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Introduction 

The implications of appropriate marketing strategy are significant to the prospects of a business as it provides the phone with the platform of amassing an extensive target audience and generate a higher amount of profit (Hollensen, 2019). The aspects of the marketing process are important for the development of creative and unique content for the promotion. In this essay, the different stages of the marketing process are going to be critically analysed and evaluated. The situation analysis models that will be used within this essay are SWOT and PEST analysis. The essay will also comprise of an explanation of the marketing strategy that is adopted by Starbucks. The segmentation, targeting and positioning strategy that is used by the Starbucks will also be explained and critically analysed in this essay. It will also shed light on the internal and external stakeholders of Starbucks and the manner in which they affect their marketing processes. The identification of the external and internal stakeholder will be considered through power interest matrix. Starbucks is one of the leading coffeehouses in the world. It was founded in 1971. The annual revenue of Starbucks is £20 million.  	
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One of the important initial stages of the marketing processes is the adoption of company mission and objectives within the campaign. In this organisational setting of the Starbucks, the vision is to provide the customers with the premium quality coffee and enhance the sustainability approaches of the businesses. The marketing department has been identified to set their strategy by institutionalising the company mission within their campaign. It is evidenced by the fact that the promotion campaign of #ToBeHuman highlighted on the importance reusability and recycling of the Coffee cups, in order to align with the mission statement of the Starbucks (Spary, 2020). Hence, it can be analysed that the marketing department of Starbucks has been successful in identifying eth aspects of sustainable business approach as the mission strategy and incorporating it within the promotion message. Sabbagh (2018) has supported that the stage of identifying company mission provides the platform of developing appropriate promotional content and is one of the major positives. Thus, it can be analysed that the stage of identifying company mission is a significant strength of the entire marketing process. 
In the next stage of the marketing process, the facets of undertaking situational analysis pose to be a significant activity. Through the application of the SWOT analysis, it has been identified that the organisation has been associated with strong financial performance. Schultz and Gordon (2015) have supported that the annual revenue of Starbucks has grown by 15% and has proved to be one of their major strength in fending off intense competition. On the contrary, Wu,(2017) has argued that their strong brand image of Starbucks has been exemplary in bringing a huge number of customers in developing economies as it has increased the customer base by 25% in foreign countries. Thus, it can be analysed that the extensive brand image is correlated to the appropriate use of promotional contents that is customized for demographically varying target audience and is a highlight of their strength in the marketing team. Through the SWOT analysis, it has been identified that the high prices pose to be a major weakness for Starbucks. It is because by sticking to the premium pricing strategy, the organisational can tap only to a small fraction of the customer base and thereby hindering elevated growth in market share. One of the major threats that have emerged is the increased pressure from the low priced competitors. It is because the ongoing pandemic situation incurs on decreased disposable income and can influence the customers to purchase low priced coffee, which leads to decreased customer purchasing cost. Chitra (2016) has supported that the threat of affordable pricing, which is adopted by the low-cost coffee sellers could grow on the market share at the cost of firms, which are adhering to premium pricing strategy and cater to the presence of many customers. Permana et al. (2020) have argued that the threat of rising prices of Arabica coffee beans could have an adverse impact on the coffee outlets. Thus, it can be analysed that the threat of such nature is extremely challenging for Starbucks as the organisation makes extensive use of Arabica coffee beans in making the Frapucciono and Latte. Hence, it can be implied that the stage of conducting an internal situation analysis is a significant aspect of the entire marketing process.
