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[bookmark: _Toc14559][bookmark: _Toc29358]Executive summary
[bookmark: _Toc21223]In the current era, the development of the catering chain industry is increasing, and it has entered a new era. For this era where opportunities and challenges coexist, how to seize the opportunity to promote their own development has become the central goal of each enterprise's strategic management. Among catering chain enterprises, Starbucks' strategic management has a good representation. Good corporate strategic management has enabled Starbucks to continuously expand globally. Today, Starbucks has spread in more than 40 countries around the world, and its chain stores have reached nearly 10,000. Starbucks' development speed has made the world's top business magazines like Forbes full of praise. This article uses a variety of corporate strategic analysis tools, such as PEST, TOWS, and Porter’ to analyze Starbucks’ strategic management and put forward reasonable suggestions for strategic management of the catering industry.
Through this analysis of the strategic management of Starbucks corporation, it can be found that the strategic management of an enterprise is directly related to the foundation of enterprise survival. Based on this, enterprises need to strengthen strategic management, according to the enterprise's resource allocation, development direction of the perfect planning, so as to ensure that enterprises can improve their competitiveness.
[bookmark: _GoBack]Through the implementation of development strategy, cost leadership and differentiation strategy and other competitive strategies, as well as a more complete functional strategy, Starbucks has better formed its own complete strategic management system. For Starbucks, accurate strategic management helps it build long-term customer loyalty and cultural identity in the society, and constantly promotes its own development.
[bookmark: _Toc22752][bookmark: _Toc1777][bookmark: _Toc7437]1.0 Introduction
[bookmark: _Toc18446][bookmark: _Toc29283][bookmark: _Toc349][bookmark: _Toc17790][bookmark: OLE_LINK1]1.1 The background of Starbucks company
[bookmark: OLE_LINK3][bookmark: _Toc27625][bookmark: _Toc11426][bookmark: _Toc7020]Starbucks was founded in 1971 and is headquartered in Seattle, Washington. Starbucks has officially turned its sights to overseas markets since 1996, and started the journey of international operation. During this period, Starbucks successively entered Asia, Europe, the Middle East, and Africa. It was the only chain store that opened its stores on six continents (Wills, 2020). Starbucks first appeared in Fortune magazine in 2003 and grew into one of the Top 500 corporations in the United States. In 2004, it was rated as the world's fourth largest brand by an international consulting agency, following Apple, Google, and IKEA.
Nowadays, Starbucks has become the leader of the global coffee industry. The success of Starbucks is closely related to its unique corporate culture and strategic management. Starbucks has always believed that coffee consumption is to a large extent an emotional consumption on the cultural level, and cultural communication requires that the environment and culture created by coffee shops can infect customers and form a good interactive experience. Starbucks has not only created a world-renowned brand, it has also grown at an amazing pace. According to Knoema (2020) data analysis, as of February 2020, Starbucks has opened more than 30,000 retail stores in 70 countries and has more than 340,000 employees . At present, Starbucks is gradually expanding its business territory, and it has formulated a long-term plan to open 40,000 stores worldwide. With the acceleration of globalization, Starbucks will further extend its international operations to all corners of the world.

[bookmark: _Toc19504]1.2 Challenges faced by Starbucks in its international expansion
However, with the continuous expansion of Starbucks' international approach, some adverse factors affecting the development of the company have gradually emerged. The company’s management is faced with the important problem of how to ensure that the markets in various regions are consistent with the company’s overall strategy, and to ensure that consumers all over the world can experience the same corporate products, services, culture and brand image.
As the trend of globalization continues to deepen, China is becoming increasingly open, and this aspect brings Starbucks an extremely rare opportunity for development. China is the main international expansion market for Starbucks. Since Starbucks entered China in the 1990s, its stores and operating efficiency have achieved rapid development. The strengthening of brand influence and precise market positioning have enabled Starbucks to gain more and more consumer trust. However, because Starbucks is a global chain brand, it must ensure the unity of products, service quality, and store image in the world, it must pay attention to giving Chinese consumers products that are more acceptable to the public, and is also necessary to increase localization elements. China's extremely attractive market is undoubtedly attracting many foreign companies, but it still needs to face a series of market competitors in the future business process.
Moreover, Starbucks' blind expansion will also lead to a decline in the quality of products and services, which undermines brand value(Adamy,2008). Starbucks' unique culture and good service quality spread far behind the speed of expansion. When Starbucks stores appeared in every corner of the city, the cultural capital originally created by scarce resources became less and less, and the added value of the products Starbucks provided to customers was reduced. Starbucks stores in large commercial plazas are usually overcrowded. The densely packed tables and chairs make it difficult for customers to walk to the empty spaces inside. The accumulating customer complaints eventually made Starbucks' brand value increasingly ignored, and the pace of rapid expansion had to be slowed down and adjusted.

