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[bookmark: _Toc135082869]Executive Summary
The development of a novel strategic marketing plan that satisfies the objectives of the organisation and leverages the essential resources and capabilities identified in this audit is proposed. The primary discovery is derived from the threat external factor within the SWOT analysis framework, specifically pertaining to the occurrence of supply chain disruptions. The present discourse commences with an overview of the SOSTAC framework and SMART objectives. The study's objective is introduced, followed by an exposition of Starbucks' employment of the SOSTAC model. Subsequently, a suggestion is exhibited for Starbucks, and the ultimate conclusion for the comprehensive summary of the report is proffered at its conclusion. 
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[bookmark: _ncrrel1g1mr][bookmark: _Toc135082870]1.0 Introduction
Moving on from the audit that has been carried out, it will then be progressed to design a creativity-driven strategic marketing plan that satisfies business ambitions and uses the significant resources and competencies that I pointed out in my evaluation. The main purpose of this marketing plan is to carry out an investigation on the SOSTAC of Starbucks. This marketing plan will elucidate the 7Ps and SMART objectives to substantiate the SMARTness of the established objective and its capacity to yield profits for Starbucks. 
	The widespread adoption of the SMART approach in the assessment and guidance of non-profit organisations provides evidence to suggest that SMART has become a prevalent technique for formulating programme goals and objectives (Bjerke & Renger, 2017). According to Doran, (1981), an essential aspect of the worth of SMART lies in its capacity to swift individuals to engage in a thorough process of contemplating and describing their goals and objectives during the goal-setting process. This, in turn, mitigates the likelihood of formulating ambiguous or imprecise goals that are less likely to be accomplished.
	The SOSTAC marketing model, which was created by PR Smith during the 1990s, comprises six essential components of marketing, namely situation, objectives, strategy, tactics, action, and control (Smith, 2018). The SOSTAC framework is widely regarded as a highly effective tool for devising marketing strategies. The SOSTAC model provides a highly effective framework for developing business, marketing, or digital marketing plans due to its inherent simplicity and reasonable structure (Arsyadi et al., 2023). 
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[bookmark: _7tct5wlr17pg][bookmark: _Toc135082871]2.0 SOSTAC
[bookmark: _5dg3hcii3znr][bookmark: _Toc135082872]2.1 Situation Analysis
The implementation of the SOSTAC framework will facilitate an analysis of the present state of affairs at Starbucks. The SOSTAC model provides a well-defined framework that facilitates collaboration among employees and is characterised by its user-friendliness. In the preceding task, numerous models, namely SWOT, PESTEL, VRIO framework, and Porter's 5 Forces, were utilised. Then, the SWOT analysis of Starbucks indicates a desire for further elaboration and modification of the identified threat factor. 
	Starbucks is vulnerable to potential cost escalation and/or reduced availability of raw materials and other inputs utilised in the manufacturing of its products, in the event of supply chain disruptions or purchasing challenges (Lombardo, 2022). Pereira (2023) mentioned that supply chain disruptions such as transportation postpones or catastrophic events may result in the unavailability of necessary components or materials, which could have adverse effects on an organization's manufacturing and bottom line. A failure to discover suppliers who comply with an organization's superiority and sustainability standards may adversely affect the dependability and expense of the supply chain. Considering the ripple effect, it is comprehended that disturbances result in numerous adverse outcomes for both the entire supply chain and the individual companies implicated (Katsaliaki et al., 2021).
[bookmark: _shcpg0nq5rt][bookmark: _Toc135082873]2.2 Objectives
The utilisation of SMART objectives will be employed in the goal-setting procedure for Starbucks to establish a feasible objective. 
[bookmark: _Toc135082874]2.2.1 Specific
Firstly, in order to qualify as a consequence, the intended achievement must constitute a foreseeable, near-term consequence or alteration that can be linked to the undertakings of a given project, intervention, or entity (Ogbeiwi, 2017). Starbucks has developed a proprietary range of coffee syrups that provide a diverse range of flavours, such as vanilla, hazelnut, and caramel (Fernandez, 2023). Starbucks in the United States ought to seek out a minimum of one prospective oat milk provider, while initially conducting trials with various oat milk labels to ascertain a suitable brand that adheres to the taste preferences of its clientele and increase sales by 10% with a duration of 14 months. 
