


[bookmark: _Toc198588731]Executive Summary
This strategic marketing plan for Starbucks UK will address the brands need to stay relevant in this rapidly evolving consumer landscape. Using the SOSTAC framework the plan presents a comprehensive approach for repositioning Starbucks as a modern third space that blends lifestyle inclusivity and digital innovation. 

This strategy targets two consumer segments first urban professionals second Gen Z these segments are driving demand for ethical, health conscious choices and require seamless digital experiences. In response for these segments the plan proposes expanding the menu to include more vegan dairy free and meat free options simultaneously using AI driven personalization through the Starbucks app. This will help meet customer expectations

With well-defined KPIs and strong control process Starbucks will be able to track progress make necessary changes and ensure effective implementation of the marketing plan. This overall marketing plan will position Starbucks UK not just to keep up with the market but to lead it, redefining its role in the lives of modern consumers and securing long term growth
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In this increasingly competitive and dynamic UK Fast Food market, in order for Starbucks to maintain a long-term competitive advantage it must evolve to retain culture, relevance and consumer preference. This marketing plan focuses on positioning, Starbucks, UK as a vibrant friendly third space, welcoming  social hub for remote workers. While? Also aligning with growing demands for inclusive and healthy dining choices. Main the plan proposing. Starbucks to expand its vegan, dairy, free, meat, free offerings, tapping on health conscious customer segment. This Marketing plan for Starbucks UK, is structured using the SOSTAC framework, which comprises of 6 key components which are: Situational analysis, objectives, strategy, tactics, action, control. 
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The UK fast food industry has a continuous problem on the macro level Fast Food and the coffee shop industries in the Uk continuous to deal with macroeconomic situations and shifting consumer behaviours. The key PESTLE factors include
Economic- With the cost of living crisis, the at home coffee market which is growing by 2.40% annually (Statista, 2025)
Social- The vegan diet followers are increasing positively. A spike of 3 % has been shown from 2021 to 2023 showing the increasing demand for vegan options. (Proveg, 2024)
Technological – Companies that leverage the use of AI personalisation are perceived more innovative and addressing customer needs. (Kiang, 2024)
Legal and Environmental- The UK’s sustainability legislation and ESG standards are increasingly influencing companies to adapt practises which aim to reduce carbon foot print. (Onat et al., 2025)
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Starbucks however not dominating the presence physically with number of outlets against Costa and Greggs but however it has a global brand image which is hard to imitate by other brands. (Pearce, 2025)

Target customers analysis two strategic segment groups. 
1. Urban professionals ( age 25-45 ) the target group for enhancing the third space concept. The ambience can be considered a key factor for customer satisfaction and also customer retention. (Torlak, Demir & Budur, 2020)
2. Gen z ( age18-24) Often associated with high values of sustainability, digital engagement this group usually prefers brands which associate with ethical values and inclusive offerings. (McKinsey, 2023) (Francis and Hoefel, 2018)
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The strong brand identity Starbucks possess act as a significant strength for Starbucks. And the use of  AI driven app also help Starbucks have a competitive advantage on the tech aspects. However the premium pricing acts as a barrier for consumers who are price sensitive. With the limited plant based menu items increasing the weakness. The opportunities Starbucks has is to diversify its menu options such as offering more vegan options for the growing vegan customers. Also Starbucks is under the threat of strong competition from other brands, outperforming Starbucks profitability and menu development. (Emma, Canham-Clyne, 2022) and Inflation can also effect Starbucks negatively, as it loses its customers share due to premium pricing. (Fantozzi, 2022)
[bookmark: _Toc198588737]TOWS  Analysis from the marketing audit. 

	Internal Factors


External Factors




	Strengths
	Weaknesses

	




Opportunities





	SO Strategies – Use strengths to take advantage of opportunities

· Brand identity- using the existing brand identity to expand further in existing markets. And create stronger brand presence

· AI Integration- Though it is already present. Expanding  AI driven personalisation’s , will help communicate better with customers.
	WO Strategies – Take advantages of opportunities by overcoming weaknesses 

· Diversification of offerings- expanding menu, offering new trendy food options and diet options will reach a broader customer segment
· Portable Brewing- offering brew at home, easy operating machines will expand product line and reach consumers who prefer brew at convince. 

	




Threats





	ST Strategies – Use strengths to avoid threats

· Competitive Pricing- Offering personalised pricing to loyal customer will help retain loyal customer in spite of inflation. 

