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This report presents a strategic marketing plan for Starbucks UK from May 2026 to April 2027. It follows the SOSTAC framework and converts the aforementioned audit into an actionable plan rather than letting the results stand as description. The audit identified clear strengths high brand awareness, established customer experience of the store as third place, digital ordering and loyalty features but theses are assets which are under threat. Customers in the UK coffee market are price-conscious, the competition is intence and substitutes Greggs and McDonalds McCafes and independent cafs and home coffee are easily accessible.



The main issue selected is the need to improve the value perception and local relevance of Starbucks UK, without undermining its premium image. The strategy will respond with the campaign. This will consist of low sugar drinks, plant-based options, seasonally-inspired products by the UK, breakfast bundles and bespoke application rewards. SMART objective: increase repeat purchases amongst Starbucks rewards members aged 18-35 by 12% and sales mix in new range at participating outlets by April 2027 to 15%. STP, Ansoff product development and market penetration logic, and Porter focused differentiation approach inform strategic direction.



The 7Ps transform this course into the practical reality: product innovation, value added bundles, pilot stores, online promotion, employee training, more effective and efficient service through the app, as well as the visibility of the health and sustainability in the store. The KPIs that will be used to control are repeat purchase, orders via the app, customer satisfaction, number of bundles bought, cups reused and the campaign effectiveness. The reviews and adjustments made once a month and quarterly would help Starbucks to get rid of the weaker factors and expand the stronger ones. Generally speaking, the strategy is to make the current advantages more applicable and more sustainable growth in the UK market.
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Starbucks UK is in a coffee and fast food market which is no longer dominated by the brand as a way of being competitive. The marketing audit was conducted earlier to reveal that Starbucks has good reputation, its stores are comfortable, it can be easily reached with the help of the internet, and the service provided is also good. However, this is not the case anymore. Due to competition, price sensitivity and cost of operation, the repeat purchase will become difficult to achieve. That is why this marketing plan does not necessarily entail how more customers would be attracted but how to provide the current and future customers with additional reasons to come back.



The SOSTAC model has been applied to this report since it combines the analysis of situation, objectives, strategy and tactics, action and control in a single plan. The task will also demand the development of a marketing plan which is based on the audit directly, one key issue is addressed, the 7Ps are used and the performance will be measured and adjusted with time. The problem chosen is the Starbucks UK need to create more value perception among customers and make them local as well as being active in the digital world and health conscious consumers. It is important that Starbucks does not have an easy way out by reducing prices. Rather, it should safeguard its high quality image and spend its resources wisely by means of product modification, online customisation and price.

The plan that is going to be proposed is based on the campaign called Everyday Balance which will take place between May 2026 and April 2027. It uses SMART goals, STP, product development and market penetration logic by Ansoff, focused differentiation strategy by Porter and marketing mix of 7Ps.
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[bookmark: _Toc229410922]3.1.1 Situation Analysis

Starbucks UK has a certain popularity. The previous audit pointed out to a well-known experience of third place, loyalty program that has been already established, digital ordering and reward-based interaction. However, these advantages are now functioning in a less tolerant market. As household budgets become strained, it becomes easier to defer an expensive coffee purchase, whereas younger consumers are more likely to demand lighter beverages, plant-based products and evident environmental consciousness. The question, however, is not whether customers are aware of Starbucks, but whether they still evaluate it as being worth spending money on in their daily lives. Here Zeithaml (1988) can be helpful since perceived value is determined by the judgement of the customer based on benefits versus sacrifice rather than price.



This problem is intensified by the wider environment. According to Yüksel (2012), PESTEL assists managers in understanding political, economic, social, technological, environmental and legal forces. In this plan, the economic pressure and social change are particularly applicable. The customers can easily switch to Greggs, McDonalds McCaf, independent cafs, supermarket coffee or home brewing. Nevertheless, a blunt reaction would be simple discounting. It may bring more traffic in the short run but it may also undermine the premium associations that make Starbucks unique.



This is also supported by Porter (2008) in terms of Five Forces, the competition is high, the buyer has a strong power and the substitutes have an impact on the price. Conversely, Barney (1991) would imply that resources are valuable and difficult to imitate. In the words of Oliver (1999), there is an aspect that the satisfaction does not necessarily result in loyalty; only after several experiences that one develops the sense of being loyal.
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The key goal of this plan is as follows: Between May 2026 and April 2027, Starbucks UK will increase the repeat purchase rate of Starbucks rewards members aged 18 to 35 by 12 percent. At the same time, in the new products and bundled sales series of participating stores, at least 15 percent of the sales proportion of new products and bundled sales combinations should be achieved.



