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[bookmark: _Toc18232] Executive Summary
The first Starbucks store opened in the United States in 1971; Today, it is the world's largest coffee chain. With its unique business philosophy, it has become one of the top beverage brands in the world, created middle and high-end business, and left a deep impression on customers with the three letters of "Starbucks". Let's face it, Starbucks is very successful in its operations and management. In today's competitive and evolving industry, Starbucks may stand out in this vast chain. The business principles of beauty alone are not enough. What's more, most customers come to Starbucks because of the high quality of its products and considerate service. The customer service techniques recommended in this article are based on an analysis and interpretation of Starbucks.



1. [bookmark: _Toc31714]Introduction
[bookmark: _Toc22007]1.1 The growth of Starbucks
Starbucks is a coffee chain company that has grown to become the largest coffee chain in the world since its founding in 1971. Its green logo, which looks like a mermaid and Neptune's two tails, has become one of the symbols of American culture.
Starbucks is a service-oriented enterprise in its characteristics, and its innovation strategy always points to customer demand, which is also the reform of the supply side of Starbucks. In response, Starbucks launched OIC (Open Community), My Starbucks Idea. According to the specific content of user innovation, the community divides the platform into "product creativity", "experience creativity" and "participation creativity" to help employees find the creativity they need as soon as possible. At the same time, Posting recently adopted ideas on "Latest ideas" has greatly stimulated users' enthusiasm for innovation.At the same time, the platform provides scoring function, support 1 point, oppose 1 point. Adopt innovative ideas based on scores to create a level playing field for innovation.



1.2 Analysis of Starbucks' marketing strategy
The idea behind experiential marketing is to engage the customer's senses, emotions, thoughts, associations of action, and other perceptual and logical elements through watching, listening, using and engaging. In order to narrow the gap between customers and enterprises, experiential marketing requires that products and services have certain experience quality, so that customers can "experience" in the process of purchase and use. Starbucks is a great example of experiential marketing. Starbucks has always been committed to providing consumers with the highest quality coffee and service, creating a unique "Starbucks-style" marketing experience, and transforming Starbucks locations into comfortable "third living Spaces" in addition to offices and homes. Starbucks has succeeded in making coffee a rich experience because of its keen understanding of customer needs. Clients encounter more than just strong coffee. What also makes Starbucks popular is the combination of lifestyle experience and "kid" culture experience.Starbucks' green mermaid emblem is associated with excellent quality and a contemporary way of life in the eyes of many Chinese people. Starbucks offers mood and culture in China in addition to coffee in the US. When you enter a Starbucks location, you will be greeted by the heady aroma of coffee beans, a wide selection of coffee and pastries, distinctive lighting, tables and chairs placed at random in coffee-colored spaces, personalized decorations, and soft music, all of which contribute to the establishment's warm and inviting atmosphere and give customers a singular and unique emotional experience.Comparatively to Starbucks outlets in the US, Chinese customers like to take use of the "third living space," thus Starbucks has created larger stores, which improves the customer experience.
Brand marketing is a process in which consumers form a cognition of an enterprise's brand and products by means of marketing. The concept of brand marketing is indispensable for an enterprise to continuously obtain and maintain its competitive advantages. Enterprises take advantage of consumer demand, using product quality, uniqueness and other publicity to deliver their brand to the hearts of consumers. Form the brand benefit, thus consumers have a certain degree of recognition and preference for the brand.
