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Executive Summary
This paper is entirely concentrated on marketing management. Several things that are included in marketing management are discussed. Four important elements of marketing management (Product, Price, Place, and Promotion) are elaborated. Along with that, Starbucks develops its coffee items by carefully and high-quality sourcing for the best drinking experience compared to canned coffee. Two steps are generally used to identify customer needs from Starbucks services; the first one crosses the barrier of culture and the second is reinventing the commodity with its take-out cups. Starbuck introduced MIS organization to carry information about customer needs is also explained in this paper. Four various steps to identify challenges that an organization faced in the current day are also mentioned within the whole study. 
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[bookmark: _7ob1xl496ljn][bookmark: _csjpa9yyescf][bookmark: _Toc100074749][bookmark: _Toc100075239]1.    Introduction 
Starbucks is one of the most highly profitable and successful business ventures in this current context. The business is present across different geographical boundaries. In the competitive atmosphere of the UK, this company enjoys a significant position in this particular line of business. The spectrum of the study is huge and vast. The study helps to explore in more detail the relevant prospect of Starbucks in the UK. The study explains the relevant element of marketing management. 
The use of different steps or procedures to identify different customer needs is enlisted. This has helped the company of Starbucks significantly. The change of different roles along with the marketing environment is also analyzed in this study. There lies a huge challenge in this field of operation that is also analyzed in this context. The understanding of customer behavior and its relevance in marketing is also analyzed in this study. There are different factor that largely influences customer behaviour towards Starbucks in the UK that has been analyzed in this study. The study navigates through the importance of marketing communication for the company. The challenges that lie in the promotion through social am media are also enlisted and analyzed in this broad spectrum of the study. Starbucks also used different strategies to control and mitigate these adversities, which are also explained in this study. 
[bookmark: _Toc100075240]2. Discussion
[bookmark: _cl77avw79uje][bookmark: _Toc100075241]2.1. Elements of marketing management- 4Ps  
Starbuck develops itself as a leading coffee company; 4ps marketing mix support to hold this position in terms of coffee chains across the world. According to Rahmawati et al. (2021, p. 15) marketing mix analysis helps to identify the main components of Starbucks ' marketing plan including its price, place, promotion, and product. Through this business analysis, Starbuck constructed their brand image with an effective marketing strategy by fighting over comparative companies such as Wendy's, Burger King, and McDonald's; at least  Starbuck has maintained their business growth in a multinational range over the globe.
	Product
	Price

	· Coffee
· Beverages
· ice-creams
	· Adjust price with a different discount or offers
· Introducing low price of readymade coffee in their different outlets to maintain outside competition 

	Place
	Promotion

	· Starbuck official application
· Commercial market
	· Social media
· Free samples
· Sales promotion


