3.0 Implementation
3.1 Product Strategy
The key product strategy taken by Starbucks is a differentiated strategy to attract customers to increase customer loyalty by delivering differentiated products / services.
In terms of product THE BREADTH OF THE PRODUCT LINE, Starbucks product line is not PARTICULARLY wide, only OFFERING  coffee, beverages, food and coffee products (toys and coffee appliances, etc.)CITATION But the depth of the product is not superficial, and Starbucks has done a good job in coffee. Mainly reflect the following aspects.
3.1.1 Product Categories
Starbucks's main product has three series: classic coffee, Frappuccino and tea drinks. The first category of classic coffee is mainly Latte, Vanilla Latte, Caffe Americano, Cappuccino, Mocha, Caramel Macchiato, Espresso (concentrated) and so on. The second category of Frappuccino mainly caramel or (concentrated) coffee, mocha, matcha, vanilla, chocolate taste; the third category of tea drinks are mainly its unique brand of Thai Shu tea. In order to cater to the tastes of more customers, Starbucks also introduced the personality modulation service, which means it can tailor the personalized coffee drink according to the individual needs of the individual customers [36].

DISCUSS PRODUCT QUALITY (BEANS, WATER, MILK)
DISCUSS SEASONAL PRODUCTS
3.1.2 Product portfolio. 
In addition to the above three types of beverages, the company's brand portfolio provides a wide variety of consumer products. They offer a line of super premium ice creams and desserts through its joint venture.[6]
In order to meet the individual needs of customers, Starbucks offers a semi-self-service food selection. In addition to food, Starbucks has also created its own peripheral products, such as coffee-related drinks, leisure-related books, records, and a variety of unique decorations and small items.
LITTLE MORE DETAIL AND ANALYSIS
3.1.3 Product Innovation COMBINE WITH 3.1.1
As a leader in the industry, Starbucks has a very fast pace of product innovation. It is also an essential feature of every successful brand. It is at the core of market competition with a successful brand and has become a parody of many competitors. If we (MAKE SURE TO USE THIRD PERSON LANAGUAGE) cannot launch more quickly Better products, its competitive advantage will be difficult to maintain. Starbucks has been able to make ordinary coffee into a synonym for elegant and tasteful life. It is expected that product innovation will never be interrupted without interruption.
Starbucks divides coffee into more than ten flavors according to the different requirements of consumers. They develop soft-smelling coffee, highly-personalized coffee, decaffeinated coffee and many other different flavors of coffee. Through using different coffee beans, different ways of making coffee, different syrups, different amounts of milk, Starbucks gives everyone unique coffee they can find. 
3.1.4 high quality and high standards
Starbucks buys high-quality plateau beans all over the world and uses the special baking method to bring the coffee flavor to its fullest. The origin and date of manufacture must be accurately shown on shelves. Whether it's sourcing, baking or brewing, Starbucks adheres to the highest standards in the industry and insists on the best freshness of coffee beans. If it does not meet the standards, it will be scrapped to ensure the color and aroma of every cup of coffee the customer feels perfect. As a result, there is an increasing interest in this specialty coffee in the market for its rich, richly flavored coffee which enhances customer awareness and demand for high-quality coffee.
3.1.5 Seasonal menu
Starbucks summer launch of ice coffee, Frappuccino, hot drinks supply in winter. There are three types of ice coffee with coffee, milk, tea, dozens of products. Frappuccino faces are also constantly increasing, from the mango to the present passionflower, black mold and so on. 

Starbucks product strategy lies in a differentiated product experience, the simple coffee drinks and food to do more emotional and personalized and personalized. Perceptual marketing is a bridge between Starbucks and customers.


