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[bookmark: _Toc219290020]Introduction
This marketing plan outlines the launch of Millie’s Cookies established in 1985 with 90 outlets within UK, at Uppercrust Cafe in Cardiff which complements café’s existing grab-and-go food and beverage facility (Millie's Cookies, 2024) The initiative aims to diversify the cafe’s menu, enhance customer satisfaction and increase average transaction value. Nevertheless, it will be inclining varied customer footfall seeking indulgent, high-quality treats as well. The plan integrates a targeted promotional campaign, leveraging digital and in-store marketing to drive trial and repeat sales. It focuses on understanding local Cardiff market, identifying key customer segments where nearly 2/3rd people buy sweet treats with hot beverages (Nestle, 2024 and Barclay's, 2025) Key objectives include enhancing Uppercrust’s reputation as a destination for premium café experiences in Cardiff. 

[bookmark: _Toc219290021]Marketing Objectives
The objectives follow the SMART framework, ensuring they are specific, measurable, achievable, relevant, and time-bound (Kotler, 2024) The launch of Millie’s Cookies is designed to strengthen Uppercrust Café’s baked goods category by driving a noticeable uplift in sales and customer engagement (Millie’s Cookies, 2024) The objective is to generate a 15% increase in baked goods revenue within six months of launch by leveraging Millie’s strong brand recognition and Uppercrust’s established footfall (Aaker, 1996 and Oppong, 2021) Performance will be assessed through consistent monitoring of daily cookie sales alongside qualitative customer feedback collected through short surveys and informal in-store interactions (Srivastava and Maitra, 2016) Given Millie’s proven popularity within the UK market and the café’s existing customer base, this growth target is realistic and commercially justified (Oppong, 2021) The launch campaign will begin in January 2026, with a structured review in June 2026 to evaluate outcomes and inform future product and promotional decisions.

[bookmark: _Toc219290022]Market Research
The hospitality market in Cardiff is highly competitive, driven by a strong student population, office workers, tourists, and commuters. Consumers increasingly seek high-quality, Instagram-worthy, convenient food options that offer comfort and indulgence at an affordable price (Riswanto, 2025) Impulse purchasing of baked goods is strongly associated with café environments and hot drink consumption (Nicolosi, 2023) Although, competitors such as Costa Coffee, Starbucks, and independent cafés already offer baked goods, many lack a distinctive branded cookie experience, to exemplify, Greggs. Millie’s Cookies benefits from strong brand recognition in the UK, associated with freshness and indulgence (Millie’s Cookies, 2024) This research suggests that introducing it within Uppercrust Café aligns well with market trends and customer expectations in the Cardiff hospitality sector (Smail, 2021)

[bookmark: _Toc219290023]Target Market and Customer Profile
Segmenting café consumers by demographic and psychographic characteristics allows businesses to tailor offerings more effectively (DataSense, 2023) The target populace includes students aged 18–25, office workers usually aged 25–45, and commuters passing through central Cardiff who can never be age bound (DataSense, 2023) On one hand where, students are attracted by sociable or photogenic products and meal deals, office workers and commuters seek premium, stomach-filling snacks to accompany coffee purchases (Finsbury 2026 and Siamak Seyfi, 2024) Moreover, the target audience enjoys comfort food, recognizable brands, and occasional indulgence as part of their daily routine (Finsbury, 2026 and Siamak Seyfi, 2024) To exemplify, student Sarah, our regular customer within Upper crust, 20, uses Instagram daily, values quality, esthetics and convenience. She enjoys sharing food experiences online and frequents cafes between lectures. She is price-sensitive but willing to pay more for perceived quality and brand trust. Adding to the feedback, she was overjoyed after listening to the idea of this collaboration. In accordance to personal experience, families and tourists also form a magnificent secondary market, particularly during weekends. Therefore, the product is designed to appeal to both impulse buyers and loyal repeat customers making it evergreen and most bought.

[bookmark: _Toc219290024]SWOT Analysis
The key strength of this launch is its strong brand recognition and reputation for freshly baked, high-quality cookies. This instantly adds credibility and perceived value to Uppercrust Cafe’s offerings. In addition to this, café’s prime location staff enthusiasm and large operational area can lead to a synergistic effect. On the contrary, a potential weakness is the higher price point compared to standard café biscuits, which may deter some price-sensitive customers. Also, dependency on third party brand may indirectly impact own reputation negatively or lead to brand saturation (Açikgöz, 2024) Opportunities include cross-selling with hot drinks, creating meal deals and attracting new customers who are already familiar with the Millie’s Cookies brand (Better, 2016) Seasonal promotions like, Christmas cookie boxes and limited-edition flavors also present growth opportunities (Better, 2016) Threats include strong competition from established coffee chains, increasing consumer awareness of health and dietary requirements has influenced purchasing decisions in the UK foodservice sector (BDA, 2024) Additionally, there is rising ingredients costs and seasonal demand fluctuations with people choosing cookies only with hot drinks over cold ones can affect detrimentally (BDA, 2024) Overall, the SWOT analysis highlights that with effective pricing and promotion, the strengths and opportunities outweigh the weaknesses and threats.