Table 1: 4Ps business analysis of Starbuck
(Source: Self-developed)
Product:
Product is an element of the commercial mix that focused on varieties that were offered by the company to their customers. Starbucks believes in producing an innovative product mix that is efficient to capture the beverage and food market with changes in customer buying choices that affect trending factors. Kelvin Johnson adds different types of policies to modify their product lines with the purpose of business expansion around the world with growing market share. By commanding Kelvin Johnson Starbuck added their signature coffee products such as smoothies and Frappuccino in their product mix, it helps to reach more customers with their new product and access to capture the international coffee market by attracting a huge amount of population by satisfying their preferences and needs.
Place: 
As per the marketing mix definition, the place is an important element to determine the location where customers may access their necessary products. Starbuck chooses to offer their product to local customers of the UK in cafes and retailers along with the marketing team of Starbuck eventually offer their signature products such as coffees, other food and beverage, and ice creams on their official website as well as on social media.
Promotion:
This Component refers to a better communication strategy that is mostly used for transforming information about a product from the company to the customer by motivating the purchasing choice of the consumer. As mentioned by Manolica et al. (2021, p. 797) Starbucks follows communication and interpersonal relations promoting their product as a promotional approach via advertising. The marketing team includes public relations, e-WoM, and advertising as their primary tools for encouraging customers by spreading positive information about their product to maintain their brand image in the UK.
Price:
“Premium pricing strategy” is mainly used by Starbuck to maintain their prices and take advantage of people's tendency of purchasing Starbucks products with expensive costs focused on the perceived relation between high value and high price. In reality, comparing other coffee products to Starbuck coffee is always more expensive than the first one. Starbuck is successful in earning their maximum profit on copy items by maintaining the quality of coffees that gives satisfaction to customers along with improving their specialty image.
[bookmark: _he8eh0lyj7fz][bookmark: _Toc100075242]2.2 Steps to Identify Customer Needs 
The marketing team of Starbuck believes more than selling coffee as a product; they use coffee as a medium of sharing feelings and spending more time with people's loved ones with satisfaction associated with a great service experience for their customers. As cited by Kirdkoh and Ngamrung (2019, p. 97) Starbuck develops their coffee items by carefully and high-quality sourcing for the best drinking experience compared to canned coffee. Two steps are generally used to identify customer needs from Starbucks services; the first one crosses the barrier of culture and the second is reinventing the commodity with its take-out cups.
Starbuck usually focused on providing instant coffee and readymade food to customers who had no time to make food for them. Howard Schultz, the founder of Starbuck, gathered knowledge about customers' perspectives on instant coffee. He explored different countries to gather knowledge and put it into their production of instant coffee or other drinks such as cappuccino and latte. This experience helped to encourage Starbucks employees' minds to make innovative drinks with coffee and reach their target audience.
"Sneakers were indeed a commodity, cheap and standard and practical and generally not very good" written by the owner of Starbuck for their future vision with coffee to redeem people's quality, design, expectation, and experience about the brand. Starbuck identifies customers' hypotheses about coffee and serves them within their choice including their cups and consists of their quantity and quality of drink along with experimental drinks with various flavors such as Macchiato, Caffe latte, hot chocolate, and Americano.
Customer Journey Map and customer touch point
[image: ]
Figure 1: Customer journey Map of Starbucks
(Source: Starbucks.co.uk, 2022)
Customer journey map is an effective tool that helps the company to predict customer experience at every step from the point of deciding to purchase product to final thought after purchasing. This is done to ensure that customers do not face any difficulties in their buying experience and the company can ensure the utmost benefits. Customer touch points are the areas that where the customers are expected to be most engaged with the customer service department. From the above diagram it can be explained that the very first customer touch point starts at the very initial stage when the customer decides to come down to the shop and anticipates if there will be parking lot or not (Starbucks.co.uk, 2022). Then when they enter the check out the ambience, hygiene and once they are satisfied with that, they sit or stand in queues to buy products. Now, in between service quality, behaviour of the staffs, pricing, and taste everything plays important touch points. From pack-up, to leaving shop to lingering the experiences in mind are crucial touch points. Thus, this tool helps managers to be more empathetic and more understanding of the customer preference. Strength touch points of Starbucks are its province for parking, ambience, cleanliness, kind behaviour of staffs. However, the weak points of the company would be its menu. In the same price or less, customer can find more variations in menu items in other cafes. Therefore, pricing and menu are touch points that the company should review and revise. 

[bookmark: _fiawf0bly7n7][bookmark: _Toc100075243]2.3 Changing Role and Impact of Marketing Environment 
Beginning of the 21st century, moreover, every organization faced unpredictable challenges in the marketing sector with the technological revolution, globalization, and the sudden outbreak of a covid-19 pandemic.  Kelvin Johnson, Starbucks CEO explained the impact of Covid-19 in their financial sector in terms of loss of little revenue which is 38% along with an increasing communication gap with their investors. Covid-19 affected the sale of Starbuck by the policy of the government of UK social distance in or distance from physical contact make a reason for low order. 40% of the market is deciding to invest their money in Starbuck because of the increasing spreading rate of novel viruses among employees of Starbuck.
On the other side, was to close their 180 outlets for the increase of Covid in 2020 due to a shortage of resources as well as a shortage of employees and transport. With the negative impact of covid-19, some positive outcomes are coming from this pandemic outbreak; customers are adopting digital platforms to order their needs and preferences. Starbuck also uses technical automation and tools in their ordering processes such as eWoM and online apps; that help to maintain and restructure their image by providing their coffee and other beverages online to customers of domestic and international locations. Starbuck introduced MIS organization to carry information about customer needs and necessities to managers; doubt foot shows the importance of MIS is efficient their delivery process faster that help to reach maximum customers within a limited time. Other brands use digital technology as a marketing instrument to reach maximum customers by collecting the highest orders within a second and making money from it. These changes in the business environment influence Starbuck efficiently, thus marketing team decide to use advertising and their official website to attend a huge customer base by fulfilling their instant needs by supplying coffee and other food beverages with covid-19 lockdowns and technical challenges. Starbuck also faced more different kinds of issues, including rising cost of labourers in the coffee market with a downwards rate of unemployment in the UK. 


