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Executive Summary
This report provides an overview of a new digital marketing strategy for Starbucks to drive Generation Z engagement with the Starbucks Rewards loyalty programme in the UK. Starbucks has created an extensive digital infrastructure and has built one of the largest and most mature loyalty programmes in the global food and beverage industry, yet younger consumers have yet to fully engage with the brand. Generation Z continues to use digital technologies at a level much higher than previous generations, yet their loyalty to brands remains lower than previous generations. This presents a long-term strategic challenge for Starbucks on how it builds long-lasting loyalty within this demographic group to generate repeat purchases.
Therefore, this strategic digital marketing campaign will reposition Starbucks Rewards as an authentic, personalised and vertically integrated experience using digital technology that is aligned to Generation Z’s values of authenticity, social interaction and social responsibility. The proposed digital campaign is developed utilising the key digital marketing concepts of segmentation, targeting and positioning; Integrated Marketing Communications (IMC); Customer Relationship Management (CRM); Customer Experience (CX) and Customer Lifetime Value (CLTV). The success of the campaign will be measured using behavioural, engagement and value-based metrics, with an emphasis on profitability over time rather than direct promotional activity. This digital marketing strategy will ultimately allow Starbucks to build stronger customer relationships, retain customers and create a sustainable competitive advantage through data-driven marketing.