[bookmark: _Toc219290025]Unique Value Proposition
Millie’s Cookies offers a distinctive value proposition by combining a well-known, trusted brand with the convenience of Uppercrust Café’s location. Unlike generic café baked goods, Millie’s Cookies are associated with freshness, indulgence, and consistency. Customers are offered a premium treat that enhances their overall café experience, particularly when paired with freshly made coffee. The smell and visual appeal of freshly baked cookies create an emotional connection and encourage impulse purchases. This unique combination of brand familiarity, product quality and accessibility sets Uppercrust Café apart from competitors and strengthens its positioning as a convenient yet indulgent café choice in Cardiff. For example, similar collaborations in London cafes have increased footfall by over 20% (Cafe Magazine, 2023) Furthermore, we bridge the gap between grab-and-go convenience and a premium café experience, offering a moment of specially and specifically crafted customizable satisfaction tailored to Cardiff’s fast-paced urban consumer (Guy, 2004) This is not just a product launch, but a strategic enhancement of Uppercrust’s brand identity, positioning it as a destination for prestigious, solace and contemporary treat culture.

Marketing Mix (CFI, 2022)
Product: The product range will include classic Millie’s Cookies flavors such as milk chocolate, double chocolate, white chocolate and oatmeal raisin which are already proven bestsellers within the Millie’s Cookies brand. Cookies will be displayed prominently to emphasize freshness and hygiene alongside encouraging impulse buying (Tarrega, 2017) Additionally, cookies will be baked in accordance with vegan and healthy customer choices along with relevant tags (Alcorta, 2021)
Price: The pricing strategy will follow a value-based approach, positioning Millie’s Cookies slightly above generic baked goods while remaining affordable for students and commuters (Riley, 2025) For example, cookies will be priced competitively against comparable items offered by chains such as Costa Coffee, ensuring they are seen as a worthwhile upgrade rather than a luxury. Bundle deals such as a discounted ‘coffee and cookie’ offer during morning and afternoon peak times will encourage add-on purchases and increase average transaction value without alienating price-sensitive customers (Siamak, 2024)
Place: Uppercrust Café’s central Cardiff location provides high footfall. Also, Cookies will be strategically placed at the point of sale to maximize visibility and convenience, reinforcing quick decision-making in a fast-paced hospitality environment (Vermeir and Roose, 2020) This approach reflects best practice in convenience-led hospitality environments such as railway cafés and city-center coffee shops, where ease of access strongly influences purchasing decisions (Vermeir and Roose, 2020). The product will also be available throughout the day, ensuring relevance across breakfast, lunch, and afternoon snack occasions (Dussimon, 2022)
Promotion: Promotional efforts will combine digital and in-store activity to maximize visibility and engagement (Lim and Ok, 2022) In-store promotions will include counter signage, limited-time launch discounts, and verbal recommendations from staff (Karaman and Kürşad, 2019) Digitally, Uppercrust Café will utilize Instagram and Facebook to showcase high-quality images of the cookies, promote seasonal flavors, and highlight bundle offers (Karaman and Kürşad, 2019) Local Cardiff-based food influencers may be invited to review the product, like how independent cafés use micro-influencers to reach local audiences (Live, 2025) These combined efforts help build awareness, encourage trial, and reinforce brand credibility (Maduretno and Junaedi, 2022)
People: Employees play a critical role in delivering the Millie’s Cookies experience. Staff will be trained to actively suggest cookies as an accompaniment to hot drinks, particularly during peak periods (Gazija, 2011) For example, a simple prompt such as “Would you like to add a warm Millie’s Cookie with that coffee?” can significantly increase attachment rates. Friendly, knowledgeable service enhances customer satisfaction and reflects Uppercrust Café’s commitment to quality and consistency (Mathews, 2024)