	WT Strategies – Minimise weaknesses and avoid threats

· Improving Standards- Conducting regular human resource development to educating the staff towards better customer service. 
· Budgeted menu- Offering to-go options at a cheaper price while maintaining the quality. Will appeal to the budget friendly customer segment. 
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Aligning Starbucks as a compelling third space concept for the remote working professionals and gen Z. The following SMART marketing objective can be applied for Starbucks.
The objective is to increase the footfall and revenue from urban and gen z customers by 20 %  by September 2026, through diversifying menu offerings across other stores in the UK. The smart objective is as following:
Specific- Targeting urban professionals and gen z with tailored ads using the AI driven Starbuks app 
Measurable-  Aims to get 20% measurable increase in revenue and footfall.
Achievable-  feasibly can achieve the target using the AI driven app 
Relevant- Algins well with the growing demand for veganism, remote working. 
Time bound- achievable over time period of 1 year 
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To meet the SMART objectives of Starbucks UK as the “Third space” and new menu options for the gen Z and urban professionals, can be a strategic approach aligned with the growing market and differentiating in the market 
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Ansoff Growth matrix which is named after the founder Harry Igor Ansoff the Ansoff growth matrix identifies four key strategies : Market penetration, market development, product development and diversification (Timbrell, Jennings & Bullock, 2019)

· Starbucks primary focus should heavily be on product development. Introducing new vegan menu options and alternative food and beverage options for health conscious consumers. 
· Simultaneously, leaning towards market penetration by driving more engagement in urban centres by promoting the third space. For urban professionals 
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Starbucks UK exemplifies the Porter’s differentiation strategy. By offering a premium and unique experience, which sets it apart from its competition. (Light, 2017)
Key differentiators can be ambience with the positioning as third space & menu diversification. 
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Segmentation 
Urban professionals: Looking for remote work places regularly, with good ambience. 
Gen Z: Looking for healthier food options ,health conscious customer segment and also digitally aware. 
Targeting 
A differentiated targeting strategy will be best suited for Starbuck UK to reach out both the target groups. 
Positing
Positioning Starbucks, as a premium third space environment that goes beyond just regular coffee shop. This position will help Starbucks maintain and enhance its existing brand value. This new positioning will attract remote workers heavily, giving Starbucks a long term competitive advantage. 
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Starbucks will execute the strategy using the 7P’s framework. Which includes product, price, place, promotions, people, process, physical evidence. 

Product- The core strategy is to expand the menu offerings and for Starbucks to have more non diary, meat free and vegan options. To meet the growing demand for veganism 
· Research by (Robichaud, Yu, 2022) shows that Gen Z prioritise ethical sourced products for consumption. 
· A broader product line will also help in differentiate in a highly competitive landscape of the coffee industry

Price- Rather than reducing the prices to attract more consumers and losing the perceived brand value. Starbucks can use value focused pricing. The plan recommended is to use the AI driven app to promote app exclusive discount to retain existing customers and gain more customers. 
· Starbucks operates under a premium brand model which differentiates it from its competition. Changing the prices drastically will have a negative effect on its brand image. (Jiang, 2024)
· Value added pricing reinforces customer loyalty (Vidrova, Gajanova, 2020)

Place- The strategy recommended to enhancing the instore experience the third space to attract remote workers
· The growing demand for remote work spaces with good ambience for customer. This opportunity well utilised can act as a good driver for customer foot fall 


Promotions- 
Focusing the campaign on ethical branding, in app promotions of vegan menu options, influencer marketing, and social media engagement. 
· Purpose driven marketing increases customer trust, brand loyalty and establish a meaning full connection with brand.  (Pillai, Ramakrishnan, 2024) 

People- Training the staff to understand the new menu allergen and simultaneously teaching them to promote the product on counter. 
· Trained employees drive trust and brand loyalty

Process- The strategy proposes for digital enhancement in the app to simplify ordering, promoting new menus effectively in the app and redesigning of the store layouts to meet the third space requirements. 
· The quality of delivery and order management are critical factors for repeat purchasing behaviour. (Choi, Chung & Young, 2019)

Physical evidence- This part comprises of the physical aspect of the strategy. Using eco-friendly packaging, digital menu boards, app visuals improvement, and third space interior redesigning. 
· According to the research by (Sun, Moon, 2024) findings revealed that high quality food with high quality or eco-friendly packaging can drive greater trust and brand loyalty. 
· A better ambience will drive more footfall for the third space as ambience is a significant driver for remote workers. 
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Starbucks UK's strategic marketing plan must be effectively implemented thorough action planning spanning over the twelve-month period (September 2025–August 2026). Critically connecting , marketing, operations, product development, and human resources all to be coordinated for best results. 