Starbucks has a long history of being a household name among regular coffee consumers, which is a result of Starbucks' effective brand promotion. Starbucks is well aware that customers should base their decision on the products first if they want to pick this brand. Starbucks never settles for average quality and is adamant about giving its consumers high-grade goods. Starbucks is cautious with the raw ingredients in order to provide the finest coffee to all of its devoted consumers. Everything must adhere to the highest standards, from the movement of the beans through their roasting and preparation to their ultimate delivery to the consumer. Additionally, Starbucks offers a variety of hot and cold drinks created with various types of coffee and flavors, as well as a large number of hand-crafted espresso. Additionally, Starbucks provides thoughtful and responsive service. Every employee at Starbucks has received extensive training and is referred to as a coffee expert in order to turn every visitor into a devoted patron. Customers and store staff may converse privately while tasting coffee, which will help staff members learn more about the beverage and increase customer happiness.Additionally, Starbucks has a strong market positioning. Starbucks has positioned itself in middle- and high-end demographics including senior white-collar employees and immigrants since entering the Chinese market. Starbucks can give brand functions to customers with precise brand positioning. Advertising is a means of spreading a message to the general population. Even though Starbucks has never paid for media advertising, they are nonetheless quite adept at marketing and have original "ads." The finest advertising is in our stores, according to Starbucks employees. Every employee must possess the highest level of expertise and enthusiasm, they mandate.In this approach, Starbucks' target customer groups will grow in number as more people become aware of its pertinent information.
The foundation of cultural marketing is the product acting as the carrier, the natural implantation of cultural elements, and finally, the deep emotional depths. a technique used in marketing to change consumer behavior. It places a strong emphasis on connecting with consumer psychology and emotion, which has a longer-lasting impact and produces better results for the target audience. Starbucks' cultural marketing is well-known, and in some ways, the development and spread of "Starbucks culture" have contributed to the company's success. Starbucks offers customers coffee, beverages, ice cream, and pastries, but the atmosphere the company has built in the coffee shop is what matters most.While sipping coffee slowly, customers may read books, journals, and the internet. Chinese customers have warmly welcomed such "Starbucks culture." By this time, coffee has doubled as a justification. Starbucks combines several cultural elements in the name of coffee, allowing customers to open up and find themselves again. Consumers may relate to and be drawn to these cultural features. Modern individuals want a relaxed setting where they may congregate, let off steam, and relax from the stress of job and family life. Starbucks is a haven for customers to purify their hearts, a sort of "Xanadu" location. Here, they are free to operate without interruption, ponder in peace, and do as they choose.The underlying purpose and value of Starbucks' cultural marketing are precisely these. Starbucks' cultural marketing not only raises the brand's value but also makes it easier for more customers to understand its corporate culture and principles and turn into devoted customers. Together, these two factors give Starbucks its primary competitive edge and raise the company's worth. Starbucks has utilized the combination of environment, goods, staff, and management to actually create the greatest cultural marketing and make coffee truly reach the hearts of consumers.



2. [bookmark: _Toc14314]Environmental analysis of Starbucks
[bookmark: _Toc19763]2.1 PEST Analysis
[bookmark: _Toc30944]2.1.1 Political environment
The major concerns of today's globe are peace and development. The majority of people live and work in peace and contentment, most nations coexist peacefully and develop amicably, and international political relations are generally stable. These factors create an excellent foundation for Starbucks' catering business to grow in as well as an incredibly welcoming environment for the opening of chain stores and the expansion of the global market.
[bookmark: _Toc7280]2.1.2 Economic environment
The global economy is growing quickly right now. The speed of economic development continued unabated during this time despite the financial crisis and other incidents. Because of the country's recent rapid economic growth, China's market potential is enormous and people's living standards are continually rising along with their purchasing power. Because of this, Starbucks has started to pay closer attention to the Chinese market and continuously widen its target audience to satisfy the demands of more Chinese customers.
[bookmark: _Toc17003]2.1.3 Social environment
The notion of consumption has evolved as a result of the rise in peoples' living standards, and they are now more interested in high-quality goods and lifestyles. Starbucks' excellent quality goods and services are able to satisfy customers' requirements, which increases its notoriety and broadens its customer base.
[bookmark: _Toc20771]2.1.4 Technical Environment
[bookmark: _Toc19185]The degree of science and technology in the world as a whole is rising daily, and product design, manufacturing, and sales are getting more and more convenient, allowing them to better satisfy the varied demands of customers and advance both product and production methods. As a result of the implementation of these new technology, Starbucks is now more competitive in the restaurant industry.
