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[bookmark: _30j0zll][bookmark: _Toc14335][bookmark: _Toc33391604]Introduction
The loyalty of the brand is when consumers prefer to purchase products from a similar brand than competing brands. The loyalty of the brand is imperative for the final result because consumers can continue to use the brand and increase sales by increasing prices (Kramer, 2007). In other words, the customer realizes that a brand is valuable, and when found, 
1) This customer becomes a regular customer and
 2) The client becomes less prices sensitive.
 From a commercial perspective, increasing and building the loyalty of the brand will lead to further growth by repeating regular customers and reducing their dependence on marketing, increasing customer base and high prices. Starbucks is known for its customer loyalty in the cafeteria. The purpose of the study undertaken is to recognize how Starbucks generates the loyalty of the brand by discovering the significant variables through content analysis (Nam et al., 2011). This research is expected to understand the variables that affect the loyalty of Starbucks and offer practical quality tips that are important for imitating and increasing the loyalty of the brand.
[bookmark: _1fob9te][bookmark: _Toc33391605][bookmark: _Toc16539]Overview of Starbucks
Starbucks Corporation (Starbucks), established November 4, 1985, produces, sells and serves coffee. As of November 15, 2017, they operate in about 76 countries around the globe. Starbucks has created brands with high loyalty of brand in diverse aspects. For example, Starbucks is known not only for coffee but also for its beautiful experiences. Starbucks does this by offering an environment at their outlets where consumers consider them far from home or work, relaxed, comfortable, and enjoyable for everyone (Izberk-Bilgin, 2008). In addition to experience, Starbucks offers seasonal and promotional campaigns to help revitalize the brand. Consumers are not priced sensitive because Starbucks is customer-focused, and they pay higher prices because the products they offer are very important.
[bookmark: _2et92p0][bookmark: _3znysh7][bookmark: _Toc11499][bookmark: _Toc33391606]The objective of the Study
[bookmark: _tyjcwt][bookmark: _2bn6wsx]The objective of the study undertaken is to identify how Starbucks builds the loyalty of the brand. In this study, the author will use content analytics to identify the main influencers. Starbucks presents the data to distinguish it from other brands of the coffee: several places, order in-app drinks, deliver drinks, the ability to charge cell phones with wireless docking stations, and comfortable setting and atmosphere. The study undertaken seeks to emphasize the main variables that are important for Starbucks to create the loyalty of the brand. This report understands the factors that influence Starbucks to its devotion to the brand and provides practical guidance on qualities that are significant to follow and apply in the hotel business. By being able to compare company for its loyalty of brand and factors affecting brand loyalty. In assessing these factors, conclusions will be drawn about the results obtained and then the actual research results will be presented.
[bookmark: _Toc6593]CUSTOMER RELATAION AND MANAGEMENT (CRM)
The underlying phase of client relationship the board is known as the way of thinking created by Peter Drucker (Leask, 2008). This idea of client relationship the board started in the mid-1970s and immediately increased worldwide reach. The client relations program is one of the business procedures that associations use to draw nearer to clients, address client issues, improve client assistance, increment consumer loyalty, and hence boost steadfastness and maintenance. Be that as it may, the blend of a CRM execution system and a proper CRM usage can rearrange support for deals, advertising, and customer procedures and increment group proficiency (ZHANG, 2012). 
[bookmark: _Toc33391608][bookmark: _Toc12637]Current Situation of Starbucks
Overall, Starbucks ' vision to become a reputed brand around the globe seems to work in the interests of the organization and assists attract the attention of different important organizations that want to divide society (Park and Lee, 2005). This approach offers a lot of strength or a strong foundation for the development of international markets in the future and further strengthens the mission to become the world's leading coffee retailer. Starbucks, one of the leading coffee and specialty coffee retailers around the globe, has a strong economy, rapid growth (international expansion and presence in 45 economies), and competition from cheap competitors. They are working on intensification. The company's net profit was 1.08 billion dollars in the first quarter of 2018, down 31% from the same period in 2017 (Kolk, 2005).
[bookmark: _1t3h5sf][bookmark: _Toc33391609][bookmark: _Toc13791]Internal Analysis of Starbuck
[bookmark: _4d34og8][bookmark: _Toc21830][bookmark: _Toc33391610]Strengths
[bookmark: _Toc895][bookmark: _Toc33391611]Image of the Brand: Starbucks is one of only a handful barely any organizations that figured out how to stand out to the forte espresso class while keeping up a decent brand. Starbucks is viewed as perhaps the most grounded brand that offers espresso, the second most business item. Starbuck has risen as a brand or portal to Western culture that has gotten well known in China and Japan (Botero et al., 2011).