For ensuring the successful implementation of the proposed marketing plan across all departments. With the key responsibilities will be shared across departments with clear timelines and deliverables for the 12 month. The marketing team will be primarily responsible for launch and promotions of the new vegan options also managing the 3rd place campaign, Product development team should oversee the creation of new vegan,  dairy-free and meat-free menus and ensure that supply chain is ready. Store managers and regional operations team should implement in store campaigns, train staff, and adjust the store layout to reflect the third place positioning. The IT and digital team will be responsible for updating the mobile app with new features managing loyalty integration and ensuring digital touchpoints are aligned well with the campaign goals. 
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Effective control measures will ensure that the Starbucks strategic marketing plan will deliver the intended objectives. Can allow for timely analysis, delegate responsibility, and make required adjustments. Ensuring that Starbucks can quickly address the market shifts and customer expectations. 
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KPIs serve as a measurement framework for evaluating the success of the SOSTAC based marketing plan. For Starbucks UK, these KPIs will help monitor progress in targeting GenZ and urban professionals, enhancement in the third place experience, promotions of the plant based menu options.
· Firstly Starbucks can monitor customer demographics data through their app And point of sale insights, allowing specifically tracking the growth in purchases from 18 to 35 inch bracket which is our target. This demographic consists of Gen Z and young professionals who are the key to the third place experience and vegan option’s menu. 
· Customer engagement within the stores can be measured through feedback forms and Net Promoter score (NPS) surveys, which can assess the satisfaction within store environment dwell time, and overall atmosphere. These can be useful tools for tracking how well the third place positioning is performing for Starbucks (Diffee, 2022)
· The increased purchase of plant based and dairy free menu items can be tracked using the percentage of total food and beverage sales coming from the newly introduced vegan, dairy free and meat free menu options. 
· Regular assessment of the digital engagement via the app usage, reward redemption frequency and click through rate. On personalised marketing campaigns These indicators can offer real time insights into, how effective is the digital marketing strategy is in driving customer engagement and retention. 
· By implementing a monthly review system and using these simplified KPIs. Tracking of the sales shift ,NPS product mix data app engagement can be easily tracked and quarterly customer feedback loops can ensure that the control process remains updated and customer focused. (Morgenshtern, Fadil, 2025)
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Starbucks UK, should continue to innovate it's positioning as a third place, which is a lifestyle experience that goes beyond just coffee as a shop. In order to maintain its competitive edge Starbucks should:
Constantly expand and update its plant based and allergen friendly menu options to accommodate the growing consumer demand for inclusive and health conscious food options. 
Investing in technology to enhance personalization through AI and app based features for improving loyalty and customer retention
Implementing staff training programs on inclusivity, sustainability and digital engagement to create a consistent in store experience to align with modern consumer values
focusing on localised social media content and influencers partnerships which reflects UK specific urban lifestyle, particularly targeting Gen Z and young professionals. 
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In today's fast changing environment, customers expect more than just coffee. They want experience, inclusion, exclusivity, and convenience Starbucks UK is at its pivotal point where it needs to think differently and act boldly. 
Best marketing plan built around the SOSTAC framework, set’s clear path for reposition of Starbucks, as more than just a coffee shop. It's about creating a third space where lifestyle, inclusivity and digital tools come together. 
By focusing on two potential customer segments which are urban professionals and Gen Z. Starbucks can grow its influence and stand out in the UK café and fast food market. Adding more vegan, dairy free, meat free options are responding directly to the growing demand for healthier and health conscious consumers. 
 simultaneously updating the Starbucks app with more AI features for personalised experiences which makes the brand more relevant in today's tech driven business landscape. The following steps are not just about following trends but they are leading them. 
With strong global reputation behind Starbucks, it can push ahead of competition by focusing on its strengths create a welcoming, eco-friendly atmosphere in its stores and using smart digital strategies from training its staff to app improvements all designed to support the shift and make it happen without any disturbances. 
With clear goals and ways to measure, Starbucks UK is ready to stay flexible to and respond any changes in trends or consumer demands. 
In brief, Starbucks UK isn't just planning for the future but shaping the future. By being more inclusive, digitally connected and focused on consumer lifestyle, Starbucks can stay ahead and can win the loyalty of this new generation. 




































