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1.EXECUTIVE SUMMARY

The purpose of this article is to study the Starbucks Corporate Strategy and the impact of these strategies, which reveal the secret of Starbucks success and its strengths and weaknesses.

Starbucks, born in Seattle, USA, started out with coffee beans and has never advertised since it was officially established in 1987. However, it has become a giant coffee chain in nearly 20 years and its rapidly growing legend has drawn global attention.

The Starbucks Experience is at the heart of Schultz. Starbucks make coffee culture pass the world, ordinary coffee shop has become "the third space." From a management point of view, Starbucks early implementation of a differentiation strategy.

pros and cons:
(1) The coffee culture spread by Starbucks distinguishes Starbucks from other coffee shops.
(2) Starbucks unique style to attract the public.
(3) Starbucks quality of service to customer satisfaction.
(4) Starbucks products are of higher quality.
(5) Starbucks product research and development to give customers a fresh feeling quickly.
(6) Starbucks to seize the market vacancies, identify investment opportunities.
(7) Starbucks has a lot of competitors and alternatives, and its competition is fierce.
(8) Price war is a Starbucks weakness.
(9) The rapid expansion of Starbucks led to funding problems.

conclusion:
Starbucks's early differentiation strategy was successful, unique style and stylish representation to attract a large number of customers. At the same time, quality service brings Starbucks loyal customers. Brand has become a hindrance in the industry, the high price was recognized by the public, but Starbucks caught in the price war will be eliminated.

Suggest:
(1) shrink front, with scarce brand build home
(2) new product development
(3) continue to enhance service competitiveness
(4) lock the customer relationship, grab the customer chain
(5) interactive marketing, double experience to consolidate
(6) Cross-selling, sublimation customer value through cross-selling
(7) Intensify interweaving groups, marketing with customers

2.INTRODUCTION

2.1 STARBUCKS
Starbucks is the name of a US chain of coffee companies, which was founded in 1971. Starbucks is the world's largest coffee chain, its headquarters is located in Seattle, Washington, United States. (Starbucks Coffee Company Information,2017)Starbucks' retail products include 30 of the world's top coffee beans, handmade espresso coffee and a variety of coffee hot and cold drinks, fresh and delicious all kinds of pastry food and a variety of coffee machines, coffee mugs and other commodities.
The company has long been committed to providing its customers with the highest quality coffee and service to create a unique "Starbucks Experience," making Starbucks stores around the world a warm and comfortable "third living space" beyond the workplace and home.In the meantime, the company constantly contributes to the community through various activities that reflect corporate social responsibility, improving the environment, rewarding partners and farmers in coffee producing areas. In view of Starbucks unique corporate culture and philosophy, the company for many years by the United States, "Fortune" magazine as "the most respected companies." (Starbucks Coffee Company Information,2015).

2.2  REPORT REMIT

We all know that Starbucks leads the world of coffee and no one knows how it's formed. Starbucks is the way to expand around the world is the Raiders of the region's large cities, shaping a good reputation and then using it as a center, and then it develops to the surrounding cities and towns.
Starbucks' ultimate goal is to establish 25,000 stores around the world, like McDonald's fast food (McDonald's has 30000 stores).
This article examines the secret to Starbucks' success and the impact of Starbucks corporate strategy. How corporate ideas and culture influence the general public, why Starbucks became a fashion representative of coffee culture. Starbucks successfully entered the market through various strategies to create a unique coffee culture.Starbucks values are based on customers and coffee, creating a warm and sense of belonging, and are pleased to welcome and welcome everyone.

2.3  BACKGROUND OF THE ORGANISATION

Starbucks has nearly 22,519 stores worldwide in North America, South America, Europe, the Middle East and the Pacific. Its retail products include over 30 top-of-the-line coffee beans, hand-made espresso coffee and a selection of hot and cold coffee drinks, fresh and delicious pastries and a variety of coffee machines, coffee cups and other products. In addition, the company manufactures and sells bottled frangipani coffee drinks, ice-shake espresso and ice cream with joint venture partners, and produces and sells Starbucks coffee and cream liqueurs at convenient venues outside retail stores through marketing and distribution agreements and continues Expand Thai tea, Starbucks music CDs and other new products and brands. (Starbucks Coffee Company Information,2015).
In 1971, Starbucks opened its first store in Seattle's Pike Market and began operating coffee beans.
In 1982, Howard Schultz joined Starbucks as Director of Marketing and Retail Operations.
In 1987, Mr. Schultz acquired Starbucks and opened its first store selling diafiltration and espresso drinks.
In 1992, Starbucks successfully listed on the Nasdaq in New York and entered a new phase of development.
In May 1998, Starbucks successfully entered the European market through its acquisition of 65 Seattle Coffee Company stores in the UK. (Starbucks Coffee Company,2017.History.)
31 January, 2017, the US coffee chain giant Starbucks in the company's mobile application My Starbucks launched a new voice assistant function, user-friendly voice points and pay(Mobile Order & Pay,2017).
The United States filmed the movie with Starbucks in 2007.