3.2 Service 
As Starbucks continues to expand, it will encounter many new markets and cultures, each with different kinds of customers demanding unique and appealing products. They continuously try to offer the customers a high level of value and satisfaction, focusing not only on its products range, but also on the services it provides. [3]
3.2.1 Customer First 
Starbucks’ main objective is serve people, not coffee. This means that they put the customer at the centre of their activity and consequently, all their decisions and actions are made to take the needs of the customers into consideration.  
Howard Schultz, the man who built the Starbucks coffee company said: “We aren’t in the coffee business, serving people. We are in the people business, serving coffee” [7]. 
Customer First is the highest service guidelines of Starbucks. Through a series of service skills training, including basic etiquette, sales skills, coffee knowledge, etc., service skills will not only be standardized, but also be humanized. Employees need to show professional knowledge, and natural kindness and enthusiasm.
Starbucks attach great emphasis on customer experience in the coffee shop.
Customers get more than just a cup of coffee, as well as comfortable space. There are magazines latest newspapers on the shelves for reading. In addition, waiters occasionally serve "try drink cup", allowing customers to try new tastes and a small surprise. Many branches have set up "coffee classroom", and regularly invite coffee fans to attend.


3.2.2 Excellent store design and tidy staff appearance
Based on the same brand image, each store presents a unique style. Mostly, the U.S. headquarters design the storefronts. Design department will design each store according to the differences between local cultural style and characteristics of their neighborhood.
For example
In addition, Starbucks employees are very young and energetic, wearing clean and tidy staff clothing and a baseball cap with a Starbucks logo. Their amiable smile always makes customers feel like being in friends’ home.
3.2.3 Standardized procedures
According to the operation manual, all employees are required to complete their work according to the standardized procedures. Therefore, every detail can be noticed in the service process and service quality can be ensured. When there are any personnel changes, the manual can also be used to help new employees quickly adjust to working environment. THIS NEEDS A LITTLE MORE EXPLANATION
3.3 Brand Trust
Starbucks has grown from a small Seattle company to a global coffee chain. Best-in-class service quality management has created a global brand for Starbucks. However, if there is no close relationship between the brand and the customer, then the brand is just a symbol, of course, cannot create consumer motivation. It is trust that turns the brand into revenue.
Elena & Jose (2004) .[8] argue that brand trust is a kind of security that consumers derive from a brand that meets consumer expectations. So trust is the most important element in shaping the attributes of a brand. 
3.3.1 Starbucks Standards of Business Conduct[5] CORPORATE SOCIAL REPONSIBILITY
The Standards demonstrate that Starbucks takes legal and ethical responsibilities seriously.
As Starbucks evolve, employees are commissioned to make decisions that affect our reputation and affect our relationships with each other and with our customers, business partners and communities. Conducting business honestly and transparently in an ethical manner is crucial to preserving the corporate culture and protecting the brand's reputation.
The Standards apply to all partners, officers, and board of directors, as well as temporary service workers and independent contractors.  It is such strict and ethical standards give customers confidence in the brand.

NEED MORE INFO ON THIS – LOOK UP C.A.F.E SCHEME, HOW DO THEY TREAT THEIR FARMERS, EMPLOYEES, THE ENVIRONMENT 
3.3.2word of mouth marketing
Word of mouth communication is relevant to the organization's services, products, methods of operation, trustworthiness, and creditworthiness. It enables this information to be disseminated among different customer groups. This is not a single service or product can be formed, it is generated through long-term business. The quality of word of mouth is the key point for enterprises to obtain long-term customers.
Starbucks implemented the main marketing tool is word of mouth. Advertising is the traditional way of business communication, but in fact Starbucks advertising investment is lacking. Starbucks spent less than $ 1 billion a year on advertising investment in the past two decades, precisely because of the word-of-mouth communication strategy Starbucks implemented, making Starbucks a top 100 global brand without major advertising costs.
Starbucks almost no advertising, but now it has become the world's top 100 enterprises in the promotion, thanks to Starbucks word of mouth marketing strategy. Starbucks treats people as the most powerful asset of an enterprise and the true recommendation of partners. The reputation of customers is the most powerful promotion way for Starbucks.