References
Choi, D., Chung, C.Y. & Young, J. 2019, "Sustainable Online Shopping Logistics for Customer Satisfaction and Repeat Purchasing Behavior: Evidence from China", Sustainability, vol. 11, no. 20, pp. 5626. Available at: https://www.proquest.com/docview/2398158673?accountid=130472&parentSessionId=kdfjSHeWI%2FVunoSttXYn8%2FEGfRwc%2FJ0D8%2Fjz13KI6po%3D&pq-origsite=primo&sourcetype=Scholarly%20Journals[Accessed 18 May 2025].
Diffee, J. 2022, "Customer Experience Metrics: How Builders Can Use NPS", Professional Builder, . Available at: https://www.proquest.com/docview/2758155231?accountid=130472&parentSessionId=1NRrXE69c349eWTFCwxabcP9L7sB6ibz0IBU4ukY%2Fns%3D&pq-origsite=primo&sourcetype=Trade%20Journals[Accessed 18 May 2025].
Emma, L.B. & Canham-Clyne, A. 2022, "What should Starbucks’ incoming CEO prioritize?", Restaurant Dive, . Available at: https://www.proquest.com/docview/2723287425?accountid=130472&sourcetype=Trade%20Journals[Accessed 18 May 2025].
Fantozzi, J. 2022, "Starbucks’ mixed Q1 results impacted by inflation and labor costs", Nation's Restaurant News, vol. 56, no. 2, pp. 42. Available at: https://research-ebsco-com.ezproxy.uwtsd.ac.uk/c/onvpsy/viewer/html/ck4agybgff?route=details[Accessed 18 May 2025].
Francis, T. and Hoefel, F. (2018). ‘True Gen’: Generation Z and its implications for companies. [online] McKinsey & Company. Available at: https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies#  [Accessed 18 May 2025].
Jiang, M. 2024, "Analysis of Market Positioning and Brand Competitiveness of Starbucks and Luckin Coffee in China", SHS web of conferences, vol. 208, pp. 4006. Available at: https://www.proquest.com/docview/3181481331?accountid=130472&parentSessionId=UruoZ4e8Ar%2FMXO2Zu4aK8%2BRTh%2F8F7AMpP15yXSep3o0%3D&pq-origsite=primo&sourcetype=Conference%20Papers%20&%20Proceedings[Accessed 18 May 2025].
Kiang, Y. 2024, "Impact of AI in Customer Long Term Engagement and Brand Loyalty- Empirical Evidence", Journal of accounting, finance & management strategy, vol. 19, no. 1, pp. 81–113. Available at: https://www.proquest.com/docview/3128990147?accountid=130472&parentSessionId=vDAp23z7RSBL8vW1zRGPbRlEEeQr1TzNKDClK1r08es%3D&pq-origsite=primo&sourcetype=Scholarly%20Journals[Accessed 18 May 2025].
Morgenshtern, O. & Fadil, T. 2025, "Building One KPI to Rule Them All", MIT Sloan management review, vol. 66, no. 3, pp. 70–75. Available at: https://www.proquest.com/docview/3174844999?accountid=130472&pq-origsite=primo&sourcetype=Scholarly%20Journals[Accessed 18 May 2025].
McKinsey (2023). What is Gen Z? [online] www.mckinsey.com. Available at: https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-gen-z#  [Accessed 18 May 2025].
Onat, N.C., Mandouri, J., Kucukvar, M., Kutty, A.A. & Al‐Muftah, A.A. 2025, "Driving Sustainable Business Practices With Carbon Accounting and Reporting: A Holistic Framework and Empirical Analysis", Corporate social-responsibility and environmental management, vol. 32, no. 2, pp. 2795–2814. Available at: https://onlinelibrary.wiley.com/doi/full/10.1002/csr.3096[Accessed 18 May 2025].
Pearce, T. (2025). Value in the spotlight as competition heats up in £6.1bn UK branded coffee shop market. [online] World Coffee Portal. Available at: https://www.worldcoffeeportal.com/news/value-in-the-spotlight-as-competition-heats-up-in-6-1bn-uk-branded-coffee-shop-market/  [Accessed 18 May 2025].
Pillai, S. & Ramakrishnan 2024, "Purpose-Driven Branding: A Perceptive Brand Strategy for Impactful Connections", IUP Journal of Brand Management, vol. 21, no. 2, pp. 20–38. Available at: https://www.proquest.com/docview/3084471212?accountid=130472&parentSessionId=alEJJhfVX9pMu1dH%2BEWq3KXNXX%2B653PTwuRb2gIolds%3D&pq-origsite=primo[Accessed 18 May 2025].
Proveg (2024). Taste trends: The shift towards plant-based eating in the UK. [online] ProVeg International. Available at: https://proveg.org/article/taste-trends-the-shift-towards-plant-based-eating-in-the-uk/. [Accessed 18 May 2025].
Robichaud, Z. & Yu, H. 2022, "Do young consumers care about ethical consumption? Modelling Gen Z's purchase intention towards fair trade coffee", British food journal (1966), vol. 124, no. 9, pp. 2740–2760. Available at: https://www.proquest.com/docview/2698463460?accountid=130472&parentSessionId=IjmQ00CjVOdXQxlQG5B8GSkjb%2BOIIOFm2IaZExPZSiU%3D&pq-origsite=primo&sourcetype=Scholarly%20Journals[Accessed 18 May 2025].
Sun, K. & Moon, J. 2024, "The Relationship between Food Healthiness, Trust, and the Intention to Reuse Food Delivery Apps: The Moderating Role of Eco-Friendly Packaging", Foods, vol. 13, no. 6, pp. 890. Available at: https://www.proquest.com/docview/3001734521?accountid=130472&parentSessionId=EFhgCkgM13OyaRg9S4wYpy5CBW10ixkWoLaTWmiYsYM%3D&pq-origsite=primo&sourcetype=Scholarly%20Journals[Accessed 18 May 2025].
Starbucks (2023). G L O B A L I M P A C T E P O R T 2023 Global Impact Report. [online] Available at: https://about.starbucks.com/uploads/2025/02/FY2023-Starbucks-Global-Impact-Report.pdf  [Accessed 18 May 2025].
Statista (2025). Coffee - United Kingdom | Statista Market Forecast. [online] Statista. Available at: https://www.statista.com/outlook/emo/beverages/hot-drinks/coffee/united-kingdom [Accessed 18 May 2025].

