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Executive Summary : 
This document reveals a detailed marketing plan for Starbucks NITROFUEL, a benevolent brand extension of Starbucks that places the coffee brand in the functional and clean energy drink class on the heels of explosive growth in this category. With tastes turning more natural and wellness-related, as well as drinks that give you a bit of a performance boost, Starbucks has the perfect storm to benefit from these trends with its strong global brand equity, sophisticated digital ecosystem and proven cold brew capabilities.
Starbucks NITROFUEL is a natural energy beverage made with cold brew coffee and enriched with electrolytes and B-vitamins. Why you should care: It is intended to provide a smooth, lasting energy without the synthetic additives and high sugars that the traditional energy drink industry clings to. The brand will debut with dual-format approach: a handcrafted in-store beverage made by Starbucks baristas and a ready-to-drink (RTD) canned option sold in Starbucks shops, grocery stores, gyms and convenience stores. Omnichannel availability makes it easy to access and still allows for Starbucks’ premium café experience.
An in-depth STDP analysis reveals the main targets are college students, young working people, and consumers in urban areas that are health-conscious, who consume large amounts of caffeine, value natural ingredients, and are looking for functionality. Secondary targets include athletes and fitness-oriented customers who crave a cleaner substitute to the traditional pre-workout beverage. 

















Contents
	1
STARBUCKS NITROFUEL – Cold Brew–Based Clean Energy Drink	3
1. INTRODUCTION	3
2.1 Company Overview	4
2.2 New Brand Concept: Starbucks NITROFUEL	5
2.3 Segmentation Analysis	5
Table 1: Market Segmentation for Starbucks NITROFUEL	6
2.4 Targeting Strategy	6
2.5 Differentiation	7
2.6 Positioning	7
3.1 Product	7
3.2 Price	8
3.3 Place	8
3.4 Promotion	9
3.5 People	9
3.6 Process	9
3.7 Physical Evidence	10
3.1 Pitch	10
REFLECTION	11
REFERENCES	12








[bookmark: _Toc214664750]STARBUCKS NITROFUEL – Cold Brew–Based Clean Energy Drink

[bookmark: _Toc214664751]1. INTRODUCTION

From its humble beginnings as a single coffee bean store in Seattle, Starbucks has grown to become one of the world’s most recognizable beverage brands, with more than 38,000 stores in 80+ countries. Its outstanding reputation for high-quality products, laboriously consistent service, and a deeply engaging brand experience has made Starbucks the world leader in the specialty coffee market. Yet rapid changes in consumer trends have carved out space for new players and brought with them fresh competition in recent years. The growth in functional beverages, particularly in energy drink and cold brew categories, reflects a huge market shift looking at healthier, more natural and performance-related options. Consumers, and in particular younger consumers, want clean-label products that offer functionality and wellness value. 
In this reality, Starbucks has the potential to launch an exciting brand extension that fits evolving consumer desires and also the company’s core brand identity. This report builds a new brand proposition – Starbucks NITROFUEL, a cold brew-based clean energy drink at the intersection of the premium coffee and energy drink markets, available as a handcrafted in-store beverage and a ready-to-drink (RTD) offering. Thus, the goal of this portfolio is to provide a comprehensive marketing plan for the new brand through application of the STDP (Segmentation, Targeting, Differentiation, Positioning) model, as well as a detailed analysis of the marketing mix incorporating the 7Ps framework. The report ends with a marketing presentation aimed at facilitating the introduction of NITROFUEL, and with a reflection on the learning acquired in the making of this marketing portfolio.
This assignment is supported by a wide range of academic and industry literature, drawing on peer-reviewed journals, market reports, and company publications. Each element of the portfolio, including visual materials, is supported by appropriate in-text citations and its own reference list, in accordance with the UWTSD Harvard Referencing Style (Cite Them Right).
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[bookmark: _Toc214664752]Figure 1: Starbucks NITROFUEL brand concept and clean energy positioning
Source: Author’s own image generated using AI, informed by Starbucks Corporation (2023), Mintel (2024) and Euromonitor International (2024)
2.1 Company Overview

