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[bookmark: _Toc228735585]Executive Summary
This report aims at formulating a strategic marketing plan for Starbucks in the UK. The report presents an organized strategy of enhancing the competitive positioning of Starbucks, using the SOSTAC framework and SMART objectives. One of the problems that are found in the marketing audit is a decrease in differentiation as a result of more competition and imitation of capabilities. The report in turn suggests a strategy that aims at improving the experiential and personalized value through segmentation, targeting and positioning, with the help of differentiation strategy and product development approach. This strategy is translated into practical initiatives in the 7Ps marketing mix, such as personalization based on AI, optimization of loyalty and improvements in store experience. The performance will be observed by use of well-established KPIs to guarantee constant improvement. In general, the strategy offers an effective and measurable roadmap to better customer retention and long-term profitability within a very competitive UK coffee market.
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[bookmark: _Toc228735586]1.Introduction
The UK coffee market is very competitive and is rapidly influenced by the fluctuating consumer demands in terms of value, experience and customization. In this context, Starbucks should keep adjusting its marketing strategy to be able to maintain its premium positioning. This report develops a strategic marketing plan that is designed around the SOSTAC framework and has specific objectives that are outlined with the help of the SMART model to make the implementation of these objectives measurable and effective.
[bookmark: _Toc228735587]2.Situation Analysis
Judging from external factors, the competition in the industry is relatively mature, with strong bargaining power of buyers, low conversion costs, and high threat of substitutes. These factors together increase price sensitivity and limit product differentiation (Porter, 2008). At the macro level, inflationary pressures and the decline in disposable income have weakened consumers' willingness to pay for high-priced products and increased the possibility of turning to low-cost alternatives (ONS, 2026; Lamey et al., 2007). Internally, Starbucks has a world-renowned strong brand that conforms to the VRIO framework, which brings it a sustainable competitive advantage (Barney, 1991). However, initiatives such as digital ordering system and sustainable development are also gradually being imitated by the whole industry, thus reducing their uniqueness and weakening Starbucks' differentiated advantages to a certain extent (Iannone and Caruso, 2023; Knott, 2015). This shows that the brand still has strong strength, but in a saturated market, its value proposition is becoming less unique. In order to integrate the above analysis results, TOWS analysis (see Appendix 1) is used to combine the internal capabilities of the enterprise with the external environment (Helms and Nixon, 2010; Saari et al., 2024). The analysis results point out that one of the key areas that need to be improved and innovated is to improve customer experience and differentiate based on value, so as to better support Starbucks' high-end positioning. Strong brand assets (strength) and the growth of consumers' demand for experiential consumption (opportunity) provide an important way to cope with the convergence of competition (threat) (Meeprom and Kokkhangplu, 2025). Therefore, the marketing strategy proposed in this study will take strengthening Starbucks differentiation as the core, and improve its competitive position in the British market by implementing innovative customer experience and value enhancement initiatives.
[bookmark: _Toc228735588]3.Objetives
The SMART model (Specific, Measurable, Achievable, Relevant and Time-bound) helps to make sure that objectives are specific, practical and performance-based (Pietsch et al.,2024). By applying SMART standards, enterprises can transform strategic issues into specific and measurable goals and evaluate the progress of implementation. Based on the above situational analysis, the marketing area that needs to be focused on at present is to strengthen Starbucks' differentiation to better support its high-end positioning in the British market.
Hence, the objective of this marketing plan is: "To boost customer retention among premium-segment consumers (urban young professionals aged 22-45 with middle-to-high income levels) by 8 percent between May 2026 and April 2027 by improving the experiential and personalized value propositions." 
The goal has a clear specificity, focusses on customer retention in high-end sub-markets, and is measurable (8% increase). At the same time, relying on Starbucks' existing digital capabilities and brand resources, it is achievable, and is closely related to the current problem of differentiation decline, and sets a time limit. Its strategy is based on the fact that improving the customer retention rate is directly related to higher customer lifetime value and revenue retention rate, especially in high-end markets where repeat purchases are the key to profit (Ali and Shabn, 2024). Realising an increase in the retention rate of 8% helps to significantly enhance the long-term revenue performance of enterprises by increasing the acquisition and purchase frequency of high-value customers. More importantly, increasing the customer retention rate helps to maintain market share in fiercely competitive and saturated industries, because it can reduce customer loss. This is especially critical in the case of buyers' strong bargaining ability and high threat of substitutes (Ejibenam et al., 2021; Rust and Zahorik, 1993). By improving the consumer experience and personalized value, Starbucks can enhance consumers' perception of its differentiation, thus reducing price sensitivity and consolidating its high-end positioning (Chandra et al., 2022), further strengthening its competitive advantage, and bringing better quantifiable financial performance.
[bookmark: _Toc228735589]4.Strategy
[bookmark: _Toc228735590]4.1 Segmentation, Targeting and Positioning (STP)