[bookmark: _Toc5112]1.3 The structure of this report
This paper will take Starbucks company as the research subject, it analyse the external and internal environment of the company as well as strategic management. 
First of all, this report will analyse Starbucks' operating status and strategic management. In the process of strategic planning, the mission and vision of Starbucks must be determined first. At the same time, the report will use strategic management theories and strategic analysis tools, such as PEST, Porter's five force, and SWOT to study the internal and external aspects of Starbucks’ operations in the Chinese market so as to obtain the strategic measures that Starbucks needs to take. This report will also evaluate Starbucks’ Strategic options, to understand the company’s resource advantages and shortcomings, and discover the company’s competitive advantages through Porter’s Generic Strategies. At the end of the paper, a summary and strategy implementation suggestions will be put forward to obtain more personalized customer service and promote the competitive advantage of the enterprise to achieve the goal of sustainable development. It is hoped that through the study of Starbucks development strategy, it can provide reference for other coffee business development models, and jointly promote the development and transformation of enterprises.

[bookmark: _Toc21817]2.0 Main findings of strategic analysis of Starbucks company
[bookmark: _Toc797][bookmark: _Toc10981]2.1 The definition of strategy and strategic management
Corporate Strategy means that an enterprise chooses appropriate business fields and products based on its own resources and strength to form its own core competitiveness according to environmental changes, and to win in competition through differentiation (Lynch,2013).
Strategic management is to achieve the mission and strategic goals of the company, it help Starbucks correctly identify and evaluate opportunities and threats in the external environment, so that Starbucks can choose and implement corresponding strategic plans for achieving long-term strategic goals (Dess,Eisner and McNamara, 2016). Base on the internal analysis of Starbucks in strategic management, the company can recognize its own strengths and weaknesses, and clarify the core capabilities and development areas of Starbucks, so that Starbucks can obtain lasting competitive advantages and stable excess profits. The following is an analysis of the internal and external environment of Starbucks:

[bookmark: _Toc12841]2.2 Macro-environment of Starbucks in Chinese Market
Macro-market environment refers to an aspect of studying the external environment of an enterprise. The analysis of the needs and trends of the market environment will affect the fate of enterprises. Successful companies need to adapt and observe the environment, respond to unmet needs and trends in the environment, and create new profit models.Enterprises can analyse the economic environment, social environment, political environment, technological environment to evaluate the main external factors affecting their operations, and maximize the ability of organisations to utilize existing conditions. This enables the organisation to stay ahead of its competitors in order to be more competitive in the market.

[bookmark: _Toc26195][bookmark: _Toc4555]2.2.1 Political factors
The political environment refers to factors such as a country's international relations, government policies and regulations (Mark,2015).
At present, the global political relations are relatively stable, and the friendly development of most countries has laid a good foundation for the development of Starbucks business, and provided an extremely favorable environment for the opening of chain stores in the global market expansion (Haskova,2015).
[bookmark: OLE_LINK4][bookmark: OLE_LINK5]For the Chinese market, since Starbucks Coffee is an American company, its operations will be affected by the relationship between China and the United States. Most American companies regard China as a cooperative partner, and mutual economic tolerance and cooperation between the two countries will gradually increase. Although there will be frictions and contradictions in cooperation, in the long run, the cooperation between China and the United States is an inevitable trend, which provides a better political environment for the development of Starbucks in China. According to the National People’s Congress of China (2018), the stability of the political environment has given multinational companies confidence since China’s reform and opening-up. Many Fortune 500 companies have established branches in China, which means that China's overall economic environment is conducive to the development of enterprises. Since China joined the WTO (World Trade Organisation), it has increasingly improved its systems and policies, which will help Starbucks expand its business in China. As a coffee company that mainly imports raw materials, it can better reduce all aspects of operating costs under the WTO framework. For example, lowering the tariffs on imported raw materials can enable Starbucks to control costs more effectively. WTO has promoted China's economic prosperity and also brought development opportunities for Starbucks' high-end market positioning.

