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Executive Summary
With the help of task 1 it has become easier to promote effective critical evaluation of the marketing activity of Starbucks. A proper overview is given about the concept of marketing and the significance of marketing by promoting effective identification of the resources undertaken for the implementation of the marketing activities.  Through the help of task 2 a proper conclusion addressing the shortcomings of the marketing strategy of Starbucks has been provided. Evidences have indicated that the task 3 includes providing as well as offering recommendations for improving the marketing strategy of Starbucks.
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[bookmark: _Toc170404726]Introduction
With the help of the report, it becomes easier to evaluate and identify the development taking place in the marketing activities of Starbucks. Starbucks is a very reputed multinational coffee house chain which is an American organisation. The organisation has been established as well as managed from its head office which is located in Washington (Starbucks, 2024). This business organisation has been established in 1971 and is currently considered to be the largest organisation offering best quality of coffee. The business operations are identified in more than 80 countries. Further a sum total of 35000 stores are open by the organisation in different parts of the world among which 15000 stores are specially located in USA. Starbucks is a US based organisation which has been able to promote a coffee culture by offering best coffee experience to the consumers (Starbucks, 2024). The popularly of the organisation has been because of the fact that it offers different types of products which includes caffe latte, cold drinks, hot instant coffee, espresso, juices, pastries snacks, teas, Frappuccino and whole been coffee. This public organisation was established in the year 1971 and has been operating in the coffee industry for the past 53 years. The business organisation is effectively managed with the help of more than 300000 employees (Starbucks, 2024). The business has a very well-designed website which provides support to the business organisation in terms of offering information to the consumers and for solving the queries of the consumers.
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Figure 1:Starbucks
Source: (Starbucks, 2024)



