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The main purpose of this report is to find how strategist is Starbucks Company.                                     Define Starbucks 'competitive strategy and look at Starbucks' benefits in the league and clarify the activities undertaken to complete the strategy.
Assessing from a critical perspective Starbuck's competitive location in the competition strategy used in the league, considering the pros and cons.                                                                                         Starbucks Company offers significant recommendations and future growth suggestions.                    The Porter's strategy is divided into three parts. Leadership, in order to achieve the maximum profit with the lowest costs. Competitive advantage is an unusual method for organizations to take more advantage of their markets than their competitors. Differentiation strategy, also known as a unique strategy, differentiation means that a product is created that is experienced as unique.
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In this report, the reader will find a wealth of information about Starbucks Company.           The conclusion will be drawn on the basis of a large number of researches, from different sources, as well as the use of numerous known theories to make the answer to the question clearer. As we known, In 1971 Starbucks opened its first store in the pike park market in Seattle and started the company for coffee beans.                                                                    In 1982 Howard Schultz started as marketing director of the company, which has started Starbucks to provide coffee to good restaurants.                                                                  Years later, Starbucks developed into a coffee house culture and the idea came from Italy Milan.                                                                                                                                        A few years later, Starbucks have been opened abroad like Chicago and Canada when they already had 17 stores.                                                                                                                In 1992 Starbucks was successfully registered on NASDAQ in New York and entered a new phase of development. At the moment, Starbucks has more than 22,519 stores and more than 200,000 partners (employees) in more than 60 countries.  According to Starbucks page (Starbucks, 2017).
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Rather mentioned, use the business strategy level to enable itself from other businesses. They entered the Starbucks Company and made a cup of coffee with a twist. Making the coffee with different tastes unique and stronger, helped the competitor's eye-catcher and created a greater benefit that was necessary to succeed. In essence, they achieved this by applying the differentiation strategy according to the generic strategies of Porter (Irwin, 1998).
Starbucks, one of the largest coffee markets and marketers in the world, is undoubtedly a successful company. Starbucks has used a differentiation strategy with great success and a large number of competitors by 2009. In 2011, Starbucks launched a diversification strategy as the most powerful weapon in its response to the challenge, while maintaining the differentiation strategy. Starbucks installed his own personal CD in a coffee shop in the United States and devised a sector-wide development of the food and film industry. The strategy of Starbucks is diversified by the introduction of a large number of customers through its various products and services, membership systems and brand assets, which give Starbucks a competitive edge.
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Definition of strategy “the direction and scope of an organisation over the long term, which achieves advantage in a changing environment through its configuration of resources and competences with the aim of fulfilling stakeholder expectations” (Johnson, 2009, p. 298).                                                                                                  There are numerous of stages, which strategies be inside an organisation.
Corporate-level strategy,
(Business-level strategy,)
Operation strategies.
 Starbucks company also use one of them and its, business-level strategy According to (Johnson, 2008) business-Level strategy is the “plan of action strategic managers adopt to use a company’s resources and distinctive competences to gain a competitive advantage” (Johnson, 2008, p. 110).         
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                                                                                    (Porter, 1980)
The Porter's strategy is divided into three parts. Leadership, in order to achieve the maximum profit with the lowest costs. Distinction, focus on service and product diversification. Focus on offering a variety of quality products and excellent customer service.
It should be known that Porter (1980) notes that an organization must implement a strategy because these strategies focus in different directions, as an organization to simultaneously implement two strategies, making this decision difficult in the middle because it is difficult to find a compromise decision to achieve both strategies.
For example, if a company focuses on differentiation, it will be difficult to realize the cost reduction, because it takes a lot of time and manpower to develop new products or services. The report examines the competitive advantage of the Starbucks strategy.