Introduction and Rationale
Digital marketing is now a core element of the strategy by which organisations can develop and maintain a competitive advantage. The growth of mobile technology, new methodologies in data analytics and platform-based communication have altered the way in which consumers view and interact with organisations in highly competitive service industries that have low costs of switching from one brand to another. Consumers now expect the following:
· To be able to communicate with an organisation on all digital platforms.
· They're looking for personalised interaction, so that organisations reflect the values of the consumer.
· To receive the same level of experience across all channels.
· That the organisation will always align the values of its brands with those of the consumer (Chaffey & Smith,2022). 
Starbucks recognises the importance of Generation Z, consumers between the ages of 18 and 25, as a strategic yet undeveloped segment for Starbucks Rewards within the UK. Starbucks has successfully integrated digital technologies into its customer journey; however, loyalty engagement is lower within Generation Z versus older generations (Isibor et al. 2025). This is reflective of the broader shift in attitudes toward loyalty programmes among generations. Younger consumers are much less responsive to traditional point-based incentives and are more responsive to experiential and social value.
Starbucks' proposed a digital marketing campaign that encompasses more than just transactional (i.e., point-based) rewards, looking at emotional engagement, social interactions, and personalisation. By using Starbucks' existing CRM system and a combination of predictive analytics and integrated digital communications, Starbucks will be able to better align its loyalty programme offerings with the expectations of Generation Z. This approach aligns with contemporary views of digital business transformation, where success involves continuously adapting to the evolving needs of customers to create sustained value over time, rather than simply adopting new technologies (Vaz, 2021).
Analysis
The UK coffee market is extremely saturated, providing a wide variety of options for consumers from both global chains, independent caffes, and convenience-centred formats. Product differentiation is novel, and switching costs are low, making it increasingly difficult for loyalty to exist. Purchasing decisions for younger consumers are influenced by convenience, price sensitivity, brand reputation, and digital Experience rather than just product quality.
Digital transformation can address these challenges by providing an organisation with a means of better collecting, analysing, and using customer data. Companies are utilising tools for marketing analysis and tools that measure the results of digital performance in conjunction with their digital presence to enhance the effectiveness of marketing programs and improve the ways they acquire and retain customers (Mou et al., 2022). Starbucks has exhibited its capabilities in utilising the tools through its mobile application, customer loyalty program, and overall customer relationship management (CRM) system to provide the firm with a complete view of each customer’s behaviour throughout his/her multiple interaction points with Starbucks.
In addition, Starbucks has a considerable amount of resources and knowledge concerning Digital Content Marketing (DCM) strategies, and research conducted by Sunarso and Mustafa (2023) indicates that younger consumers prefer to engage with brands through interactive, picture-dominant experiences, which reinforces that, in order to be successful, Starbucks’ loyalty strategy must evolve to create opportunities to build a relationship with its younger customers in addition to offering them rewards.
SWOT analysis supports this conclusion by identifying the strong brand image and digital maturity as strengths, but limited ways to connect on a personal level with younger consumers is a weakness. Influencer marketing, personalised CRM marketing through target and segmented campaigns, and the use of experiential digital content are opportunities that Starbucks can pursue, while increasing competition, shorter attention spans, and frequently changing online trends are external threats (Simoes & Freitas, 2021).
Segmentation (S), Targeting (T), and Positioning (P)
Segmentation (S), Targeting (T), and Positioning (P) are key components of any effective marketing strategy that organisations can use to better allocate resources and ensure they deliver an appropriate value proposition to the right customers. When executed correctly, STP directly correlates with overall customer satisfaction and loyalty, as well as long-term success within the market (Ningrum & Hasmarini, 2024). For the UK Starbuck campaign, Starbucks will be segmenting the market based on demographic, psychographic, and behavioural aspects of the customer base. The relevant segment identified by Starbucks includes Gen Z (individuals aged 18 to 25), principally students or early career professionals residing in an urban area. The psychographic segmentation will highlight that this segment places high value on technology, communication among peers, and having a social and ethical component to the products and services purchased. The behavioural aspects of this segment are based on the high levels of usage of mobile devices, social media, etc., and the focus on experimentation or trying different brands as compared to loyalty and commitment to one brand.
Targeting this segment makes sense because of the substantial amount of revenue this segment will generate for Starbucks in the future. According to research into relationship marketing, students and young career professionals are more likely to generate greater long-term value from an ongoing relationship with a business if their initial relationship provides them with satisfaction and trust in the business (Kojuri & Ali, 2024). Starbucks is targeting Gen Z to be able to influence the future loyalty path of these consumers and prevent them from becoming habitual users of a variety of brands.
Starbucks' intended position within the Gen Z market for Starbucks rewards is that the Starbucks rewards program is designed to be a personalised digital-first experience for Gen Z that fits seamlessly into their digital-first lifestyles and reflects their social and ethical values. A well-defined position provides the customer with a greater degree of emotional connection to the brand and builds an emotional connection between the customer and Starbucks as well as a more distinct image within the market, which is a must within an increasingly commoditised environment (Gusmao et al., 2025).
Table 1: Starbucks Rewards STP Framework:
	Element
	Description

	Segmentation
	UK-based consumers aged 18–25, digitally active, socially conscious, urban-focused.

	Targeting
	Generation Z coffee consumers with high digital engagement and low brand loyalty.

	Positioning
	A personalised, digital-first rewards experience aligned with Gen Z values.



