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Executive summary
This report tend to find some methods for Starbucks to improve their brand loyalty. From the previous report, this report determined the structure and aim. In this report, it introduce the background of the Starbucks and its current condition, Then, it collect some available of Starbucks about Starbucks from some previous studies and website. These information include the SWOT and PEST as well as other kinds of factors of the Starbucks. Finally, this report give some appropriate suggestions for Starbucks after it summary all of information. These suggestions are divided into three parts include the advisement from .
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[bookmark: _Toc5836]1.0 Introduction
Brand Loyalty
Definitely, the loyalty of brand is defined to a kind of competition and it can perform the ability for a firm which can attract more customer to keep purchasing their products rather than similar products from its competitors (Kramer, 2007). As the many companies rose in the recent years, the loyalty of the brand has already became a necessary ability for many companies who want to be outstanding from competition and take more market share. Therefore, many companies make plans for improvement of their loyalty of the brand.

The background of Starbucks
Furthermore, Starbucks Corporation (Starbucks) is an American coffee company and coffeehouse chain, established November 4, 1985 by  Seattle in Washington and this coffee shop just produced, sold and served coffee in that moment. As of November 15, 2017, they operate in about 76 countries around the globe and have expanded to more than 30000 locations since 2019. Starbucks has created brands with high loyalty of brand in diverse aspects. For example, Starbucks is known not only for coffee but also for its beautiful experiences as well as other kinds of drink. Starbucks does this by offering an environment at their outlets where consumers consider them far from home or work, relaxed, comfortable, and enjoyable for everyone (Izberk-Bilgin, 2008). 

The current background of marketing environment 
In the global marketing environment, coffee shop are always popular whatever in some countries or in the world. Otherwise, some new coffee shop were established in recent year and many of coffee shop have already became some large companies which have huge value in the business, which also increased the level of the competition in this sectors. Furthermore, as well as the barriers from their competitors, some similar produces such as the tea might be a another kind of barrier for the expansions of some coffee shops in some area particular in the Asia (Ismail, 2011). So, it fortunate that whatever in markets of coffee shop or the markets of the total drinking shop, some coffee shop face a large competition. The methods of how to keep attracting more customer and make more loyal customer should be considered by some coffee shops. Therefore, although Starbucks have already get many achievements recently and its loyalty of brand is outstanding in this sectors, there still have paces to improve the loyalty of brand in Starbucks as this company tent to make more profit and take more market share. Therefore, this report tend to find some methods to improve the loyalty of brand for Starbucks.

This report consider to introduce the methods for the collecting information and these information gathered in this report and perform the findings in this report and these findings might comes from the primary research, secondary research, SWOT analysis and PEST analysis for the loyalty of the brand in Starbucks. Then, Summarizing these findings related to the implement for the plan of loyalty of the brand in Starbucks in this report and discussing these plans so that this report can justify whether these plans can enhance the brand loyalty in Starbucks. Finally, this report tend to give some appropriate suggestions which could help to get better brand loyalty for Starbucks.

[bookmark: _Toc7965]2.0 Methods and data collections
This report tend to collected the information from various sources which include the previous studies and website, and the methods are SWTO analysis, PEST analysis and other part analysis. Furthermore, in this report, many of information might come from the website or some PDF. For example, some information of SWTO and PEST need to be collected in the internet as well as the factors which can affect the brand loyalty which also need to check some online documents. 

The website which talking about the loyalty of the brand in Starbucks. In this sources, it found that many information about Starbucks and these information are related to their structure of company and the problems which are faced by this companies as well as some appropriate methods which might can solve these problem in the end. 

The another kind of source of the report is the previous study. It will provide many of current conditions of Starbucks or other firms and some appropriate methods which can help Starbucks solve their problem as well as those website. Otherwise this sources will perform some reasons why these solutions can solve problem or cannot overcome these issues which show in this report. 

The SWOT analysis would perform the strength, weakness, opportunities and treats of Starbucks in this market. This analysis can introduce the current situation of Starbucks and it is a main part to find better methods for improvement of their brand loyalty (Caves, 2004).

[bookmark: _GoBack]The PEST analysis has similar function as the SWOT analysis because it is also a important part to find the better ways for Starbucks which want to enhance their brand loyalty, but the PEST pay more attention on the factors which can affect Starbucks and it includes the politics, environment, society and technology (Post, 2018).