[bookmark: _Toc135082875]2.2.2 Measurable
The quantifiable factors can be ascertained through the utilisation of oat milk available in retail outlets, which has garnered favourable responses from consumers, resulting in a 10% surge in sales. Starbucks has the potential to enhance the promotion of its seasonal products through the advancement of seasonal beverages crafted with Planet, Chobani, and Silk. This approach may facilitate the acquisition of valuable feedback from its customer base. Aligning the beverages produced with the taste preferences of customers could potentially result in a profitable outcome during that particular period. Consequently, in the event of a positive outcome, Starbucks may contemplate the continued production of both Oatly and one of three brands (Planet, Chobani, and Silk) beverages.
[bookmark: _Toc135082876]2.2.3 Achievable
[bookmark: _GoBack]Other than that, Oatly has emerged as a prevalent supplier of oat milk within the industry in which Starbucks operates. Therefore, it is imperative that the market refuses to permit Oatly to establish a monopoly. It is advisable to explore an alternative oat milk supplier within Planet, Chobani, and Silk as a precautionary measure against potential emergency issues similar to those experienced by Oatly. In the event that Starbucks is able to establish ownership over multiple oat milk suppliers, the company may be afforded greater versatility to respond to unforeseen circumstances that could potentially jeopardise the suppliers' production capacity. Additionally, such ownership would offer Starbucks an alternate source of materials in the event of a shipment interruption by a supplier.  
[bookmark: _Toc135082877]2.2.4 Realistic
Next, the objective should be realistic. In order to ascertain the significance of a given goal, it is imperative to comprehend the specific contribution that the resolution of each task will make towards the attainment of the organization's overarching strategic objectives (Iurovskaia, 2017). The attainment of objectives is deemed realistic when the targeted level can be accomplished within a specified timeframe, applying the resources that are accessible. Multiple sourcing can help buyers save funds by encouraging suppliers to lower prices while enhancing service and many companies give the lowest-cost or best-performing provider more business (Costantino & Pellegrino, 2010). 
[bookmark: _Toc135082878]2.2.5 Time-Bound
Finally, it is imperative that SMART objectives are time-bound, with a clearly defined deadline. Establishing specific timeframes and boundaries for achieving a goal enables effective management of the control process (Ogbeiwi, 2017). Starbucks in the United States can successfully implement an alternative oat milk product within a span of 14 months, from the initial research phase to its practical application.

[bookmark: _p1kjgb1yozsh][bookmark: _Toc135082879]2.3 Strategy
The strategy encompasses the means to attain the objectives for the various decision points expounded upon which comprise segmentation, targeting, and proposition development (Chaffey, 2022). Starbucks is fascinated by various categories of users from a segmentation perspective. Initially, the product's offering possesses a high level of appeal to potential customers who are enticed by seasonal merchandise. Furthermore, diversifying its oat milk offerings beyond Oatly can expand its clientele. Starbucks' strategy of diversifying its suppliers in order to mitigate the risk of disruptions from its primary supplier is regarded as a creative approach. The previous factors indicate that online targeting could potentially yield greater efficacy in reaching the aforementioned segments, given their proclivity for utilising online platforms to advertise seasonal beverages to consumers, thereby augmenting the visibility of one of three brands. (Planet, Chobani, and Silk). As of 2023, the United States of America boasts a total of 302.35 million social media users. This indicates that a significant proportion, specifically 90%, of the entire population of the United States engages in active usage of social media (Ruby, 2023). Starbucks offers its customers the option to select their preferred type of oat milk based on their positioning preferences. Valinsky (2021) reported a significant increase in oat milk sales in the United States, with a surge of 170% following the introduction of this product. The distinct and unambiguous positioning strategy of Starbucks ought to be preserved in the American market as a pivotal factor that sets apart its brand identity.


[bookmark: _d7d6v9k1nu2t]

[bookmark: _n8mppi9kt10j][bookmark: _Toc135082880]2.4 Tactics
[bookmark: _Toc135082881]2.4.1 Product
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Figure 1: Sales of Oat Milk in 2022 (Wunsch, 2023)
The term "product" encompasses all the constituent elements and facets necessary for delivering a service that enhances the customer's perceived worth (Jain & Jain, 2022). The inclusion of products in the marketing mix is crucial for achieving member and consumer satisfaction in cooperative settings. Figure 1 indicates that Starbucks is set to conduct experiments on several oat milk brands, including Planet, Chobani, and Silk, which are among the top three highest-selling oat milk brands in the United States. The analysis will be conducted over a period of three months for each brand, taking into account the sales figures in the United States, in order to determine the alternative oat milk supplier for Starbucks. 