Digital Marketing Campaign Strategy 
The Sip. Scan. Share. campaign will embed Starbucks Rewards into the daily digital routines of Gen Z consumers. The campaign focuses on interactive, co-creating experiences and increasing the visibility of these co-created experiences socially thus, illustrating the participatory nature of the digital culture currently.
Strategically, the campaign goes beyond just boosting short-term sales to include increasing App adoption, improving repeat purchasing patterns as well as increasing the customer lifetime value of its loyalty program. The objectives of the campaign reflect the current views of digital marketers that focus more on building up quality relationships and long-term value creation than just generating immediate transactional value (Kumar & Shah, 2022).
Predictive analytics are critical to achieving the above-stated campaign objectives because it enables Starbucks to better understand their customers, predict future needs, identify and segment high-value customer groups so that they can create a personalized message on a large-scale basis. Better customer lifetime value modelling allows firms to better estimate a customer's future value and provide marketers with a more efficient allocation of marketing resources (Kumar et al., 2014). In essence, utilizing data to predict customer behaviours allows for a shift from reactive creating promotional offers to being proactive in managing customer relationships.
The main theme of the campaign's value proposition is gamification, personalised rewards and an opportunity to have exclusive digital experiences. Research in content marketing indicates that visual storytelling type narratives create a greater emotional connection to a product or brand and help improve brand recall, especially for Millennials/Generation Z (Isibor et al., 2025). Visual formats support unconscious processing (or thinking) and experiential immersion contribute to customers having more memorable and meaningful interactions with a brand (Sunarso & Mustafa, 2024).
Choice of Digital Channels
Since TikTok and Instagram align with the way that Generation Z consumes their media, they are the two primary digital platforms used to execute this campaign. These platforms empower users to participate in creating and sharing short-form videos, interact with them, and share content directly with one another. As a result, these platforms generate high levels of user interaction and visibility in their communities. In addition, through social media, integrated marketing communications facilitate two-way communication between brands and consumers through a coherent brand messaging strategy (Rehman et al., 2022).
With respect to credibility and authenticity, influencer marketing is used as a method to build brand equity for Starbucks. Micro-influencers are favoured by Starbucks due to the higher levels of engagement and stronger relationships with their followers than those developed by celebrity influencers. For Generation Z audiences, influencer-created content is viewed as social proof of products and/or services; therefore, this type of content is believed to be less commercially biased (Sunarso & Mustafa, 2023).
The Starbucks mobile app is used as the primary vehicle of the overall campaign; it features the rewards program integrated with personalised offers and unique, experiential components. In addition, the utilisation of customer relationship management-driven marketing intelligence to build personalised messages in real-time and increase the likelihood of conversion by ensuring messages are contextually relevant to consumers (Onifade et al., 2024). Search Engine Optimisation (SEO) efforts support those initiatives by capturing high-intent search behaviour and reinforcing continuity throughout the consumer's digital journey (Mou et al., 2022).
Measuring and Evaluating Digital Marketing
An important part of an effective digital marketing strategy is to measure and evaluate the performance of the campaign on an ongoing basis for the purposes of improving results through a continuous cycle of accountability, optimisation, and learning. Using a data-driven approach to evaluation allows an organisation to link their digital marketing efforts to both behavioural and financial outcomes (Srivastava & Sharma, 2021).
The performance of the Starbucks UK Generation Z campaign will be evaluated based on three key factors: engagement metrics, behavioural indicators, and value-based indicators, such as customer lifetime value. By evaluating the campaign based on these three key metrics, Starbucks will be able to move beyond traditional measures of performance and quantify the contribution of digital marketing efforts to long-term profitability, while also translating customer behaviour into actionable strategic insights (Kumar & Shah, 2022).
The ability to use customer lifetime value (CLV) is particularly valuable in loyalty programs, as it allows organisations to account for the cumulative value of ongoing relationships versus the value of one-time transactions. With new analytic capabilities for measuring digital CLV, organisations can forecast the future impact of marketing investments with greater accuracy and make decisions based on the long-term growth of their business versus near-term profitability (Yang & Zhao, 2023). The use of predictive analytics allows organisations to use CLV as a means of detecting customer churn before it occurs and to react proactively to resolve issues before they escalate (Kumar et al., 2024).
Conclusion
Starbucks’ digital marketing plan provides a comprehensive overview of how to enhance engagement with Generation Z consumers. The campaign is designed as a strategically integrated and data-driven effort, in alignment with established marketing theories and methods such as segmentation, targeting, and positioning; integrated marketing communications; customer relationship management; customer experience; and customer lifetime value. The combination of social media, influencer marketing, personalised mobile experiences, and advanced analytics will create a compelling and compellingly relevant loyalty programme for younger consumers. As a result, Starbucks will be able to create a long-term relationship with its customers, increase their lifetime value, and reinforce their image as an innovative digital brand.
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