Other factors analysis, besides these parts in SWOT ans PEST, analyzing other factor such as the customer and competitors is also important to improve the brand loyalty for the Starbucks. This report also will perform these parts and find some methods to improve them.

[bookmark: _Toc5839]3.0 Findings
[bookmark: _Toc26996]3.1 The findings of the SWOT
[bookmark: _Toc16710]3.1.1 Strengths
[bookmark: _Toc33391611][bookmark: _Toc895]Image of the Brand: Starbucks is one of only a handful barely any organizations that figured out how to stand out to the forte espresso class while keeping up a decent brand. Starbucks is viewed as perhaps the most grounded brand that offers espresso, the second most business item. Starbuck has risen as a brand or portal to Western culture that has gotten well known in China and Japan (Botero et al., 2011).

[bookmark: _Toc23031][bookmark: _Toc33391612]Innovative Business Strategy: Starbucks inventive business system that prompts the best staff behind the counter, the stunning store condition and its items have caught the purposes of association and buyer spending.
Otherwise, in the period of between 1998 and 2019, Starbucks increased its number of stores from 1,886 to 31,256.

[bookmark: _Toc24533][bookmark: _Toc33391613]Strong Financial Position: A traded on an open market organization, Starbucks has developed for over 20 years and has won the trust of speculators who put stock in Starbucks and give freedom to promote advancement (Al-Msallam, 2015). Starbucks has high capital and significant yields. The organization has its own stores all through the world and offers the best capital for contracts with more organizations.

Extensive of international supply chain: Starbucks has the strong supplier who can provide the excellent coffee beans for them in  Latin-America, Africa, and Asia-Pacific so that their products have the higher quality although their price might be higher than its competitors. 

Acquisitions: Starbucks have already acquired 6 top companies including Seattle’s Best Coffee, Teavana, Tazo, Evolution Fresh, Torrefazione Italia Coffee, and Ethos Water. These acquisitions increase the market share of Starbucks as well as their competition in the market.

Moderate diversification : Starbucks has also various products to meet the different taste of customers by their innovative merchandises and food items. For example their create a kind of ice cubes which are made of Coffee and have the stronger Coffee flavor.


[bookmark: _2s8eyo1][bookmark: _Toc33391614][bookmark: _Toc5055][bookmark: _Toc27737]3.1.2 Weaknesses
[bookmark: _Toc33391615][bookmark: _Toc32418]Believe in the US market: Starbucks is a global company that operates in 37 countries. However, Starbucks's main revenue and profits come from the domestic market, only 80% in the United States. Given the global presence and opportunities for further expansion, the company will need to work to receive a portion of its revenue outside the domestic market.

[bookmark: _Toc10682][bookmark: _Toc33391616]Great corporate image: Starbucks struggles against violent reactions despite trying to strengthen its relationship with the community. They are commonly associated with Wal-Mart coffee shops (Simon, 2011). 

[bookmark: _Toc33391617][bookmark: _Toc9795]Respectable price: Starbucks and other coffee shops have increased their coffee prices by 300%, from $ 3 to $ 4. Though such prices in developing countries offer Starbucks as a more luxurious product, and a small number of people can buy and enjoy the product (Lee et al., 2009).

Imitability of products : Starbucks does not have the most unique products in the market although they have many kind of product which also can be produced by its competitors McDonalds McCafe and Dunkin Donuts. Therefore, the leakage of the unique products might affect the competition of the Starbucks as well as their brand loyalty. 

Generalized standards for most products: Some serious standard of the coffee might cannot meet of requirements of the customer from different countries because they have different culture and they might prefer to drink other kinds of drinking like juice and tea and that might be the main reason why the Starbucks still rely on the US market and cannot be the stronger global company. 

European Tax avoidance: Until 2012, Starbucks were found that its has tax avoidance of £1.3 billion of sales in three years in the UK and it faced several controversies and criticisms. This event will have negative influence on the Starbucks even though reduce their brand loyalty.

[bookmark: _Toc29431]3.1.3 Opportunities
Expansion in developing markets: In order to eliminate the dependent on the US market, Starbucks can get more global expansion in a few areas like some Asian countries and few regions of Africa can give a great opportunity to the company and spread their influence and brand so that they could attract the customers from different countries and improve their brand loyalty (Farooq. 2019).