[bookmark: _Toc18657][bookmark: _Toc10180]2.2.2 Economic factors
Nowadays, the global economy is in a state of increasing development. Although it has experienced economic crisis and other events during this period, it still cannot stop the pace of economic development. For China, the rapid economic development in recent years has caused China's national income to grow rapidly, and people's living standards have also been continuously improved. In recent years, due to the substantial increase in China's economic aggregate, the consumption structure and average income level of residents have also improved. According to the National Bureau of Statistics of China (2020), the per capita disposable income of Chinese residents in 2019 is 30,733 yuan. An increase of 8.9% over last year. Increasing the income level means increasing the purchasing power of consumers, which makes the Chinese consumer market grow rapidly and provides business opportunities to enterprises. Due to the great potential of the Chinese market, Starbucks began to focus more on the Chinese market, continuously expanding the target group to meet the needs of more Chinese consumers.

[bookmark: _Toc5543]2.2.3 Socio-cultural factors
The social cultural environment refers to the values, customs, religious beliefs, ethics, etc. formed under the social form (libguides, 2020).
With the improvement of people's living standards, people's consumption outlook has also changed accordingly, they have begun to pursue more high-quality products and lives. According to customer preferences, Starbucks' high-quality products and services can meet people's needs. The culture of Starbucks has been linked to enjoying life and feeling complete relaxation and freedom. It is a product with a cultural flavor and is favored by many young people, which makes it more famous. From the age structure of the population aspect, coffee has always been a status symbol and a obvious mark of westernisation in China (Fisher,2018), and young people are more receptive to it, so middle-aged and young people are the main consumer groups of coffee products. The young and middle-aged consumer groups are generally working people. In terms of economic strength, they have no pressure on this part of consumption. At the same time, the number of male consumers far exceeds that of women. The reason is that coffee as a hobby is more likely to be favored by men. With the expansion of coffee consumption groups, coffee culture emerges at the historic moment, which attracts more and more consumers to a certain extent. Moreover, the mobility of young people in cities brings business opportunities to Starbucks

[bookmark: _Toc4422]2.2.4 Technological factors
The improvement of the world's technological level can enrich the products and production methods of enterprises, it also can make sales more convenient, which helps enterprises to meet the personalized needs of different consumers. The application of these new technologies has also enabled Starbucks to continuously improve its competitiveness in the catering market.
There is still a lack of advanced coffee technology in China, whether it is the technology of roasting the original coffee beans or the technology of pressing and filtering the finished beans. Starbucks is a leader in the coffee industry, and it has more advanced technology in coffee, which lays a technical foundation for promoting coffee culture in China. Technology not only improves product quality and reduces cost, it also helps enterprises meet personalized customer care. For example, Starbucks closely connects IT and the Internet, and it launched a new website in order to promoted coffee knowledge and culture in the form of "virtual stores". Moreover, Starbucks launched its own mobile app in 2012, and customers can use the app to learn about product news and find nearby stores. Starbucks has successively created a wireless Internet environment in Chinese stores, so that customers can get a lot of value. With the development of electronic payment tools, Starbucks makes it easier for customers to spend at Starbucks. In addition, Starbucks has an advanced data platform, it can use computer data processing technology to understand customer preferences. 

[bookmark: _Toc4225]2.3 Micro-environment of Starbucks in Chinese market
Starbucks is far ahead in the coffee market, but it still faces many challenges and opportunities in the Chinese market. The following analysis of the micro-environment of the coffee industry by using Porter’s five forces will help to have a clear understanding of the current situation in Starbucks.