Segmentation is the process of dividing a diverse market into smaller segments with common traits to enhance the effectiveness of marketing (Madzík et al., 2021). Starbucks segmentation in the UK coffee market can be conceptualized in four variables, such as demographic, geographic, psychographic and behavioral (Madzík et al., 2021). Geographically, Starbucks focuses mainly on urban, high-traffic areas like London, Manchester and Birmingham, and high footfall transport and business areas where there is high demand for convenient coffee consumption (Chitalia et al., 2022). The target demographics of the brand are young professionals between 22-45 years old, middle-to-high income earners, and students who have the premium lifestyle and can afford the brand experience (Jin,2024). Psychologically, Starbucks focuses on experience-oriented, brand-conscious consumers who appreciate convenience, product quality and lifestyle identity and show an increasing interest in sustainability and ethical sourcing practices (Gao et al., 2021). When it comes to behavior, the target audience includes frequent coffee buyers, who consume coffee every day or every week, loyal Starbucks Rewards members, and convenience-driven customers, who order coffee via mobile apps and takeaway services (Lucas, 2026; Wassel, 2026). Some of the benefits that these consumers usually pursue are consistency in quality, personalization and social status that come with premium brands (Zhang et al., 2019).
Targeting is a process of assessing segments in terms of size, profitability and growth potential, and picking the segments that best match the capabilities of the firm (Berlian, 2022). Starbucks must adopt a concentrated targeting approach, focusing on one segments of urban, experience-driven professionals and loyal customers. The segment is appealing since purchasing power and repeat consumption behavior is high, as well as it is aligned with the premium offering of Starbucks, making it essential in enhancing customer lifetime value and retention(Hathaway, 2024). 
Positioning can be defined as the creation of a clear image in the minds of the target consumers compared to those of the competitors (Saqib, 2021). Starbucks must rebrand itself as more of a personalized experiential coffee shop rather than just a regular premium coffee shop with a heavy focus on in-store experience, digital customization and emotional attachment. This positioning helps to reinforce the core of Starbucks belief on providing greater perceived experiential value and experiential quality, differentiating it from competitors that compete mainly on price or convenience (Figure 1).
Figure 1: Perceptual Map of UK Coffee Market Based on Price and Perceived Value
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Starbucks is in the high-price, high perceived value quadrant of the UK coffee market, as shown in Figure 1, but is slightly lower than PRET, meaning that competitors have relatively stronger experiential differentiation. Meanwhile, Costa Coffee is positioned in a neighboring spot with a marginally lower price, which emphasizes growing competitive parity. This placement shows that Starbucks continues to have a high premium image, but that its perceived value advantage is becoming smaller. The perceptual map is thus important because it graphically validates the deteriorating differentiation that the audit revealed and the strategic emphasis on the experiential value improvement to maintain the premium positioning.
[bookmark: _Toc228735591]4.2 Porter’s Generic Strategy
According to Porter's general strategy, enterprises can gain a competitive advantage through cost leadership or differentiation (Porter, 1985). Starbucks has always adopted a differentiation strategy, but the current analysis shows that the intensification of homogenization among competitors is weakening its performance. Therefore, Starbucks needs to further strengthen and expand its differentiated path, which can improve the value of consumer experience, strengthen personalized services and create a more emotionally connected brand experience (Pacheco,2025). Given the convergence of competitors in digitalization and product functions, Starbucks can use its brand advantages and customer data to provide a more customized and difficult-to-replicate immersive experience, so as to improve the perceived value of customers, reduce their sensitivity to prices, and maintain the sustainability of premium pricing capabilities. This will help solve the problem of the gradual weakening of differentiation.
[bookmark: _Toc228735592]4.3 Ansoff Growth Strategy
Ansoff Matrix offers strategic growth alternatives depending on the products and markets (Ansoff, 1957). Starbucks must implement a product development approach and concentrate on improving on the products instead of coming up with completely new categories of products. Although market development may increase reach, it does not directly solve the underlying problem of diminishing differentiation, and therefore product development is the more strategically aligned choice. Despite the fact that Starbucks already offers customization and digital interaction, they have become industry standards, which means that their impact on differentiation is less pronounced (Violet, 2024). Thus, its strategy must focus on incremental innovation, including higher levels of personalization, better in-store experiences and digital-physical interactions (Scholdra et al., 2023). This will enable Starbucks to enhance customer interaction in its current UK market at minimal risk. Through the enhancement of its existing value proposition, Starbucks will be able to enhance the level of repeat purchasing behavior and customer retention, which will enhance customer lifetime value and strengthen its competitive stance.
[bookmark: _Toc228735593]5. Tactics 
To realize the goal of retaining more customers in the premium segment by 8% between May 2026 and April 2027, Starbucks needs to adopt an integrated 7Ps marketing mix to improve the experiential and personalized value at all customer touchpoints.
[bookmark: _Toc228735594]5.1Product