[bookmark: _Toc219290026]Marketing Activities 
Marketing activities for the launch of Millie’s Cookies will focus on driving awareness, encouraging trial, and building repeat purchasing behavior through a combination of digital engagement, in-store experience, and staff-led promotion (Lim and Ok, 2022) In-store marketing will play a central role, with eye-catching point-of-sale displays positioned at the counter and near coffee machines to capture customer attention during ordering (Simpson, 2024)  For example, warm cookies displayed under lighting, like strategies used by Starbucks and Pret a Manger, can stimulate impulse buying by appealing to the senses. Moreover, sampling activities will be introduced during peak periods such as morning commutes and afternoon breaks. Offering small bite-sized cookie samples allows customers to experience product quality firsthand, increasing the likelihood of purchase (Youings, 2024) This approach is commonly used in hospitality to reduce perceived risk and encourage trial of new products (Youings, 2024) Nevertheless, digital marketing will support in-store efforts through regular Instagram and Facebook posts showcasing cookies paired with hot drinks, behind-the-scenes baking content, and limited-time offers (Wu, 2023) For example, a “Cookie of the Week” campaign can create ongoing interest and repeat visits. Geo-targeted social media ads aimed at Cardiff-based users, particularly students and office workers, will further increase reach. Interestingly, staff-led marketing being critical, employees will be encouraged to recommend cookies with drinks using subtle upselling techniques, such as suggesting a cookie as an afternoon treat (Gazija, 2011) This personal interaction adds authenticity and has proven effectiveness in café environments (Amer, 2025) All together, these activities create a cohesive launch strategy that blends experience, promotion, and customer engagement.

[bookmark: _Toc219290027]Promotion Methods
Promotion will focus on brand storytelling, timed campaigns, and customer engagement rather than basic point-of-sale activity (Mavilinda, 2023) One key promotional method will be the use of limited-time and seasonal campaigns to create urgency and sustained interest. For example, an “Autumn Indulgence” campaign could introduce a rotating cookie flavor aligned with seasonal preferences, encouraging repeat visits and avoiding product fatigue (Mavilinda, 2023) Scarcity-based promotion is widely used in hospitality to increase short-term demand and perceived exclusivity (Jang, 2025) Another promotional approach will be digital storytelling through short-form video content, such as Instagram Reels or TikTok-style clips, highlighting moments of solace and gratification rather than the product itself (Wu, 2023) Content may show customers enjoying cookies during study breaks or coffee catchups in Cardiff city center, helping the brand connect emotionally with its audience. This shifts promotion away from direct selling and towards lifestyle marketing, which is increasingly effective with younger consumers (Mavilinda, 2023) In addition to the above, partnership-based promotion will also be explored by collaborating with nearby businesses or university societies (Audretsch, 2023) For instance, offering exclusive cookie vouchers during university events or local office wellbeing days helps embed the product within the local community while reaching new customer segments. This type of collaboration strengthens brand presence without relying on repetitive advertising. Finally, customer-generated promotion will be encouraged through subtle incentives such as monthly prize draws for tagged social media posts. This method extends promotional reach organically while reinforcing authenticity and trust (Audretsch, 2023)

Gannt Chart (APM, 2025)
The Gantt chart outlines a six-month plan for Millie’s Cookies at Uppercrust Café (January–June, 2026) January focuses on preparation, supplier coordination, stock planning, and staff training. Launch occurs in February with intensive promotion. March to May involves monitoring sales, collecting feedback, and targeted promotions. June is dedicated to evaluating performance and informing long-term product decisions.

	Activity
	Jan 2026
	Feb 2026
	Mar 2026
	Apr 2026
	May 2026
	Jun 2026

	Supplier & stock planning
	●
	
	
	
	
	

	Staff training
	●
	
	
	
	
	

	Product launch
	
	●
	
	
	
	

	Initial promotion phase
	
	●
	●
	
	
	

	Sales monitoring
	
	
	●
	●
	●
	

	Customer feedback collection
	
	
	●
	●
	●
	

	Promotional optimization
	
	
	
	●
	●
	

	Final performance evaluation
	
	
	
	
	
	●



[bookmark: _Toc219290028]Monitoring
Success will be measured using key performance indicators including cookie sales volume, average transaction value, attachment rate with drinks, and customer feedback (Srivastava and Maitra, 2016) Social media engagement, email open rates, and promotional redemption rates will also be monitored (Muminov, 2024) Regular sales reviews will allow management to adjust pricing, promotions, or product range as needed (Srivastava and Maitra, 2016)

[bookmark: _Toc219290029]Conclusion
In conclusion, the launch of Millie’s Cookies at Uppercrust Café in Cardiff presents a strong opportunity to enhance the café’s product offering and increase revenue. By understanding the market, targeting the right customers, and implementing an effective marketing mix, the product can achieve sustainable success. The plan focuses on delivering value, creating positive customer experiences, and supporting Uppercrust Café’s competitive position within the local hospitality market.
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