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[bookmark: _Toc89454410]Executive Summary
To write a report based on my experience working at a management consulting firm. The report will detail how I would go about building a customer service program for Strabucks Corporation, utilizing a customer service plan and applicable ideas, theories, and models to demonstrate how this plan would be implemented. Marketing communication is a method used by businesses to distinguish, position, and their services. In this scenario, brand is critical in conveying the image of the organization and their customer care after covid-19. The report is divided into major parts introduction, main body contains external and internal analysis for the company, proposed strategy for personalized customer care, recommendations and suggestions for customer care plans and conclusion. It will contain an appendix representing the background of the selected organization that is Starbucks.
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[bookmark: _Toc89454411]Introduction
The report is concentrating on redefining the Starbucks organization's strategic vision in a creative approach to find a new approach ahead for introducing unique customer service that ensures future resiliency and competitive edge in the face of Covid-19.In this report the complete strategic examination of the Starbucks organization, including its external and internal evaluations and critical evaluation of strategic solutions for customer care. Starbucks Corporations is a leading specialty coffee manufacturer, advertiser, and seller in the globe (Ge et al., 2021). Their manufactures a wide range of roasting and handmade with a great quality and a good price coffees, chai, a selection of healthy produce, as well as other beverages They also provide a variety of coffee and tea products, as well as copyright licensing to recognized enterprises, food goods, and countrywide service clients. Starbucks sells its products with those of other brands in its network. Starbucks mainly sells its product cafes and coffee shop business, where it rivals. During the Covid-19 Outbreak, this company underwent a significant halt. Due to the global pandemic crisis, People spent less on luxuries like eating out, choosing to purchase moderate items over trademark specialty coffees. Previously to this, the sector had been seeing steady expansion. People have spent very little on indulgences such as eating out as a result of the widespread epidemic and economic slump, preferring poor items over sumptuous coffee beverages stretch their resources.
The consumption for coffee drinks and pastry products Undervalued cash, per person coffee consumption, care attitudes, international coffee price, and demographics are among the most important factors. This company is very susceptible to economical and ecologic variables that affect family expenditures. During the crisis, a decrease in family discretionary income was driven by rising poverty and low salaries give a negative impact on the industry's profit and sales margins (Ayesh et al., 2021). The report will focus on the new strategic framework and personalized customer care for the selected organization. Firstly, it will cover the background and strategic analysis of the organization then it will come on to the new proposed strategies and frameworks for customer care.
Previously, the company's promotional strategies had depended on word of mouth and a strong international brand. Starbucks, however, has forced to utilize numerous promotional methods, such as the usage of loyalty cards, as competition becomes fiercer by the day.  Although Starbucks was a huge hit in the United States, it did not have the same success in Australia. This is due to the fact that at the time the firm entered the Australian market, smaller boutique-style coffee shops had already established appeal among coffee lovers due to their customized and services.  Furthermore, because to the discriminating character of Australians and the fact that they had already acquired sophisticated palates, Starbucks did not appeal to the locals in the way that the administration had expected. The goal of this research is to look at Starbucks' external and internal analysis. In addition, the investigation will look into Starbuck's failure in Australia, as well as the reasons for it. In light of the marketing concerns mentioned, the report will also attempt to make suggestions for the case study. Starbucks has also been successful because it has created an environment that allows customers to unwind when away from home (Goh et al., 2020). Marketing communication is a method used by businesses to distinguish, position, and their services. In this scenario, brand is critical in conveying the image of the organization. The trademark icons must be immediately identifiable. Furthermore, the brand image should have enticing characteristics. In the instance of Starbucks, the mar maid picture that was used when the firm was founded in 1971 is still there in the company's emblem. However, the management has changed the logo by removing the phrase "Starbucks Coffee.  This is a business strategy that will enable the corporation to sell things other than coffee, such as music, alcoholic beverages, and ice cream.