Starbucks will boost its existing product by introducing AI-based personalization in its mobile application, where previous purchases will be used to suggest tailored drinks and personalized offers. It has been demonstrated that personalization can greatly enhance customer satisfaction and loyalty through perceived relevance (Weidig et al., 2024). In addition, limited edition products that integrate local characteristics can bring freshness and scarcity, which is an important motive for consumers to buy repeatedly in the experiential consumption situation (Meeprom and Kokkhangplu, 2025). At the same time, further improving the traceability of products in ethical procurement helps to strengthen the emotional connection between consumers and brands and improve brand loyalty (Tsai et al., 2020).
[bookmark: _Toc228735595]5.2Price
The Starbucks Rewards Program will introduce a layered loyalty pricing model to provide customized incentives for different customers, such as rewards based on consumption frequency and more targeted discounts. Value-oriented pricing helps to improve consumers' perception of price fairness, while promoting repeated purchases without weakening brand value (Ali, 2024). This is especially important in times of economic uncertainty, because consumers' sensitivity to prices continues to increase (Lamey et al., 2007), making improving perceived value an important factor in maintaining customers.
[bookmark: _Toc228735596]5.3Place
Starbucks will further strengthen its omni-channel strategy, such as promoting advance orders on mobile terminals, optimizing personalized pick-up experiences, and providing location-based preferential services. Research shows that convenience and customer experience are key factors in promoting customer retention, and the seamless integration of digital channels and offline stores can effectively improve the performance of these two aspects (Li and Chang, 2024). At the same time, high-flow stores can set up special experience areas to enhance the emotional interaction of customers and extend the stay time.
[bookmark: _Toc228735597]5.4Promotion
In terms of promotion, Starbucks will rely on data-driven personalized strategies and customer relationship management (CRM) for precise positioning, and push customized information to customers through applications, emails and promotional activities. Research shows that personalized communication can significantly improve user participation and purchase frequency (Anwar et al., 2025). In addition, brands will also strengthen emotional connections by carrying out experiential activities and optimizing loyalty reward mechanisms, which plays an important role in establishing long-term stable customer relationships (Mostafa and Kasamani, 2021)
[bookmark: _Toc228735598]5.5People
Through training, employees will provide more personalized and emotional services with the support of customer data. In the service industry, customer satisfaction and loyalty largely depend on the quality of service (Irshad et al., 2024). Therefore, giving employees the ability to carry out personalized interaction helps to improve the perceived value of customers and their attachment to the brand, thus directly promoting customer retention.
[bookmark: _Toc228735599]5.6Process
In terms of operational processes, enterprises will focus on improving speed, convenience and personalization, such as introducing an artificial intelligence-assisted ordering system and shortening customer waiting time. Research shows that efficient service processes are closely related to customer satisfaction and repeat purchase behavior (Hadinata and Erislan, 2025). At the same time, digital integration also helps enterprises respond more flexibly to changing consumer needs (Suzianti et al., 2024).
[bookmark: _Toc228735600]5.7Physical Evidence
Starbucks will optimize its offline environment through high-end store design, sustainable development elements and interactive digital technology. As an important part of service, the physical environment is a key factor affecting customers' perceived service quality and brand image (Zhou et al., 2024). At the same time, the more immersive the environment is, the more it can strengthen the difference in experience and improve the emotional participation of customers.
Overall, these initiatives can be regarded as an innovation-oriented strategy that combines digital personalization with experiential retail. By improving the perceived value of customers at various touchpoints, Starbucks can effectively reduce the possibility of customers turning to other brands, improve the repeat purchase rate and customer retention, and thus further consolidate its high-end competitive position in the UK market.
[bookmark: _Toc228735601]6.Actions
Figure 2: GANRR Chart
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The activities in the Gantt chart (Figure 2) will be supported through a perfect control and execution system to ensure smooth implementation and achieve the expected quality. Each task will set clear performance indicators, such as system testing, new function piloting and phased promotion in digital projects, so as to effectively reduce operational risks.
At the same time, enterprises will improve employee performance through systematic training programs so that they can provide more personalized services, supplemented by clear service standards and customer data insights. In addition, key indicators such as customer satisfaction scores, feedback evaluations, and service consistency indicators will be used to continuously monitor performance.
Finally, through regular evaluation meetings between marketing, operation and store management teams, timely adjustments and optimizations can be made to ensure the efficient promotion of various activities and be consistent with the goal of improving customer retention.
[bookmark: _Toc228735602]7.Control
A systematic monitoring and evaluation system will be instituted to make sure that the marketing plan meets its target of customer retention of 8 percent (Table 1). These measures focus on both behavioral and perceived value measures, so that they are consistent with the strategy of enhancing differentiation with personalized and experiential value.
Table 1: KPI Table
	KPI
	What is Measured
	Target
	Frequency
	Data Source
	Justification