[bookmark: _Toc170404727]Task 1: Critical evaluation of the marketing activity of Starbucks
Concept of marketing and the significance of marketing (resources undertaken for the implementation of the marketing activities): Marketing is evaluated to be the major concept identified within Starbucks which promotes the business organisation to take various activities through which the organisation can develop demand for its products and can promote the sale of its products among the target audience. The Marketing concept comprises of selling a product, advertising a product and promoting a product to the target audience (Aaker, 2015). Marketing is a holistic approach which ensures offering description of the product to the consumers, designing a user-friendly website, improving the services offered to the consumers, promoting the establishment of the business organisation and identification of the market segment. It is considered to be an essential strategy with the help of which the business growth process in the market can be conducted efficiently (Bieling, et al., 2015). Marketing within Starbucks is also identified to be the processes, institutions and activities which is used by the business for the purpose of exchanging delivering, communicating and creating offerings which have a value for the consumers. There is certain significance which have been identified in marketing which are enjoyed by Starbucks. Marketing process has contributed towards a significant improvement in the brand reputation of the organisation. Further marketing is an effective effort with the help of which the organisation has been able to develop good relation with the consumers. Marketing also promotes maximization of the sales volume of the business organisation leading to rapid business development in the competitive area (Buchanan and Badham, 2008). Marketing is very much essential for Starbucks since it has provided an opportunity to the business to attract the target audience easily by understanding the needs and preferences of the consumers. The organisation has been able to increase its profit maximization rate as well as it has been able to deliver best quality products to the consumers through the help of marketing. This technique ensures the development of trust between the business organisation with the target group of audience. 
Influence of the macro and micro marketing environment on the marketing strategy of Starbucks:
1. The micro environment factors are those factors which are present in the immediate business environment and can create a major influence on the process of decision making and the business performance (Burnes, 2014). Some of the essential micro factors which are creating certain level of influence on the marketing strategy of Starbucks are the availability of investors, availability of employees, level of competition, suppliers and consumers. Presence of adequate number of investors within the organisation provides a major benefit to the business to use a lot of investment in the conduct of the marketing operations. This is a factor through which the objective of marketing can be achieved by the business on time (Cameron and Green, 2015). Excessive level of competition existing in the business environment promotes the business to use technology in the implementation of the marketing activities in order to meet the competition in the market. This ensures selection of the marketing strategy which is very much essential for Starbucks. The consumer preferences are changing on a regular basis which have promoted the business organisation to undertake efficient marketing activities through which product knowledge as well as information is conveyed to the consumers on time (Clark, et al., 2024).
2. The macro environment factors are a group of factors which are external to the business environment but can create certain level of influence on the business operations. Some of the macro environment factors which are creating an influence on the marketing strategy of Starbucks comprises of economic factors, technological factors, political factors, cultural factors and social factors. The development in technology has promoted the business organisation to use digital marketing strategy as a major strategy for conducting the marketing activities of the business (Danciu, 2013). Due to the changes taking place in this society preferences of the organisation have been shifted towards the use of digital technology in the implementation of the marketing operations. This contributes towards success in the marketing operations of the business organisation rapidly. 
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Figure 2:Overview of the change management strategies
Source: (Elhajjar, 2024)
Overview of the change management strategies and identification of the approach’s effectiveness: The change management strategies are a group of strategies which are undertaken by Starbucks for the purpose of promoting necessary changes for conducting the marketing operations of the business organisation easily (Hayes, 2014). Proper level of discussion about the different strategies of change management and their effectiveness within the organisation is illustrated as follows. 
1. Firstly, constant focus of Starbucks has been put forward in the process of developing engagement between the top-level management and the employees. With the help of this change it becomes convenient for the organisation to gather necessary feedback from the subordinate about the changes to be implemented in the marketing strategy of the organisation (Herhausen, et al., 2024). This is an essential factor with the help of which the goals of marketing within the organisation can be achieved on time.
2. Secondly, proper focus of Starbucks has been identified in the process of changing the existing technology prevailing within the business organisation. Constant idea is put forward in the process of promoting the use of digital network in the conduct of the marketing operations. This is a factor which promotes the business to implement the marketing operations smoothly and successfully without facing any form of difficulty in the long run. This strategy is beneficial since it promotes the business to increase its efficiency and productivity rapidly and mitigates the chances of occurrence of human error (Kavoura, et al., 2024).
3. Thirdly, Starbucks has now focused on gathering a proper emphasis on highlighting the rules and responsibilities of the employees working within the business organisation. A change in the organisational structure has been proposed for the purpose of delegating all the activities from the higher-level management to the subordinate. This is a major factor which has extensive level of contribution in making the marketing activities for the business. The utilisation of the strategy promotes improvement in the business productivity level rapidly (Kim and Mauborgne, 2014).
Identification of the target market (main target audience, reason behind the selection of the target audience, examples of the materials used to capture the target market, effectiveness of the target market, analysis of market segmentation, targeting, marketing mix and positioning): The target group of audience who are associated with the marketing strategy of Starbucks are the consumers of UK (Kommuna, 2024). These group of audience are basically teenagers as well as youngsters whose age group are above 20 years but are less than 45 years. The major reason behind the selection of this specific group of target audience is the reason that the teenagers are highly interested in terms of hanging out in cafe and prefer having best quality of coffee or beverage (Kommuna, 2024). This is a factor which will promote the demand of the product of the organisation and will provide a positive influence on the business growth level as well as the business efficiency level in the competitive business environment. Some of the materials which will be effectively utilised by Starbucks for the purpose of capturing the interest of the target market is by developing social media image in different social media platform such as Facebook, WhatsApp, Twitter and LinkedIn. This will help in attracting the interest of the target audience easily (Kotter, 2009). The effectiveness of the identified target audience is the fact that they are very much oriented towards conducting expenses for getting premium quality of consumer experience. Illustrations have indicated the fact that the market segmentation strategy which will be utilised by Starbucks will be the democratic segmentation strategy. There the various features of the demography as consumer age, consumer profession and consumed income will be the major criteria for market segmentation (Lee and Lee, 2024). The targeting strategy ensures targeting the consumers of UK. The positioning strategy is the premium prices of the product for the premium quality services and consumer experience. Effective level of illustration about the marketing mix of Starbucks is given as follows. The product strategy indicates that the products which will be offered by the business organisation are different varieties of coffee, teas, smoothie, juices and caffe latte. The price strategy focuses on the factor of using premium strategy of pricing for the premium quality product provided by the business organisation. The place strategy indicates distribution of the products of Starbucks through the business website and through the physical store. The promotion strategy comprises of using word of mouth as well as social media platform for product promotion (Movahed, et al., 2024). 
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Figure 3: Marketing Mix
Source: (Movahed, et al., 2024)
Evaluation of the selection of the media (key channels of communication utilised for marketing and effectiveness of the channels): Some of the key channels for marketing communication which will be utilised by Starbucks comprises of social media, email, search engine optimisation and content marketing. Social media is identified to be the interactive technology usage which facilities aggregation, sharing and creation of ideas, interests, content and various other expressions through virtual networks and community (Ohlan and Ohlan, 2024). This media channel is very much effective because of the fact that it ensures sharing of information’s as well as collection of information from a larger group of population easily promoting easy product promotion for Starbucks.  The utilisation of email provides high level of convenience in terms of supporting the process of achieving the marketing objectives (Polat, et al., 2024). Email is considered to be the most commonly used digital communication channel which helps in conducting formal business activities easily. Hence effective exchange of information can be conducted by the business to the consumers leading to improvement in the business development rate as well as the business growth rate. Content marketing is considered to be the channel which promotes the conduct of the marketing activities by using effective content. It is evaluated that Starbucks constantly focuses on generation of user-friendly content for the purpose of achieving their marketing goals (Rachmad, 2024). The major efficiency of marketing lies on the fact that it promotes the business to develop awareness about its products among a large group of audience easily within a very short time period. These channels are very much significant for the organisation in the process of helping the business to achieve their goals on time (Rachmad, 2024). 
Measuring of the success of marketing strategy of Starbucks (identification of the measurement metrics, effectiveness of the marketing strategy and ways in which marketing metrics control marketing): Some of the essential metrics for measuring the success of the marketing strategy of Starbucks is given as follows. Firstly, the revenue rate indicates the rate at which the organisation is able to increase its revenue potentials through the use of the different marketing activities (Srivastava and Bag, 2024). The existence of this factor is considered to be 10% within Starbucks which indicates a good sales margin of the organisation in terms of managing successful conduct of the marketing operations. Secondly, the website traffic to the lead ratio is considered to be the ratio at which the visit of the visitors in the website of the organisation can be determined. This ratio is considered to be positive within Starbucks which indicates a large group of visitors who are purchasing products after visiting the website of the business organisation (Thakur and Kushwaha, 2024). This is an effective indicator of the retention of the consumer within the organisation. Thirdly, the consumer retention rate within the organisation is the rate at which the organisation has been able to provide efficient services to the consumers which is promoting the consumer retention. The consumer retention rate within the organisation is considered to be 12%. This is an indicator of good quality of products provided by the business to the consumers (Suprayitno, 2024).