[bookmark: _Toc14006]2.3.1 Threat of new entrants 
From the perspective of competitors, Starbucks and COSTA have greater industry competition. Although the coffee brand COSTA is from the UK, it still uses a joint venture model in China. It has a local advantage in China, and its advantages in department stores, supermarkets and logistics will quickly open channels. However, Starbucks has a relatively strong brand advantage and culture, and the business model used is an experiential strategy, so that when the company saves costs, it also provides quality assurance to direct stores, so that consumers feel trust and satisfaction. 
Many companies selling coffee may enter the market at any time, such as KFC and other fast food restaurants, they have never established corresponding brands. Moreover, the increase in the sales of fast food restaurants such as KFC is only caused by hamburgers and other fast food products, so it is not difficult to see that Starbucks has a relatively complete coffee market. In particular, the coffee products provided by Starbucks have certain connotations of coffee culture and spirit. Therefore, compared with the ordinary coffee of KFC and other fast food restaurants, Starbucks still has an important influence in the coffee beverage industry, and its development space is relatively good.

[bookmark: _Toc10712]2.3.2 Bargaining power of suppliers 
Since coffee production can only be achieved through coffee beans, and there are no other substitutes to replace the raw materials, Starbucks has a relatively high degree of standardization. The most important customer of the supplier is Starbucks. The relationship between Starbucks and coffee suppliers is very close, because Starbucks has direct cooperation with suppliers, and Starbucks provides them with corresponding technical training. So compared to suppliers, Starbucks is their most important customer. Starbucks attaches great importance to the quality of coffee beans sourced from coffee bean suppliers. Although Starbucks pays for coffee beans only accounts for a small percentage of the overall operating costs, it pays great attention to the quality of the coffee beans purchased, because the quality of coffee beans can directly affect the quality of coffee, so Starbucks must use high-quality and high-standard coffee beans if it wants to make pure-tasting coffee. Secondly, for Starbucks, the selection of coffee beans suppliers and the construction and maintenance of a stable and happy cooperative relationship are not easy. Therefore, Starbucks attaches great importance to the coffee beans raw materials provided by suppliers. Starbucks purchases coffee beans globally, mainly from South America. Starbucks can buy high-quality coffee beans at a lower price. Established a good long-term cooperative relationship with Starbucks and coffee bean suppliers to ensure the quality of upstream raw materials and to achieve stable supply and price.

[bookmark: _Toc27363]2.3.3 Threat of substitutes
Although there are many coffee-like beverages, such as juice, cola, etc., customers can choose from. The reason why Starbucks attracts customers is not only its pure coffee, but more importantly, the atmosphere it provides to consumers. Coffee is just one of the products and services provided by Starbucks. While mainly supplying coffee, Starbucks also considers the sales of other related products. For example, Starbucks provides consumers with corresponding coffee appliances, food and other beverages, especially in a fashionable and romantic consumption environment. In general, Starbucks can provide a relatively high-end consumer environment, high-quality product quality and a strong brand effect (Krishnan & Koelemei,2002). But for some consumer groups who simply seek rest, daily communication with friends, and drink purchases, there are many products and places to replace Starbucks. Many shops such as tea houses, milk tea shops and juice shops have been Starbucks' main substitutes so far. Although there are currently some milk tea shops and juice shops, and even some small tea houses everywhere, in fact, these shops usually only retail for foreigners but do not provide consumers with corresponding seats. Even if they offer seats, but it's a far cry from the western romantic vibe Starbucks creates (Stephen & Pavelin,2007). Starbucks is not only for selling juice, coffee and other products, but more importantly, it can provide a romantic and fashionable experience atmosphere, so the above products are slightly insufficient for Starbucks substitution. In addition, some milk tea juice stores do not have the corresponding brand awareness or the brand is small. They only carry out beverage retail and lack a complete system of brand building. However, Starbucks attaches great importance to the cultivation of brand awareness, and the brand built by Starbucks has a strong influence is widely known worldwide, and substitutes are a threat to its inability to implement effective.