	Customer retention rate
	% of repeat customers
	+8%
	Monthly
	CRM system
	Directly measures achievement of core objective

	Repeat purchase frequency
	Average visits per customer
	+10%
	Monthly
	App and POS data
	Indicates loyalty and engagement

	Customer satisfaction (CSAT)
	Service quality rating
	≥90%
	Monthly
	Surveys and feedback
	Reflects experiential value delivery

	App engagement rate
	Active users & interactions
	+15%
	Monthly
	Digital analytics
	Measures effectiveness of personalisation

	Average transaction value
	Spend per visit
	+5%
	Quarterly
	POS data
	Indicates perceived value and premium positioning


Enterprises will review performance data on a monthly basis to identify trends, gaps and areas that need to be improved. If the key performance indicators do not meet the expected target, corrective measures will be taken in time, such as optimising personalised offers, improving service quality or adjusting promotional strategies. The continuous monitoring mechanism can form an effective feedback closed loop, allowing Starbucks to flexibly adjust its strategy according to real-time customer behaviour and market changes. This process helps ensure that marketing plans are always efficient and optimised, and focus on the goal of improving customer retention and competitive position in the UK market.
[bookmark: _Toc228735603]8.Recommendations
As part of the marketing strategy, it can be suggested that Starbucks increase its long-term investment in data-driven personalisation functions to improve customer experience and achieve differentiation. By using customer relationship management and artificial intelligence technology, enterprises can locate customers more accurately and enhance interaction, thus improving customer retention (Odionu, Bristol-Alagbariya and Okon, 2024). In addition, Starbucks needs to continuously optimise its member loyalty program to make the reward mechanism more relevant and meet the changing consumer expectations, thus promoting repeated consumption. At the same time, the company should also pay attention to employee training and service quality management, because personalised and emotional service is an important factor in improving the differentiation of experience (Maghembe and Magasi, 2024). Finally, Starbucks should continue to promote innovation and regularly update store experience and digital functions to maintain a long-term advantage in the fiercely competitive market. These measures will help improve customer retention and overall competitiveness.
[bookmark: _Toc228735604]9.Conclusion
To sum up, this marketing plan shows how Starbucks can reinforce its competitive positioning through improving the experiential and personalised value. The plan offers a viable and measurable pathway to enhance customer retention and long-term profitability in the UK market through a clear strategic focus on differentiation, which is supported by integrated tactics and performance monitoring
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Appendix 1: TOWS Table
	
	Opportunities (O)
	Threats (T)

	Strengths (S)
	SO Strategies
	ST Strategies

	
	· Leverage brand to enhance experiential offerings (e.g. premium in-store experience, personalised services) (Meeprom and Kokkhangplu, 2025)
· Develop innovative product offerings aligned with health trends (low sugar, plant-based) (Peluso, 2023)
	· Use brand strength to justify premium pricing despite competition
· Reinforce emotional brand connection to reduce customer switching (Jiang, Sun and Tu, 2023)

	Weaknesses (W)
	WO Strategies
	WT Strategies

	)
	· Enhance value perception through personalisation and experience innovation (Maghembe and Magasi, 2024)
· Use digital data to improve targeted marketing and customer engagement
	· Address declining differentiation to reduce substitution risk
· Improve perceived value to defend against price-sensitive consumers
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