2.4  DEFINITIONS OF MAJOR CONCEPTS 

According to Michael Porter an organisation can acquire three types of competitive advantage known as: Overall cost leadership is the maximum effort to reduce, through lower costs to reduce commodity prices and maintain competitive advantage. To achieve cost leadership, we must strictly control the cost of management, as far as possible to reduce the cost of implementation of the target in the head, low-cost companies can get higher than the industry average profit. The overall cost of leadership is very attractive. (Michael E.Porter. 2005)Once the company has won such a position, the higher profit margins it receives can reinvest new equipment, modern facilities to maintain cost leadership, and such reinvestment is often a prerequisite for keeping costs low.
differentiation is a company that offers products or services unique, or versatile, or new in style, or more aesthetically pleasing. It can be a viable strategy to win extraordinary returns in the industry if a unique strategy is to be achieved because it can establish a defensive position against five competing forces and take advantage of customer loyalty to the brand. (Michael E.Porter. 2005)Porter argues that sometimes the implementation of differentiation strategies contradicts the fight for greater market share. The implementation of differentiation strategies often requires companies to be mentally prepared for the exclusion of this strategy. Both this strategy and market share can not be balanced. There is always a high cost associated with establishing a company's differentiation strategy and sometimes not all customers will be willing or able to pay for the high requirements of the company, even if all industry-wide customers understand the unique strengths of the company price.
Focus focuses on a specific customer base, a segment of a product line, or a regional market. The premise is that the company can serve a narrow strategic target with higher efficiency and better performance than its competitors in a broader scope. This shows that the strategy has the potential to win over the industry average. 
Porter argues that these three strategies must be clear to every company because the companies that are hovering are in an extremely bad strategic position. Such companies lack market share, lack of capital investment, thereby undermining the "low cost brand" of capital. The necessary condition for differentiation across the industry is to give up on low-cost efforts. However, adopting a one-pronged strategy to establish a differentiated or low-cost advantage within a more limited scope will have the same problem. Companies hovering around are almost destined to be low-profit, so it has to make a fundamental strategic decision that moves closer to the three common strategies. Once the company is hovering, getting out of this unpleasant state often takes time and goes through a sustained effort; and adopting three strategies one after the other, Potter thinks is doomed to failure because of the inconsistencies he demands. (Michael E.Porter. 2005)

3. MAIN BODY

3.1 DIFFERENTIATION STRATEGY

3.1.1, Three strategies
Differentiation strategy refers to the enterprise product and competitor products have obvious differences, the formation of distinctive features and adopted a strategy. At the core of this strategy is achieving something uniquely valuable to the customer.
 (1) Product Differentiation The main factors that differentiate the strategic product are its features, consistency, reliability, style and design.
(2) Differentiation of Service Differentiation Strategic services mainly include delivery, customer training, consulting services and other factors.
(3) personnel differentiation strategy Trained staff should be able to reflect the following six characteristics: polite, credible, quick response, good at communication.
(4) image differentiation strategy.

3.1.2, Differentiation strategy requirements
(1) There are many ways to create this difference between a business and a competitor's product, and this difference is considered valuable by the customer.
(2) Customer demand for the product and the use of a variety of needs, even if the customer needs are different.
(3) Few competitors adopt a similar approach to differentiation, that is, they can really ensure that enterprises are "differentiated."
(4) Technological change is fast and the competition in the market is mainly focused on continuously introducing new product features.