[bookmark: _Toc170404728]Task 2: Conclusion addressing the shortcomings of the marketing strategy of Starbucks
Overview of the shortcomings of the marketing strategy of Starbucks: The Marketing concept comprises of selling a product, advertising a product and promoting a product to the target audience (Aaker, 2015). Marketing is a holistic approach which ensures offering description of the product to the consumers, designing a user-friendly website, improving the services offered to the consumers, promoting the establishment of the business organisation and identification of the market segment. It is considered to be an essential strategy with the help of which the business growth process in the market can be conducted efficiently (Bieling, et al., 2015).  The organisation has been able to increase its profit maximization rate as well as it has been able to deliver best quality products to the consumers through the help of marketing. This technique ensures the development of trust between the business organisation with the target group of audience.  The marketing strategy of Starbucks basically is focused on the conduct of the marketing activities with the help of Digital network. It has been taken into consideration that there are a group of limitations which have been faced by the organisation because of the existing marketing strategy (Thakur and Kushwaha, 2024). A constant focus as well as evaluation of these shortcomings within the organisation is highlighted as follows. 
1. Time consuming process: The digital marketing strategy existing within Starbucks is very time consuming in nature. A lot of time is taken into consideration by the business organisation for the purpose of planning and executing the marketing operations of the business. Different group of visible factors have indicated that the time required for the purpose of arranging the marketing campaign by the organisation is very long which creates a major difficulty for the business in the process of achieving the marketing goals and objectives easily without facing difficulties (Thakur and Kushwaha, 2024). 
2. Costly procedure: The marketing strategy which has been detected within Starbucks requires a lot of expenses. This creates a lot of difficulty for the business organisation in terms of managing the business expenses. However certain level of monetary support is required by the business organisation in the procedure of planning the entire marketing activities. This leads to difficulty for the organisation in terms of maintaining its position in the competitive business environment by conducting the marketing operations with high level of efficiency and effort (Polat, et al., 2024). 
3. Lack of efficiency of the marketing strategy to convince the consumers: The marketing strategy of Starbucks is very much traditional in nature and it fails to provide constant level of inspiration and encouragement to the consumers to purchase the products of the business organisation. The consumers are becoming habituated with the promotional offers of the business organisation which are now preventing the consumers to purchase the products according to the marketing efforts of the business (Polat, et al., 2024). The existence of the factors is creating a lot of adversity for the business in achieving the goals of marketing. 
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Figure 4:Conclusion addressing the shortcomings of the marketing strategy of Starbucks
Source: (Movahed, et al., 2024)
4. Difficulty in terms of meeting the competition in the market: The competitive environment is very extensive in nature which creates a lot of difficulty for Starbucks to maintain its position in the industry for a long time period. The level of efficiency as well as the effectiveness of the marketing strategy of the organisation is very much Limited which acts as an obstruction for the business organisation in achieving the marketing operation and in the process of promoting the development of the business activities (Movahed, et al., 2024). This is a factor which is preventing the business organisation to promote sales maximization and to ensure promotion of the products of the business among the target group of consumers easily. 
5. Existence of high level of bureaucracy: Bureaucracy has been considered to be the extensive focus of the organisation on the conduct of the business activities in a formal way. The existence of Bureaucracy in the marketing strategy of Starbucks is preventing the business organisation to implement the marketing operations smoothly (Clark, et al., 2024). The presence of bureaucratic control in the operations of the business organisation is creating a restriction for the business to implement in the marketing operations easily. Excessive level of pressure is created by the top-level management which is preventing the business organisation to implement the marketing activities smoothly because of the existence of excessive level of strictness of the organisation among the human resources (Clark, et al., 2024). Hence difficulty is faced by the business organisation in terms of managing the strategies of marketing and in the process of promoting improvement in the marketing activities of the business organisation.


