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1. Introduction
The main and most successful element in an organization, company, or another type of business is marketing, being the main connection between the provider and the client. Marketing is an ensemble of measures that promote goods or services as a result of which profit is obtained from their sale, in simple words, it is the ability to sell a product or service for the benefit of both the business and the target audience. To do this, marketers come up with names and slogans, develop beautiful packaging and organize promotions that show customers how the product will change their lives for the better and make money for the business. However, the marketing mix is the most effective and often used strategy. The marketing mix is a marketing theory based on which all brand promotion methods are compiled and combined. The paper's object of study is the Starbucks Company's marketing. The subjects of the paper are the marketing mix used by the organization, such as blogs and analysis. In this assessment, we will analyze all the strategies and ways of promoting and presenting the company's products and services.


2. Theoretical aspects of the Marketing Mix
The marketing mix is a marketing conception based on which all methods of brand promotion are compiled and combined. It is a tool that helps you obtain profit and long-term prospects, offering the public what they need, exactly what they are looking for. The function of marketing is to familiarize consumers with the products offered by the company. A marketing mix is a system that contains some basic elements that a company puts into practice to convince a buyer to buy its products. As the term suggests, it is a combination of many strategic marketing tools. In other words, the marketing mix has a role to create an offer for the market. The classic version of the marketing mix concept is 4P, but over the years things have evolved and the concept has expanded. In this paper, we will talk about the 7P concept which includes: Product, Price, Place, Promotions, People, Process, and Physical Environment.



3. What is Starbucks and where does it all start 
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                                   Figure 1: Starbucks Logos
Starbucks is positioned as the largest coffee chain in the world, having its brand of coffee, ground or beans, soft drinks, tea, pastries, as well as utensils and coffee machines. The history of this successful brand began in 1971, with three co-founders Jerry Baldwin, Zev Sigel, and Gordon Bowker. The three together laid the foundations of the giant Starbucks, the largest coffee chain in the world. As a simple store where the most appreciated assortments of coffee beans from around the world were sold. The name of this company is inspired by the masterpiece of universal literature Moby Dick. Starbuck is the first mate and is the only man aboard the Pequod. However, over time this name has been modified in several aspects. Just like the name of the company and the brand logo, it is an inspiration from marine mythology, representing the mysterious, nautical figure of a mermaid, which has also been modified over time. The one who named the company and changed it from a simple coffee shop to a coffeehouse chain is Howard Schultz, the company's former head of marketing. According to data published by the company, in 2021 Starbucks is the largest coffee company in the world, with 33,833 retail locations.

4. Analysis of the Marketing activity of the Starbucks Company
The analysis of marketing activities is an economic and strategic evaluation of the activity of a company or of an enterprise, based on which a series of management decisions related to the company's behavior in the market is usually taken.