The research into the profit impact of the marketing strategy clearly shows that companies with a high market share are often profitable, but the research also applies to companies with a low market share. The least profitable companies were those with a reasonable market share.
This was sometimes called the hole in the middle problem. Porter's description is that companies with a high market share were successful because they followed a cost leadership strategy and companies with a low market share were successful because they used market segmentation to focus on a small but profitable marketplace. Companies in the middle were less profitable because they did not have a viable generic strategy. But combining automatically or combining two or more strategies can be bad for business because.
A strategy for market segmentation with a product differentiation strategy is clearer than the use of two strategies. But mixtures such as cost leadership with product differentiation are difficult (but not impossible) to implement because of the potential for involvement between cost minimization and the extra cost of differentiation with added value. Since then, some critics have made a distinction between cost leadership, low-cost strategies and strategies for the best costs. Most companies claim that a cheap strategy is rarely able to offer a sustainable competitive advantage. Very often companies end up in price wars. Instead, they claim that a best cost strategy is preferable. This means supplying the best value for a relatively low price. 
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Competitive advantage is an unusual method for organizations to take more advantage of their markets than their competitors. The competitive advantage can be divided into two parts. The first part is performance. The change in costs can be seen by more than normal financial performance and the difference in cost of return. The other part of the competitive advantage is the leading cost-differentiation, market location and technology.
Marketing, products, original and key technologies can help companies achieve competitive advantage with the right strategy. According to Michael E Porter “competitive advantage cannot be understood by looking at a firm as a whole. It stems from the many discrete activities a firm performs in a designing, producing, marketing, delivering, and supporting its product” (Porter, 1985).
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Differentiation strategy, also known as a unique strategy, differentiation means that a product is created that is experienced as unique. The unique Starbucks coffee offers the customer superior advantages if this strategy is successful. Because customers regard the product as unrivaled and incomparable because there are customers who are more loyal to the brand. This can significantly isolate competition. This makes a significant difference for commercial products, services, company image and other competitors in order to gain a competitive advantage when following the strategy. Differentiation strategies are numerous and varied. To keep this strategy, the company has to do it.
Such as product differentiation, service differentiation and image differentiation. To achieve a differentiation strategy, you can cultivate the loyalty of users for the brand. For this reason, the differentiation strategy aims to enable companies to develop an effective competitive strategy that exceeds the average turnover of the sector, and
Strong research and development skills
Strong product engineering skills
Strong creativity
Good cooperation with distribution channels
Strong marketing skills
Incentives based on subjective measures
The importance of the distinctive features of the product can communicate
Focus on continuous improvement and innovation
Attract highly qualified and creative people. Starbucks has made different types of coffee with different flavors that have not been made before. They won their customers for a result. As part of the differentiation strategy, organizations usually create a new product that distinguishes them from their competitors in the market. By offering a different product, it helps customers differentiate their competitors, of course to have more customers, it will lead to more sales and customers will probably benefit from it.
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If we follow the Starbucks news we will find out that Starbucks newest strategy was recycling. The Starbucks has researched its own customers who found out that many customers cannot recycle frustrating cups. It was a big challenge and difficult but they did, Starbuck has tested a new approach to its own supplier of waste services to meet this challenge - if the company can make a distinction between cups and the rest of the waste, and can they recycle?
Then the company came up with the idea of ​​giving off their customers to any purchased beverage or as a customer introduces his own cup every time you get a discount on how will it be? How can the company recycle? They decided to divide the garbage into the store by type, such as cardboard, milk bottles and general waste. This way we sort.
This strategy is not all about Starbucks the company has plans to start with a limited number of stores. The company is determined to accept all cups, regardless of the coffee shop they come from. However that is not all, it’s not all about the Starbucks bakers looking at a total range of innovations to encourage new behaviour to control recycling. They have a collection of your work where you work. Starbucks plans are not all for a country they are looking forward to worldwide where they have a Starbucks shop. “Reduce In addition to recycling, we have reduced material in our hot and cold cups, saving 700,000 cups a month.” (Starbucks, 2017)
[bookmark: _Toc498627016]Corporate social responsibility