[image: Marketing Mix | Product in Four P's | Cleverism]
Figure 2: 4P’s marketing mix of Starbucks
(Source: Cleverism.com, 2022)
[bookmark: _saus4g3hnve7][bookmark: _Toc100075244]2.4    Identify Challenges in Marketing (Market Research Process) 
In a marketing research procedure, there are four various steps to identify challenges that an organization faced in the current day; the first phase of the marketing research procedure is to identify the problem, the second step is to develop a design for that particular problem, third was fieldwork with secondary data analysis method and the last step is report presentation. Starbucks strictly allows this research method to identify their upgrading risks or issues in the globalization process.
	Problem definition
	Research design

	Firstly Starbucks constructs different techniques to analyze their domestic and international market by organizing various online and offline programs of interaction with maximum customers to gather information about their preferences and feedback about the delivered product of Starbucks. According to Pina et al. (2019, p. 304) the management behind Starbuck covers issues of low marketing share by inadequate sales; which generates a maximum percentage during the pandemic situation in the United Kingdom.
	After identifying the problem precisely and correctly; Starbucks prepares the design of further experiments and helps to introduce a beneficial master plan to control those issues efficiently and overcome the challenges by applying strategic plans.

	a Framework with a secondary data analysis method
	Report presentation

	Starbuck usually used a secondary method to collect information about the problems generated in the way of expansion of business with the support of various sources such as NSSO, NCAER, and " Phone data service". After gathering the data about increasing challenges for Starbucks, the management team constructed the process of data analysis in a basic format and helped the further process of analysis. As cited by Subramaniam (2020, p. 1) the managers of Starbuck summarized the collected information in a tabular table and measured its frequency distribution; it gives the result of challenge percentage in a different phase of the survey. Therefore, the final output provides an optimal figure with an average tendency that understands the origin of a particular problem. As suggested by Mahinpei (2021, p. 60) these tendencies have an extreme value; that indicates the dispersion of that problem as well as helps to produce relevant decisions to overcome the challenges. Kelvin Johnson, the CEO of Starbucks encourages adopting an immediate step to finding the origin of the problem faced by Starbucks while expanding their business in the United Kingdom.
	The last phase of marketing research is report presentation; which defines the meaning of gathering information's results or recommendations that help to pre-determine the problems that are covered by Starbucks. As per JiLong et al. (2021, p. 28) during the pandemic, Starbuck followed these processes by their sharp observation of international and national markets before taking the master plan of introducing a self-developed application to order food from the customers in every location.


[bookmark: _el7vx8s7gmt1][bookmark: _Toc100075245]Table 2: Research process to identify the marketing problems of Starbucks
(Source: Self-developed)
[bookmark: _9at4jto41wvc][bookmark: _Toc100075246]2.5 Customer Behavior and Its Importance In Marketing 
Consumer behavior is important to identify the buying behavior and preference of various customers. As stated by He et al. (2021, p. 2790) customers differ in their education, occupation, religion, age, social status, and income.  In Marketing different variations of products are bought by different customers with a variety of backgrounds. As per the Salesforce report, more than 76% of users expect the companies to understand their preferences and needs; this means customers want to visualize their expectations with the product and services before they express them. To build a successful organization with excellent revenues, it is important to get the power of a predetermined process to know the behaviour of each customer. As mentioned by Peiritsch (2019, p. 215)  Starbucks develop their commercial strategies to understand consumer behaviour and create a beautiful experience for customers through their products especially instant green coffee and it helps to boost a high amount of customer base with loyalty. The behaviour of each customer is improved by better communication that is generated by the managers and salespeople of the organization. 
Starbucks organized to derive customer behaviour via various ways such as physical conversation, page views, and click-through rates and collect these data sets to enhance their production of coffee and other readymade foods attractively. According to Azriuddin et al. (2020, p. 33) Starbucks evaluates the importance of user behaviour in the commercial market by designing various marketing policies and exploring the pricing strategy by implementing STP analysis to provide satisfied services through their products and prices. Starbuck can predetermine customer needs and it helps to design different policies that make their coffee unique; result Starbuck is going to win the trust of customers by applying locals' preferences, likings, and tastes. According to Kee et al. (2021, p. 24) the Starbucks management of the marketing team understands their ability to change customer needs by offering different types of flavours in one coffee with exclusive price and design successfully capturing local and international coffee markets.  
[bookmark: _xhczvw1640yi][bookmark: _Toc100075247]2.6    Factors Influencing Consumer Behaviours 
	Culture 
	Social 
	Personal 
	Psychological 

