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Starbucks history
Starbucks Corporation is started by Gordon Bowker, Jerry Baldwin and Zev Siegl and it opened its first location in Seattle, Washington on 30 March 1971 (Starbucks Channel, 2021). Since then, they’ve had exponential and impressive growth,  from one store to 33 833 (Starbucks Corporation, 2021). They are selling a wide range of products, the base being coffee and associated coffee products in over 80 markets across the globe.
Figure 1 1st Starbucks store (Starbucks Channel, 2015)














Market Segmentation
As Kotler and Keller were saying the market segmentation will split the market into distinct parts which will group people with the same need or behaviours (Kotler & Keller, 2016, p. 268). The Starbucks segmentation is different for each country consumers. The segmentation will consider all demographic variables (age, gender), geographical and physical aspects of the area (cold or hot area) and psychographic variables (lifestyle, opinion).
Targeting
Kotler and Keller suggest that targeting require analysing the market segments in which the company is interested and selecting one or more segment that will provide the best outcome for the company (Kotler & Keller, 2016, p. 284). Starbucks is targeting first of all coffee lovers of all ages. Giving a product with a higher quality standard will address mainly people with middle or high income. Also, each country has cultural characteristics and products are adapted to this.
Starbucks is offering seasonal products that are available for a specific time or depending on the season, spring, summer, fall and winter. 
People are more sensitive now to what they eat and each calorie has an impact on them and Starbucks is summarizing all the products where you can see nutrition information like calories, fibres, fat and sodium
Positioning
Starbucks positioning strategy is always around costumer and by Kotler and Keller definition the positioning is the way of the company how it shapes its offer and image to be able to attract its target (Kotler & Keller, 2016, p. 297).
Is well known that Starbucks is offering a quality product that allows them to distinguish their products from the competition, they are offering experience through the stores and the places where are. Starbucks positioning strategy is customer based, making all the necessary steps to please them. Not only does the coffee make Starbucks a great place, but their store with the pleasant ambience also make them have a strong position.
Marketing Mix
According to Kotler the marketing mix is “the set of tactical marketing tools – product, price, place and promotion – that the firm blends to produce the response it wants in the target market” (Kotler, et al., 2020, p. 51). As the Kotler definition is mainly for products, Booms and Bitner (1981) added 3 extra Ps to the framework, people, process and physical evidence, that allows having a more accurate approach for services.Figure 2 7Ps of marketing (Booms & Bitner, 1981)

The marketing mix is not stable because all its components and proportions are in continuous change as the market demand. Each of the elements of the marketing mix is a potential source of competitive advantage.
Starbucks has a solid marketing strategy that covers with success all 7 Ps of the marketing mix.
Product
Starbucks allows customers to choose from a large variety of products that includes food and drinks. Coffee is the heart of Starbucks products: expresso drinks, hot and cold brewed coffee, iced coffee, whole bean, capsules and instant coffee. To complete the range of products is offering baked products, breakfast, lunch, fresh fruits, snacks, hot and cold tea, frappuccino beverages, hot chocolate, smoothies and other bottled drinks. Because the Starbucks brand is well known is selling merchandise: mugs, cups, french press, reusable straws.Figure 3 Drinks Menu (Starbuks UK, 2021)

According to the annual report (Starbucks Corporation, 2021) from Starbucks, 74% of the sales are coming from beverages and 21% from food products. The main objective for Starbucks is to offer the best quality products and the Starbucks Experience to all customers.
Price
Because Starbucks is offering high quality products, the price as well will be higher than usual. The average price for a coffee at Starbucks in the United Kingdom is around £2.90 (Binsted, 2021) and is below the average price in Europe. Figure 3 Starbucks coffee cost in Europe (Binsted, 2021)



The main strategy regarding price for Starbucks is a premium pricing strategy mainly due to the ingredients used and to maintain a strong image of the brand.
Place
Starbucks operates worldwide in 84 markets. From a total of 33833 stores, they have around 49% operating under licence and 51% company-owned. In the United Kingdom, they have 298 company coffee shops and 791 under licence (Starbucks Corporation, 2021).Figure 4 Starbucks store (Starbucks Stories, 2020)

Due to the Covid-19 pandemic, Starbucks had to adapt the stores to be able to offer the best on-the-go experience for all customers. Orders can be made through the Starbucks Mobile App with collection from the store or home delivered products with help from local partners: Uber Eats, Just Eat and Deliveroo (Stabucks UK, 2021).
As well some products can be found in the leading supermarket: Tesco, Sainsbury’s, Morrisons.Figure 5 Uber Eats delivery (Starbucks Stories, 2021)