The long term aim of Starbucks Company to contribute in to societies by making socializing much easier within neighbourhood. By utilizing Starbucks facilities to make social interactions easier. And create as support the existent culture for customers (Our Company, 2017).
[bookmark: _Toc498627017]Advantage of a differentiation strategy.
[bookmark: _Toc498627018]Brand perception

When it comes to brand experience, it comes in principle to a mental judgment of a customer. Another reason to separate Starbuck from the other companies is the perception of their customers. According to Miller: "A brand is name and / or symbol that is used by an organization to create value for its stakeholders" (Miller, 2005)
The company was not only about making money, it was more about customers, about fun and how they could get more interest in the population worldwide. What has made a difference? In this way they have created a good reputation for coming up with an interesting and new taste of coffee.
Often customers look for big brands with a high customer loyalty. And the company already has confidence with customers, the benefits of customer loyalty are irreplaceable customer sentiment. When Starbucks uses brand loyalty to reach a large number of customers or attract customers, customers are looking for just one brand. Starbucks can have a stable customer base that no other competitive company will choose. This allows more customers to gain their trust and gain more sales and market share. As soon as the company has won the trust of its customers, the company can start with a price increase and at the same time work better to improve the quality.


[bookmark: _Toc498627019]Creation of competitive advantage 

Starbuck have really strong competitors like Costa, Nero and others. However Starbucks offers things like free Wi-Fi , phone app, customer card, and from April “Starbucks is to offer its customers a 50p discount if they bring their own cup to have their drink served in” (Farand, 2016)
Starbucks made a very good decision. The measure will initially enter as a two-month trial period beginning in April and can be rolled out permanently review.
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To make a new product, competitors see more profits and try to earn more customers. There are many different ways to limit, but limitation can occur in two ways, replacement or duplication. The duplication
is the most common form of imitation and when it can happen when a competitor sees another company's competitive edge and uses similar means. When the company imitates the competitive advantage According to (Barney, 1995). If a competitor gains the competitive edge, they may take customers. Less customization means less profit. Good strategy is easiest to imitate. When the dominant form is not differentiated, it makes it possible to plagiarize. For example, 
if you look competitive with new idea
so when the features are not unique, this amount of competitive advantage will disappear.
Imitation will lead to more competition, but this will be meaningless. Decrease of market share, income reduction, etc. Will affect the competitive advantage of companies.
In order to protect this competitive advantage, companies can expand their distinctive features by selectively requesting patent protection for their products.
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The background of Starbucks Corporation reveals its presence on the market since 1971. Schultz brought a transformational leadership style to Starbucks Corporation by subsequent a clear route of the way of the company by following the vision and mission part as a model for the organization. Help Starbucks uses a differentiated strategy that is strategy to gain a competitive advantage.
The benefits of a differentiation strategy can be offered in the following ways:           Starbucks is a supportable organization worldwide.                                                        Because the company has already decided to exceed top quality by meeting.                     The five factors of spirituality at work: (a) strong leading (b) financial sustainability of the organization, (c) suitable working environment, (d) innovation commitment, and (e) CSR requirements. Over the years, Starbucks Corporation has shown a consistent pattern of re-engineering of the company. Then Starbucks began to develop more new products, give a better service to its customers such as free- WIFI, VIA instant coffee, bread and other products, to increase the competitive advantage of companies, and even the supply of food through the oven, which is good for the Experience of customers. Starbucks spend a lot of time, money and training into his employee, which means employees have little fluidity, which have role as a key in Starbucks' brand management. Starbucks is not just coffee, but a coffee shop experience, so the company mostly focuses on communication with customers, with special importance on communication with customers. In addition, the store aether, personalized design, lighting and music are purified and managed to create a more comfortable air.
However, the difference is also imperfect. With the quick scaling, Starbucks has taken actions to reduce one price after another. Starbucks has started with the design of storefronts and training of employees. In addition, more and more customers notice that Starbucks' service quality has improved, the original culture of experience gradually faded. Rapid scaling did not bring Starbuck's performance and brand promotion, but put his healthy development at risk. Under pressure to survive, Starbucks had to close one store after another, lay off redundant workers and focus on the "revival of Starbucks" program aimed at renewing the customer experience.

[bookmark: _Toc498627023]Recommendation.

The Starbucks Company have to preserve a differentiated strategy to improve the quality of products and services, gain competitive advantage and bind customers.                                              Take measures to protect unique products and services and avoid imitation, such as applying for patents.                                                                                                                                                                    To minimise the battlefield, with little brand building; Starbucks should change its competitive advantage, reduce its front, by slowing down opening new stores, shut down poor performance of existing stores, and focus on improving business conditions in available stores. Further improvement of service competitiveness; Starbucks should continue to focus on internal employee satisfaction and staff training, as only satisfied employees can truly create a satisfying experience.
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