Through the PEST analysis, the external situation of Starbucks provides a clear background. In accordance with the analysis of the political situation, the Brexit has an adverse effect on the prospects of Starbucks. It is evidenced by the fact that the Starbucks lost up to 61% of the pre-tax profits due to the high import duties, imposed by EU sanctions and liability of reaping the benefits of FTA (BBC, 2020). In accordance with the economic perspective, the fall in the inflation rate from 3.1% to 1.9% has a positive impact on business operations. It is because the fall in the inflation rate increases market liquidity and enhances the valuation of the product prices. On top of that, the disposable income in the UK has increased by 3% (Walker, 2019). It has made a positive impact on the financial performance of Starbucks. It is evidenced by the fact that the annual sales of Starbucks have increased by 25% with the rise in disposable income (Forbes, 2020). Thus, it can be analysed that the economic situation of the external environment is favourable for the business. In light of the social factors, the rise in the trends of e-commerce purchase has grown from 32% to 61% has positively affected the business (Butler and Wood, 2020). It is evidenced by the online sales at Starbucks has increased by 30% and has contributed to the growth of profit margin by 12% (Wattles, 2020). In the technological sector, the UK has observed an investment of £28million in AI and cloud-based technology. It has made a positive impact on the operations of Starbucks as it has contributed to the enhancement of customer experiences. It is evidenced by the fact that Starbucks has used reinforcement-learning technology by collaborating with Microsoft to provide 15 million active Starbucks® Rewards members with customized recommendations about the drinks and food from their mobile application (Microsoft, 2020). Thus, it can be analysed that the social and technological environment has propelled the prospects of Starbucks.
In the third step of the marketing process, the preliminary development of the marketing strategy is involved. In this stage, the identification of the target audience is conducted. Morgan et al. (2019) have opined that the stage of marketing strategy provides the organisation with the scope of identifying the right target audience and promoting the message. Mothersbaugh et al. (2019) have also supported that the undertakings of marketing strategy help the company in achieving the financial objectives and proves to be one of the major strengths. However, Hofacker and Belanche (2016) have opposed that the improper identification of the target audience on the marketing strategy stage has an adverse impact on the promotional campaigns and has been considered to be one of the major weakness. Thus, it can be analysed that the stage of marketing stage has several benefits to its negative counterparts and can be signified to be one of the crucial stages in the marketing process of Starbucks.  
In order to accomplish the marketing strategy phase, the Segmentation, Targeting and Positioning tool (STP) have been used. In accordance with the segmentation process, Starbucks has made use of the psychographic segmentation to identify their target audience. It is because the organisation has identified their target audience as the high-end customers and such identification could only be possible if the lifestyle factors of the consumers are analysed. The analysis of such factors is accommodated by the psychographic segmentation as this type of segmentation enlists the lifestyle factors as an analytical index. It is evidenced by the fact that more than 60% of the customers lead their lifestyle who indulges in the purchase of premium products (Chitra et al., 2016). In accordance with the targeting process, Starbucks has adopted a niche marketing strategy. It is because the organisation has set the prices of Frapucciono and cold beverages that would only cater to the needs of a solitary customer segment that would be the high-end customers and such targeting is coherence with the principles of the niche marketing as it concentrates on serving a single audience segment. In the positioning concept, Starbucks has adopted a symbolic positioning strategy. It is because the organisation has focused on the endorsement of the brand image as an entity of “high-quality coffee brewery" to the target audience and such promotion is in coherence with the principles of the symbolic positioning strategy as the principal focus on enhancing the brand image of the company towards the target group. Thus, it can be analysed that the marketing strategy stage has several elevated outcomes and has surfaced as the significant phase of the entire marketing process.
 In the fourth step, the facets of the marketing mix are undertaken in order to develop the strategy. Išoraitė (2016) has supported that the marketing mix provides the organisation with the platform of allocating the organisational assets and resources with precise accuracy. Thabit and Raewf (2018) have opined that the aspects of the marketing mix are an important stage of the marketing process as it assists the organisation in analysing the cost-benefit elasticity and proves to be one of the significant strengths. On the contrary, Murshid et al. (2015) have argued that the inaccurate implementation of the marketing mix strategy adversely impacts the financial performance of the company and is one of the significant drawbacks. Thus, it can be analysed that the stage of the marketing mix has a greater number of strengths as compared to the weaknesses and reflect as a provincial part of the marketing process. 