Business diversification and Products Specifications：For their weakness of imability of product, Starbucks scan create more kinds of products to improve overall revenue growth opportunities. Besides, developing unique products which might cannot be produced by its competitors in their target, which might bring more benefit for Starbucks and improve its competition (Pratap, 2019). 

Partnerships or alliances with other firms：Starbucks can create Co-branding with other brand, which can get benefits and take more market share in this sector together because Starbucks which as a famous global company has the opportunity to build up partnerships with majority of other global firms.

Gender Neutral Restrooms: As the discrimination of different sexual ordinate and gender identify have already been focused by more people around and world and they tend to eliminate this kind of discrimination. Starbucks can set up gender-neutral restrooms to protect those people who have different sexual ordinate and gender identify for attract these customer and improve their brand loyalty.

[bookmark: _Toc25617]3.1.4 Treats
Competition with low-cost coffee sellers: Although Starbucks has a big image of brand as well as the higher quality products and services, their price of product still be expensive than many of its competition, The higher price might be one of the main reason to affect their brand loyalty negatively (Business Teacher, 2018).

Competition with big outlets: Many of companies who product the similar product with Starbucks will be the competitors like Dunkin Donuts and McDonald’s and can also affect the profit of Starbucks. Otherwise, those potential competitors would also be a kind of treats for Starbucks.

Independent coffeehouse movements: Those local coffee shops which have already been a kind of symbol in the culture in those areas would be a kind of treat for Starbucks. These local coffee shop would be a kind of barrier which avoid Starbucks extent to these area or take more market share in this region. 

Controversy on California warning rule: In March 2018, Starbucks and other companies were warned by California judge on all their coffee products. This warnings claim that these companies add some harm chemical to their products, which might cause some cancers for their customer. These companies which include Starbucks can be affect negatively in their brand loyalty.

Philadelphia arrests: In April 2018, Starbucks also faced some against from two African-American men on on social media and they claim that the employee of Starbucks refuse them in the restroom because they did not purchase any of produces. This event cause the negative influence on the brand of Starbucks and might weaken their brand loyalty. 

Coronavirus: In 2020, the coronavirus outbreak and cause many of countries close the store and their resident just can stay at home. Starbucks has temporarily closed estimated majority of their stores in the world. Because Starbucks is a huge global company and have customer in different countries, if their store closed, it will have negative impact on their financial profits and normal running (Business Strategy Hub, 2020).   

[bookmark: _Toc27761]3.2 The Findings of the PEST
[bookmark: _Toc26749]3.2.1 Political Factors
Although the Starbucks rely on the US market, as the global company, Starbucks still be affected the political factors in the international market. Some polices can affect so,e strategy as well as the running and profit in Starbucks. Basically, the political factor of Starbucks tend to be good as the international market tend to make plan for support more global companies. Many countries have already establish the partnership with each other. For Starbucks which want to extent their area to more countries and huge global company, these political factors can provide many supports for them like the opportunities for export or get more suppliers (Smithson, 2017). 

[bookmark: _Toc31815]3.2.2 Economic Factors
As well as the political factors, the economic factors are also a important factor in the macro environment. These factors include the import laws, exchange rare and inflation rate. In the global market, many of developing countries got a great improvement in their economic, which provide a opportunities for Starbucks. Otherwise, the income of residents in some countries increased recently, which improve the purchase power and the sale of Starbucks. However, the fluctuating exchange rate, increase of inflation rate and the unemployment rate as well as the labour cost make some trouble for Starbucks and affect negatively the sale and revenue of them (Shaw, 2019).	

[bookmark: _Toc4811]3.2.3 Social Factors
The social factors also are the essential part in the macro environment for Starbucks. These factors include Changing demographics and other social factors. In these factors, customer might keep changing their taste and tend to taste something different, which might a kind of challenge for Starbucks and they need to keep the update their products for meeting these the changing requirements from customers. Besides, more customer prefer to purchase some low-price coffee and cause the Starbucks which sale high-price coffee to lose some of loyal customers. Furthermore, more people start to pay attention to their health and well-being and ban to brink those high-calories drinkings like coffee, so it cause some negative influence on the coffee sector (Business Teacher, 2018).