2.2 Competitor analysis
The top 10 worldwide coffee brands right now, in addition to Starbucks, include Nestle, Man, Dalemaier, Kreis, and so on. The main rival of Starbucks among them is costa, which uses the same direct marketing strategy as Starbucks and holds a considerable market share globally. Starbucks is undoubtedly threatened by national coffee businesses like Starbucks and local coffee brands like Coffee Vine and Nestle. Along with the well-known, high-end coffee companies, several restaurants now serve coffee and other comparable beverages. Although it is not the primary rival for high-end Starbucks, which places an emphasis on experience, it does draw some potential Starbucks consumers to some extent.



2.3 Analysis of the internal environment of Starbucks
2.3.1 Enterprise internal management analysis
Starbucks places a high priority on employee training. Starbucks seeks to train staff to match with high-income clients in order to cater to the high-end market positioning. According to reports, new hire training took place for 1.9 million hours in total in 2001, or almost an hour per person globally. At that time, there were no other coffee shops with training that was this intense.
[bookmark: _Toc13274]2.3.2 Analysis of marketing capability
Marketing involves not just doing new tricks in front of other people, but also performing new tricks on other people. This is true kung fu. Starbucks vigorously retaliated by creating the star card, invitation coupons for friends and family, breakfast coffee invitation coupons, and upgrade invitation coupons when Costa introduced the membership card list and saw success. The fact that this card has an upgrade mechanism is its greatest selling point. People have a tendency to upgrade. As people ascend, water descends. Starbucks' display cup holders feature three sizes -- the default size of small, medium and three -- that actually correspond to the system's medium, large, and very large cups. The customer thinks he's buying a jumbo, but he's really just buying a jumbo.
[bookmark: _Toc23956]2.3.3 Analysis of corporate culture
Starbucks has pushed for the development of distinctive "experiential service" for a very long time. Both Starbucks' atmosphere and the caliber of its staff are among the best in the business. Build strong relationships so that individuals are deeply associated and come to value one another moving ahead through experiencing with heart and passion; pouring love in and letting trust flow; mutual respect and consensus. Employing these ideas, Starbucks' executives have created emotional bonds that encourage creativity, expand the company's product offerings, and increase both staff and consumer loyalty. Starbucks' corporate culture creates an atmosphere conducive to innovation.Starbucks internally refers to its staff as "partners," and it has a system for internal communication that contributes to a welcoming workplace. Through customer service, employees convey to clients the company's objective of developing a "third space" and people-oriented philosophy. Inside Starbucks is a useful learning process. Starbucks has its own learning platform, "Starbucks China University," where staff members may study the fundamentals of the organization, coffee, and other managerial skills in addition to "bringing the old with the modern." To encourage staff members to keep learning and improve, Starbucks has built up a comprehensive evaluation system, from star baristas to coffee masters. Within the firm organization, a culture of ongoing learning should be established to support innovation.







[bookmark: _Toc15538]3.SWOT analysis of Starbucks
[bookmark: _Toc11622]3.1 Strengths
Flexible choice of business model. With adaptable investment and collaboration models, Starbucks has effectively responded to various market situations around the world, preserving the quality of its coffee and providing considerate service.
For consumers to be able to find Starbucks anytime, anywhere, Starbucks locations are typically located in downtown or retail districts. Additionally, it violates the rule of business that prohibits operating two locations in the same neighborhood simultaneously. It is more difficult for competitors to arrive and split the market by opening many stores in one location and taking up more space. 
Guaranteed flavor and quality of the goods. Starbucks never settles for less than exceptional quality and is adamant about giving its consumers high-grade goods. Starbucks is highly particular and demanding about the ingredients in order to provide the finest coffee to all of its customers. Everything must adhere to the highest standards, from the time the beans are transported to the time they are roasted and prepared until the point when they are eventually supplied to the consumer. Starbucks also provides a selection of hot and cold coffee beverages, ranging from basic to instant, and more than 30 hand-crafted espressos. Catering to various preferences are Italian and Latin American.