[bookmark: _Toc170404729]Task 3: Offering recommendations for improving the marketing strategy of Starbucks
An effective level of focus on the process of offering recommendations for improving the marketing strategy of Starbucks has been highlighted in the following manner.
1. Recommendation for improving the marketing strategy of Starbucks for overcoming the shortcoming of the fact that it is a time-consuming process: Constant focus of Starbucks will be put forward in the process of using digital marketing strategy for the purpose of mitigating the time required by the business in the framing of the marketing strategy. This is an effective marketing strategy which will help the business organisation to waste less amount of time in the conduct of the marketing activities (Herhausen, et al., 2024).
2. Recommendation for improving the marketing strategy of Starbucks for overcoming the shortcoming of the fact that it is a costly procedure: Starbucks will try to make sure that they focus on the use of the affiliate marketing strategy which is very much economical in nature. Utilisation of the strategy will be convenient for the business in terms of enhancing its marketing strategy and will provide support to the business to maintain a good profit potential leading to rapid business growth and development within a very short time period. 
3. Recommendation for improving the marketing strategy of Starbucks for overcoming the shortcoming of the fact that it is a lack of efficiency of the marketing strategy to convince the consumers: It is recommended that Starbucks should constantly focus on the use of digital technology in the conduct of the marketing strategy in order to convince the consumers easily. The development of social media Image of the organisation will help in convincing the consumers to purchase the products of the organisation rapidly. Hence consumer retention within the organisation will be promoted (Herhausen, et al., 2024). 
4. Recommendation for improving the marketing strategy of Starbucks for overcoming the shortcoming of the fact that it is a difficulty in terms of meeting the competition in the market: Starbucks should try to make sure that they use content marketing strategy for the purpose of meeting the competition in the market. This is an essential strategy with the utilisation of which the organisation will be able to attract a large group of consumers with the help of its attractive content leading to a major development in the effectiveness of the marketing conduct of the business. 
5. Recommendation for improving the marketing strategy of Starbucks for overcoming the shortcoming of the fact that it is an existence of high level of bureaucracy:  Recommendation given to Starbucks is in association with the use of search engine optimisation in the conduct of the marketing operations (Herhausen, et al., 2024). This strategy will prevent the existence of Bureaucracy within the marketing operations and will help the business to offer liberty to the employees in the conduct of the marketing activities. 

[bookmark: _Toc170404730]Conclusion
With the help of task 1 it has become easier to promote effective critical evaluation of the marketing activity of Starbucks. A proper overview is given about the concept of marketing and the significance of marketing by promoting effective identification of the resources undertaken for the implementation of the marketing activities. A proper idea has been given about the influence of the macro and micro marketing environment on the marketing strategy of Starbucks. A brief overview of the change management strategies and identification of the approach’s effectiveness has been analysed. Some of the effective identification of the target market including the main target audience, reason behind the selection of the target audience, examples of the materials used to capture the target market, effectiveness of the target market, analysis of market segmentation, targeting, marketing mix and positioning has been given. A proper evaluation of the selection of the media including the key channels of communication utilised for marketing and effectiveness of the channels has been highlighted. A proper focus is given on measuring of the success of marketing strategy of Starbucks through the identification of the measurement metrics, effectiveness of the marketing strategy and ways in which marketing metrics control marketing. Through the help of task 2 a proper conclusion addressing the shortcomings of the marketing strategy of Starbucks has been provided. Evidences have indicated that the task 3 includes providing as well as offering recommendations for improving the marketing strategy of Starbucks.