[bookmark: _Toc23031][bookmark: _Toc33391612]Innovative Business Strategy: Starbucks inventive business system that prompts the best staff behind the counter, the stunning store condition and its items have caught the purposes of association and buyer spending.
[bookmark: _Toc33391613][bookmark: _Toc24533]Strong Financial Position: A traded on an open market organization, Starbucks has developed for over 20 years and has won the trust of speculators who put stock in Starbucks and give freedom to promote advancement (Al-Msallam, 2015). Starbucks has high capital and significant yields. The organization has its own stores all through the world and offers the best capital for contracts with more organizations.
[bookmark: _2s8eyo1][bookmark: _Toc33391614][bookmark: _Toc27737] Weaknesses
[bookmark: _Toc32418][bookmark: _Toc33391615]Believe in the US market: Starbucks is a global company that operates in 37 countries. However, Starbucks's main revenue and profits come from the domestic market, only 80% in the United States. Given the global presence and opportunities for further expansion, the company will need to work to receive a portion of its revenue outside the domestic market.
[bookmark: _Toc33391616][bookmark: _Toc10682]Great corporate image: Starbucks struggles against violent reactions despite trying to strengthen its relationship with the community. They are commonly associated with Wal-Mart coffee shops (Simon, 2011). 
[bookmark: _Toc33391617][bookmark: _Toc9795]Respectable price: Starbucks and other coffee shops have increased their coffee prices by 300%, from $ 3 to $ 4. Though such prices in developing countries offer Starbucks as a more luxurious product, and a small number of people can buy and enjoy the product (Lee et al., 2009).
[bookmark: _Toc33391618][bookmark: _Toc3111]Main competencies and competitive advantages
[bookmark: _Toc33391619][bookmark: _Toc2351]Human Resources: Starbucks has made a representative focused condition and association as one of the most significant resources and wellsprings of maintainability. Improved organization culture, representative government assistance past industry norms, and worker stock possession programs have made an uncommon workforce that is pleased and regarded. Worker culture is lethargic and strong, and initiative permits them to settle on choices without taking out administration, and they are urged to see themselves as a component of the business. Starbucks profits by this methodology by lessening worker turnover and drawing in profoundly qualified and committed representatives
[bookmark: _lnxbz9][bookmark: _Toc33391620][bookmark: _Toc618]Research Questions of the Study
Specifically, the following questions may be expected as the useful output coming out of this research:
· Why did Starbucks ' customer satisfaction scores go down?
· Is the company's service going bad or just misjudging satisfaction?
· How did Starbucks change from the start?
· Explain your ideal Starbucks customer from a profitability perspective.
· What do you need to do to make this client very happy?
· What is Starbucks value for very satisfied customers?
[bookmark: _35nkun2][bookmark: _Toc33391621][bookmark: _Toc4210]Literature Review
[bookmark: _1ksv4uv]Starbucks was born in Seattle, Washington in 1971 and is known for coffee. The organization has changed something as basic as coffee into somewhat else. "This is a brand that is determined by attitude and product. For followers, the Starbucks experience is more than just giving espresso every day" (Bloemer and Kasper, 1995; ZHANG, 2012). Starbucks creates an environment where consumers believe they can live (Al-Msallam, 2015; Atkinson et al., 2001; Park and Lee, 2005). "They do everything possible to ensure that their customers live there, including large sofas and free Wi-Fi”. The average Starbucks consumer often visits Starbucks at least 18 times a month, with 09% likely to access twice a day. Thanks to Starbucks products, not only coffee and tea but also other consumer packaged goods (GPC) (oatmeal, sandwiches, parfaits, cakes, bagels, etc.) attract customers throughout the day (Paryani, 2011). 
[bookmark: _Toc22819][bookmark: _Toc33391622]The sources of the loyalty of the brand 
"The marketing literature establishes the loyalty of the brand as an interaction between consumer attitudes and repeated buying behavior." Repeated and systematic purchases of the identical brand may be related to the loyalty of the brand and how clients think and feel about the brand (Paswan et al., 2007; Susanty and Kenny, 2015). For true the loyalty of a brand to exist, clients must form emotional connections and commit to the brand. 