The Starbucks Experience: The Secrets of How to Improve Service Delivery is the modern café leader worldwide, with the highest quality coffee in the industry and a personalized service that is now being packaged by brand. Through its consistent emphasis on innovation, customer-centricity and digitalization, Starbucks has been able to successfully compete within an evolving market. The company’s robust architecture, global supply chain, digital loyalty system and wide portfolio of products collectively provide a powerful platform for new category growth.
[image: Starbucks Mission and Vision Statement Analysis | EdrawMind]
Mintel (2024) Functional beverages and clean energy drink trends. Mintel Group Ltd
There is an unnatural affinity between the customer base of Starbucks and energy drinks and functional beverages as they both cater towards a young professional, student and urban consumer crowd - these are the ones that predominantly fuel up on energy drinks. The market for energy drinks globally is forecast to surpass $100 billion by 2030 taking pace from a changing lifestyle that leans toward increased productivity, fitness, and wellness. At the same time, cold brew is growing in double-digit rates annually just like consumers are gravitating toward smoother, less acidic drinks which have naturally caffeinated ingredients.
Pairing cold brew with functional clean energy creates a perfect alignment to allow Starbucks to participate in a rapidly growing category with a branded extension that is natural and commercially viable. 
[Starbucks’ emphasis on premium quality, experiential consumption, and digital innovation has enabled the brand to sustain competitive advantage in a rapidly evolving beverage market (Kotler, Keller and Chernev, 2022; Starbucks Corporation, 2023)]

[bookmark: _Toc214664753]2.2 New Brand Concept: Starbucks NITROFUEL
THE STARBUCKS NITROFUEL Story NITROFUEL is a natural, clean energy drink made with cold brew coffee and functional ingredients. The 10oz drink promises long-lasting energy with no artificial additives, synthetic caffeine, or over-the-top sugar. NITROFUEL combines the unique Starbucks cold brew extraction method with electrolytes, B-vitamins and natural flavours to deliver a refreshing, functional beverage that resonates with wellness-minded consumers.
NITROFUEL is tailored for a two-pronged approach:
1.An in-store custom beverage crafted by the Starbucks baristas, available in different Flavors.
2. A ready-to-drink (RTD) canned product, available at Starbucks stores, grocery retailers, and convenience outlets.
The idea fits perfectly with the brand positioning expressed by Starbucks—high-end flavor balanced well sourced, and mindful. It builds on existing cold brew knowledge while filling an important niche: a natural, café-quality alternative in the energy drink market. 

[bookmark: _Toc214664754]2.3 Segmentation Analysis
Starbucks NITROFUEL targets multiple consumer segments using demographic, psychographic, geographic, and behavioural variables. These are summarised in the table below.

[bookmark: _Toc214664755]Table 1: Market Segmentation for Starbucks NITROFUEL
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Source: Author’s own table developed using market insights from Euromonitor International (2023) and Mintel (2024).
This demogra­phic is very lucrative as they are heavy consumers of caffeine and are brand loyal. Psychological characteristics:Clean energy seekers, mind alertness seekers, and wellness-centred drinkers are served as an emerging lucrative target for the industry. Starbucks has a behavioural loyal customer base who are also often willing to try new drinks, particularly if they are associated with contemporary lifestyle trends. 
[Younger consumers, particularly students and young professionals, demonstrate higher consumption of functional beverages and place strong value on brand authenticity and health-oriented benefits (Solomon, 2023; Kantar, 2023)]
[bookmark: _Toc214664756]2.4 Targeting Strategy

Starbucks NITROFUEL follows a concentrated differentiated marketing approach. The target audience is mainly college students and young working adults who need energy to study, work, and juggle multiple tasks yet opt for natural alternatives to conventional energy drinks. The secondary target market consists of athletes and people looking for a better pre-workout or post-work solution.
This allows for tailored messaging around productivity, focus, and well-being for Starbucks customers. Starbucks' digital channels – and the Starbucks Rewards app in particular – enable them to further hone their marketing with personalized recommendations, exclusive early access offers and loyalty bonuses for trial purchases.
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Euromonitor International (2024) Cold brew coffee and RTD beverage market analysis. Euromonitor International
2.5 Differentiation
Here are a few ways that Starbucks NITROFUEL is different and seperates itself: Natural Caffeine One of the key value propositions of Starbucks NITROFUEL is that it contains a natural caffeine source: cold brew coffee. Rather than the synthetic caffeine found in Red Bull or Monster, NITROFUEL gets its energy kick from Starbucks cold brew, with less jitteriness and more lasting effects. Clean and Functional Ingredients: The energy drink is made with all natural ingredients and is also gluten-free and vegan. RELATED: The drink (all natural) has real fruit with a 12g sugar count, less than a third of many juices, and a few additions (some of them unusual, like electrolytes). Premium Café Experience: We were inspired by the Experience Bakery by leveraging world-class barista techniques to create exceptional NITROFUEL. Nothing else like NITROFUEL: A barista can make your energy drink with the same precision & care found in the high-street coffee shops; flavours, boosters, sweetness – you can choose your level of caffeine. Dual Distribution Format: Starbucks is the only premium café-based brand to compete side-by-side in the energy drink market with both crafted and RTD product offerings. This Berkey Red Poppy Pea Protein multi layered differentiation supports a strong competitive advantage and is highly aligned with what the consumer is looking for today in authentic, well living, convenience.
Differentiation through natural ingredients and premium brand associations enhances perceived value and strengthens brand extension success in crowded markets (Keller, 2020; Beverland and Farrelly, 2020)
[bookmark: _Toc214664758]2.6 Positioning
Starbucks NITROFUEL is a natural and premium energy drink alternative to the traditional energy drinks. Competitors in the space generally bring synthetic caffeine, artificial ingredients, and over the top branding, to which Starbucks a focus on quality, wellness, and sophisticated flavor. The suggested perceptual map situates NITROFUEL in the natural + premium energy beverage quadrant, which is virtually empty.
“Positioning statement:
"For active and health-conscious consumers that want clean, long lasting energy, Starbucks NITROFUEL is a natural cold brew–powered performance drink that delivers the functional benefits of an energy drink with the premium Starbucks café experience—unlike the typical chemical-based energy drinks."