This goal is intentionally aimed at retention and not just customer acquisition. It is specific since it specifies a clear audience, a defined behavioural outcome and named campaign range. It can be measured by the app data, CRM records, sales mix reports and store-level transaction analysis. It is also realistic. Starbucks has already developed an extensive network of stores, loyalty technology and customer information which can be used to provide targeted offers. Nevertheless, the goal remains ambitious as it requires the brand to alter customer behaviour, but not only introduce new products. Its applicability is directly based on the audit results: buyer power, high substitution, price sensitivity and the necessity of higher everyday value. Lastly, it is time-sensitive and performance will be evaluated over the May 2026- April 2027 planning period.



The three supporting objectives will reinforce the primary target. To begin with, Starbucks must attain a customer satisfaction rating of not less than 85 percent on the new range by April 2027. Second, orders via apps in participating stores should rise by 10% and demonstrate more digital interaction and convenience. Third, the use of single-use cups to order campaigns should be reduced by 8 per cent using incentives of reusable cups. Conversely, they concentrate on repeat purchase, product-market fit, digital behaviour and sustainability which provide Starbucks with more definite proof that the plan is enhancing customer value and long-term performance.
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The 7Ps should not be considered as a list of the requirements, but rather one of the stores to work as a single store. The marketing mix in services was expanded by Booms and Bitner (1981) with people, process and physical evidence that is applicable to Starbucks since it is a service environment where coffee is consumed.



Regarding the product, there is a need to blend iced drinks with less sugar and oat coffees, as well as, lighter versions of Frappuccino, protein pots, fruit snacks, and seasonal flavors of the UK. It is not that the indulgence has been eliminated but rather it is being expanded where the health conscious consumer will not feel out of place. This is an expression of Kotler et al. (2022) in which customer value is associated with the needs change.



Price, however, should be restrained. Starbucks ought to utilize coffee-and-breakfast bundles, student offers and second visit rewards that will make the visit seem better value without making the brand look cheap instead of blanket discounts. Grewal, Monroe and Krishnan (1998) demonstrate that perceived transaction value may affect behavioural intentions hence bundles need to be framed as smart value.



The first 150 stores to be opened will be in the major cities of the UK and the university locations. A pilot as opposed to a national scale allows the brand to gauge its popularity.



Promotion must have a single message: Your daily Starbucks, your way. TikTok, Instagram Reels, app alerts, student ambassadors and posters can display normal events, including station coffee to pre-lecture breakfast. This helps Keller (1993) who claims that brand meaning is built on positive associations.



The promise is then made to be credible by people and process. The training of the baristas should be more concentrated on allergens, personalization and reusing cup cues, as well as the Balance Finder feature in the app must be fastened to choose.



Physical evidence is important. Bitner (1992) believes that displaying calories and green packaging on the menu board helps customers choose food.



All in all, these 7Ps make the campaign practical, measurable, and closely aligned with Starbucks value challenge.
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According to Smith (2020), SOSTAC is only applicable when there is an association between strategic decisions and implementation. That point is relevant here. The national launch would appear courageous but it would also put Starbucks UK at unnecessary risk due to uncertainty in terms of price sensitivity, acceptance of healthier products and taste in different regions. The stronger path is a phased pilot. Hrebiniak (2006) also points out that strategy does not fail because the idea is weak, but because the execution is poorly coordinated.



The development of the products and supply chain teams should be concluded in May and June 2026, as recipes, ingredients, packaging and bundle prices are to be determined. Simultaneously, there is a requirement that the digital department has to develop the application-based Balance Finder and individualised reward system and the finance section will monitor the pilot expenses and marketing team will prepare the instructions on stores. People must be focused between July and August. The baristas should be trained by store managers and trainers about allergens, low-sugar customisation, reuseable cups, quick morning service. This is not a small thing that can be overlooked. The employees are involved in the offer creation rather than just the delivery of the offer in the case of the service brands. Grönroos (1994) relates the quality of services with satisfaction and loyalty whereas Parasuraman, Zeithaml and Berry (1988) relate the customers with their perception of service based on reliability, responsiveness and assurance.



The pilot is to be implemented between September and December 2026 in 150 high-footfall stores in London, Manchester, Birmingham, Cardiff, Edinburgh and some university cities. It is a good time when students come back, office routines and demand of cold weather. In January-February 2027 Starbucks will analyze the sales mix, repeat purchase, feedback of employees and customers comments and change weak products or prices. During March and April senior managers have an option whether to scale. All in all, phased delivery provides Starbucks with a disciplined path between campaign idea and evidence-based national rollout decisions.
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Control is important since the surface of Everyday Balance can be a success, and it may not be successful in its strategy. In case of short term increase in sales of bundles, as an example, this might indicate that the promotion is a trial to build long-term loyalty or more health-related value. According to Smith (2020), SOSTAC control must make sure that there is direct relationship between the measurement and the objectives. It implies that Starbucks UK should focus on other aspects apart from the revenues. The success of the campaign will be determined by the ability to enhance the purchase repeat, perceived worth and retention of the younger Rewards customers.