[bookmark: _Toc135082882]2.4.2 Price
The pricing component of the marketing mix is a highly adaptable factor that can significantly and immediately affect a firm's financial performance and profits (Rynca & Ziaeian, 2021). Recognising the marketplace's demand for a product or service and the price point at which it can be sold is essential. All three of the selected brands originate from the United States. The localization of material sourcing by Starbucks has the potential to reduce expenses within the company's supply chain. The implementation of localised supply chains has the potential to decrease expenses by mitigating shipping costs. Moreover, the cost of storing supplies in a warehouse will be reduced.  
[bookmark: _Toc135082883]2.4.3 Promotion
Promotion is a constituent of the marketing mix that concentrates on endeavours to apprise, convince, and refresh customers about the corporation's labels and commodities (Tanjung, 2021). It is suggested that Starbucks utilise its social media platform to promote its recently launched oat milk products and offer greater transparency regarding its selection process for the optimal oat milk supplier among the three available brands. The extensive presence of social media can enhance the sales of newly introduced beverages. The utilisation of hashtags such as #StarbucksOat has the potential to enhance the visibility of Starbucks on social media platforms.
[bookmark: _Toc135082884]2.4.4 Place
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Figure 2: Starbucks Stores Worldwide (Jordan, 2023)
The concept of place pertains to the strategic decisions made by managers regarding the provision of services to customers, which may encompass both digital and physical distribution channels (Yasanallah & Bidram, 2012). The oat milk beverages in Starbucks will be introduced through both brick-and-mortar retail locations and e-commerce channels in the United States such as Seamless, GrubHub and Uber Eats. Figure 2 shows that a significant proportion of Starbucks' brick-and-mortar establishments are situated within the territorial boundaries of the United States.
[bookmark: _Toc135082885]2.4.5 People
In the context of the marketing mix, people employed in the provision and delivery of services are commonly referred to as service personnel (Khan, 2014). For a considerable period, it has been established that numerous services entail interpersonal exchanges between clients and staff members. It strongly encouraged that Starbucks baristas encounter training on appropriate ingredient portions including oat milk to enhance their competencies and expertise in quality control, thereby enhancing customer satisfaction. 
[bookmark: _Toc135082886]2.4.6 Process
A process refers to a series of systematic procedures and operations that are executed in a specific order to deliver a particular service (Isoraite, 2021). One of the distinguishing features of the process is the provision of either a standardised or personalised service. Transparency in the production of oat milk beverages is imperative and should be readily observable by consumers. It is imperative to ensure the accurate measurement of ingredients during the process.
[bookmark: _Toc135082887]2.4.7 Physical Evidence
The physical evidence pertains to the environment in which the good or service is handed over and encompasses all tangible elements that facilitate effective communication between the entity and the customer (Yusuf et al., 2020). Starbucks is encouraged to offer an appealing and welcoming environment for its customers. It is recommended that Starbucks employees don uniforms that feature oat milk motifs in order to underscore the recent launch of this new product line within the United States. 
[bookmark: _93kpe9q1iocj][bookmark: _Toc135082888]2.5 Actions
The process of action pertains to an organising structure for digital transformation that centres on the implementation of the plan through the adoption of practical measures (Aarnio, 2017). It is advisable that Starbucks should conduct social media marketing campaigns, due to the large population of users in the United States. Kunst, (2022) claimed that animal rights organisations and animal lovers have changed customer shopping behaviour to promote animal protection. Thus, oat milk sales are projected to rise to 52% when a significant client base goes vegan. To optimise its Twitter marketing strategy, Starbucks ought to prioritise disseminating content pertaining to its utilisation of diverse suppliers and the availability of customizable oat milk preferences. To effectively engage in Instagram marketing, it is recommended that the company adopt a similar strategy to that employed in the United States. This entails prioritising the promotion of user experiences and lifestyles, which may involve offering discounts through the use of promo codes and sharing stories that reveal the brand's values and offerings. By leveraging the visual appeal of the platform, Starbucks can effectively utilise it to encourage consumers to incorporate #StarbucksOat tags in their personal publications, thereby expanding the overall marketing reach. 
Furthermore, it strongly outlined that Starbucks should launch a promotional initiative highlighting the exclusive use of three different oat kinds of milk in their food and beverage offerings. This strategy aims to not only pique consumer curiosity in oat milk but also enhance the brand recognition of this alternative milk source. On top of that, Starbucks has the ability to gather feedback regarding enhancements and viewpoints from campaign attendees. Moreover, the campaign will feature the presence of experts who will elucidate the advantages of oat milk consumption for individuals.  