New product development and research. Starbucks has always innovated more than other coffee chains. Starbucks has a significant edge when it comes to innovation, as seen by the huge popularity of novel concepts like the cappuccino and beer with coffee flavoring, as well as the success of making significant investments in the study and development of espresso extraction technology. Starbucks aims to naturally combine localization with globalization. By offering a total of 9 tea items, including Chinese tea and exotic tea, in March 2010, Starbucks further expanded its distinctive "Starbucks experience" into the market of tea drinks appreciated by Chinese   consumers, gaining valuable expertise in the world of tea beverages.
[bookmark: _Toc2132]Attentive and careful client service. Every client is the most direct consumer for Starbucks, thus it should work to turn them into devoted consumers. To do this, Starbucks has given all of its staff extensive training so that they may all become coffee experts. Customers and employees can converse in-depth on a variety of coffee topics at the same time. Starbucks employs "customized," "one-to-one" service and genuinely cares about its customers.
3.2 Weaknesses
Capital chain management's stress. Anyone familiar with Starbucks would have noted that its locations are always located in busy places with huge populations that move around a lot. Starbucks is a luxury to the masses, and its location is what attracts customers. Therefore, opening new stores requires a lot of financial support, and whether the expansion of Starbucks can meet its huge demand for capital, personnel and reserve resources is a big challenge for Starbucks.
The organizational structure's effectiveness is insufficient. For instance, operating so many stores in China cohesively and effectively is a task in and of itself for any company. Additionally, Starbucks eventually bought out its prior agents to unify and consolidate the Chinese market. Starbucks still only controls the majority of the country's operations and management, not 100% of the ownership of its locations. It is conceivable that Starbucks will need to exert more coordination and unified management efforts while also carefully adjusting its development plan in order to deal with various partners in various locations.
Supply chain management pressure Starbucks' unified logistics center faces a significant difficulty as a result of the original supplier and transportation management switching to another company. The difficulty is evident in the group management's effectiveness, precision, and professionalism as well as in the original local market's demand for various inventory management techniques under integration pressure.
[bookmark: _Toc10967]Encounter dilution and a drop in service quality. Rapid scale expansion has not improved Starbucks' performance or brand, but rather harmed its steady growth. In order to get scale effects and reach its financial goals, Starbucks has gradually lowered expenses and embraced streamline operations to complete its service process. As a result, the fundamental Starbucks experience has been watered down, and the company's service level has decreased.
3.3 Opportunities
The coffee market in China has enormous potential. Expert predictions state that China will overtake the United States as the world's top coffee consumer, with a 30% annual growth rate. The Chinese market, which is a classic imperfect competitive market, is also far from being saturated. Such a market framework supports Starbucks' plans to grow its client base, spread its brand influence, and make significant profits. People have recently sought a better lifestyle as a result of China's economic development, growing living standards, and rising earnings. The coffee market in China has enormous potential.Given that China's consumption of coffee is increasing by 30% year, China will likely spend the most on coffee in the world. Additionally, Starbucks can expand its brand influence and attract more customers thanks to the underdeveloped Chinese market, which helps them generate enormous profits.
Vacancies at market entry.Nestle, Ueshima, and Zhenpan had developed a tiny community of coffee enthusiasts before Starbucks reached China, but the general populace was still unaware of coffee. It wasn't until Starbucks arrived in China that people understood how good coffee tasted. As a result, there are relatively few obstacles in the way of Starbucks expanding into China, even if there is a growing demand from potential customers.
The context of the era's opportunities. Starbucks has huge prospects thanks to globalization in every country, including China. Worldwide population movement is accelerating, giving Starbucks unheard-of chances to support global brand chains. People will migrate between nations and regions on a larger scale and more frequently as a result of globalization, which will also strengthen the synergy effect that exists between brands in different countries and regions.

[bookmark: _Toc14872]3.4 Threat
Risks that might arise from fast development include the pressure on investors to create more outlets. This demands more work, frequently more effort than effort, because Starbucks is a direct operation.
Numerous rivals, both actual and potential, exist in the coffee sector, in convenience shops, in fast food restaurants that serve coffee, and in stationary coffee machines. Meanwhile, Starbucks is impacted by the unevenness of regional growth. The imbalance in regional growth, which puts the uniform pricing of Starbucks in jeopardy, is brought on by the disparity in people's incomes.