[image: https://slideplayer.com/slide/14016645/86/images/3/Background+and+History.jpg]
Figure 1: Background of Starbucks
[bookmark: _Toc89454412]External Analysis of Starbuck Corporations
Other factor to take into account when analyzing economic growth is per person availability demand, since more caffeine demand enhances revenue for cafes and munching establishments. (Areiza-Padilla et al., 2020). As the economy has recovered. The biggest factor of this consumption rise will be a rise in buying power as customers release their purse strings. This element has a considerable positive influence on the financial revenue. Coffee grounds are a vital component in the product of industry participants, hence currently changeable cocoa bean values impact transactions costs and profitability. As a consequence of elevated consumption in other regions and resulting supplier concerns, caffeine costs have jumped significantly over the last decade. In the coming years, specialty coffee values are predicted to decline, leading to a lower relative prices and more income. Care behaviors have a substantial effect on the business desire as well.
[bookmark: _Toc89454413]Starbucks Strategic Analysis
Buyers are anticipated to shift into better meals and dieting, that might also offer a threat to the industry as people are becoming aware of unhealthy weight increase. Market players have made a concerted effort to change their offerings to incorporate more organically grown options. 
[bookmark: _Toc89454414]Threat of Substitute products or services: High 
· There are several appropriate coffee substitute drinks, the most common of which being tea, soft drinks, and freshwater.
· Non-alcoholic drinks might also be served at bars and pubs for  Starbucks' community experience
· People may also make themselves own cappuccinos using elevated coffee makers for a fraction of the cost of purchasing it from an excessive caffeine establishment like Starbucks (Chang, 2020).
· Consumers have no costs associated with switching to substitutes, increasing the risk. Nevertheless, it really is significant to mention that, while business behemoths are again seeking to lessen the problem by offering coffee maker and coffee products packages in groceries, the hazard still remains in the immediate neighborhood.
[bookmark: _Toc89454415]Buyers' Bargaining Power: Moderate to Reduced Pressure
· In this industry, there are many distinct purchasers, and no single buyer may demand a price reduction.
· It sells vertically differentiated items to a varied customer base that buys in small quantities, eroding the buyer's power.
· Even if there are no switching costs and replacement items are widely available, industry leaders such as Starbucks price their product mix in proportion to competitors' outlets using market price elasticity and competitive premium pricing.
· In premium coffee commerce, consumers have a moderate sensitivity since they pay a greater price for higher quality.
· Quality items are available, however exorbitant premiums in relation to product quality should be avoided.
[bookmark: _Toc89454416]Supplier Bargaining Power: Low to Moderate 
· Coffee grounds and quality coffee farmed in specific places are significant factors into Starbuck' supply chain, and both are common supplies, allowing changing among alternative sources very affordable (Alwaleed et al., 2019).
· Along with its scale and complexity, organization has the opportunities to take control of its producers, yet it retains a decent offer approved coffee under its bean and good agricultural initiative, which provides its providers with a fair cooperation standing and some authority.
· Resulting in enhanced economies of scale, that limits their effect, the company's providers have less risk of competition with organizations. Because of its size and diversity, organization is a key player in the vendors' business, limiting providers' influence. Due to these reasons, vendors have a weak bargaining position.
[bookmark: _Toc89454417]Competitive Rivalry Concentration:
· Company has the highest market share, but its closest rivals have a sizable market position as well, placing company under a lot of stress.
· Customers pay a price for switching to a competitor, culminating in intense competition. Nevertheless, it is important to highlight that company retains a market edge by differentiating its goods with better commodities, leading to a low degree of competitiveness.
· Because the business is developed and economic growth have been fairly low, there is a fairly high level of rivalry among businesses as they all aim to take market share from known companies. There is presently no excess supply in this business, and all of these variables lead to a relatively high level of competition among competitors (Asniwaty et al., 2019).
[bookmark: _Toc89454418]Political and legal climate
Organization buys ground coffee from a number of countries, within each set of taxes and import restrictions. Moreover, any political upheaval in the countries where company purchases its coffee grounds would have a major influence on the firm's management. It is expected to file the relevant licenses and documentation before being allowed to operate business in another country. The activities will be influenced by local and national policies and standards.
[bookmark: _Toc89454419]The economic situation
The recent economic crisis had a significant impact on coffee business' operations in several areas. As a result of the collapse, the industry's operational costs have soared. Caffeine is a market industry, and buyers regard coffee as a privilege when circumstances are tight, which occur as a consequence. The currency value and tariffs will have an influence on business' activities due to price transformation.
