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[bookmark: _Toc134989590]Executive Summary 
Starbucks' marketing plan outlines strategic objectives to strengthen its market position and promote growth. It adheres to the SOSTAC structure and establishes SMART targets. The goal is to gain market share by 10% by introducing a new range of plant-based food options. The marketing mix includes Product development and menu expansion, price strategies, distribution networks, integrated marketing communications, and consumer interaction efforts. Training programs will be designed and implemented to ensure staff delivers effective services. Performance indicators such as sales and revenue, market share, customer feedback and satisfaction, menu performance, staff training and knowledge, and sustainability impact are assessed to track progress and evaluate the marketing plan's success.
[bookmark: _Toc134986742][bookmark: _Toc134989591]Introduction
Starbucks, the renowned fast-food restaurant chain, has become a global symbol of premium coffee and a beloved destination for coffee enthusiasts and casual consumers (Michelli and Hill, 2007). With its distinct brand identity and commitment to providing a unique customer experience, Starbucks has revolutionised the coffee industry and established a strong presence in numerous countries worldwide. In this marketing plan, we will delve into the strategic objectives and initiatives to further enhance Starbucks' position in the market. This marketing plan outlines the key strategies and actions that Starbucks will undertake to achieve its marketing objectives and drive continued growth and success. Moreover, we will evaluate the current situation, define clear goals, develop effective strategies, implement specific tactics within the marketing mix, determine necessary actions, and establish robust monitoring and evaluation mechanisms using the SOSTAC framework (Tcivina, 2020).  Moreover, to ensure the effectiveness and clarity of our marketing objectives, we will apply the SMART criteria.  However, by setting SMART objectives, we aim to provide a clear roadmap for Starbucks' success while aligning our efforts with the organisation’s overall goals. 
[bookmark: _Toc134986743][bookmark: _Toc134989592]Main Findings
After careful consideration and analysis, the strategic marketing objective identified to enhance the Fast Food Restaurant Chain, Starbucks, is as follows:
[bookmark: _Toc134986747] This marketing objective aims to increase market share in the plant-based food segment by 15% within the next fiscal year. This will help Starbucks drive revenue growth, attract health-conscious consumers, reinforce sustainability commitments, expand the customer base, differentiate from competitors, and differentiate from competitors. The objective will be measured using market share data, focusing specifically on the plant-based food segment. By achieving a 15% increase in market share within the specified timeframe, Starbucks will drive revenue growth, attract health-conscious consumers, reinforce sustainability commitments, expand customer base, differentiate from competitors, and differentiate from competitors.
[bookmark: _Toc134989593]SOSTAC Framework Structuring the Marketing Plan for Starbucks
[bookmark: _Toc134989594]Situation Analysis
Situation Analysis: Where are we now?
The situation analysis assesses Starbucks' current position in the market. It involves evaluating internal and external factors impacting the company's performance (Emelianova, 2021). Here is an overview of the current situation for Starbucks:
[bookmark: _Toc134989595]Internal Analysis
Brand Strength: Starbucks has established itself as a leading global coffee chain with a strong brand presence and a loyal customer base (Geereddy, 2013). It is known for its quality coffee, customer experience, and emphasis on sustainability.
Diverse Product Offering: Starbucks offers various coffee-based beverages, including seasonal and limited-edition options (Thompson Arsel, 2004). It also provides food items, snacks, and merchandise to complement its core offerings.
Digital Transformation: Starbucks has significantly invested in digital technology, including mobile ordering and payment options, loyalty programs, and personalised marketing campaigns (Solis and Szymanski, 2014). These initiatives have enhanced customer convenience and engagement.
Global Presence: Starbucks operates in numerous countries worldwide, with an extensive international footprint and exposure to diverse consumer markets (Mithas and Rust, 2021).
[bookmark: _Toc134989596]External Analysis
Increasing Competition: Starbucks faces intense competition from both traditional and emerging coffee chains, as well as independent local coffee shops. Following this, competitors may offer similar products and strive to differentiate themselves through price, convenience, or unique experiences.
