drink that seems culturally rich (Bager & Lambin, 2020). In addition, they are mostly in urban areas where Starbucks enjoys strong communities and, consequently, the risk and cost of opening a new idea decrease.
Also, this group is completely digital and responds to the interactive experience through mobile applications. The existing digital system that Starbucks has today, such as loyalty program, mobile order, and personalized rewards, provides us with a good foundation to reach them (Teepapal, 2024). A targeted approach will allow Starbucks FUSION to shine a light on the shoppers most prone to adoring and caffeinate on culturally modified, experience-based beverages propelled by digital slogans (Kim et al., 2020).
[bookmark: _Toc214203961]1.3 Differentiation strategy
Starbucks FUSION is unique in that it emphasizes on cultural authenticity, experience storytelling, and the digital experience. To start with, Starbucks has the world-themed beverages such as matcha-espresso mixes or spice-flavored lattes that are available to the ordinary consumers yet exhibiting the true cultural energy. Scholarly proves the theoretical idea that authenticity reinforces brand worth and emotional appeals, particularly in international cuisine (Riefler, 2020).
Second, Starbucks FUSION relies on QR-based story cards to deliver narrative-based experiences showing origin stories, ingredient stories, and cultural meanings. It has been revealed that digital storytelling improves the level of emotional involvement and increases consumer-brand relationships (Lima, Teixeira and Moreira, 2023). 
Third, the brand uses more interactive tools like AR filters and personalized suggestions within the Starbucks app, which recent studies consider enhancing immersion and customer satisfaction, particularly in young audiences (Zeng, Xing & Jin, 2023; Morgan-Thomas, Dessart & Veloutsou, 2020). All these differences make Starbucks FUSION a more cultural and immersive experience than the mainstream competition and even the classic Starbucks drinks.
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Figure 1: Perceptual Positioning Map for Starbucks FUSION (Source: Self-developed)
Starbucks FUSION has the effect of being a very high-quality yet affordable coffee experience, which allows you to enjoy the world with flavour. The brand advocates cultural authenticity, creativity and online interactions as the pillars to its value proposition. Starbucks FUSION is more in-depth in their experiential and cultural value in comparison to mainstream chains, such as Costa and Pret which are more convenience focused. Even the free-standing specialty cafes might nail authenticity, yet they fall short of the tech ecosystem and the worldwide grasp that Starbucks possesses.
Assuming a plotting of a perceptual map, it might be seen that Starbucks FUSION would be rated high in the field of the experience and the authenticity of the culture; it is a unique drink that is not like the rest of the Starbucks beverages, or the mass-markets offer. It falls in between the mainstream access and the speciality coffee in terms of sophistication (Hemalatha, Amulya and Lalitha, 2024). This stand supports the Starbucks mission to create valuable experiences across the world and enhances the brand name in a high quality, experience-based market.
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Figure 2: STDP Process Flow Diagram (Self-developed)
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Product
Starbucks FUSION is shelving an entire range of world-inspired beverages, believe it or not, Tokyo Matcha Mocha, Istanbul Spice Brew and Havana Chill Latte. I highly value those exotic tastes that combine international experiences with the high-quality standards of Starbucks as people desire something original and adventurous (Hamdan et al., 2022). Each cup is supplied with QR-coded story-cards which explore a drinking experience, including the cultural background of the product and ingredients and this way you feel connected with the product. It is logical, storytelling gets the engagement and brand recall high (Lima, Teixeira & Moreira, 2023). To top it off, the packaging is completely recyclable to reflect the coffee sustainability buzz (Bager and Lambin, 2020). Overall, the FUSION line is a sufficiently attractive as a line of cultural enrichment of a luxury addition to the existing Starbucks line.
Price
Starbucks FUSION adopts a premium pricing strategy, slightly above standard Starbucks offerings but more accessible than independent specialty cafés. Expect to spend about £4.75-£5.95 that includes the superior ingredients, cultural flavor and those cool digital tales that are embedded within the bar. Recent research indicates that urban children are willing to pay extra money to purchase those beverages that they feel have a cultural essence and singularity (Samoggia and Riedel, 2019). Starbucks introduced a immaterial to roll a Taste Passport which rewards you with points when you taste various flavors. A 2024 study by Teepapal notes on the contrary that it is the provision of clear incentives that can make people purchase more and stay longer. In general, this price scheme strikes the right chord of being a high-end but at the same time easy to handle.
Place
In essence, the business plan is based on multicultural metropolises and high-dense international places where individuals are genuinely longing after global food and beverage aromas. London, Manchester, Birmingham are all diverse in terms of the crowd and well-established cafes, so they are the best locations to open our flagship shops (Guimarães et al., 2018). These flagship stores will maintain a low utilitarian style to ensure that FUSION is front and centre without cluttering the initial Starbucks aura (Peixoto et al., 2022). The Starbucks app is on the digital front: you can order through your phone, explore the story behind the menu, and earn rewards, all of which have been found to make things easier and keep younger people interested (grazitti, 2025). 
Promotion
So, Starbucks FUSION is a story about the experiential storytelling, cultural immersion, and digital interaction. Their central marketing, the World in One Cup, involves social-media storytelling, social-media influences, Tik Tok Reels and AR travel filters to add cultural flavours to the online world. It has been found that AR and interactive promotions increase recall and emotions (Zeng, Xing and Jin, 2023; Morgan-Thomas, Dessart and Veloutsou, 2020). The use of pop-up cultural cafes located in major cities provides temporary experience centers where one can test new drinks and engage with QR story cards. Short cultural displays are available in-store through digital screens used to portray authentic experiences to improve the senses. Overall, the promo strategy supports the cultural and experiential differentiation of FUSION (Bolton et al., 2021).
People