[bookmark: _Toc89454420]The socio-cultural context
Consumers throughout the Ethical standards are being more demanded across the globe, and many firms, such as Coffee Company, have adjusted their corporate processes to suit these demands and needs. Customers have voiced concerns about Starbucks' social responsibility, therefore the firm established the initiative to address those concerns. In order The Company has had to alter its brand portfolio to meet the increased requirements of the increasing number of qualified and hygienic people. Starbucks, for example, now offers non-fat milk coffee. Consumers are becoming more conscious of Company had to reduce the sugar concentration of its beverage production as a result of the necessity to reduce sugar consumption (Chuang, 2019).
[bookmark: _Toc89454421]Competitors
Company main competitors are coffee manufacturers and industries. On the one side, when it comes to its products, other company keeps to a poor cost policy. Consumers at other place, on either contrary, have a range of caffeine tastes to pick among, as well as a strong commitment to quality.
[bookmark: _Toc89454422]Customers
Whenever visitors visit outlets, they should anticipate a lot of contact between coffee shops, workers, and consumers.  Corporation has attempted to alter the formulas of some of its goods in order to cater to the tastes and preferences of clients in specific markets. Clients and members at company play a crucial role in maintaining customer connections. These people act as spokes models for the company in this circumstance. Its management recognizes the vital role played by its staff and bartender, which is why they reward them with incentives and rewards for their exceptional work (Shirdastian et al., 2019).
[bookmark: _Toc89454423]Internal Analysis of Starbucks
Customers may choose between roughly various coffee alternatives at organization. The company is always releasing new things to the industry to fulfill the evolving needs, likes, and tastes of its growing customer base. Because of their presumed sophisticated reputation among clients, bakery items are more costly. In this case, organization uses a premium pricing to distinguish themselves out from the competitors. One of the most important needs for successful marketing is to promote cordial and seamless interactions between company representatives and the target market without jeopardizing the firm's ability to provide services to the target market efficiently. Before late, organization relied on networking and its large store footprint as its major advertising and other promotional strategies. The company knew that a distinctive and distinguishing identity would result in customer trust and customer retention. Company, on the other side, has been obliged to use a range of advertising strategies as a result of increased competitiveness. The capacity of any service company to target, attract, keep, and retain the 'proper' consumers is critical to its success. In contrast to the acquisition/transaction attitude, good businesses focus on developing client retention relationships. Starbucks is one example of such a company. The company understands that a loyal client is typically a long-term source of revenue and hence a profitable business. Starbucks has responded by introducing the Starbucks Card to help customers maintain their allegiance. Starbucks has also adopted a charitable mindset as a marketing technique. In order to improve brand recognition and image among local communities, the corporation donates to various non-profit organizations.
[bookmark: _Toc89454424]Primary Competence
Organization' main competitive advantage has been its ability to accurately implement its fundamental market segmentation objectives by offering a strong product combination of high refreshments. Companies' brand awareness is created on attempting to sell the greatest coffee and related items, as well as giving each customers a great "Coffee Experience," which is derived from excellent customer service, clean and is well stores that represents the people of the community in which it operates, and secret society following. Its other main business is its value systems approach to create very strong personal and professional relationships with vendors, which drives the smooth application of its business model of sustainably grown widening into overseas markets, complementarity through ensure improved and partnerships, and protracted clear plan of becoming the world's most admired and trusted brands (Kang and Namkung., 2018).
[bookmark: _Toc89454425]SWOT Analysis
[bookmark: _Toc89454426]Strengths:
[bookmark: _Toc89454427]Global Recognition:
 Organization has a substantial international footprint, with a market share of 36.7 percent in real Terms and facilities in more than six continents. Company is also the best-known coffee business, ranked 91st among the world's most valuable companies. By selling items and registering its trademark, it effectively leverages its great brand power. With such a high market share and brand recognition, the company would be able to gain a significant market advantage when expanding into new areas, as well as greater growth in both domestic and export markets. They have amassed tremendous economies of scale over time as a result of improved distribution networks and supplier agreements.
[bookmark: _Toc89454428]Products Quality: 
They place a premium on quality of product and prevent uniformity, even at larger production levels.