[bookmark: _Toc170404731]References 
Aaker, D. (2015). Brand personalities are like snowflakes, Marketing News, 49(7), pp. 20-21. Full text available at: EBSCOhost Business Source Complete.
Bieling, G., Stock, R.M. and Dorozalla, F. (2015). Coping with demographic change in job markets: how age diversity management contributes to organisational performance, Zeitschrift fűr Personalforschung, 29(1), p.5- 30. Full text available at: EBSCOhost Business Source Complete.
Buchanan, D. A. and Badham, R.J. (2008). Power, Politics and Organisational Change, 2nd edn., London: Sage Publications.
Burnes, B. (2014). Managing Change, 6th edn. Harlow: Pearson.
Cameron, E. and Green, M. (2015). Making Sense of Change Management: A Complete Guide to the Models, Tools and Techniques of Organisational Change, 4 th edn. London: Kogan Page.
Clark, T., Azab, C. and Key, T.M., (2024). Marketing’s next era: The scope and impact of marketing’s future, the reach and legacy of Shelby Hunt. Journal of Business Research, 170, p.114278.
Danciu, V. (2013). The future of marketing: an appropriate response to the environment changes. Theoretical and Applied Economics, 20(5), pp. 33-52. Full text available at: EBSCOhost Business Source Complete.
Elhajjar, S., (2024). The current and future state of the marketing management profession. Journal of Marketing Theory and Practice, 32(2), pp.233-250.
Hayes, J. (2014). The Theory and Practice of Change Management, 4th edn. Basingstoke: Palgrave Macmillan.
Herhausen, D., Bernritter, S.F., Ngai, E.W., Kumar, A. and Delen, D., (2024). Machine learning in marketing: Recent progress and future research directions. Journal of Business Research, 170, p.114254.
Kavoura, A., Borges-Tiago, T. and Tiago, F., (2024). Strategic Innovative Marketing and Tourism: Current Trends and Future Outlook—10th ICSIMAT, Ionian Islands, Greece, 2023 (p. 1044). Springer Nature.
Kim, W.C. and Mauborgne, R. (2014). Blue ocean leadership, Harvard Business Review, 92(5), pp. 60-72. Full text available at: EBSCOhost Business Source Complete.
Kommuna, U., (2024). INNOVATSION IQTISODIYOT SHAROITIDA ZAMONAVIY MARKETING KONSEPSIYALARIDAN FOYDALANISH. Yosh Tadqiqotchi Jurnali, 3(4), pp.1-9.
Kommuna, U., (2024). USE OF MODERN MARKETING CONCEPTS IN AN INNOVATIVE ECONOMY. International Multidisciplinary Journal of Universal Scientific Prospectives, 2(3), pp.1-8.
Kotter, J. P. (2009). Leading Change, Mass: Harvard Business Essentials.
Lee, J.W. and Lee, S.H., (2024). “Marketing from the Art World”: A Critical Review of American Research in Arts Marketing. A Reader on Audience Development and Cultural Policy, pp.283-299.
Movahed, A.B., Movahed, A.B. and Nozari, H., (2024). Opportunities and Challenges of Marketing 5.0. Smart and Sustainable Interactive Marketing, pp.1-21.
Ohlan, R. and Ohlan, A., (2024). Religious tourism scholarship: current state and future research directions. Journal of Islamic Marketing, 15(3), pp.800-818.
Polat, E., Çelik, F., Ibrahim, B. and Gursoy, D., (2024). Past, present, and future scene of influencer marketing in hospitality and tourism management. Journal of Travel & Tourism Marketing, 41(3), pp.322-343.
Rachmad, Y.E., (2024). Digital Marketing Theories: From Gimmicks to Loyalty. PT. Sonpedia Publishing Indonesia.
Rachmad, Y.E., (2024). The Future of Influencer Marketing: Evolution of Consumer Behavior in the Digital World. PT. Sonpedia Publishing Indonesia.
Srivastava, G. and Bag, S., (2024). Modern-day marketing concepts based on face recognition and neuro-marketing: a review and future research directions. Benchmarking: An International Journal, 31(2), pp.410-438.
Starbucks (2024). Starbucks – The Best Coffee and Espresso Drinks. [online] Starbucks Coffee Company. Available at: https://www.starbucks.com/ [Accessed 2024].
Suprayitno, D., (2024). Analysis Of Customer Purchase Interest In Digital Marketing Content. Journal of Management, 3(1), pp.171-175.
Thakur, J. and Kushwaha, B.P., (2024). Artificial intelligence in marketing research and future research directions: Science mapping and research clustering using bibliometric analysis. Global Business and Organizational Excellence, 43(3), pp.139-155.






Page 2 of 2

image3.png
4Ps of Marketing Mix




image4.png
P rreme S Ein
@/\ STRATEGY )/ by,





image1.jpeg




image2.jpeg
CHANGE

STRATEGY




