 Blog posts on Marketing of Starbucks 5

Blog posts on Marketing Starbucks 
Student’s name Silviya Mineva 1912654
Professor Riaz Bhatti
Course Marketing Fundamentals
TABLE OF CONTENTS

3BLOG 1


3AWARENESS


4BLOG 2


4ROLE OF THE MARKETING ENVIRONMENT


5BLOG 3


5MARKETING RESEARCH


6BLOG 4


6MARKETING MIX


7BLOG 5


7MARKETING STRATEGY


8BLOG 6


8CUSTOMER RETAINING


10REFERENCES




BLOG 1
AWARENESS
This is your favourite coffeehouse chain in the whole of the United Kingdom. We are located in unit 5, the shard Arcade the place, London bridge street, London SE1 9SG. Welcome for the bite. This is where you find sweetness. The menu has coffee, espresso, cake cookies, Frappuccino, latte, tea, porridge, croissant, muffins, focaccia, Coca-Cola, caffe Americano, and ice cream. The atmosphere of the place is nice; the staff is pleasant and friendly.  You can access the Starbucks chains in the streets of London, all airports of the United Kingdom, and major stadia (Geereddy 2013). 
Education
Starbuck has a website where all the products are well explained. You can find the location of your Starbucks that is near your location to serve you. Starbuck coffee offers takeaway services too. Starbuck has good customer service through online services and phone conversations through the available contacts, monthly email newsletters, and sales presentations, and how far it has grown (miller 2011). 
Sample 
For our new customers, every Monday evening we offer a cup of your favourite bite to welcome you to the brand of Starbucks. Make a walk-in and get to test with a friend. This offer is usually available to a pair, not individuals. Tag a friend along, for couples who have not been here; this is your moment, do not miss (Tu and Chang 2012).
Purchase
The new customer and old customers in the Starbucks coffee chain are free to give feedback about their first experiences. By allowing the customer to give feedback, it is easy to capture that sell and brag off. Just a yes is a satisfaction that the product is a sell.
Refer
Starbuck coffee chain encourages its customers to tag along with a friend as a reward for its best services. This is not considered as a right but a privilege (Tu and Chang 2012). 
BLOG 2
ROLE OF THE MARKETING ENVIRONMENT
Growth is critical for any business. The purpose of engaging in business is to acquire extra cash and expand operations. The surroundings and influencers are the main components of the marketing environment. Marketing helps to understand consumer behaviour. Starbucks faces competition from other businesses offering similar products in the same environment. These competitors are Mc Café, Dunkin Donuts, Costa Coffee, Dimah Tea, KFC, and Tim Hortons.  It analyses how consumers purchase their products as compared to competitors’ products (Herningsih and Tchuykova 2019). This has helped Starbucks to understand what consumers want in terms of quality, quantity, and taste. When businesses lack the information about the environment they size down and end up shutting down operations. Loses do not create extra capital but consume it. 
Marketing assists Starbucks to understand its competitors. Each product has a particular brand and each brand targets a specific group. Because of increased competition in the markets, it is better when one understands the brand of its competitor (Magnusson 2013). For fear of failure, one must understand the competitor. This helps to offer satisfactory consumer goods thus creating trust with consumers. If customers are satisfied, the marketers’ role remains the supervision of competitors' products. 
Helps to strategize and make certain decisions. Marketing helps to capitalise on challenges facing the opponent or the industry to gain more access to the market. When the gap is too big to be filled, it requires prompt decisions from marketers on how to go about it and the market demands (Tu and Chang 2012).
Marketing brings about innovation. The current market dynamics requirerequire investment in technology. Technology affects business operations. Innovation affects the financial performance of any business. The role of marketers is to ensure any form of evolution in technology positively affects the business.
BLOG 3
MARKETING RESEARCH
The Starbucks coffee chains have opened accounts in major social media- Facebook, Twitter, Instagram, and telegram, consumer feedback, and sampling. Starbuck relies on ‘My Starbuck Idea Platform’ to carry out market research (Magnusson 2013) The idea behind this platform is to expand growth and gain consumer confidence by offering satisfactory meals to new customers, old customers, and prospective clients.  
Social media plays a critical role in having feedback from the growing customer base that majorly uses the internet. Starbucks London has accounts on Twitter, Facebook, Reddit, and Instagram. The company monitors discussion around the brand and customer satisfaction level and how it is compared to competitors. In 2020 the numbers were estimated as thirteen million followers on Twitter, on Facebook had fifty million likes and Instagram with twenty million followers. The company is investing more in YouTube which has less than half a million users (Miller 2011). 
Starbucks believes in the testing of its new products before they allow them to enter the market. The company is, therefore able to know if any changes need to be made before the product is realised into the market. This also helps it to know whether it can venture into other markets.
BLOG 4
MARKETING MIX
Starbuck marketing mix targeted to solve the issues around the 7ps. 7ps represents a product, promotion, price, people, place, process, and physical location. With the number of chains, it owns, Starbuck has shaken off competition to be the majority holder in the coffee chain in the world apart from being the main player in London (Sari and Hunar 2015). 
Customers have a variety of meals and drinks to choose from. Starbuck offers breakfast, lunch, dinner, soft drinks, tea, coffee, cakes, cookies, blended beverages, and brew. The provision of a variety of drinks and meals under-one-roof is a plus that minimises movement.
In Starbucks cafes, all products are available. In London streets, Starbucks has incorporated over fifty stores that serve the customers. Through the development of mobile phone apps, Starbucks app in apple phones and windows; Starbucks for customers who make appointments for a selection of brands (Miller 2011). 
Most people believe that quality products are expensive. Starbucks has used this strategy to come up with the premium price of its premium tea and coffee. But other pricing strategies in the offer are loss leader and cost-plus, which are not popular with Starbucks
Starbucks Reward is a promotional strategy for reward loyal customers. Customers are rewarded two stars four every dollar that they spend. After accumulating one hundred and twenty-five stars, one is allowed to redeem them for a drink of choice. Starbucks also uses corporate social responsibility to acquire more clients. 
Starbucks have a large workforce that reflects the extent of market coverage. The organisation employs many individuals with the target of creating a diverse workforce (Richey and Ponte 2020). There is set process customers follow when they order meals at Starbucks which enhances efficiency to serve all clients. Starbuck's physical environment under the last 7ps has coffee cups, napkins, logo, and store designs. Customers get the feeling of an inviting atmosphere. Different stores have adopted different approaches to be distinctive from the rest.