3.3 Technology and Development
3.3.1 Technology
To ensure product quality, Starbucks cannot do without the unique technology. Starbucks owns patented technology for coffee roasting, mixing, extraction, cooling and vacuum packaging.[11]
The first is the baking process of coffee. Coffee baking is divided into weak, medium and strong baking three stages. Their different roles will be different coffee flavor to play most vividly.
The second is coffee blending process. A coffee made of a combination of individuality and specific coffee beans. Blend that people often see is the coffee that has been combined. The mix of coffee makes a different taste by changing the amount of mixing and the degree of grinding of the coffee beans and therefore requires very specialized and scientific grinding and mixing processes. 
The third technique is promoting freshness with Flavorlock bag technology.One reason Starbucks’ packaged coffee has been so successful (apart from its time saving function) is the way the company has promoted its freshness. The company has developed a novel feature of its pre-packed coffee bags which is designed to retain freshness - Flavorlock technology. The Flavorlock bag utilizes a special one-way valve that allows the carbon dioxide that is released by freshly roasted coffee beans to escape a sealed coffee bag without allowing 'flavor-robbing' oxygen to get in. The freshness of the coffee is further promoted with Starbucks' claims that the airtight FlavorLock bags are sealed within two hours of roasting, so that they stay fresh on the shelf.[11]
3.3.2 Instrument
Starbucks has very high requirements on the quality control of coffee and food. Usually there are many sophisticated instruments in the store:[10]
1) Clock: precise control of time: ground coffee powder must be used within 24 hours; low-filtered extracted coffee must be used within 1 hour; unopened coffee beans must be run out in a week; Espresso Coffee must be completed in 18-23 seconds;
2) Balance: 10G coffee powder with 60Z of water.
3) Measuring Cup: whether for coffee or for Frappuccino, there is a unified measurement of the standard ratio.
4) Thermometer: hot milk and milk foam must be within a certain temperature range.
5) Water Testing: Water purity and water pressure are all important factors in making coffee, all controlled by sophisticated instruments.

3.3.3 Development
3.3.3.1 Expansion[12]
In 2013, the company is planning to expand the number of Starbucks Reserve(R) stores by 60 percent - or approximately 200 locations - in the U.S. and Canada with additional expansion planned for key international markets, including Japan and the U.K., where Starbucks Reserve(R) already has a presence. Starbucks also plans to add several new exotic coffees to the Reserve(R) assortment, including a rare Geisha coffee varietal from Costa Rica that is one of the most highly sought-after coffees in the world this holiday season. 
Additionally, Starbucks announced that the third retail store for Evolution Fresh will open mid-October in the Filmore district of San Francisco, and it plans to open an additional store in the University Village Shopping Center in Seattle in mid-November. The opening of the new stores, as well as the continued expansion of Evolution Fresh(TM) bottled beverages, positions the brand's continued growth in the $3.4 billion and growing cold-crafted juice category.
The addition of La Boulange(R) to the Starbucks portfolio earlier this year was a key next step in the company's journey to bring authentic and delicious food to customers, delivering additional reasons to enjoy their experience during multiple day-parts and at differentiated retail locations. After an initial market evaluation this fall and winter, Starbucks will begin to roll-out fresh La Boulange(TM) products to its company-operated stores in the U.S. beginning with the broader San Francisco area in late spring 2013. 
3.3.3.2 Social Resonsibility[12]
Helping Communities Thrive 
Starbucks has a long history of supporting communities and has always believed that passion for service is directly tied to leadership. As part of the conference, nearly 10,000 partners will participate in community service projects across several Houston neighborhoods, creating sustainable value for some of Houston's most underserved communities.
Starbucks is teaming up with the Fifth Ward Community Redevelopment Corporation, Houston Food Bank, Volunteer Houston and the Association for the Advancement of Mexican Americans (AAMA). Partners will participate in a variety of projects including revitalization of Lyons Avenue, home restoration, internal and external refurbishments on the AAMA campus, assembly of hygiene kits for homeless veterans, urban garden creation and packaging and sorting food that will be distributed to nearly 500 food pantries, soup kitchens, senior centers and other agencies. 
More than 200,000 Houston residents are expected to benefit from these efforts, making this the single largest corporate volunteer effort in Houston's recent history. It is estimated that Starbucks partners will contribute more than 42,000 hours of community service over the next three days--resulting in nearly $1 million of financial value for the Houston community through service. 
The company also celebrated the opening of a profit-sharing Community Store in Houston's East End neighborhood. The Houston location is the company's third Community Store in the U.S. Starbucks opened its first two profit-sharing Community stores in Harlem, N.Y. and Crenshaw, Calif. one year ago. Starbucks is partnering with AAMA on the Houston Community Store which opened on September 25. A portion of each transaction from this store will be directed to AAMA and be strategically invested in youth and education programs benefiting Houston's most underserved Hispanic community.