[bookmark: _Toc89454429]Appealing Places:
Organization boasts stores in some of the country's most well-known and important branches, as well as a high attractive appearance. They strive for an elevated, increased environment places in close proximity to a range of situations comprising shopping hubs, business complexes, educational campuses, and in some rural and remote areas.  Off-the-beaten-path sites all across the world.  This has given them a tremendous edge and expertise, and ability to access key markets and tap into the persuasion element of consumers their stores are pleasing to the eye (Devia et al., 2018). It has a 'cool' quality to it since it was meant to represent the distinct character of the area serve in, and it is also good for the environment. They provide free internet, wonderful music, excellent service, and a welcoming atmosphere and create a community gathering space, which is a larger element of the Coffee experiential marketing is a phrase used to describe the encounter of using the Brand image. In addition to home and office, the group's strategic objective is to transform its stores into a temporary location.
[bookmark: _Toc89454430]HRM Value:
Organization coffee is very well known for the knowledgeable employees. They are the company's most precious assets, and they are awarded with great benefits including deferred compensation, pension plans, and a pleasant work atmosphere. Exceptional people management results in outstanding customer service. It was named among some of the top businesses to work for by Magazine.
[bookmark: _Toc89454431]Social Responsibly Initiatives:
Their enterprises are community-focused, with a focus on recycling and reuse minimization. They seek to foster compassion in the areas where they live and work.
[bookmark: _Toc89454432]Diversity of Products:
The company’s product selection, which caters to all age groups and demographic considerations.
[bookmark: _Toc89454433]Technology:
Company's mobile application, which is accessible for both Iphone and Google hardware and software, makes great use of technologies. They invest considerably in innovation each year to sustain their business.
[bookmark: _Toc89454434]Customer Loyalty:
Company has a fan status among consumers, and to foster reward, the company has introduced devotion programs like the Coffee Rewards program and the company's card Purchases. The Coffee Card is a rewards card that useful, encourages charitable giving, and promotes members to visit locations more often. It is also connected to the company's smartphone app (Wu, 2017).
[bookmark: _Toc89454435]Weakness
[bookmark: _Toc89454436]Expensive Goods: 
While organizations’ goods are distinguished by their high quality and the whole 'Coffee shop Encounter,' in times of economic instability, consumers may choose for lower-cost alternatives rather than pay extra. Its expensive prices may potentially be a barrier to its popularity in underdeveloped countries.
[bookmark: _Toc89454437]Over Crowd: 
Organizations’ development and function and excessive saturation as a result of market constriction leads to self-cannibalism and a lowering of lengthy development goals. This is especially true in the U.s.a, where there are hundreds of thousands outlets.
[bookmark: _Toc89454438]Overdependence on the US
Organization gets a huge amount of its overall income from the US case of self of the US marketplace with thousands stores, leaving it very exposed to the US economic and expansion plans.
[bookmark: _Toc89454439]Organization Goodwill
Starbucks, like any other major firm, faces heightened scrutiny and is required to participate maintain a firm grip on labor protections and engage in ethical business practices.
[bookmark: _Toc89454440]Coffee culture 
Starbucks' worldwide growth plan may not be well received in some countries.
[bookmark: _Toc89454441]Opportunity
[bookmark: _Toc89454442]Expansion 
The company's global strategy becomes even more important as the US market gets increasingly saturated and identity. Company has a significant presence in a variety of countries, including India, which joined the list lately through a partnership. As it extends into new and growing markets, organization has a lot of space to grow economies (Jo and Kim., 2017). They may increase market share by using their size, financial strength, and efficiency.
[bookmark: _Toc89454443]Expanding Product Mix: 
Organization has recently began to extend its product offerings by entering the Coffee and fresh fruit areas, thanks to a shrewd purchase approach. This provides Starbucks with a plethora of new opportunities.
[bookmark: _Toc89454444]Expansions:
Organization presently sells its bottled coffee, iced beverages, and merchandizes through big box stores. The potential of this industry has yet to be fully recognized, providing Starbucks with a considerable chance to monetize their products in the future.