References –  
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Starbucks NITROFUEL provides some work with the value of filling your stomach and quenching your thirst. The product itself is natural energy and improved mental focus, which satisfies consumers’ need for a performance-enhancing, health-conscious drink. Actual product is premium cold brew infused with natural ingredients and in a range of flavor options like Vanilla Boost, Citrus Charge and Mocha Energy.
The formula takes advantage of the sustainably sourced aluminium packaging while the bold branding is accompanied with nutrition disclosure. Such customization is now available on iPad at stores too, where you can pick your sweetness level, add protein boosters, or choose plant-based milk alternatives. The augmented product extends further with loyalty program integration, exclusive seasonal variants and digital customisation via the Starbucks Rewards app . 

[bookmark: _Toc214664760]3.2 Price

Starbucks NITROFUEL is a high-priced product, which is justified due to the brand equity, natural ingredient profile and dual-format availability. The in-store version is slightly more expensive than the other cold brew beverages, NITROFUEL is being positioned as a premium product category. The RTD canned product sells alongside competing brands like Red Bull and Celsius at a premium price, giving the implication that Starbucks will have the necessary cachet to attract customers from those brands.
Starbucks can also take advantage of value-based pricing by giving bundling discounts, selling at special prices on the particular app, student promotions, or price incentives for loyalty. Premium psychological pricing (e.g. £3.95 rather than £4.00) adds to the aspirational nature of the product without putting off heavy users. 
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NITROFUEL will be available through an omnichannel system anchored in Starbucks' existing ecosystem. In-store availability provides instant sampling opportunities, and drive-thru and mobile order options cater to consumers on the go. With the addition of delivery services like Uber Eats and Deliveroo, it is now easier than ever to consume at home or in the office.
The RTD channel allows Starbucks to engage consumers beyond the coffee house through its partnerships with supermarkets, gyms, and convenience stores, adding multiple touchpoints of engagement. This dual distribution approach helps to build awareness and extends the visibility of Starbucks beyond the walls of its cafés. 
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Starbucks will implement a bundled promotion (IMC) with the introduction of NITROFUEL. The “Fuel Your Day the Natural Way” promotional campaign will feature a mix of digital engagement, influencer partnerships and experiential activations.
Social mediaann platforms, particularly TikTok and Instagram, will also be critical components to “tap into younger consumers” through short form video and partnerships with fitness, lifestyle and productivity influencers. Point of sale promotional signage, sampling stations and digital menu boards will promote trial among current patrons. Partnering with gyms and pop-ups on university campuses will help to grow awareness at a community level.
Sustainability messaging will bolster the brand’s natural credentials and win over green-minded consumers. 
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Aspects of service, such as people, are vital to Starbucks service offering. Baristas will receive specialized training to deliver a consistent NITROFUEL experience and to confidently discuss product benefits. Their capacity to personalise drinks according to consumer preference adds to the value for money perception of the product. Starbucks employees are also brand ambassadors, exemplifying the brand’s warm, hospitable and high-quality culture. 

[bookmark: _Toc214664764]3.6 Process

Starbucks NITROFUEL service is fast and consistent. Standardized recipes enable consistent flavors in stores and mobile ordering minimizes lines and improves flow of operation. Well-defined procedures for both crafted and RTD servings allow for a seamless customer experience no matter which purchasing channel. 
[In service-based offerings, value creation is influenced not only by the core product but also by people, process, and physical evidence, which collectively shape customer perceptions (Zeithaml, Bitner and Gremler, 2020).]
[bookmark: _Toc214664765]3.7 Physical Evidence
The physical environment bolsters the premium feel of the NITROFUEL brand. Modern signage, drink displays and point of sale promotional stands are visually strengthening awareness of the customers inside the stores. The packaging of the RTD variant features a heavy, modern font with layers of metallic colours gradients, representing energy, performance and freshness. Standardized uniforms and store interiors, along with green materials, also help reinforce the brand experience. 
Kotler, P., Keller, K.L. and Chernev, A. (2022) Marketing Management. 16th edn. Harlow: Pearson.
Zeithaml, V.A., Bitner, M.J. and Gremler, D.D. (2020) Services Marketing. 7th edn. New York: McGraw-Hill Education.
Beverland, M. (2021) Brand Management: Co-creating Meaningful Brands. 3rd edn. London: SAGE.
Mintel (2024) Clean energy drinks and functional beverage consumer trends. Mintel Group Ltd.