4.1 Starbucks Coffee Company’s Products Strategy
The basic element of the marketing mix is the product or assortment policy. The product is the basis that should help consumers solve their needs, meet their expectations, and bring them value - benefits. In any Starbucks store in the world, you can enjoy the intense taste of coffee beans, as well as a variety of refreshing drinks. Also at them, you can enjoy the freshest and most delicious sandwiches, wraps, toast, and pastries. All the products are made from fresh, natural ingredients, without specific additives. The most important thing is that you can find snacks for every diet. They are lactose- or gluten-free appetizers, or for vegetarians. To be sure you are ordering a product without allergens or lactose, it is very important to read the information on the package, you can also do this online when you go to the Starbucks page, where all the ingredients are listed. This variety of products that comes with high-quality content, nice packaging, and a warm and friendly service captures the attention of many food and beverage markets.
4.2 Starbucks Price Strategy in Marketing
One of the main problems for the company is to establish the optimal price of the product, which, on the one hand, would be high enough to ensure profit, on the other hand, would not scare off buyers. The company investigates competitors' prices, sets the retail price, and also thinks about the discount system. The pricing strategy at Starbucks is a premium one, their products being more expensive compared to other companies. There is a risk that such a tactic could alienate a certain segment of customers, especially in periods of economic difficulties. However, offering products at high prices has its advantages, because buyers usually associate more expensive products with better quality. This strategy works at Starbucks, justifying the prices they charge. A higher price is required for a quality product.
4.3 Starbucks Place Strategy 
In November 2021, Starbucks registered 33,833 thousand stores in 80 countries of the world. Their stores are very accessible, and well laid out, where every customer can relax. Almost all of the company's stores are located in crowded places with high traffic. In addition to their stores, they also sell their products through the world's leading supermarket chains, such as Walmart, Tesco, Sainsbury's, and others. Starbucks has also expanded into the online sphere. By accessing the Starbucks app, you can easily place orders and make electronic payments. Customers can use the mobile app to pay and top up Starbucks cards and earn rewards.
           4.4 Starbucks Marketing Promotions
It is probably the most powerful element of the marketing mix. These are the TV or radio advertising stations that will bring customers not only to the website but also to the points of sale. Usually, those from Starbucks promote their products with the help of relationships and interpersonal communication. They focus more on:
Advertisement
Sales promotions
Public relations.
You can see their advertising on TV, in print, and on the Internet. The main sources of advertising are Facebook, Twitter, and YouTube. 
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This summer at Starbucks you can catch the most refreshing promotions. Collect stars with each payment and you will be rewarded with a drink on the house or you can become a Gold member where you can benefit from additional shots of espresso, selected syrups, and whipped cream. For every £1, you get 3 stars. If you like adventures and camping and you're also a coffee lover, then don't miss the offer. Those from Starbucks have prepared a collection of mugs and other useful products for a getaway. Starbucks Eco-Camping Collection is now on the super offer of -30%
           4.5 The role of people in the development of Starbucks
Every company is based on people, these being employees, task executors, sales staff, and even the general director of the company. It is very important to have the right people, qualified and well-trained people because they are part of your business like your products and services. Starbucks has a well-defined employee training program. The company provides training for new baristas, shift supervisors, store managers, and regional managers. They have some well-defined and strict rules so that every worker feels safe, and not to be discriminated against or harassed. They are guided by the idea that a happy employee equals a happy customer. Employees and service are the images of the company, that's why workshops, masterclasses, and other activities have been organized that increase both the company's productivity and the relationship with clients. Starbucks uses the LATTE system which means Listen, Acknowledge, Thank, Take Action and Encourage to come again. A very useful and appreciated system in working with customers.
            4.6 Starbucks process and innovations
Starbucks is not the company that approves the huge queues at stores to take a coffee with you or to enjoy it on the spot, that's why they go in line with new technologies for more efficient work, where people are less stressed and served in a faster time. The digitized cards that offer discounts, and loyalty points, the phone application is a very useful and quite accessible method to order any product at home or the office. All these things increase the development of the company and attract more and more customers because they are easy to remove and use.
4.7 The physical environment of Starbucks
In addition to the wide range of products presented at the highest level, the people at Starbucks place a lot of emphasis on the physical environment where they operate. All the stores around the world have individual designs, each location having a special vibe. Each location is well arranged and equipped with all the necessities, the calmest colors and the best music for relaxation are chosen. The atmosphere in Starbucks stores is very calm and relaxed, where all customers can enjoy their coffee. Starbucks also comes up with something quite important and effective for the environment. The company is quite friendly to the environment and that's why they set out to launch an innovative program of 100% reusable cups. They want to become a positive resource company, thus storing more carbon than emitting. These cups can be used both for drinks for both hot and cold drinks.
5. Conclusion
The essence of branding is, first of all, the development of a name, concept, sign, symbol, and design to identify products or services, establishing their differences from competitors' products and services. Starbucks has experienced tremendous growth through its smart marketing tactics and personalized service. With a customer-centric approach, the company gradually established itself, expanded its business, and eventually went beyond. Today it operates in 80 countries and generates over $20 billion in revenue per year. For continued success on their side, the company must have creative thinking and the ability to locally customize its product offering and store positioning. Without a doubt, Starbucks is a successful company, but to keep customers and for their products to be in demand, it is necessary to evolve and continuously attract customers to their stores.
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