[bookmark: _Toc23684]3.2.4 Technological Factors
As one of the main macron environment, technological factors have some influence on the Starbucks. Some new technologies was created, which not only affect the Starbucks, but also affect the whole sector. In these factors, the innovation of the WIFI must might a kind of improvement for many of coffee house so that the Coffee house can make a excellent for their customer to work. Otherwise, the development of the internet also increase the sale of these coffee house as these relevant companies establish their applications which can appoint their product in advance to avoid queue a long tome and buy some products take away and Starbucks also collect some digital information from these applications and update their products (UK Essay, 2018)

[bookmark: _Toc3772]3.3 The finding of the other factor 
About the customer relation and management (CRM), the Starbucks tend to be more famous firm around the world and they want to extent their are and attract more customers who come from different countries and group (Park and Lee, 2005). In order to build up a better relationship with customers and achieve their aim of the loyalty of the brand, Starbucks which as one of the leading coffee and specialty coffee retailers around the globe has a strong economy, rapid growth (international expansion and presence in 45 economies), and competition from cheap competitors. They are working on intensification. The company's net profit was 1.08 billion dollars in the first quarter of 2018, down 31% from the same period in 2017 (Kolk, 2005).

[bookmark: _Toc22819][bookmark: _Toc33391622]About the human resources, Starbucks has made a representative focused condition and association as one of the most significant resources and wellsprings of maintainability. Improved organization culture, representative government assistance past industry norms, and worker stock possession programs have made an uncommon workforce that is pleased and regarded. Worker culture is lethargic and strong, and initiative permits them to settle on choices without taking out administration, and they are urged to see themselves as a component of the business. Starbucks profits by this methodology by lessening worker turnover and drawing in profoundly qualified and committed representatives. 

[bookmark: _Toc25690]4.0 Conclusion
After summary these finding of Starbucks in these report, it make some conclusion for these findings in SWOT, PEST and other factors.

In the SWOT, Starbucks as the one of the largest coffee house in the world, it have strong image of brand as well as the majority of market share in the international market. Whatever in their supplier and rage of ares, Starbucks have a strong competitions. However, Starbucks still reply on their US market and they face some barrier to extent in some European countries which have some competitiveness local coffee house or some Asian countries which prefer to other drinkings such as tea. Otherwise, Starbucks also can establish the co-brand with other brand or update their product to take more further market share, but currently, Starbucks need to find some methods to reduce the loss in the coronavirus as well as the event from the bad news or judge.

In the PEST, Starbucks have a good macro environment to develop and they can also catch up with the improvement of technology so that they could attract more customer. However, some potential danger need to solved by Starbucks as the increase of unemployment rate and inflation rate or fluctuating exchange rate. Otherwise, how to keep updating their products for the changing taste of customer also is the problem which is faced by Starbucks.

[bookmark: _Toc3939] 5.0 Recommendation
In order to improve the loyalty of the brand in Starbucks, there are some appropriate methods for the current condition of Starbucks. These methods might help Starbucks to solve their current problems in three parts.

From SWOT analysis, Relative loyalty attitude is a way for consumers to build strong relationships with their employees and their brands, which allows buyers to pay a higher price for this product as they have faced many of low-price competitor and Starbucks might hard to decrease their price in order to maintain their band. For the relying on the US market, Starbucks can give some gifts for those customer who advertise their products for their customer in some countries, this methods can attract more customers from other ares and they could be the sources of the band of loyalty outside the US market. Otherwise, for some event discrimination, Starbucks should improve their training of their staff so that they can prove the services equally for different people and build strong relationship with them.

[bookmark: _44sinio]For PEST analysis, In order to own unique technology in this market, Starbucks should also focus on more their creation of products and inspire their staff of technology to innovate their new products so that they could improve their competition and brand of loyalty in the market. Otherwise, for some risk of inflation and exchange Starbucks should try to invest some financial products to reduce these risk and keep their profit.

For other factor analysis. Firstly, It is important to understand how consumers think this brand. Companies need to know why and why they buy certain so that they can offers good customer service as well as consumers are welcome and want to continue shopping for brands. Otherwise, Starbucks continue to innovate their new products and unique products for customers, which might cause customer would not leave. For those customers who are loyal for Starbucks, companies must be able to retain them and explain why they remain there and use the following tactics to build the loyalty of the brand. Furthermore there might have some consumers who are not associated with brands. In order for consumers to know the brand, Starbucks should promote their produces in various channel such as, sending emails, exchanging information in the media and participating in promotions (Susanty and Kenny, 2015). 

As soon as consumers recognize the brand and have a positive attitude for the Starbucks. Starbucks would improve their brand loyalty and take more benefit.
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