Starbucks is using multiple channels to sell its products, is using stores for a traditional to approach customers but the company adapted to the online selling channels: Starbucks Rewards app, delivery through local delivery partners.
By using many distribution channels, Starbucks will reach a bigger market.
Promotion
Promotion is the way in how the company is manipulating buyers providing all needed pieces of information to influence a purchase (Bishop, 2012).Figure 7 Ariana Grande Starbucks Ambassador (Grande, 2019)


Starbucks has a worldwide presence and all promotional strategies are communicated to all stakeholders. Having many stores and a strong brand, the promotion is happening mainly through word of mouth, presence on social media, promotional sales, public relations.
The presence of Starbucks is on all social media channels. On Facebook page has around 1.5 million people, where Starbucks interact with people using photos, videos and even blog post where people react to new offers, new products (Facebook Starbucks UK, 2021). Starbucks is also present on Twitter, Instagram, Youtube, TikTok.Figure 8 Starbucks UK TikTok (Starbucks UK, 2021)

[bookmark: _Hlk91334184]The loyalty program used by Starbucks is based on how much you are spending, for every £1 they are giving 3 stars. While you are buying products from them you can get a drink when you have 150 stars and get extras as a gold member when you have 450 stars. All gold members will receive a free drink for each birthday (Starbucks UK, 2021).
Gwen Stefani, Ariana Grande and Adam Savage are the Starbucks ambassadors by use social media to increase the awareness of the brand.
The social and ethical image of Starbucks with strong public relations on all channels is the main drive of marketing strategy.
People
The total workforce of Starbucks is approximately 383000 people worldwide (Starbucks Corporation, 2021).  As the Starbucks mission is saying “to inspire and nurture the human spirit – one person, one cup and one neighbourhood at a time” (Starbucks Stories, 2015) all employees are partners and every customer matter. The partners of Starbucks are well trained and taught to react to any issue in a way that the customer is offered the Starbucks experience.
Starbucks offer a few benefits for his partners:
· Perks at work
· Private healthcare
· Life insurance
· 4% of annual salary to spend on different benefits
· Partner card
Also, in the interest of the customers, Starbucks is organising The Barista Championship which motivates all its partners to be the best coffee maker. It’s an event that is happening annually with countries from Europe, the Middle East and Africa.
The people are the core of Starbucks success.
Process
All Starbucks stores offer the same services everywhere in the world. The basic barista training will ensure that all the recipes are followed. 
A Starbucks coffee shop is quite often busy and customers must be served in an efficient way. Starbucks stores are made to have an easy and fast way to get what you want, offering a quick service that can be easily customized. Customers will order and pay for the products and they will be called to collect the order at the end of the counter.
Starbucks is adapting rapidly to the process following the government requirements regarding the Covid-19 pandemic.
Physical evidence
“Physical evidence is proof that the service took place.” (Blythe, 2006)
Physical evidence of Starbucks is in the atmosphere of the coffee shops give. Music is playing an important role in the Starbucks experience, they are choosing specially the music to complete the atmosphere in the stores and they are sharing the playlist on Spotify for those that want more.
All stores follow almost the same design offering a friendly environment adapted to the local area.Figure 6 Starbucks Store Design (Starbucks Corporation, 2021)

The equipment, uniforms, cups have the same logo that in time was changing but remains a trusted brand. The colours of the brand are white and green, with the last one dominating the logo. Green is a colour that means nature, wealth and also the colour of the coffee plant. Another reason for the green colour is that the company wants to be seen to be socially responsible with ethical behaviours regarding coffee sourcing.
Starbucks offers a blend of well made coffee and a great atmosphere to attract and keep the consumers.
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Appendix
Blog post 1
Starbucks Circular Cup expands
[image: ]After the successful campaign launched in 2020 with the Starbucks Circular cup, a reusable cup made in the UK from six single use paper cups, Starbucks is taking the program to the next level, increasing the availability from 20 000 to 75 00 cups across Europe, the Middle East and Africa.
The Circular Cup is made in collaboration with Circular&Co in Cornwell, England. So far, the program saved 450 000 single used paper cups.
This program is part of the long term commitment of Starbucks to reduce waste by 50% by 2030.
Starbucks has a long journey of decreasing the number of single use paper cups which are leaving its stores. Starbucks was the first store that encourage reuse, offering a discount for this. In 2014 launched an affordable reusable cup for £1. Starbucks voluntary introduces a 5p charge on every single use plastic cup across the UK and in partnership with Hubbub launched the 1m Cup fund, offering grants to scale up the recycling. In 2020 Starbucks was bringing back the use of personal cups that follow the latest guidance for Covid-19 and is a contactless process.
Starbucks remove all plastic straws and introduce the strawless lid in 2020 along with the new Circular Cup. In 2021 Starbucks committed to push the Cup-share program across all stores from Europe, the Middle East and Africa (EMEA) by 2025 and expends the merchandise made with Circular&Co across 43 countries in EMEA.
If you use a reusable Circular Cup in the United Kingdom, you will enjoy a 25p off every time you grab a coffee.
Grab your own.