[bookmark: _Toc13660]2.3.4 Bargaining power of buyers
As a leisure cultural brand, Starbucks has its own price system. Its product prices are fixed and inelastic, so consumers have low bargaining power. While Starbucks provides consumers with coffee drinks, it also provides a stylish and romantic space. Consumers pay not only the cost of coffee, but also a part of the corresponding consumption experience fee, which cannot be effectively measured and compared, so consumers do not have higher bargaining power (Elena & Jose, 2001).
In China, the average price of Starbucks coffee is more than 30RMB. Compared with McDonald’s and KFC, Starbucks is a higher-end consumer, and Starbucks marketing has a special atmosphere. Its main consumer groups are consumers with high education and high consumption levels. Consuming Starbucks is something they can afford. This intangible product will make consumers psychologically satisfied and willing to pay for this experience. Therefore, consumers are less sensitive to prices.

[bookmark: _Toc22104]2.3.5 Rivalry among existing competitors 
Starbucks faces more competing brands. For example, Maxwell Coffee, McDonald’s Coffee and COSTA, etc. These brands of coffee have the characteristics of exquisite packaging and pure taste, so they have certain competitive pressure against Starbucks.
Compared with Starbucks, the drip coffee provided by McDonald's has an absolute price advantage (Kumar,2017). Moreover, COSTA coffee is also occupying the market with an expansion rate of dozens of new stores every year. At the same time, Starbucks is also facing some established coffee brands such as Columbia, Nestle, Maxwell and so on. The coffee market is increasing year by year. Starbucks has initially established its own development model. In recent years, Starbucks' profit rate has increased year by year. Because Starbucks has a relatively stable coffee supplier and high switching costs, it can effectively protect Starbucks (Michael & Hitt, 2002). In addition, the high quality experience and strong brand culture provided by Starbucks to consumers make it impossible for other competitors to imitate, and there are some differentiation.

[bookmark: _Toc13985]2.4 The strategy statement of Starbucks 
The first step in the development of corporate strategy is to determine the vision and mission of the enterprise (Collis & Rukstad,2008), strategic planning and the levels of strategy, and promote the allocation and implementation of resources, and supervise the dynamic management process of target completion.

[bookmark: _Toc16063]2.4.1 Mission
According to the Gregory (2019), the corporate mission inspires and nurtures the humanistic spirit. The mission of Starbucks is to build the company into a world leader in premium coffee, and to adhere to its consistent guiding principles in the continuous development of the company. 
This mission affects Starbucks’ strategic management(Williams,2008). The corporate mission reflects Starbucks’ emphasis on target consumers. In order to maintain business operations, it must start with employees. In order to achieve this goal, companies need to create a warm corporate culture, such as in Starbucks coffee shops. The names of employees and customers should be used in this to cultivate the relationship between employees and customers.

[bookmark: _Toc4969]2.4.2 Vision
Corporate vision is to make Starbucks the premier supplier of the world's best coffee (Koehn,2002). Starbucks has always been committed to providing the highest quality coffee and services, creating a unique "Starbucks experience", making Starbucks coffee shops around the world a warm and " the third place" for people in addition to their workplace and living quarters (Starbucks Coffee Company,2020). 

[bookmark: _Toc22157]2.4.3 Value
Corporate values create a warm and belonging culture,where everyone is welcome (Pratap,2016). Enterprises need to be brave to challenge the status quo and achieve the common growth of the company and partners in innovative ways. It need to respect each other in each moment of connection. Companies need to do their best for everything (Abiodun,2010).
Starbucks always pays attention to the human touch in its services. The origin of this core value is to build the "relationship" between people to accumulate brand equity. Starbucks products are not only coffee, but a unique style of coffee is delivered to customers. Coffee consumption is largely a kind of perceptual cultural consumption. What cultural communication needs is that the environmental culture created by coffee shops can infect customers and form a good interactive experience.