[bookmark: _Toc214664766]4.1 Pitch 

Energy drinks are now a must-have item for millions of people who want to focus, be productive, and perform. But energy drinks are largely artificial – filled with synthetic caffeine, additives, and mountains of sugar that result in crash-and-burn highs and questionable long-term health effects. Consumers today want “cleaner” and more natural products. And with its roots in great-tasting coffee and cold brew innovation, Starbucks is uniquely suited to bring this solution to market.
Starbucks today announced the launch of NITROFUEL — a clean energy drink powered by cold brew for the modern pace of life. NITROFUEL delivers a smooth, sustained and natural energy boost 100 percent derived from Starbucks’ premium cold brew extraction. It’s also packed with electrolytes and vitamins, and uses natural flavors for some performance benefits, minus the usual suspects of the mainstream energy drinks.
The people we’re going to appeal to are students, young professionals, and anyone with a jaundiced eye towards the usual energy drink fare and looking for a clean, functional pick-me-up. The global energy drink market is expanding as consumption increases around the world, coupled with an increasing wellness trend, NITROFUEL arrives in a burgeoning category with a premium, unique product.
NITROFUEL will be available across the Starbucks omnichannel ecosystem, as both an in-store handcrafted beverage and a ready-to-drink canned product through retail partners. Our 7Ps approach covers high product quality, pricing which is consistent with value, availability through multiple channels, promotion led by influencers, competent service providers, customer service processes that have been designed for efficiency and effectiveness, and physical evidence that delivers bold statements.
NITROFUEL is more than an energy drink—it's the next chapter in Starbucks innovation, wellness and customer experience evolutions. With NITROFUEL, Starbucks has the opportunity to re-imagine clean energy for a new generation. Power your day the natural way – with Starbucks NITROFUEL. 
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Building the marketing mix for Starbucks NITROFUEL was a unique perspective into the strategic mould of beverage marketing – brand formulation inside a crowded beverage category, both cool and functional at least sufficiently cool to be acceptable for a Starbucks consumer. One of the most rewarding aspects of this exercise was the application of models such as STDP and the 7P's to an actual Brand. These models gave us a framework for systematically analyzing and understanding customers, markets, and value propositions. What I took away from my research was insight into how consumer demand has shifted in the direction of natural, sustainable, and functional bev offerings, particularly among younger consumers who view wellness and brand authenticity as a priority.
[image: Reflection, Starbucks Coffee, Airport, Prague, Czech Republic Stock Photo -  Alamy]Author’s own image generated using AI, informed by Starbucks branding and market insights from Starbucks Corporation (2023), Euromonitor International (2024) and Mintel (2024)
The creative process behind NITROFUEL allowed me to investigate how Starbucks could apply its natural strengths including brand equity, digital infrastructure, and customer loyalty in the clean energy drink space. Performing segmentation and targeting analysis enhanced my knowledge of how market segments differentiate and how successful brands craft solutions to unique consumer demands. Developing the 7Ps marketing mix also enhanced my understanding of the interdependence of product development, pricing decisions, distribution channels, service provision and physical brand evidence. Drafting the marketing pitch improved my communication skills as I had needed make a clear and concise case for why the brand was worth buying. Distilling elaborate market plans into a brief, dynamic presentation also refined my capacity to sell ideas—a useful attribute for anyone aspiring to a leadership position in marketing or business. Producing the poster developed my design sensibilities which taught me that visual communication is a significant factor in attracting customer’s attention. 
The process was satisfying, but it was not without its challenges. The challenge was: how do we meaningfully differentiate NITROFUEL from an energy drink, and could we do it in a way that would be authentic to the Starbucks brand? You could say it was trickier still to adapt the service-orientated elements of Starbucks into a unified product formula for multiple channels. Tackling these battles solidified my critical thinking and creativity in problem solving.
For future projects I'd like to make greater use of data driven insights by gathering more primary research, such as customer surveys or interviews, to obtain more detailed viewpoints. Also, I want to learn how to create more advanced graphic designs because I want to be able to create more eye-catching promotional items. All in all, this experience has expanded my strategic thinking and given me useful knowledge I can continue to build on in my future marketing and leadership opportunities. 
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Ages 18-40; students; office workers; fithess-oriented
individuals; medium to high income.

Urban centres; business districts; college towns; regions with
strong Starbucks presence.

Health-conscious; active lifestyle; premium brand preference;
productivity-driven mindsets.

Daily caffeine users; energy drink switchers; Starbucks Rewards
members; on-the-go consumers.




