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The Marketing Process


What is the concept of marketing? It is a fascinating business function that focuses on the customer. Marketing, in essence, is a managerial process of providing superior value and establishing a brand-customer profitable relationship with our clients. The main goal is to keep and expand our current customer base while still attracting new customers by maintaining high levels of satisfaction. Armstrong, Kotler and Opresnik (2020). The primary approach is constantly striving to understand customer needs and effectively engage with them. A thorough marketing strategy is essential for every organization's success. Moreover, that is true for every organisation from purely profit-driven companies to non-profits, hospitals, universities, and even charities. All those companies are constantly taking steps to reach out, and so marketing is now everywhere around us. From the good old forms: TV and magazine ads, brochures filling our mailboxes, and an abundance of products poking us from every storefront to the recent marketing approach like website and social media advertising, smartphone applications, and blogs. However, advertising our products is just a tiny part of the extensive marketing mix – the toolset for every marketeer that will help us effectively engage with customers, fulfill their needs and build long-lasting profitable relationships. Let us examine how with customer-focused marketing Starbucks, a coffee house established 50 years ago in Seattle (Starbucks, 2022), continues to provide exceptional customer value and has grown to become the world's largest coffeehouse chain with over 160 thousand employees (Forbes, 2022).
A core marketing strategy analysis allows us to understand what type of service the customers need, where, and what we are selling. The four main steps we need to take for a well-designed strategy are market segmentation, targeting, differentiation, and positioning. Armstrong, Kotler and Opresnik (2020). Within the first two steps, the company finds the customers it aims to serve. Segmentation is about splitting the market into groups based on their preferences, desires, and needs. Targeting is then used to evaluate each of those groups' desires for our product so we can make an informed decision about what segment to pursue. In the next step of the process, the company decides how to create value for the targeted customers—differentiating the company's offering so that we can stand out in front of the competition by delivering superior value to the customers (Differentiation). Finally, positioning is about placing our products clearly in front of our customers.
The demographic segmentation done at Starbucks points out that the leading group of clients is between the ages of 25 and 50, with higher income. The other group that the company targets are the 18 to 24 years of age and, more specifically, young people from wealthy families. Fromm (2014) claims that Starbucks made the most amount of profit from the people born between 1977 and 2000, also known as Generation Y. When it comes to the psychological attributes, Starbucks segmentation shows that the majority of customers represent the upper-middle class and, in most cases have a college degree (Rafii, 2013).
Blankston and Kalafatis (2007) argue that positioning has been neglected by marketers and has received the least amount of attention but is a potent tool in modeling and defining the physical aspects of our products and the perception of those products. Starbucks has tried to maximize both the tangible and intangible aspects. They sell exclusively high-quality products but also work hard to make the whole experience when visiting a store more personalized. Factors that enhance customer satisfaction are the well-trained employees and the little things like writing each person’s name on the cups. Those tiny steps helped Starbucks fight competition and are perceived as a high-end brand where the customer gets a unique experience. Moreover, Starbucks’ selling proposition gives them a competitive advantage. Good customer service, personal touch, and a cozy and friendly environment are critical nowadays with fast-paced living where social interactions are continuously decreasing. Moore (2006) claims that the company has created this industry single-handedly and is now the undisputed leader.
To extend on the company`s general plan and the objectives we have set for ourselves, we must also design and utilize a marketing mix of factors within our control – product, price, place, and promotion (the four Ps) Armstrong, Kotler and Opresnik (2020). To develop the best possible strategy to build that profitable customer relationship, the company should conduct thorough analyses, devise a plan and finally implement and exercise control over the whole process. Backtracking through those steps can help us understand what Starbucks has done to fulfill the needs of its customers. 
When we mention products, one thing springs into the mind: coffee, but there is more; Starbucks also serves food, sells mugs and packaged coffee beans to be used at home  (Starbucks, 2022). They make the most profit with hot and cold beverages, and their specially designed mugs have helped Starbucks become a cultural phenomenon around the world and are part of their unique selling point.
There is, however, a considerable amount of criticism, mostly about pricing. Fernandez (2010 argues that consumers feel like large coffeehouse chains provide lower quality products and do not enjoy Them as much as more local specialized coffee shops. They find Starbucks focused on high profits rather than pursuing uncompromisable top quality. The well-known branded mugs cost between £5 and £15 (Starbucks Store, 2022), and captive pricing is also in place. The employees are trained to propose extra items to the customers (e.g., cakes and pies) to make them spend more. Starbucks got a big hit in its reputation when it received a wave of criticism from China, where the population was left unsatisfied with coffee prices (Kamenetz, 2013).
Ideal location, eco-friendly and trendy atmosphere are what Starbucks is known for. With its 34,123 stores in 80 countries, this is no small task. They have an extensive presence across Europe and the United States, and branches of the company can be found in both large cities and small villages. (Starbucks, 2022)
The impressive number of locations means that television and radio commercials are obsolete. Promotion is mainly done by social media and the world of mouth. A customer card scheme also supports the marketing strategy, but most of the effort goes into building social relationships and a continuous online presence. Part of this whole package is the unique language devised for the stores (Morriss, 2012), making the whole ordering experience distinctive for the brand. Over the years, Starbucks has also educated its customers about drinking different types of coffee throughout the day ( Smoothie, lattes, ice coffees), which has created a new viral need.

We have examined the central concept of marketing and the necessary steps in the marketing process that every company needs to take to engage with the targeted audience and build profitable relationships. We dug deeper into understanding the complexity of the marketplace and anticipating customers’ needs. Starbucks is a fantastic example of a Marketing strategy constructed and implemented to a very high standard, placing customer satisfaction as the ultimate goal while still being mindful of the potential social benefits they can provide. The company’s main advantage is the market itself. Since it was established, there has always been and always will be a huge demand for coffee, and on top of that, visiting coffee shops is becoming increasingly trendy. However, the competition is fierce in this feeling, and even brands like McDonald’s are fighting for a piece of the market, so retaining the number of customers and keeping them coming back is essential. Starbucks also has the segmentation part of marketing down to an art. With the leading group of customers between 18 and 40, many specific strategies would suit this demographic group perfectly. High-quality products for all those mature customers combined with new and creative beverages for the younger coffee lovers, all wrapped up under the premium brand image. What Starbucks sells is not just coffee but a social image. The brand is perceived as the highest quality with modern-looking storefronts. Furthermore, the brand has a significant influence over social media. They try staying closer to their customers as a marketing strategy, engaging the community in different campaigns, and generating ideas for improvements. This kind of research and development with the customers’ input has proved to work very well for Starbucks, and at the end of the day, solid results speak louder than words. Starbucks is loved by its target audience and has managed to keep up with current trends, rapidly expanding its customer base and profits.
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