[bookmark: _Toc28967]3.0 Evaluation of the strategic options in Starbucks 
3.1 TOWS Matrix
	External factors
Internal factors
	     Strength (S)
	      Weakness(W)

	

	1. Good brand image
2. Careful customer service
3. Nationalization expands the territory
4. Digital strategy brings high convenience
5. A low cost strategy saves money
	1. The organisational structure is not efficient enough
2. Cost pressures
3. Uncertainty about service levels
4. The adjustment of industrial structure is progressing slowly
5. Interaction with users is still lacking

	    Opportunity (O)
	SO
	          WO

	1. Low Barriers in China
2. China's coffee market has great potential
3. The Chinese market is not yet saturated
	1.Market share expansion strategy
2. Brand extension
3. Seize market opportunities
	1.Straight province strategy
2.Differentiation and low cost integration
3.The sense of experience is proportional to the expansion

	      Threat (T)
	          ST
	          WT

	1. Many potential competitors
2. Hinder from COVID-19
3. Rich alternatives
4. The rising cost of raw materials
	1. Diversification strategy
2. Differentiation strategy
	1. Close unprofitable or lossmaking stores
2. Look for cheaper suppliers



[bookmark: _Toc16116][bookmark: OLE_LINK2]3.2 Porter’s Generic Strategies
The overall strategic option of Starbucks is a growth strategy, which will continue to develop new customer groups and new markets to expand its sales. Starbucks has set its sights on the world, accurately and effectively discover its own consumers, and deliver its products to customers through new channels.
Michael Porter's (1985) analysis strategy enables enterprises to gain competitive advantage from three basic points of cost leadership, differentiation and focus. 

[bookmark: _Toc24490]3.2.1 Cost leadership strategy
Starbucks’ cost strategy involves product production, transportation, production operations, sales, personnel and other steps. While reducing costs, it also improves the company's overall efficiency; it also makes the company itself the most important industry entry barrier, and its own bargaining ability and digestion ability are higher than competitors. When other competitors wipe out their own profits due to confrontation, they can obtain appropriate income.

[bookmark: _Toc30309]3.2.2 Differentiation
Starbucks Coffee adopts a wide range of differentiated general strategies to gain a competitive advantage. This strategy makes Starbucks’ products and business methods different from other cafe companies. This difference highlights the value proposition of Starbucks coffee regarding high quality and product uniqueness (Thompson, 2020). In the retail industry of coffee and related products, the sense of experience is the core of Starbucks. When McDonald’s and other competitors are adopting low-cost competition. Starbucks adopts experiential marketing to provide consumers with a warm and comfortable environment. With this core, the price of coffee, an ordinary consumer product, has suddenly doubled, and simple coffee shops have become “the third place" for white-collar workers to enjoy love. From a management perspective, Starbucks’ early implementation of differentiation strategy specifically includes two perspectives: cultural marketing and experiential marketing.

[bookmark: _Toc16911]3.3 The functional strategic options
[bookmark: _Toc45]3.3.1 Human-resource strategy
At Starbucks, partners are an important part of a good experience. This has become an important element of the company's culture in the process of continuous strengthening. Starbucks has always put its core competitiveness on people. Mainly recruit talents through campus recruitment, social recruitment, and management trainee programs, and the selection principle is to develop good cooperation with others, customer first, and the ability to influence others with excellent learning ability; let employees receive comprehensive training and enjoy comprehensive benefits Salary System. In addition, Starbucks has also built a sound internal promotion channel for its employees, so that the employees' gains are proportional to their efforts.

[bookmark: _Toc12403]3.3.2 Production and operation strategy
In terms of production, Starbucks adheres to "ethical" procurement. The essence of ethical procurement is to find high-quality coffee beans around the world, and build a sustainable, cost-effective and healthy procurement chain around it to ensure the interests of local coffee farmers and their Maintain local ecology. At the same time, in order to ensure the taste of Starbucks coffee, Starbucks has strict rules on its coffee brewing procedures and technology to ensure that every cup of coffee customers drink at Starbucks is the most perfect. Secondly, Starbucks uses a powerful information management system to systematize, rationalize, and standardize logistics systems in various regions, thereby reducing logistics consumption, increasing circulation speed, reducing sales costs, reducing inventory, and reducing the occupation ratio of working capital.