BLOG 5
MARKETING STRATEGY
Most customers are heavily influenced by advertisements. Starbucks has set achievable expectations, with a belief in the services that they offer. Its values have remained over the period that they were set. Give each one cup of coffee to unite the neighborhood (Richey and Ponte 2020). This is the mission statement that has captured and retained most clients for longer periods.
Starbucks has transformed over time from being a place of meeting of various groups of individuals to the status of being one of the fast foods coffee chain. This is evidence that the quality of foods offered is acceptable to many individuals not only in the United Kingdom. This has not stopped Starbucks from enhancing its cordial relationship with the existing and potential customers. This has reduced the cost of investing in research of new markets (Miller 2011).
In Starbucks, management has resorted calculating the average revenue that lifetime clients are spent in their chains in a week and using the figures to predict the expected returns at the end of the month. This strategy has helped them to lower the costs of advertising while maximising profits.
Tea and coffee consumption make the most sales in the Starbucks coffee chain. Starbucks has specialised in quality drinks that ensures its customers have satisfaction. With a large number of consumers, Starbucks has created a ready market for farmers of coffee and tea and helped to improve their way of life. It is one major business that single-handedly supports agriculture by offering a ready market to it (Richey and Ponte 2020). 
BLOG 6
CUSTOMER RETAINING
Businesses have relationship departments headed by the relationship managers. In Starbucks, this has built the trust of the customers in the business and strengthened their relationships. The coffee chain gives a membership card to its customers that help to calculate the number of visits and quantity of purchases each one makes (Tu and Chang 2012). 
Social media is another area that creates a rapport between the business and customers. Starbucks owns a large presence on Instagram and Twitter. Also, it has a website where a wide range of information can be acquired. Through technology-enabled means of social platforms, customer raised issues can be attended to and solved at an inappropriate time. By deploying these technics, Starbucks retains the majority of its customers who not only add to profits but act as marketing agents through referrals (Gibbons 2011).
Businesses should imitate the criteria employed by Starbucks coffee chains of a customer retaining through the relationship growth rather than spending millions of dollars doing advertisements (Miller 2011). Improving their ethos especially of the workforce is of great benefit to the business. The success of Starbucks has been attributed to the profits that are always on the rise yearly.
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