[bookmark: _Toc89454445]Advance Technology:
Organization has embraced mobile applications and worked with Town center, a mobile wallet provider that is integrated into the Mobile apps. Customers will find the system straightforward to use, and reward schemes will encourage client loyalty (Li, 2018). With this innovation, company's Coffee has already established the industry norm, with mobile applications accounting for its sales in the United States.  This is a rising sector that will bring more revenue to their facilities as technology has advancement.
[bookmark: _Toc89454446]News Channels:
It has launched a pilot version of a delivery system dubbed Mobile Pour. If the implementation is successful, it opens up a lot of possibilities for the future, such as expanding their finished distribution networks and maybe generating more revenue.
[bookmark: _Toc89454447]Expansions:
It has a strong brand recognition, which it can leverage to grow into new verticals and diversify its product offerings while avoiding brand infringement.
[bookmark: _Toc89454448]Threats
[bookmark: _Toc89454449]Competition: 
Company is facing increased competition from competitors as the market matures. It was Brands' main competitor in the US market, with a high percent market share.
[bookmark: _Toc89454450]Price 
The current value of elevated coffee beans has been volatile, and organization has little influence over it. 
[bookmark: _Toc89454451]Market Saturation: 
Organization gets a large percentage of its income from developing countries, which are currently oversupplied (Taecharungroj, 2017).
[bookmark: _Toc89454452]Global Coffee Market: 
The market prices of high quality coffee beans have fluctuated significantly, which organization cannot control. 
[bookmark: _Toc89454453]Developed Countries: 
Organization receives a portion of its revenue from developing countries, which are presently saturated.
[bookmark: _Toc89454454]Developed Countries:
In a more financially interconnected world, a global recession might have a steady drip effect from established to advanced markets. Consumers may gravitate away from large product combinations in order to stay within budgetary constraints during times of recession, posing a threat to Starbucks' revenues.
[bookmark: _Toc89454455]Lifestyle choices are evolving:
Customers' demand for healthier choices, as well as the likelihood that coffee culture may become a trend, pose a threat to organization. Companies were forced to maintain and build ties with consumers when the Covid-19 pandemic flipped the world upside down. Businesses must now strike a compromise between the necessity to create sales in the face of severe economic crisis and the need to acknowledge the threats to life and limb that have transformed customer priorities and preferences. This conflict is palpable, especially for younger initiatives or smaller businesses that sell discretionary goods and may lack the financial capacity to weather protracted periods of substantially reduced cash flow (Harrington et al., 2017). Even major, well-established businesses have been transformed by the coronavirus.  All of those establishments remained dark for at least two weeks just one day later, with customers and workers alike being advised to stay away owing to the danger of transmitting the coronavirus. In the midst of a pandemic, such is the nature of business.  When social distance has reduced or eliminated human connection, what can smaller, newer, more susceptible firms do to establish ties with customers?  Experts discovered that five important tactics help organizations weather crises and maintain their customer relationships, based on almost 70 years of combined expertise in business practice, research, and education:
· Humanization 
· Education
· Assurance
· Revolutionized
· Tackling 
These strategies are part of a larger crisis communications plan. During lengthy crises, it describes what to say to clients and what not to say. It emphasizes on informing current and potential customers about the company's plan for aiding them and adding value to their experience.
[bookmark: _Toc89454456]The Framework
[bookmark: _Toc89454457]Humanization
By providing information that their company is aware of the deteriorating social condition and is worried about more than simply earning a profit at this difficult time. Understand and sympathize with Covid-19 victims and explain what they're doing to help customers, employees, and other stakeholders. This might be done through their business's online platforms and email accounts of clients.
[bookmark: _Toc89454458]Education
By informing them of any changes to the business, such as new hours, facility closures, staff cutbacks, customer service availability, and ordering alternatives. While they may point to it is far better if the urgent federal regulations that compelled these changes are perceived as proactive and driven by the public interest and their clients (Wu, 2017).
[bookmark: _Toc89454459]Assurance
By demonstrating how, regardless the changes in market structure, the firm will continuing to provide the services that consumers have come to anticipate and enjoy, clients will be able to pick the organization over competitors, if consumers are not satisfied, respect their products' immaculate quality or the attentive nature of company customer service, explain how business plan to keep those value propositions.