In accordance with the product concept of the marketing mix, the premium product strategy has been adopted by Starbucks. It is implemented because Starbucks provides premium quality coffee to the high-end customers and hold onto the pole market position. Starbucks has been purchasing dark roasted coffee from Ethiopia, Kenya and Costa Rica. Starbucks has expanded its product portfolio by introducing the Toasted White Hot Chocolate and the latest being the Tazo Tea. The blend of the herbal flavours within the product of Tazo Tea has appealed to the customers in the developing economy. In accordance with the promotion concept, Starbucks has adopted an indirect marketing channel. The organisation has adopted indirect marketing by conducting extensive social media promotion. It is evidenced by the fact that the #UnicornFrappuccino Instagram campaign exploded in social media and attracted 2 million followers (Cresci, 2017). Tuten (2020) has supported that the use of social media promotion provides the organisation with the scope of amassing a high target audience and is considered to be one of the major benefits. Dwivedi et al. (2015) have also affirmed that the implications of social media promotion as an indirect marketing tool is a cost-effective solution and is one of the major strengths. However, Chang and Zhang (2016) have argued that the use of the direct marketing tools increases the chances of accumulating sales revenue as compared to the indirect marketing tools and is one of the few weaknesses of indirect marketing tools. Hence, it can be analysed that the strengths of the Social media promotion outnumber the weaknesses and surfaces as the significant outcome of the marketing mix in the marketing process. On top of that, it has followed the indirect marketing with the appointment of a brand ambassador. It is evidenced by the fact Starbucks has elected Arianne Grande as their brand ambassador for brand promotion. In accordance with the place or distributional channel domain, Starbucks has adopted omnichannel distribution platform. It is because the organisation has adopted the multichannel distribution in terms of physical stores and e-commerce purchases and has provided the customers to purchase from several sales channel. It is supported by the fact that the mobile application orders or online sales at Starbucks has increased by 22% and the instore purchase increased by 26% (Soper, 2020). On top of that, Starbucks have set up a warehouse in locations of strategic importance and has been able to support the stores, which features in most of the UK cities. In light of the pricing elements of the marketing mix, Starbucks has adopted the premium pricing strategy. It is because Starbucks is focused of tagging the product prices at a rate, which is higher than its competitors, which is in coherence with the principles of the strategy that emphasizes on the principles of the strategy. It is supported by the fact that Starbucks has instantiated the prices of their Frappuciono Grande at £3.33 whereas their prime competitive entity, Dunkin has set the prices of Frappuciono at £2.17 (Tyler, 2020). Nyaga and Muema (2017) have supported that the premium pricing strategy has been an exemplary imparting competitive advantage to the financial assets of the organisation and proves to be one of the major strength. On top of that, Padamali and Fernando (2016) have opined that the use of the premium pricing strategy elevates the brand awareness as the high price tags influence the customer perception to view the products as a prestigious entity and poses to be one of the major advantages. However, Ashraf et al. (2017) have argued that the premium pricing limits the consumer base as it can only target the high-end customers and is one of the major drawbacks. Hence, it can be evaluated that the strength of the premium pricing policies of Starbucks marketing mix strategy is far more significant compared to the drawbacks and emerge as an important outcome of the marketing process. 
One of the major internal stakeholders of Starbucks is the employees. The stakeholder group is positioned within the Latents quadrants as they have high power in terms of influencing the organisational productivity and reduced interest in terms of marketing policies. Starbucks has been identified to communicate with its employees extensively. It is because they have identified the importance of developing employee engagement and such engagement can only be implemented if collaborated communication between the employee and employer is cultivated. In order to amplify the employee-employer interaction, Starbucks has embraced the utilisation of the Workplace, which is a customized social media platform that has been developed by Facebook. In a short time, Starbucks witnessed huge numbers of user registration in the Workplace as more than 60% of the staffs started to log in. The CEO of the Starbucks, Kevin Johnson has been identified to use the Live Broadcasting feature of the Workplace to infer on developing communication with the store managers. The implementation of the Workplace has been successful in elevating the communication among the stakeholder group of employees. It is evidenced by the fact that the productivity of the store managers has increased by 80% with the introduction of the Workplace as a communication platform (Lunden, 2020). Hence, it can be analysed that Starbucks has maintained facilitative communication with its employees and enhanced employee engagement. One of the major internal stakeholders is the board of directors. It is placed within the quadrant of promoters as they have the power to influence the marketing campaign decisions as well as they have high interest for increasing the customer attraction with the integration of proper content within the marketing campaign. The communication among the board members facilitates through the monthly board meetings and Skype communication. Hence, it can be analysed that the communication between the board of directors is based on the grounds of formal communication and occurs less frequently.