Changing Consumer Preferences: Consumers are becoming more health-conscious and seeking healthier food and beverage options (Li, 2018). Additionally, there is a growing need for plant-based and environmentally friendly products. Therefore, Starbucks must adapt its products to satisfy shifting consumer demands.
Digital Disruption: Consumers' access to and consumption of food and beverages has changed due to the advent of digital platforms and third-party delivery services. As a result, to maintain customer engagement and loyalty, Starbucks must properly navigate this scenario.
Regulatory and Environmental Factors: Starbucks operates in a highly regulated industry, with various regulations related to food safety, sustainability, and labour practices. These regulations are critical for maintaining a positive brand image (Silitonga, E.S., 2021).
Market Saturation: Starbucks may be reaching saturation in specific markets, leading to increased competition for market share and potential challenges in achieving sustained growth.

[bookmark: _Toc134989597]Objectives 
SMART is an acronym for Specific, Measurable, Achievable, Relevant, and Time-bound. It is a framework to evaluate the effectiveness and feasibility of objectives and goals (Liu and Huang, 2014). Let's apply the SMART criteria to the identified purpose of increasing market share in the plant-based food segment for Starbucks
Specific: The goal clearly defines the target market segment as the plant-based food market.
Measurable: Market share can be quantitatively measured by tracking sales data and comparing it to competitors.
Achievable: With the growing popularity of plant-based food options, a 15% increase in market share is attainable through strategic marketing efforts and menu innovations.
Relevant: The objective aligns with changing consumer preferences for healthier and sustainable food choices and supports Starbucks' sustainability initiatives.
Time-bound: The objective has a specific timeframe of one fiscal year, providing a clear deadline for evaluation and assessment.
The ability to attain this objective will benefit Starbucks in several ways. To begin with, it will generate more revenue and profitability from the growing plant-based food market. Besides that, it will also enhance the brand's reputation as a forward-thinking and environmentally conscious restaurant chain, attracting customers who prioritise sustainable and healthier food options. Additionally, expanding market share in the plant-based food segment may increase customer loyalty, repeat visits, and positive word-of-mouth, further strengthening Starbucks' competitive position. Therefore, by focusing on this strategic marketing objective and implementing targeted strategies like menu diversification, marketing campaigns, and partnerships with plant-based food suppliers, Starbucks holds a high chance of establishing itself as a leader in the plant-based food market, driving growth and catering to the changing needs and preferences of its customer base (Fitzgerald, 2013)
[bookmark: _Toc134986748][bookmark: _Toc134989598]Strategy
Starbucks' recommended strategic direction is to establish itself as a market leader in plant-based food by leveraging its brand value, focusing on sustainability, and producing appealing and compelling plant-based food options. The major components comprise the overall marketing strategy: Menu Expansion and Innovation, Brand Messaging and Positioning, Targeted Marketing Campaigns, Collaborations and Partnerships, Sustainability and Corporate Responsibility, and Collaborations Partnerships. Menu Expansion and Innovation involve developing new and exciting plant-based menu items that cater to diverse tastes and dietary preferences. Brand Messaging and Positioning communicate the brand's values, sustainability initiatives, and health benefits of plant-based choices. Targeted Marketing Campaigns involve creating targeted marketing campaigns to raise awareness and generate excitement concerning its plant-based food offerings.
Collaborations and Partnerships involve establishing collaborations with well-known plant-based food brands or influencers to help expand the reach and appeal of its plant-based offerings. Sustainability and Corporate Responsibility involves recognising Starbucks' commitment to sustainability and ethical sourcing practices in all marketing efforts.
[bookmark: _Toc134989599]Tactics
To achieve the marketing objectives and implement the strategy effectively, the tactics will focus on the classic elements of the Marketing Mix:
Product: there is a need for Starbucks to expand its plant-based food menu by introducing new and innovative options. In addition, it must guarantee that its menu is diversified, appealing, and aligned with current health and sustainability trends.
Price: Starbucks must set competitive pricing for plant-based food items, considering market standards and target customer affordability. Besides that, the cooperation must offer promotional pricing and discounts to incentivise trial and repeat purchases.
Place: Starbucks must ensure that plant-based food options are available in all its locations. Moreover, the cooperation must also explore partnerships with retail stores, online delivery platforms, and food service providers to help increase accessibility and reach a wider audience.