The narrative-based experience of FUSION consists of people. We have observed in class how the baristas are provided with the necessary training on how to discuss the cultural stories behind each drink, and this is supported by the research that knowledgeable staff enhances perceptions of authenticity and satisfaction with service delivery (Bager & Lambin, 2020). I have heard that this strategy can be used to make the experience more friendly to an eclectic audience. They also apply digital people features, such as personalized suggesting apps, to keep the customers entertained particularly those who prefer less physical contact. Combined these human and digital touchpoints provide coherent and culturally appropriate experiences with customers, which we discuss during business ethics lectures.
Process
In essence, Starbucks FUSION is a matter of increasing the digital and physical component to the extent that they interlock. Ordering through the application, QR-codes to little storytelling, and reward grabbing are all processes that are smoothly going on - according to the research done found out there, efficient digital processes increase satisfaction and make tech-savvy customers come back again (Teepapal, 2024). The shop, however, retains the typical Starbucks feel, only extra procedures on local ingredients or unique ways of brewing. This hybrid mechanism renders it incredibly convenient as it supports the experiential mood of FUSION.
Physical evidence
The material aspect of FUSION stores supports brand identity by integrating the slightest cultural design interventions, the aspects of beverage styling, and some digital improvements. These outlets add some light thematic elements such as locally-inspired artworks and color schemes that, in combination with the traditional Starbucks design, are not out of place. Beverages are all the attention in special cups, where personalized garnishes and colour choices symbolize authenticity and high quality. According to studies, these physical signals can significantly penetrate the perception of the brand and its authenticity, as well as intrinsic value by consumers (Riefler, 2020). 
[bookmark: _Toc214203964]Element 3: Overview of the Starbucks FUSION Pitch Poster
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Figure 3. Starbucks FUSION Promotional Poster (Source: Self-developed)
The Starbucks FUSION poster fundamentally reflects the essence of the strategic concept of the new sub-brand: it is attempting to perform this increasing demand amongst coffee lovers of something which feels culturally rich, truly experience rich, and significant. The pitch states that most of us are no longer content with the menu of typical choices; we desire worldwide tastes, genuine narratives behind the beverage we are ingesting and direct customized online communications. FUSION fills that gap by providing the drinks that are inspired by other countries and are accompanied by QR-enabled Story Cards allowing you to explore the culture of the country and the path of the ingredients.
That poster conveys the cultural exploration of coffee as the value proposition of the brand with its positioning statement, World in One Cup, providing full support to it. Pictorials like a cosmopolitan skyline, fancy design elements, and brief product descriptions all play a part in showing how FUSION will combine taste, their storytelling, and sustainability in one continuous experience. The marketing plan with the help of experienced marketing applications, i.e. augmented-reality filters and temporary pop-up cafes, makes the brand especially attractive to culturally curious, digitally savvy clients (Bolton et al., 2021).
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The achievement of the Starbucks FUSION brand idea was a valuable experience that allowed me to enhance my knowledge on how new brands are developed in the environment of a developed international organisation. The process helped me to understand that brand development is not the mere exercise of creativity but a strategic one which needs to be rooted on consumer insights, market trends and organisational capabilities. Going through the STDP analysis enabled me to think critically on how cultural curiosity, experiential consumption and digital interaction drive customer expectation in the modern world. This got me to think not just about what the consumers desire, but, more importantly, why they have such desires and how a brand can make a real contribution in solving this problem.
Meanwhile, the development of the complete marketing plan helped me to use theoretical bases on real life situations even better. Using the framework of the 7Ps, it has been noted that each component needs to work in harmony to provide consistent value proposition. I have also been able to understand better the interdependence between product designing, pricing, promotion and operations. The creation and presentation of the marketing pitch offered massive training in the presentation and communication skills. The need to boil a multi-layered brand concept into a brief articulation, combined with the need to sell persuaded me that it was my duty to be as clear as possible with messages, relevant, and focused on the audience and the narrative. Also, the poster design experience has enhanced my abilities in visual communication since I have learned to see how layout, imagery, and messaging interaction contribute to shaping the audience perception together.
This project allowed me to acquire some of the most important skills such as critical thinking, strategic analysis, evidence-based decision-making and professional communication. Another lesson that I learnt is the importance of a combination of creativity and feasibility; the innovative idea should be operationally viable and consumer oriented. I would improve my performance in the future by including early-stage consumer testing or concept validation to make sure that the brand can resonate with actual audiences. Another aspect, which I would seek to incorporate more, includes cross-cultural studies to enhance authenticity in dealing with globally inspired themes.
The project helped me hone such critical thinking, strategic analysis, evidence-based decision-making, and professional communication skills. One of the lessons I learned was the necessity to be critical and creative, in other words, creative works should be operationally grounded and consumer oriented. In the future, I would go even further and incorporate initial consumer testing or concept validation to make sure that this brand is appealing to real consumers. I would as well seek to incorporate more cross-cultural studies to make the work more authentic when dealing with ideas that are globally inspired. Altogether, this evaluation has broadened my skill in planning, rationale, and presentation of a full-scale marketing strategy, which will become incredibly useful in any further work-related and academic assignment.
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STARBUCKS FUSION