Blog post 2
[image: ]EMEA Barista Championship is back and live

After skipping a year due to the Covid-19 pandemic, over 40 000 Green Apron Partners from Europe, the Middle East and Africa will gather to announce the new Barista Champion for 2021.
The event is adapted to all safety regulations against Covid-19 and it will be live-streamed across more than 40 countries. The audience will interact via chat and will decide who makes it to the final.
Starbucks is considering all staff as a partner, everyone count as its mission says “to inspire and nurture the human spirit – one person, one cup, and one neighbourhood at a time”.
Each of the 26 countries is represented by the National Barista Champion from which 16 will go to the final that will take place in the brand new store, Starbucks Tower Place in London. The place was renovated this year to serve as a crown store of Starbucks.
In the two days lasting event, the skills of the 26 finalists will be put at a challenge, tasting and serving of different coffee blends will take place along with each one technique. The 16 remaining finalists will be judges by experts which will choose the winner of this year.
This is marking one of the first in the many moments of reconnection even though the Covid-19 pandemic is ongoing.
Good luck everyone!





Blog post 3
Starbucks work with farmers to reduce emissions
Dairy emissions are around 22% of Starbucks global carbon emissions and because of this, the coffee chain partnered with cooperative Arla Foods to work on a pilot program to create an industry-leading sustainable blueprint.
Arla’s farmer-owners are well known to have the most resourceful carbon-efficient farmers in the world.
[image: ]The pilot program will identify innovative new farming practices and new methods to have a bigger impact on the reduction of the emissions associated with dairy production.
Alex Rayner, General Manager at Starbucks UK, said: “Purchasing sustainable dairy is integral to our work expanding our environmentally friendly menu options while enhancing the Starbucks Experience. Customising beverages has and always will be at the heart of Starbucks, and this programme will help ensure that best practice carbon reduction strategies are being implemented across our entire milk and dairy alternative selection.”
Starbucks is also working with scientists from The Nature Conservancy, global and environmental stewardship who will support the partnership.
All the above partnerships will help Starbucks to accomplish the ongoing commitment to reduce greenhouse gas emissions by 50 percent by 2030 and develop into a resource positive company. Also, the partnership with Arla will help to reach carbon net-zero by 2050.
This put Starbucks in line with the United Kingdom commitments regarding carbon emissions.
Blog post 4
Starbucks UK says thanks to NHS workers
[image: ]On Wednesday 15th December, Starbucks is offering a free Tall beverage to all NHS workers, just to thank them for their hard work this year. 
This offer is part of a partnership of Starbucks with HNS Charities Together, available across England, Scotland and Wales only by showing the work identity card.
Ellie Orton OBE, Chief Executive at NHS Charities Together, said, “We’re incredibly grateful for the continued support from Starbucks. Their free Tall beverage initiative and in-store fundraising enable employees and customers everywhere to show their appreciation and thanks to NHS workers and can make a vital difference. Winter is always an incredibly challenging time for the NHS – and this is one of the toughest ever – which is why ongoing public support is so important.”
Starbucks has a strong relationship with NHS and they are a few ongoing activities that include staff volunteering and fundraising activities, pairing stores across the country with NHS charities and a 10% discount to all NHS staff from 2018.
As part of the community support for NHS Charities, Starbucks lovers have the option to donate via QR codes in store throughout December. 
Starbucks stores are closely following the latest guidance from the government to keep everyone safe.
Thank you, NHS!