No matter which way you go after ascending the mountain, it always seems to be going downward. Since 2017, the income of the global coffee powerhouse has decreased. According to the majority of industry analysts, Starbucks' declining income is what is driving the company's significant reforms. Especially in China, where it saw its first loss in nine years, Starbucks has suffered with sluggish sales over the previous several quarters. Investors are even more gloomy about Starbucks' potential growth after the company's most recent third-quarter financial report. In the first three quarters of this year, the coffee giant's global same-store sales increased by 1% overall, a markedly lower rate than typical. In terms of market performance, same-store sales rose by 1% in the Americas and the US while falling by 1% in China and the Asia Pacific. With a 2% fall in same-store sales in China, operating margin fell from 26.6% to 19%. Shen Meng, director of Chanson Capital, explained the factors that are causing Starbucks' performance to suffer, saying that the company is currently experiencing the same development bottleneck as Coca-Cola: on the one hand, the core business grows slowly with changes in consumer demand; on the other hand, the coffee market has undergone significant change, and the entry of new players has upset the market's equilibrium, leading to an increase in marketing costs, promotion, and customer divergence. Starbucks is the same way. Starbucks' market share is really declining faster than ever. While Starbucks competes with high-end coffee brands like Blue Bottle, Intellectual, and Philz for high-end customers in the high-end market, McCafe and other behemoths like McDonald's slowly "devour" its customers in the low-end market.


[bookmark: _Toc13798]4.Conclusion
Meet the emotional sustenance of customers. Starbucks is positioned as a coffee shop where customers come first. It puts satisfying customers' emotional feelings in the first place and devotes itself to experiential service. Starbucks has recognized the shift from focusing on the product to one that is customer-centered, which is a key component of the new economy, and has moved from selling coffee to selling coffee culture. Standardized management system. In any industry, standardized management can bring steady development for the enterprise. Before the employees of Starbucks officially enter the store for service, they will go through a long time of training, so that every employee will have a conditioned reaction to the actions and details of the service process. Whether it is knowledge learning or time operation, they can complete their tasks at the most accurate temperature and time, so that every detail of the service can reach the degree of standardization. When it comes to customers, Starbucks employees have strict etiquette rules. Starbucks has established itself as one of the most enduring businesses in the world by taking one of the oldest commodities in the world and turning it into a distinctive, long-lasting, high-value brand. Make Starbucks coffee an essential part of customers' lives.



[bookmark: _Toc23549]5.Recommendations
5.1 Based on solving hidden food safety problems
Every country takes food safety very seriously and has zero tolerance. This year, China's "March 15" exposed a large number of brands with food safety problems. Laotan pickled cabbage instant noodles, as a best-selling brand for many years and a well-known brand, also appeared the problem of unqualified raw material health, which not only damaged its reputation, but also destroyed an old brand, which is the serious consequences caused by enterprises not paying attention to food safety issues.
Starbucks should take this as a warning. It should ensure quality and quantity on the basis of raw materials and not use expired materials to reassure consumers. Starbucks should take the following measures to address food safety issues: all Starbucks locations in mainland China should right once begin a thorough self-inspection of how food safety requirements are being implemented; Immediately arrange for the tight implementation of the company's food safety system and retrain all retail partners in shops; Expand the breadth and frequency of routine and unexpected internal and outside inspections conducted at all shops; bolster internal reporting channels for partners on matters related to food safety; actively investigate additional technical options, lessen the involvement of human operational variables, and work to stop food safety issues before they start.
5.2  Attract consumers with innovative products
Starbucks is a worldwide company that consistently follows the principles of globalization and localization while developing new goods. Its products have a significant cultural component. Starbucks locations provide seasonal promotions and new holiday items in addition to the regular staples. Western festivals have gained popularity in China due to the current economic globalization. Starbucks will provide items in keeping with the festive mood whenever Halloween, Christmas, and other holidays are approaching as a European and American firm. Black, green, red, and white are the four colors of the "Stiff Little Music Devil" Frappuccino, which was introduced for Halloween to give consumers a sinister, gory sensation. We introduced three types of ice cheese, toffee, and Christmas pudding beverages, along with matching Christmas mugs, throughout the holiday season. Meanwhile, we upgraded and updated hot drink paper cups to enhance the festive atmosphere. Starbucks needs to continue innovating to consolidate its market share.