[bookmark: _3tcydu8miob5][bookmark: _Toc135082889]2.6 Control
It is imperative to ascertain the alignment of strategy and tactics between the planning and operational phases in order to exercise control (Syahrul et al., 2022). The monitoring process encompasses web analytics and key performance indicators (KPIs). Regular monitoring of social media growth is imperative for Starbucks to ensure the desired success of their marketing strategy. Regarding the strategy for marketing on social media, an analysis of Twitter and Instagram is conducted with a focus on their Key Performance Indicators. In the context of Twitter, a range of metrics can be considered as determinants to evaluate the effectiveness of a strategy. These metrics may include hashtag performance, engagement rate, retweet frequency, and growth of followers within a given period (Stanciu, 2023). Conversely, an analysis of Instagram may be conducted through an evaluation of its engagement per follower, metrics pertaining to Instagram stories, as well as the number of comments received, among other relevant factors (West, 2023). 
Besides, during the course of the marketing initiative, the evaluation of Starbucks' performance may be gauged through the analysis of customer feedback pertaining to the quality of the beverages. The sales figures for various brands of oat milk will be analysed over a period of 14 months, with the aim of determining the most suitable brand to serve as an alternative supplier in the United States. The initial seasonal products will feature the oat milk brand's top-selling beverages subsequent to the announcement of the new the other supplier. Starbucks ought to take into account the expenses associated with each brand, even if all three brands originate from the same country of origin. Through the examination of customer feedback, it is feasible to assess the level of customer satisfaction regarding the beverages purchased and the overall experience encountered. 	
[bookmark: _1raq7xe37abl][bookmark: _bs7sxko46msc][bookmark: _Toc135082890]3.0 Recommendations
Starbucks is a successful company and expands globally, however, there is still some room for improvement that Starbucks can accomplish in order to achieve quality control or expand into a larger market. As mentioned by Wiener-Bronner, (2021), a temporary scarcity of oat milk may be encountered by certain customers at their US-based store due to increased demand. Despite the addition of a supplementary oat milk supplier, it is beneficial for Starbucks to address the issue of oat milk scarcity by establishing a novel Research and Development Framework aimed at manufacturing oat milk in-house. Empirical evidence suggests that Starbucks engages in the production of its own syrups, as opposed to procuring them from external suppliers and obtaining positive feedback. Therefore, it is plausible for Starbucks to adopt a similar approach with regard to oat milk. In the course of its operations, Starbucks ought to prioritise the region in which it has expanded for the purpose of facilitating information acquisition. Additionally, the establishment of a research laboratory dedicated to the identification of optimal oat planting regions is proposed. The research team is urged for determining optimal choices for the milk. The utilisation of advanced technology is imperative in the production of high-quality oat milk, which is poised for global distribution in the near future. In due course, Starbucks is poised to establish itself as a speciality coffee enterprise that vertically integrates the production of its own raw materials. 





[bookmark: _dvg1lekp2yxg][bookmark: _Toc135082891]4.0 Conclusions
The aim is for Starbucks, a prominent coffee chain in the United States, to explore at least one potential oat milk supplier, and identify a suitable product that aligns with the taste preferences of its customer base. The intended outcome is to achieve a 10% increase in sales within a 14-month timeframe. The aim is to establish SMART criteria for the objective and enhance the supply chain of Starbucks within the United States. The SOSTAC and 7Ps Marketing Mix frameworks are employed within the marketing plan as a point of reference for attaining the established objectives. Ultimately, a recommendation is offered for potential areas of enhancement for Starbucks. If Starbucks will be able to develop a successful supply chain, Starbucks has the potential to enhance the efficacy and calibre of its supply chain while also addressing unanticipated risks such as COVID-19 (Alshmrani, 2021). The demand for and supply of Starbucks' products has been affected. Therefore, it is absolutely necessary for Starbucks to place a primary emphasis on improving the quality of the management of their supply chain, as this results in the efficiency of the flow. 
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Despite steady growth in the number of stores year on year, Starbucks has announced that it will close 400 company-owned

locations by the end of 2021. This is due to changing consumer demand spurred by the COVID-19 pandemic, which favors

convenience-led formats such as drive-thru, curbside pickup, and mobile-only pickup points (USA Today, 2020).
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