“THE WORLD IN ONE CUP.”

Concept
Starbucks FUSION is a bold new sub-brand that celebrates the diversity of coffee traditions across the globe. It brings
authentic flavours, aromas, and brewing methods from different cultures into a single, premium experience. Each beverage
reflects a unique story from Tokyo to Istanbul to Havana connecting customers through taste, curiosity, and community.
Starbucks FUSION transforms coffee from a routine drink into a sensory world tour, Letting every customer explore culture one
sip at a time.

REDEFINING COFFEE FOR THE CURIOUS GENERATION.

Coffee drinkers crave authentic, culturally rich experiences beyond routine café
menus. Starbucks FUSION meets this demand with globally inspired coffees, digital
Story Cards, and collectible app rewards blending storytelling, sustainability, and
cultural connection in every cup.

Experience Coffee. Explore
Culture. Taste the World.

Starbucks FUSION unites communities N
through diverse flavours, celebrating global ™
culture while upholding quality, ethics, and
sustainability transforming every coffee into
amoment of shared connection.

PRODUCT PLACE

A range of international fusion beverages (e.g., Flagship UK stores (London, Manchester,

Edinburgh), international airports, and selected
global Starbucks cafés. Also via the Starbucks
App and delivery partners.

Tokyo Mocha — matcha + espresso, Istanbul
Spice Brew — cinnamon + honey, Havana Chill
Latte — caramel + cold brew). Includes a QR
“Story Card" and recyclable packaging.

PROMOTION
Campaign “The World in One Cup.” Uses influencer
Brermirnib ot Sece s Ple NEd 7o £ 5 On i Rircllec collaborations, AR travel filters, TikTok Reels, cultural

“Taste Passport” offers reward points for pop-up cafés, and social media storytelling to spark
engagement.

PRICE

exploring multiple flavours.
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