Starbucks is consistent in its coffee quality and its brand. In terms of geography, it follows closely the development and innovation of Chinese culture. On November 10, 2021, Starbucks China officially opened its first "intangible cultural Heritage Experience Store" in Beijing, deeply integrating with local traditional culture and creating a third space that integrates lifestyle, artistic experience and intangible cultural heritage dissemination. Compared with other types of stores, the design inspiration of Starbucks Intangible Cultural Heritage Experience store comes from the relatively traditional Beijing Hutong culture. In the non-body inspection store, there is also a BarMixato bar, offering more than 30 creative special cocktails, wines, craft beers and other alcoholic drinks. Inside the store, Starbucks partnered with a batik printing cooperative in Danzhai County, Qiandongnan, Guizhou province, to incorporate the art of batik, one of the four traditional Chinese printing techniques, into the store design. Intangible cultural heritage public benefit experience salons have also been launched in some Starbucks specialty stores in Beijing, Shanghai, Guangzhou and other first - and second-tier cities. It was revealed that Starbucks will open intangible cultural experience stores in more cities in the future. Later, Starbucks launched the "Starbucks Shared Space Concept Store" in Shanghai, which provides customers with a multi-functional flexible office and business networking space. At the same time, to achieve the goal of "carbon neutrality" and promote the implementation of green and sustainable retail model, in Shanghai, the "Xianggreen Workshop" was constructed, the first environmental protection experimental store in the world. This store's building materials, which make up around 50% of the inventory, can be recycled, improved upon, or deteriorated in the future.greatly reducing carbon emissions and contributing to the green and sustainable development. These innovations can attract customers to have a comprehensive and profound experience of traditional culture. Moreover, business and office space can be enjoyed, and the green concept calls for environmental protection.
5.3 Public service activities to promote coffee culture
Starbucks is enthusiastic about public welfare and has launched the "Love the Earth Together" campaign. During the campaign period, customers who come to Starbucks each Friday will have the opportunity to get a copy of the Starbucks Love the Earth Campaign message and enjoy classic coffees -- vanilla lattes and mochas -- served during the Love the Earth campaign. Meanwhile, Starbucks' "One Cup Promise Means More" encourages customers to bring their own accompanying cups to Starbucks to reduce the use of paper cups and contribute to a more stable climate on Earth. Customers who bring their own accompanying cups to Starbucks will have the opportunity to receive a reward. Starbucks also recruits volunteers at its stores to participate in community events, to be a part of the community and a catalyst for positive change. Moreover, Starbucks Foundation launched the "Star Embroidery Future" non-inheritance project to promote the inheritance of intangible cultural heritage. Public welfare activities with the theme of coffee are carried out to publicize the benefits and effects of coffee, so that people can realize that coffee can not only refresh the mind, but also have many advantages for themselves. For example, coffee can diuretic, regulate fat metabolism, antioxidant and other effects, have the effect of refreshing, promoting metabolism, etc., the side effect is addictive, easy to lead to insomnia. In terms of promoting the culture of coffee, its effectiveness is indispensable, and public welfare activities can make Starbucks deeply feel its value and make the society more harmonious.