	Social class:
 It defines organizational culture to easily convenience their customers to purchase their products. Kelvin Johnson, the CEO of Starbucks implemented the policy of adding more female staff in their organization; which enhances the demand for products through female workers' reliable and efficient working capacity. For increasing comfortable services, Starbucks focused on making definite materialism; it assists to reconstruct Starbucks outlets for comfort for the people by including free Wifi connection with private spaces for their customers. It is a profitable strategy for attracting maximum customers to spend their time in the Starbucks cafeteria with instant coffee. 
Subcultural:
It involves age, gender, occupation, and other distinct groups and helps to classify readymade commercial segmentation in local and intercontinental markets consequently, it may create an improved position for their products such as coffee, ice- creams, and other readymade foods.
	Status and roles:
Status defined the purchasing chances by the customers depending on their habitats. Starbucks divided its products into every range for all customers’ statuses. This policy helps in customer retention with their brand and products.
Family:
Family is essential to increasing sales of products, in that case, individual customers are satisfied with a particular organization's products or services; it is a human tendency to buy similar products for their family and loved ones. The marketing team of Starbucks uses this human tendency as their strategy to catch new and existing consumers by offering a family deal pack with an exclusive price.  
	Lifecycle:
 This component influences customers' preference to choose products concerning their marital status; that is a couple always prefers to buy combo dishes, on the other hand, people from unmarried backgrounds usually choose single items at low prices. Starbucks observed this demographic phase of human life and developed a variety of dishes for every type of people along with combo packs, family back, as well as single items of readymade food and drinks.
Personality:
 It is the summary of various characteristics that reflect their choice of purchasing behavior and individual responses against the same offering products. The marketing team of Starbucks takes this personality to its advantage to offer various kinds of drinks and foods at low to high prices for their local and global customers.
	Perception and motivation:
It is an important psychological component that significantly influences customer purchasing behavior that is the difference in tastes, smells, sensations, and sights ensure the phenomenon of the same stimulus under similar conditions. 



Table 3: Factors that influence the purchasing behavior of customers
(Source: Self-developed) 
[bookmark: _fretxtvtazw3][bookmark: _Toc100075248]2.7 Importance of Marketing Communication 
Packaging, publicity, sponsorship, sales promotion, and branding are known as the function of marketing communicators. Starbuck uses the “sender-encoding-transmission device- decoding- receiver" procedure in their marketing program for advertising their product. As per Martin and O'Brien (2020, p. 173) Starbuck firstly collect the order customer as information from the different dataset, then they use an encoding system that helps to identify the order, the third step is transmission device to the order to the chief s and waiters, and the last step is decoding and receiver that shows the output of complete the order and delivered to the customer. According to Adeola et al. (2020, p. 61) this marketing communication is also used by Starbuck in their promotion department; that is whenever Starbuck introduces any kind of new product they choose the online mode via advertising on television and other digital platforms for interacting with maximum customers in a small time (Starbucks.in, 2022). Starbucks chose four types of different communication platforms for communicating with their customers' stakeholders.
First, one sale promotion is the process of encouraging delivery people and other staff to give extra incentives after doing their job properly. As per Bąk-Filipek (2019, p. 5) Starbuck hires an employee for promoting their product through rebates, premium, and free samples; which help to reach more public for their products. The second technique that is mostly used by Starbucks is direct marketing; that is the sales team of Starbucks communicates directly to the local people of the UK via mail or telephone to offer rewards and discounts during purchasing coffee and other food items to capture customers' minds. As cited by Bhimani et al. (2019, p. 251) marketing communication is essential to educate employees about the awareness and important knowledge of a product that help them to become independent for adding more innovation in that particular product and the future it is a profitable business practice that helps to establish more revenue for the organization and good career increment.