The key performance indicators of the core KPIs will be the repeat purchase by 18-35 years old users of Starbucks Rewards, sales mix of the new range, online orders, bundle adoption, customer satisfaction and use of reusable cups and ROI on marketing campaigns. It is also important to measure these as it would help in testing various aspects of the strategy. The fact that there are repeat purchases means that Starbucks has become a part of the daily life; the fact that the healthier product line is not selling well means that it is being accepted; the fact that people buy the products through the app means that they are getting their own rewards. But it is not good to make the measures a dashboard with no analysis. Ambler, Kokkinaki and Puntoni (2004) recommend that the choice of metrics should be based on the priorities of the management whereas Morgan, Clark and Gooner (2002) suggest that the evaluation of the marketing performance must be done considering several points of view.



Qualitative evidence is also required. Short application surveys, store-level comments and barista feedback can be used to determine the friction points that numbers may hide. This is applicable to Lemon and Verhoef (2016), who claim that customer experience is developed in different touchpoints. The monitoring should be done monthly with more comprehensive quarterly reviews. Kaplan and Norton (1992) are also proponents of a balanced approach that involves both financial indicators. When repeat purchase is not good rewards should be simplified. When sales mix is not good taste or price or visibility has to be changed. On the other hand, low uptake of reusable cups would require enhanced staff prompts and better incentives. In general, control needs to transform campaign data into keener learning, correction at time and more accountable Starbucks growth.
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The pilot of the Everyday Balance campaign ought to be conducted by Starbucks UK prior to its national rollout. It would be an undue risk to launch fully because the audit showed that there were doubts about price sensitivity, acceptance of healthier products and regional taste variations. The pilot of 150 stores in high-foot traffic urban and university premises would allow Starbucks to experiment with lower-sugar beverages, plant-based options and breakfast packages as a choice to increase repeat purchase without diluting the premium brand. It is important because Porter (1985) thinks that differentiation should not be lost. Starbucks needs to enhance perceived value but it must not engage in direct low-price competition.



The second recommendation is to make the Starbucks application the key retention tool, and not just a payment portal. According to Payne and Frow (2005), customer relationship management should create stronger customer knowledge and interaction that matters. In practice, this will entail personalising rewards on application data in terms of breakfast habits, studying, afternoon breaks and reusable cup behaviour. This also explains the rationale behind market penetration by Ansoff (1957) because it aims at increasing the frequency among existing and lapsed customers rather than depending mostly on new users.



Lastly, learning and not merely reporting should be connected to campaign control. Starbucks needs to analyze repeat purchase, sales mix, satisfaction, app engagement, reusable cup uptake and ROI on a monthly basis with more detailed decisions every quarter. According to Kaplan and Norton (1992), performance control must be balanced between financial and non-financial indicators that is suitable since this plan aims at loyalty, relevance, sustainability and sales. Poor products need to be eliminated fast; however, effective bundles ought to be expanded in other stores. These suggestions combined will render the campaign low-risk, evidence-based and sensitive to the competitive challenge of Starbucks UK.
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The company has its internal strengths and is not in a simple position of competition when it comes to the planning period of May 2026 through April 2027, Starbucks UK. The brand name, digital loyalty program, store experience and services are still useful. Nevertheless, the audit demonstrates that these factors are under threat by price conscious consumers, competition, substitutability and demand change in terms of health and sustainability. The plan Everyday Balance thus addresses the single strategic challenge of how the value of Starbucks can be enhanced without losing the premium image that makes the brand unique and at the same time enhancing its local presence.



The report has shifted to a structured marketing plan that includes objectives, strategy, tactics, actions and control based on the SOSTAC framework proposed by Smith (2020). The SMART objective is more specific to repeat purchase, sales mix and customer behaviour as opposed to general sales growth. This is significant since short-term revenue would not necessarily be a stronger loyalty. The focused differentiation direction is supported by Porter (1985), as Starbucks must not directly compete with lower-price competitors like Greggs, McDonalds McCaf or supermarket coffee. Conversely, the plan incorporates healthier product adaptation, personalised app rewards and value packages to render premium visits more valuable.



The plan is not a safe one. It is possible that the customer acceptance and the delivery of staff, as well as the regional taste will have an impact on performance. To achieve this, it is necessary to implement in phases and control the KPIs. The non-financial indicators are important in addition to financial indicators (Kaplan and Norton 1992) and this is also the case with this campaign since the success of the campaign relies on the repeat purchase, satisfaction, app use and reuse cup, and ROI. By looking at these figures once per month and then changing them every quarter, Starbucks can get ahead of the curve by going national. In general terms, the strategy would connect the positive aspects of Starbucks with the value of its customers, control and the growth of the UK in the long term.
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