5.4 Break the routine of single store type and flexible pricing
In terms of the construction of store types, Starbucks should implement diversified services to provide consumers with good rest areas and services. The store types are mainly developed in four directions: flagship stores, premium stores, express pickup stores and take-out kitchens. Now there are coffee fast and special star delivery business. This series is the fourth space business proposed to catch up with the Internet era, and now it is not very big. It provides takeout service, with a scale of 5000+, and is distributed in the streets, scenic spots, shopping malls, airports and other scenes. It is also in the special store brand, Starbucks pet friendly store, which is the exclusive world for cat and dog lovers, and also provides the favorite dog puccino for dogs. This innovation fully reflects the marketing strategy of "coffee looking for people", so that consumers can enjoy quality service. Pricing is a corporate marketing strategy that uses a variety of pricing techniques depending on how various market-changing elements affect the cost of commodities. To construct a commodity price that ADAPTS to the market change and meet the pricing objective."We have a very sophisticated pricing approach that uses analytics and artificial intelligence, and it's led by a very capable team that does modeling and constantly looks at elasticity of demand and pricing behavior," said Johnson, Starbucks president and CEO.
[bookmark: _Toc6822]5.5 SO utilization strategy
Starbucks should put its internal advantages and environmental chances along with its market share expansion and brand extension strategies. Starbucks should use the development approach of increasing market share as it is the market leader. The market for coffee consumption in China is still expanding, and it has enormous market potential. Starbucks can more effectively dominate the competitive area, stifle rivals, and generate high financial returns thanks to the enlarged market approach. According to the diminishing marginal utility hypothesis, brand value is frequently diluted as a result of fast expansion.In order to prevent brand value from becoming diluted by disregarding essential values, we should thus pay special attention to the examination and ongoing improvement of important elements impacting brand value while we are expanding. At order to corner the market for ready-to-drink coffee, Starbucks can also think about using a product strategy called brand extension. This would allow Starbucks coffee to be offered in supermarkets and convenience shops. However, this brand extension approach needs to be used carefully, and both the primary and vice brand extensions can be taken into account. In order to gain market share for coffee that is ready to drink, Starbucks may, on the one hand, fully leverage its assets and brand effect. The detrimental impact on Starbucks' premium brand might also be lessened at the same time.
[bookmark: _Toc5009]5.6 ST surveillance strategy
Starbucks has to put its advantages and the environmental issue together to create a differentiation and public relations plan. Starbucks should maintain its original positioning for the brand. In order to avoid the high-end brand positioning being replaced by the more mainstream brand positioning like KFC or McDonald's after the market expansion, differentiation, distinctive characteristics, and creating the difference that consumers are willing to pay a premium should be implemented instead of taking the loss of Starbucks' characteristics as the cost. Quality, not number, determines an enterprise's profitability.Because of this, Starbucks has to improve its long-term customer service and experience while also focusing on maintaining good public relations and forming emotional connections with its consumers. Give employees' needs top priority, focus on their education, and use stock options and other incentives to pique their interest and inspire their innovation. Establish long-term partnerships with suppliers to deliver high-quality goods in terms of manufacturing capacity, packaging, and delivery.
[bookmark: _Toc29454]5.7  WO improvement strategy
Starbucks should execute a concentric diversification plan and direct marketing strategy in light of the drawbacks of the company and the potential presented by the environment. Blind diversification will squander resources for the company and confuse brand positioning, which will lower the value of the company's brand. Starbucks has to take a lesson from its mishandling of the diversification plan. It should exit those diversified companies that are unrelated to the core company and implement a concentric diversification plan around the core business while dealing with the brand problem. The distinctive management style and culture of Starbucks also led to the decision to use a direct marketing strategy that is challenging for franchisees to replicate. The benefit of direct marketing is that it can swiftly build a brand in China and set itself apart from the once well-known Ueshima and Makenoku by guaranteeing the quality of the coffee, service, and corporate culture.
[bookmark: _Toc31497]5.8 WT elimination strategy
Starbucks should employ the strategy of product line shrinkage and close the underperforming or losing outlets when combined with the negative aspects of the company and the environmental hazard. Starbucks expanded the brand indefinitely and made efforts to appease other target audiences, which diminished the perceived value of core consumers and resulted in a "experience" at Starbucks that was getting progressively less interesting. The "third space" experience should still be the Starbucks brand's main selling point. In order to improve the performance of its locations, Starbucks should reduce its product offering, slow down the launching of new stores, shut underperforming ones that are already open, and reestablish its competitive edge. Lock the most valuable existing clients, using experience and scarcity to elevate their fundamental values.
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