The loyalty of the brand can be divided into two aspects: loyalty attitude and behavior. Relative loyalty is a way for consumers to build strong relationships with their employees and their brands, which allows buyers to pay a higher price for this product. Loyalty is the way someone is associated with this brand. Emotional attachment is related to loyalty and occurs when consumers prefer certain company offerings in terms of products or services compared to competing brands. Such clients are those who recommend family and friends, such as Starbucks, BMW, and Harley Davidson, to visit this facility. As the loyalty ratio increases over time, the brand that buys arouses emotions and emotions from consumers (Lee et al., 2009; Thompson and Arsel, 2004; Wu, 2017). In fact, loyalty to relationships is the psychological attitude of some consumers and is measured by consumer attitudes.
Behavioral aspects of the loyalty of brand measure consumer behavior. 1) quantity of products purchased by buyers, 2) frequency of buyer purchases, 3) redundancy in product purchases. Izberk-Bilgin, (2008) in other words, behavior at the time of purchase or loyalty is the repurchase of this brand. 
[bookmark: _44sinio][bookmark: _Toc18147][bookmark: _Toc33391623]Building the loyalty of brand of Starbuck
It is important to understand how consumers think and relate to your brand. Companies need to know why and why they buy certain products. By doing this, organizations can sell their commodities better, thereby increasing their customer base. If the organization is customer-oriented and offers good customer service, consumers are welcome and want to continue shopping for brands. If a brand focuses on sales instead of consumers, customers will leave and no brand will be created. If customers are loyal, companies must be able to retain them and explain why they remain there. Organizations need to use the following tactics to build the loyalty of the brand. At the awareness stage, consumers are not associated with brands. In order for consumers to know the brand, they need to advertise, send emails, exchange information in the media, and participate in promotions and word of mouth communication. Trade shows are fundamental, and as brands and products develop, consumers tend to understand. If consumers are constantly seeing products like Starbucks and are more likely to buy with them, customers are more likely to learn it (Susanty and Kenny, 2015).
As soon as consumers recognize the brand, the next step is to promote the brand and bring consumers to the product or service. Promotion can help the loyalty of a brand, particularly if this product has a newer or better version than the previous one. Through promotion, brands can show consumer differentiation and create the loyalty of the brand.
[bookmark: _Toc33391624][bookmark: _Toc1438]Expected Barriers of the Project
Starbucks has been chosen for the study because it met several requirements to determine company targets: size and size of the organization, easy access to work structures and company data, the importance of CSR, the importance of after-sales service, the location of customer ratings in the business model, and the impact significant of maintaining quality standards on the company's fate. However, there are several aspects of the company that can complicate the implementation of the proposed survey. Therefore, when someone talks about their attachment to competitors, this can confuse the speaker and care must be taken not to compromise the participant's wisdom in learning this task.
[bookmark: _49x2ik5][bookmark: _Toc21288][bookmark: _Toc33391625]Research Methodology
[bookmark: _3j2qqm3]The methodology used in this research is content analysis. Content analysis is a "detailed and systematic analysis of specific content to identify patterns, topics, and biases". Secondary data from existing literature, including academic articles, illustrates the Starbucks the loyalty of brand used to analyze content. Data will be collected using the database from the Cal Poly Pomona library and the search tool of Google. The database of the ProQuest magazine is used from the Cal Poly Pomona library database. ProQuest will be used to collect data from scientific articles, and Google Search Tools is used to gather data from non-scientific articles. For both sources, data collection began to look for Starbucks. The faithfulness of the brand as a keyword, only looking for articles published between 2000 and 2019.
Selected articles will be taken from several business and hotel magazines. As mentioned, the number of articles decreased between 2000 and 2019, reducing the number of items displayed. The keywords used in ProQuest are Starbucks the loyalty of the brand and what customers are looking for in terms of Starbucks. Using these various keywords, ProQuest's data search resulted in more than 250 articles. After reviewing the articles individually, only 20 academic papers will be selected.
As a result, this report includes 20 scientific articles for data analysis. After deciding the final list of articles in this survey, the author will use content analysis to determine the factors that affect the loyalty of the brand of Starbucks.
[bookmark: _Toc33391626][bookmark: _Toc10317]Project plan
The secondary data will be collected and the possible time period for the whole project has been presented in the below Gantt chart.
[bookmark: _4i7ojhp][bookmark: _1y810tw][bookmark: _Toc33391628][bookmark: _Toc7879]Gantt chart
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