Blog post 5
All about the Oat – new range of products at Starbucks[image: ]
Starbucks announced that from 2022 will have a new range of products on the menu and it’s all about the Oat.
The new flavours, strawberry and vanilla, honey and hazelnut, dark cocoa and orange, paired with the Starbucks Blonde roast will be an addition of new dairy alternative beverages which are part of a bigger plan to expand the plant-based menu.
The bigger news is that the new Oat platform available from 5th January 2022 will be as a standard in all UK stores and will not charge extra for the new dairy options.
This is part of the Starbucks plans to increase the menu options available for customers, the recent addition to the menu being the vegan alternative for whipped cream.
The Oat platform includes products like drinks, food and desserts.
[image: ]“All crafted with Starbucks Blonde® Roast – a lighter roasted espresso created by Starbucks master blenders and roasters with more than 50 years of roasting experience”
[image: ]The Strawberry & Vanilla Oat Latte is a mix of juicy strawberries with a touch of vanilla, the Honey & Hazelnut Oat Latte is blended with honey and earthy hazelnut, the Dark Cocoa & Orange Oat Latte is a rich and bold dark cocoa merged with zesty orange flavouring that and all of them are completed with creamy oat diary and a light layer of foam.
[image: ]The platform is completed by a Tu’NAH Sandwich, All day Breakfast Wrap, Cuban-style Panini and as a desert the Pecan & Caramel Brownie, Carrot Cake, Chocolate & Caramel Muffin.
All products will be available from next year across all UK stores and for deliveries via Deliveroo, Just Eat and Uber Eats.
Starbucks is making the right steps to complete the menu with healthy alternatives.
Blog post 6
[image: ]Reusable colour changing cups are back at Starbucks
Christmas is close, the time is running fast, and soon will enjoy our loved ones with a bit of colour.
[image: ]This year, Starbucks, made a few changes to the cup. The siren logo is again in the centre of the cup with snowflakes with a bit of technology that is patented. The new cup is heat sensitive and is changing the colour from green to red when a hot drink is poured in, adding a bit of magic to complete the Starbucks experience this winter season. 
This is a nice addition made by Starbucks and the fact that the cup is reusable is making it a desirable object to have.
Who is coming with the cup in store will receive a discount on the drink and will make the planet cleaner, even though is only one paper cup. 
The limited-edition reusable cup with colour changing technology for this winter season is available while the stock last and this is part of Starbucks mission to reduce waste and increase reusability.
Waiting for the next season to see which surprise will Starbucks bring.
Happy Holidays and enjoy your coffee in a reusable cup!
Blog post 7
[image: ]Relax before the flight with Starbucks
Each flight requires a pre-flight drink to boost the energy for a nice start to the holidays.
Arriving at Luton Airport the first thing that you see is a Starbucks, Costa and Pret A Manger. Knowing that the security checks are taking sometimes quite a lot, the Covid-19 requirements to keep distance and the flight is in less than 2 hours I decide to not stop at the entrance.
Even though Covid-19 rules made the security checks a bit slower, everything was going smooth and fast with no issue. Plenty of time for me to enjoy a coffee.
All security checks are done, small shopping at the duty-free shops and the first stop to relax before the flight is Starbucks.
[image: ]I didn’t order via the Starbucks app, just jumped on the queue, not that big, not many flights at that time. After 2 min of waiting, I ordered a Grande Caramel Macchiato, my favourite, with a sandwich and sparkling water. In 3 minutes, my coffee was ready to be collected. Looking for a place to seat I’ve noticed that even though the coffee shops don’t have any walls, follows the same design as a traditional store. Plenty of spaces to stay on a couch, tables for families, and a bar table with bar chairs. And of course, music to be more familiar with the Starbucks experience.
All of us have at least a smartphone or something that require charging. Everywhere I’ve seen USB ports and sockets, plenty for everyone to charge out devices before a flight.
I’ve enjoyed the coffee while I was charging my smartphone and downloaded a movie from Netflix. The gate for my flight was displayed on the screens but I didn’t finish my coffee. I knew the coffee from my airline company is not great, so I took my macchiato with me.
When we will have Starbucks coffee and tea services on a UK airline? Seems that this service is available in the US.
Blog post 8
50 years of Starbucks compressed in the Anniversary Blend
[image: ]Starbucks celebrates this year, 50 years of activity, with a special blend, ethically sourced from Indonesia, The Anniversary Blend.
This year Starbucks celebrates a milestone with coffee that started from the first store in Pike Place Market, Seattle, to more than 33000 stores around the globe.
The Starbucks Anniversary Blend, a robust and indisputably bold coffee, had an ethical source that is coming from Indonesia, the valued coffee growing region that moved the company from the beginnings. Is a smooth coffee, with smoked cedar notes, allspice, black truffle accents and fresh tarragon.
“OUR VISION FOR THE FUTURE IS TO BECOME RESOURCE POSITIVE—GIVING BACK MORE THAN WE TAKE FROM THE PLANET. AND WE KNOW WE CAN’T DO IT ALONE. IT TAKES ALL OF US.”
In 1996 was created for the 25th anniversary and since then the siren is the star of the package. Every Anniversary Blend has its unique siren design.
The presents of the coffee tree branch from the sirens hands show that coffee is the heart of Starbucks which is inspiring the drinks, food and stores to deliver the Starbucks Experience.
For over 15 years, Starbucks is part of the Coffee and Farmer Equity (C.A.F.E.) Practices which is helped farmers to improve their environmental performance and the impact of climate change. 99% of the coffee that Starbucks buys these days is complying with C.A.F.E. practices.
The Anniversary Blend is a limited edition is available across stores in Europe. You can find the nearest store on the website, also available to order via the Starbucks app or with help from the delivery’s partners.
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