[bookmark: _Toc89454460]Revolutionized
By informing their current consumers regarding the innovative means via which they are providing service to customers. As a strategy to reach out to prospective customers, provide new things or activities that solve a new need. Companies that implement these steps and inform consumers about them will give consumers optimism as they see how businesses are working to improve their lives. This also has the added benefit of humanizing a business.
[bookmark: _Toc89454461]Tackling
Creating a schedule for reevaluating the changes to the company's operations. While companies must abide by all government regulations, if they can manage it, they should go above and beyond. Demonstrate to clients that they are willing to go far beyond what is expected of them for their gain, particularly if their company is financially equipped to do so. The corporation may show going in a multitude of ways, all of which lead to numerous happy endings. Demonstrate that the company is quite well to continue functioning under its successful business model until things return to normal. Also, stress what the organization has learned from the outbreak and how these lessons might be used and applied to how the company runs when the pandemic is finished. That is, provide the impression that your organization will emerge stronger from the storm (Kang and Namkung., 2018).
The goal is to demonstrate that the corporation is in charge of the operation to the maximum extent possible, rather than permitting the crisis to rule the company and its key clients. Businesses who embrace a people are willing to buy and are mindful of what customers demand right now may recover from this crisis with enhanced client relationships. Give customers the foundation through this difficult time. It will assist them in to forward goodwill with previous clients and ensuring that they would do business with them again in the foreseeable.
[bookmark: _Toc89454462]Conclusion
Concluding the overall with personalization customer care plan which is about to cater to the requirements, abilities, and expectations of each individual client. Rather of requiring customers to follow a pre-determined service model, firms must now adjust their approaches to the needs of their clients. This is, however, a tough line to walk. Some consumers' choices may be offensive to others, impossible to implement, or inefficient. How can you please everyone while maintaining coherence and consistency? The key is to offer them a say in the situation by giving them an option and allowing them to speak up. Many consumers are uncomfortable with the idea of their use data being saved or used to forecast their behavior. This is quite reasonable.  If they are going to employ monitoring analytics to improve their tailored customer care plan, the company needs to be open about it. Being watched and followed is not exactly conducive to client loyalty. Accountability and openness, on the other hand, will serve their goals considerably better (Jo and Kim., 2017).
[bookmark: _Toc89454463]Recommendations
1. Many organizations have relied on speedy services. It will assess the level of service offered in an institution based on speed and response. As they may be aware, the capacity to respond to a client's request influences both customer satisfaction and discontent.
2. The organization should constantly make sure that the information it contains is correct. To guarantee that this is done correctly, teach company personnel on the critical aspect of accuracy.
3. It is never easier for employees to just chat to clients since it needs less mental work to digest the same information. The company should always have a system in place to guarantee that fluency processing is improved (Chuang, 2019).
4. Companies must guarantee that their customers are loyal. Companies should always ensure that they are open with their customers. When someone is transparent, it indicates they are accountable and open about all of the company's rules and procedures.
5. Many businesses have worked hard in the past to guarantee that they focus on satisfying their customers; however, today's institutions are more focused on offering services that need less effort from the client.
6. Human engagement may be inconvenient and have both positive and bad effects on the experience (Kang and Namkung., 2018). Employees' politeness and friendliness may be tough to teach.
7. Finally, there is the efficiency concept. Due to technological advancements, there have been instruments utilized that have circumvented yesterday's compromises, and for a firm to have the greatest service internationally, efficiency should be one of the most important components in customer service. Email message, voice mail on the phone, and live chat have all enhanced the efficiency of engaging with clients in today's society (Chuang, 2019).
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v Gerald Baldwin, Gordon Bowker, and Ziev Siegl — opened a small
coffee shop in Seattle’s Pike Place Market in 1971

v Howard Schultz — Joined the Starbucks marketing team

v Traveled to Italy and became interested in the espresso bars and
tried to bring it to America

v Founders sold the company to Shultz
v Began to open new stores and had 140 stores by 1992

v Decided to take the company public and succeeded by opening
more stores

v Shultz continued to take the position as chairman and chief global
strategist and hired CEO Orin Smith in 2002
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