Promotion: Starbucks must launch targeted marketing campaigns across various channels. This will help to create awareness and generate interest in plant-based food offerings (Haskova, 2015). Besides that, the cooperation must leverage social media, influencer partnerships, and digital advertising to help engage with the target audience.
[bookmark: _Toc134989600]Actions
To ensure the successful implementation of the marketing plan, a clear plan of action must be established and a clear set of responsibilities assigned. Here are some steps taken   
Research and Development
 Starbucks must conduct market research to identify customer preferences, monitor industry trends, and assess the competitive landscape. According to Richey and Ponte (2021), when this is done, it will help enhance product development and innovation.
Menu Development: Starbucks must collaborate with suppliers and culinary teams to create a diverse range of appealing plant-based food options. Moreover, they should also ensure that the menu aligns with sustainability objectives and meets customer expectations.
Marketing and Communication: there is a need for Starbucks to develop targeted marketing campaigns that highlight the benefits of plant-based food, emphasising sustainability, health consciousness, and taste. To attain this, the company has to utilise various channels and platforms to effectively reach and engage with the target audience.
Training and Development Programs: The company must train the HRM team effectively since it will be responsible for designing and implementing comprehensive training programs for all staff members (Xiangnan and Darodjat). Therefore, the HRM team must have knowledge based on training on product knowledge, culinary techniques, sustainability practices, and customer service skills specific to plant-based food offerings.
[bookmark: _Toc134986749][bookmark: _Toc134989601]Control 
[bookmark: _Toc134986750]Starbucks should establish a monitoring and evaluation framework to ensure the plant-based food strategy's effectiveness and progress. The framework will involve measuring key performance indicators (KPIs) and regularly assessing the outcomes and impact of the strategy. These measures include sales and revenue, customer feedback and satisfaction, menu performance, sustainability impact, carbon emissions, waste reduction efforts, and sustainable sourcing practices. The measures can be monitored annually or semi-annually to assess progress and demonstrate Starbucks' commitment to sustainability.
[bookmark: _Toc134989602]Recommendations
Continuous Innovation: Surya (2018) asserts that Starbucks should prioritise continuous innovation in its plant-based food offerings to help it stay ahead of competitors and meet evolving customer preferences. According to Surya (2018), Starbucks has to introduce new and exciting menu items frequently that cater to various dietary needs and preferences.
Collaborative Partnerships: according to Valbuena‐Hernandez and Ortiz‐de‐Mandojana, (2022), Starbucks must foster collaborations and partnerships with established plant-based food brands, influencers, and organisations to enhance brand credibility, expand reach, and tap into new customer segments.
Marketing Mix Optimization: Starbucks must evaluate and optimise the marketing mix elements, including product, price, place, and promotion for plant-based food offerings (Liu, 2022). Besides that, Liu, 2022 also recommends that Starbucks adapt strategies based on customer feedback, market trends, and competitor activities.
Sustainability Commitment: the company must continue to emphasise its commitment to sustainability and ethical practices in all aspects of the plant-based food strategy. In addition, Tsai et al. (2020) claim that cooperation must communicate transparently about sourcing, waste reduction, and environmental initiatives to establish trust and loyalty among eco-conscious consumers (Tsai et al., 2020).
[bookmark: _Toc134986751][bookmark: _Toc134989603]Conclusions
Starbucks’ strategic focus on the plant-based food market provides substantial prospects for development and uniqueness. However, the cooperation can achieve success by utilising its brand strength, promoting innovation, and applying focused marketing methods; besides that, Tsai et al. (2020) also assert that Starbucks can capture a larger market share and establish itself as a leader in the plant-based food industry by utilising above-stated techniques. Besides that, based on the recommendations provided, including continuous innovation, collaborative partnerships, marketing mix optimisation, seamless customer experience, and sustainability commitment, Jain (2023) argues that they will enable Starbucks to achieve its objectives in the plant-based food segment. In addition to that, regular monitoring and evaluation of key performance indicators will allow Starbucks to track progress, make informed decisions, and adapt strategies as needed.
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