3.1.3, The application of differentiation strategy conditions
(1) has a strong research and development capabilities, researchers should have a creative vision
(2) The enterprise has the prestige of its export quality or technology leadership
(3) Enterprises in this industry have a long history or whip him a business
(6) enterprises should have to attract senior researchers
(4) strong marketing ability
(5) Coordination between functional departments such as research and development, product development and marketing should be well coordinated
(6) enterprises should have to attract senior researchers, creative personnel and highly skilled staff material equipment
(7) a variety of sales channels strong cooperation

3.1.4, The significance of differentiation strategy
(1) establish customer loyalty to the enterprise, which makes the substitute unable to compete with the performance because the differentiation strategy enables enterprises to establish customer loyalty. 
(2) Forming a strong industry barrier to entry. After companies implement differentiated strategies, new competitors need to waste a lot of money to change loyal consumers.
(3) enhance the ability of enterprises to bargain with suppliers. Enterprises in the industry to occupy a dominant position, the return is greater than the average income in the industry.
(4) weaken the ability of buyers to bargain. Reduce customer sensitivity to changes in the price of a product or service. Such a strategy can avoid the threat of competitors.

3.1.5, Risk
(1) Differentiated strategy costs are high, resulting in differentiated products can not be accepted by the market. Differentiation strategy requires the product in the design, packaging, service and other differences, companies must invest more than the production of similar products at more costs. Therefore, the price of differentiated products is relatively high, so you will lose the purpose of reaching consumers.
(2) can not accurately grasp the market bias, the pursuit of unnecessary differentiation, it can not get the expected benefits. Differentiation is to better meet the needs of the market, but blind pursuit of differentiation will lead to no consumers, such differentiation is a failure.
(3) focus only on product differentiation, ignoring other important aspects of the product. Differentiation strategy enterprises need to focus on all aspects of cooperation.

3.2 IMPLEMENTATION OF THE STRATEGY

3.2.1 Service differentiation strategy.
Instead of producing their own coffee, Starbucks grinds coffee for consumers, but customers are willing to buy Starbucks coffee. Starbucks strongly emphasizes the American consumer culture, customers can casually laugh. The difference is the difference between Starbucks and its competitors. For example: Starbucks takes every client seriously and does only one client's cup of coffee at a time.

3.2.2 Image differentiation strategy.
Starbucks has a unique decorative style, with a special design department at the U.S. headquarters in Starbucks. It owns a group of professional designers and artists to design Starbucks stores all over the world. For example: Starbucks did not pay advertising costs, Starbucks operators said: Our store is the best advertising.

3.2.3 Product differentiation strategy.
Consumers' money for coffee is not only cost effective for tangible coffee costs, but also cost effective for invisible coffee prices, so clients have less bargaining power. Starbucks is an important customer for its suppliers and the coffee beans from its suppliers are key to Starbucks. For example: Starbucks said that he is not a simple place to sell coffee, it is also an experience of space.

3.3 ADVANTAGES & DISADVANTAGES OF THE STRATEGY

3.3.1Strengh
(1) Starbucks is good at adopting a flexible investment and cooperation model based on different world conditions around the world to adopt a flexible mode of investment and cooperation, mostly direct sales stores. (Wilson and Gilligan.1992.)
(2) Starbucks's brand advantage hinders competitors from entering the industry. One of Starbucks' strategies to enhance its brand name is to use the brand alliance to rapidly expand its brand strength. During the development process, it is looking for strategic partners that can enhance its own brand equity, expanding sales channels, forming alliances with strong partners and expanding its marketing network. (Hasan Khalid.2016.)
(3) Starbucks has the advantages of coffee technology, top-grade coffee beans and hand-made espresso, as well as a wide range of raw materials and technical reserves for coffee machines. Advanced technology not only improves product quality and reduces costs, it Starbucks has been pursuing innovation since its inception and continues to work hard to develop and use new technologies such as Starbucks' unique technology for baking and espresso extraction to create the technological advantages of Starbucks. (Starbucks Coffee Company , 2017.)
Due to the fixed taste of coffee, Starbucks internal production technology changes relatively small; and external technical competition is relatively stable. At the same time Starbucks focus on new product development and innovation, non-stop introduction of various products.
(5) Starbucks screening of employees is very strict, so it has a meticulous service, Starbucks waiter can only say "yes" to customers.
(6) In addition to providing customers with quality service, the waiter also details the customer's knowledge about coffee.
(7) The progress of information technology to enhance the management efficiency of the Starbucks chain management, so Starbucks headquarters in a short period of time quickly grasp the management status of all branches in the world, and to effectively guide.
(8) Starbucks location is through a variety of surveys and screening, it has a geographical advantage. So Starbucks is usually built in the business district and at various stations because Starbucks offers a short break in addition to selling drinks.
(9) Starbucks Make the Most of "Experience": The Starbucks coffee shop offers a unique experience, the "Starbucks Experience." Atmosphere, stylish in-store design, warm lighting and soft music to create a warm atmosphere. At Starbucks' headquarters in the United States, there is a dedicated designer with a team of professional designers and artists who specialize in designing Starbucks stores around the world. (Kotler & Shalowitz & Stevens.2000.) Starbucks breaks down American culture into an experience.