Timbrell, N., Jennings, C. & Bullock, A. 2019, Ansoff Matrix, 1st edn, Oxford University Press. Available at: https://www-oxfordreference-com.ezproxy.uwtsd.ac.uk/display/10.1093/acref/9780191863592.001.0001/acref-9780191863592-e-9[Accessed 18 May 2025].

Torlak, N.G., Demir, A. & Budur, T. 2020, "Impact of operations management strategies on customer satisfaction and behavioral intentions at café-restaurants", International journal of productivity and performance management, vol. 69, no. 9, pp. 1903–1924. Available at: https://www.proquest.com/docview/2461584489?accountid=130472&parentSessionId=TpfFk7WaBVKLPU%2FiqrXlhY0TWKmRDNJwsXWJDCL2a9o%3D&pq-origsite=primo&sourcetype=Scholarly%20Journals[Accessed 18 May 2025].

Vidrova, Z. & Gajanova, L. 2020, "HOW TO COMMUNICATE A PRICE TO THE CUSTOMERS", Varazdin Development and Entrepreneurship Agency (VADEA), Varazdin, pp. 507. Available at: https://www.proquest.com/docview/2422421152?accountid=130472&parentSessionId=GI09x7Ap4px4tBs489gEHeTfne6WTd83yeKKxXey%2F4U%3D&pq-origsite=primo&sourcetype=Conference%20Papers%20&%20Proceedings[Accessed 18 May 2025].



image1.png
September 2025 to August 2026

Market Research
Finalisation

Menu R&D +
Supplier Alignment
In-Store Training
Rollout

Third Space
Redesign (Pilot St...
Campaign Launch
(Social, App, Local...
Feedback Collection
+ Optimisation Loop
Final Rollout and
Expansion Nation...

Task

Start Date [l Duration

Aug 31, 2025 Dec 9, 2025 Mar 19, 2026 Jun 27, 2026