[bookmark: _Toc13808]3.3.3 Research and development strategy
First of all, in terms of products, Starbucks' products are different from those in the fields of electronics and communication in terms of technology. It focuses on technological innovation.
In order to maintain a high level of full-flavor, Starbucks has been constantly looking for ways to improve and improve the process of coffee beans in transportation, roasting, preparation and addition of ingredients, water filtration and other aspects.
Secondly, in terms of operation, Starbucks promotes the localization of operation varieties. In different countries and regions of the world, starbucks combines original coffee and other products with local culture and characteristics to cater to more people's tastes.
Third, Starbucks realized that Internet connectivity had become a "selling point," and that brands that deliver a superior Internet experience can be rewarded handsomely. As a free wireless ISP(Internet service provider), Starbucks also provides a social hub for a generation that connects primarily through apps and social media.

[bookmark: _Toc8185]4.0 Conclusion
With the continuous expansion of Starbucks in the Chinese coffee market, more coffee companies have begun to enter the Chinese market. Starbucks is the leader of the global coffee chain enterprises, and its strategic management is very successful.
However, Starbucks has also experienced a variety of difficulties in its rapid development.
This report mainly analyses the internal and external environment of Starbucks, and finally summarises the strategic methods of Starbucks. The paper also analyses the mission and vision of the company, and also makes it clear that the value of Starbucks is to provide consumers with a good experience. As a brand, Starbucks creates a unique Starbucks experience by focusing on the cultivation of its staff. According to TOWS and Porters' Generic Strategy to evaluate the strategic choice of enterprises, to help enterprises better develop a personalized customer service management.

[bookmark: _Toc31251]5.0 Recommendations
Competitive differentiation is becoming more and more important in core products. Creating high-quality products and forming differentiation is a very important advantage in market competition. The degree of richness is becoming more and more important, which is mainly reflected in two aspects of business model and marketing method. The influence of mobile Internet on these two aspects can expand more space for enterprises.

[bookmark: _Toc19477]5.1 Launch different types of stores
Starbucks can open branches near office buildings and some large shopping malls. In addition to these places, you can also open branches near universities, residential areas, hospitals, tourist attractions, etc., so that the needs of the audience can be met and accessible. . In terms of the store’s facade design, there must be no bias in the brand, consistency must be maintained, and different categories and regions must be specifically considered. The design must be in line with the current situation. For example, add more tables and chairs that students love, create more environments and atmospheres that white-collar workers love, and separate large seating areas suitable for family gatherings. Starbucks currently does not have a home delivery service, and many families prefer home delivery. In this regard, they can prepare coffee beans for them, and at the same time teach customers the correct method of making coffee. This method not only allows people to enjoy Starbucks home delivery services, but also drives the marketing of Starbucks coffee equipment. In addition, in addition to opening branches, Starbucks can also expand its marketing channels. Starbucks can deliver coffee beans, tea, beverages, etc. to large shopping malls, which makes it more convenient for buyers to purchase and also increases Starbucks' income.

[bookmark: _Toc31312]5.2 Improve the consumer experience
The gentle atmosphere is the experience of Starbucks culture. Starbucks is currently in a period of rapid expansion in China, and the consumer group is increasing rapidly, and it has gradually surpassed the scope of Starbucks' services. This makes the service attitude of Starbucks worse and worse. The third place advocated by Starbucks is gradually disappearing in the increase of consumer groups, and the good feelings experienced by consumers before will no longer be there. Starbucks must take relevant measures to ensure consumers' Starbucks experience. Therefore, Starbucks must ensure product quality and third place. For the coffee itself, Starbucks has always regarded high-quality coffee as its own purpose. It uses a coffee machine to make coffee and packs the coffee in a sealed bag. This method replaces the previously brewed coffee. In fact, this method is not feasible and will reduce the brand integrity of Starbucks. Starbucks should re-brew coffee and use better quality products to attract consumers. For the third space, Starbucks must pay attention to the decoration and configuration of different branches, and create a more comfortable and wonderful atmosphere for consumers.
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