One of the major external stakeholders of Starbucks is the customers. The stakeholder group is the position in the promoter quadrant as they are low customer switching cost implies their high power of influence and they have high interest of the marketing campaigns that are endorsed by Starbucks in social media. Starbucks has been understood to communicate with their customers through the use of the Facebook and Twitter accounts. The organisation has it understood to be efficient when it comes to responding to consumer queries and dialogues. Starbucks possesses an additional Twitter handle, which is known as the @mystarbucksidea And the account is used for engaging with your customers. The accounts serve as a platform where the customers are able to submit different ideas for enhancing Starbucks services and Coffee recipes. Nazari (2016) has supported that the use of social media in the communication plan strategy provides the organisation with the scope of encouraging customer participation program and events, which, in turn, enhances customer involvement and engagement with the business activities. On the contrary, Killian and McManus (2015) have argued the solitary use of social media as a communication tool is often understood to limit the channels of facilitative interaction. Hence, it can be analysed that the strength of the social media platform has a communicating tool outweighs the weaknesses and surfaces as a source of intuitive interaction of stakeholder management.
The impact of the customers as the external stakeholders on marketing at Starbucks is significant. It is because the organisation seeks to gain on an extended customer base and can only deliver on such accumulation if the content of marketing campaign is in coherence with customer's recognition about the prospects that the consumers aspire to come across the promotional campaign. The number of users on Instagram has increased by 35%. In the last two years, Starbucks has doubled its social media marketing on Instagram and has led the marketing campaign by the implementation of #UnicornFrapuccino promotion videos on IgTV (Cresci, 2017). Hence, it clearly reflects that the extensive Instagram promotion by Starbucks marketing department has been an attempt to encompass the increasing number of users in the social media platform of Instagram and signifies the importance of the consumer in the marketing decision at Starbucks. Svendsen et al. (2015) have supported that the implication of customer experience within the promotional campaign has to be elevated enough in order to influence their purchase behaviour and in incur on changing the customer loyalty towards their brand. However, West et al. (2015) have argued that the presence of consumer perceptions are barely significant as various target audience has a diverse opinion and are not expected to be fulfilled by the overall content of the media promotion. Hence, it can be analysed that the impact of Consumer perceptions on designing the content of a marketing campaign is significant. One of the significant reflections that illustrate the impact of customers on Starbucks marketing is the launch of Starbucks stories. In recent times, the users on Instagram have been particularly interested in the new feature on Instagram, termed as the "Stories". The Starbucks stories made use of this feature, rolled out content on social media channels including Instagram, and Twitter by storytelling the brand social impact. Thus, it highlights the impact of customers on marketing at Starbucks.
Along with it, Starbucks released #ToBeHuman campaign which involves the sharing of video illustrations that emphasised on the perception of Starbucks employees about their uplifting stories. In this campaign, the employee told about the personal accounts and their aspects of employee engagement. One of the major posts in the #ToBeHuman campaign summarises that Starbucks provide their employees with a platform to participate in idea creation program when new content is generated for conducting product development or promotional campaign strategy. Eldor and Vigoda-Gadot (2017) have supported that the contribution of employees in developing an innovative idea is quintessential for the growth of business prospect and the platforms of extensive employee engagement elevate the content of the promotional campaign. Has also suggested that the impact of employee perception is significant when it comes to achieving the marketing objectives of the promotion campaign (Kaliannan and Adjovu, 2015). Hence, it can be analysed that the contribution of an employee is quite significant to the marketing campaigns that are developed within the organisational premises of Starbucks.	

[bookmark: _Toc57239584]Conclusion
The report has been exemplary in critically analysing the Starbucks marketing process and their role of the marketing mix. From the SWOT analysis, it has been identified that the financial asset and marketing team of Starbucks is one of the strength. From the PEST analysis, it is identified that the formation of Brexit is one of the major threats to the operation of Starbucks. It has also been recognised that rising disposable incomes have a positive impact on the financial performance of Starbucks. From the evaluation of the marketing mix strategy, it has been acknowledged that Starbucks makes use of the premium pricing strategy for product prices whereas makes use of indirect marketing techniques to conduct promotional campaigns. The report has shed light on the extensive use of omnichannel distribution by Starbucks and their effort to build on a warehouse network chain. From the stakeholder matrix analysis, it has been identified that the board of directors and the employees are major internal stakeholders whereas the customers surface as the major external stakeholder.
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