3.3.2Weakness
(1)The first is the high price of Starbucks, which led to the loss of most Starbucks customers. 
(2)Starbucks scale of rapid expansion, Starbucks one after another to take measures to reduce costs. 
(3)As shop locations and design, staff training, etc. (Starbucks weakness,2016.)are getting worse and worse, many customers find Starbucks' service quality is declining. 
(4)Starbucks experience culture gradually diminished, the rapid expansion of the scale did not bring the performance and brand of Starbucks to enhance the synchronization, but the healthy development of the crisis. ( Hasan Khalid.2016.)
(5)Starbucks organizational structure bloated, inefficient.
(6)Due to the economic environment led to the pressure of capital chain management.

3.3.3Opportunity
(1)As the rapid growth of the coffee consumption market has become the main trend of urban consumption. The consumption of coffee is getting higher and higher. 
(2)Starbucks is good at seizing opportunities, it has the opportunity to rapidly expand its global presence and begin to emerge in new coffee markets (referring to China, India and other countries). Asia can be a source of Starbucks' premium Arabica coffee beans. Due to the background of the times and the market vacancies, Starbucks easier to seize the market. ( Hasan Khalid.2016.)

3.3.4Threat
(1)Chain or franchise stores such as Seattle Coffee, Iraqi Coffee, and Rosedale Coffee have gradually entered the coffee shop and indie store cafes. 
(2)Canned coffee cans for convenience stores, cans for aluminum cans, handbags for brewing coffee. 
(3)Fixed-point coffee machine stationed at the airport to facilitate customers at any time coffee machine coffee. 
(4)Regional imbalances and rising raw material prices will affect Starbucks profits and expansion. 
(5)The financial turmoil has also stopped many consumers from spending. (Wilson and Gilligan.1992.) 
(6)And many alternative threats: such as juice, milk tea and so on.

4.CONCLUSION

Starbucks coffee prices are more expensive than similar products, but consumers around the world are willing to go to Starbucks. The reason is that Starbucks found that consumers have different needs for coffee, so the difference is that the cup is not only coffee, coffee culture. As coffee culture is internationalized, the demand for coffee consumption has increased. So Starbucks introduced a high-quality coffee values ​​that target the current fast food culture. This is a basic concept of value, or Starbucks based on changes in consumer values ​​and methods to achieve a fundamental breakthrough Starbucks differentiation strategy. So more and more people accept coffee, like coffee. Potential consumer groups increased, especially young people will become the mainstream consumer groups. The impact of radiation consumption on coffee consumption is growing, and more and more people drink coffee. A variety of coffee culture and the rapid rise of the coffee industry, coffee consumption increased geographical and personnel. Therefore, the investment in the coffee industry is more and more competitive. Starbucks lost some consumers due to high prices. Although Starbucks seize the opportunity to enter the vacancy market, affecting the international coffee industry. But the massive expansion led to worse and worse services, less and less Starbucks, and Starbucks funding chain problems. And a large number of low-cost imitators and more and more substitutes, Starbucks once deep into the price war will be a total failure. Not only the differentiation can not continue to develop, Starbucks brand will also be popular, which will directly affect the Starbucks experience emphasized by Schultz.

5.RECOMMENDATIONS

The first is to slow down the pace of expansion, Starbucks need to build themselves with scarce brands, because of the high price determines it. As more and more customers complain that Starbucks is poorly serviced, Starbucks should focus on employee selection and training to improve service quality. And lock the customer relationship, to seize the customer chain. (Kotler & Shalowitz &Stevens.2000.)Strengthen the interwoven groups, and customer marketing. Innovation is the core concept of Starbucks, but now Starbucks focus on expansion rather than developing new products, contrary to the principles of Starbucks. Adhere to the differentiation strategy, Starbucks should not abandon the strategy for cost and profit, or Starbucks will be eliminated by cheap coffee.
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