[bookmark: _piueybij028r][bookmark: _Toc100075249]2.8 Challenges Promotion through Social Media  
Digital media marketing creates a mystery to identify the challenges and their solution with the right tools and approaches accordingly. According to Rahmawati et al. (2021, p. 15) the positive impact of marketing in social media is to give you a correct optimization or calculation with proper evidence that is every 2 hours 45% of people devote themselves to digital media and 80% of people from the UK take their final decision of purchasing after searching their needs in social media. Starbucks suffered various types of challenges during their product promotion on social media; the following section is discussed this challenge's dear solution (Starbucks.co.uk, 2022).
Identify marketing goal:
Starbuck faces difficulties to create strategies that align social media marketing with their objectives for increasing their business on an international level. As per BAĞCAN and DUYGUN 92020, p. 469) in the case objectives are not defined by the managers it is hard to evaluate the demonstrated value and marketing performance in front of the stakeholders along with it affecting the budget of the production. To overcome this challenge Starbuck chose a SMART campaign; that helps to understand the objectives by measurable, time-bound, realistic, and attainable engagement with their targeted audience.
Defining the right digital platform:
The upcoming hurdle that Starbuck faces is to select the right online platform to promote their product with the plan to collect more users for their coffee. As per the sales report, only 6% of customers use social media for purchasing their needs; that defines one wrong platform used for promoting products of Starbuck such as coffee and other readymade food items are the wasting of their resources and effort on that platform that is not bankable. Investing in unsuitable online platforms may exhaust the funds, specifically; it is not profitable for the owner of Starbucks.

[image: Marketing Environment: Macro and Micro Marketing Environment]
Figure 2: Challenges to choose right social media platform by Starbucks
(Source: Iedunote.com, 2022)
[bookmark: _vjliv5r9rfvz][bookmark: _Toc100075250]2.9 Strategies to Control Challenges 
Having now extrapolated the importance of customers in any business, it would be remembered that the process of customer possession is necessary for improving business growth for certain implementations of strategies also needed and it is only possible to apply befitting strategies. Kelvin Johnson developed their strategy process before applying any correct strategy to customers as well as in a competitive market. Starbucks's entire strategy process is classified into three groups; the first one is an analysis of the situation, the second is designing a strategy and the last is managing and implementing a strategic plan.
Situation analysis:
First, before implementing any strategic plan, one has to learn the situation of the market; it helps to understand the level of competition by defining the weaknesses and strengths of competitors. As cited by Kirdkoh and Ngamrung (2019, p. 97) Starbucks allows this analysis before making segments on their local as well as international market and collects learning information due to this analysis and puts it in their decision-making process of designing strategy.
Designing commercial strategy:
Designing strategy involves different types of strategy that have to build positioning and targeting marketing relationships that introduce and develop ideas of innovative new products for customers. As mentioned by Manolica et al. (2021, p. 797) in the early days, they chose traditional promotion to promote their product in international and domestic markets; however, the present-day marketing team of Starbuck recognized it is impossible to reach their desired goal of growth without promoting their product through digital platforms such as television, email marketing, and advertising.
Managing and implementing a strategic plan:
This is the last stage to control challenges occurring outside markets and customer reaching competition. As suggested by Novianti et al. (2022, p. 22) this emphasizes a market-driven procedure that determines steady changes in the business environment and monitors organization and performance to control these changes with concern about growing sales. Starbucks takes responsibility for prioritizing customer values before implementing any strategic plan; Starbuck chooses a method of improving their services for customers. There is a way to overcome the challenges of setting objectives and choosing the right online platform is to analyze every digital media depending on its active audience.
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Figure 2: Strategies for overcoming challenges by Starbucks
[bookmark: _Toc100074750][bookmark: _Toc100075251](Source: Iveybusinessjournal.com, 2022)
Conclusion 
The business of Starbucks is present across different geographical boundaries. In the competitive atmosphere of the UK, this company enjoys a significant position in this particular line of business. The spectrum of the study is huge and vast. The study helps to explore in more detail the relevant prospect of Starbucks in the UK. The study explains the relevant element of marketing management.  The understanding of customer behaviour and its relevance in marketing is also analyzed in this study. There are different factor that largely influences customer behaviour towards Starbucks in the UK that has been analyzed in this study. Effective understanding of customer behaviour helps to identify the need of the customer. This in turn helps Starbucks to modify and develop the product as per the need. The study navigates through the importance of marketing communication for the company. The challenges that lie in the promotion through social am media are also enlisted and analyzed. These challenges have to be dealt with effective strategies. The company can take the advantage of this digital model of business by minimizing the adversities.  The study helps to explore in more detail the relevant prospect of the Starbucks in the UK. The study explains the elements of marketing. The use of different steps or procedures to identify different customer needs is enlisted. The use of segmentation and targeting policies helps the company to evolve as a more customer-centric brand. The company has bought a revolution in the way of food and beverage is consumers across the world. This company has gained immense momentum in the present context and this is explained in this study. 
[bookmark: _Toc100075252]
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(Source: Influencermarketinghub.com, 2022)
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