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There are core activities that need to be executed properly on the part of every business. Of those activities, marketing is one of the most crucial ones. Marketing helps businesses to reach out to the customers and build a community. Furthermore, there are many stages to the whole process of marketing, as well. Businesses all around the world have suffered greatly from the recent COVID-19 pandemic and were forced to comply to the situational demands and change necessary structures accordingly. There have been great changes in the overall operations of a business due to the impacts of the pandemic. This report will properly outline what marketing is and the processes involved in it. Then it will provide a macro environment analysis on Starbucks to bring out the factors that now affect the company through PESTEL analysis. After that, a thorough micro environment analysis will also be carried out by doing SWOT as well as Porter’s five forces model analysis of Starbucks. In addition to these, advantages and disadvantages of Porter’s five forces model will be incorporated. Then the marketing mix of Starbucks will be identified along with segmentation, targeting and positioning of the company. Finally, necessary recommendations will be given with a befitting conclusion to sum up the report.
[bookmark: _Toc111054513]Definition of Marketing
Marketing is the aggregate of a bunch of activities that businesses undertake in order to promote a product or service to the mass. Marketing usually involves activities such as advertising, selling, delivering of products or services to the customers. (Brooksbank, R.W., 1991) Marketing mainly intends on getting audiences who are prospective and align with the product or service requirements the best so that the businesses don’t have to struggle to sell the product or service in question. As marketing involves different activities which have mentioned already, different strategies and plannings are also undertaken to execute those activities in the best possible way. Such strategies might include taking ambassadors who are widely acclaimed and popular, having catchy phrases on or around the products or services so that they can get the proper attention. Marketing has now proliferated into many directions although it started through traditional methods which include radio, television, campaigns, community services and many more. In short, marketing is something that seeks the attention of ideal customers to promote a product or service and properly infer the importance of it to the customers so that they can be compelled to buy it through psychological advantages. 
[bookmark: _Toc111054514]Description of the Main Stages in the Marketing Process
The marketing process majorly consists of four vital elements which are strategic marketing analysis, marketing-mix planning, marketing implementation and marketing control. These are the main stages in the marketing process that need proper execution to derive the best possible results. Description of these stages are given below.
Strategic Marketing Analysis: The strategic marketing analysis includes different aspects such as market segments, market niches, positioning etc. Market segments simply refer to the identification of needs in the market with proper alignment with own capabilities. (Etzel, M.J., et, el. 2001) Market niches then divide the identified needs into even narrower choices so that the businesses can incisively deliver. Positioning is something that helps businesses to establish the image or vision of the company itself so that they can be differentiate themselves from others.
Marketing-Mix Planning: When a company develops all the necessary strategies, it then has to refer to the development of tactics that can facilitate the achievement of the goals instated beforehand. (Kotler, P., et, el. 2015) This includes components such as product, price, place, promotion etc.
Marketing Implementation: Marketing implementation is a pivotal point in the marketing process as it creates congruence among all the activities that are executed in the whole of marketing process. Marketing implementation helps to better allocate resources so that the best possible results can be achieved.
Marketing Control: Marketing control also differs in the categories it falls under such as annual-plan control, profitability control, efficiency control, strategic control etc. These controlling activities serve different purposes and work in harmony so that proper use of the resources can be ensured.
[bookmark: _Toc111054515]Macro Environment Analysis
Macro environment comprises the external environmental factors that affect the operations of businesses and significantly impact on the determination of a business’s success as they heavily influence the strategies, planning and all the other associated elements that businesses undertake in order to achieve the preplanned goals. (Yüksel, I., 2012) These factors are political, economic, social, technological, environmental and legal ones. The PESTEL analysis of Starbucks is given below.
[bookmark: _Toc111054516]PESTEL Analysis of Starbucks
Political Factors
As Starbucks sources its materials from countries that provide it for the best price, there are many regulations that the company needs to adhere to, so that it can keep operating and not exploit those source countries in any forms. There are also tax policies that differ from one country to another which impact the operations of Starbucks on different levels. For that reason, the favorability of political factors differs from place to place. 
Economic Factors
Economic factors have been debilitated by the COVID-19 pandemic all over the world and Starbucks being a company that provides high priced products in contrast to cheaper alternatives, the company has been affected greatly. Furthermore, the currency exchange rates are all the time changing and inflating for almost every country which is taxing the operations of Starbucks due to the cost it has to incur of both labor and operational. Again, local economic environment differs as markets change. So, the current condition is not in favor of Starbucks when considered the economic factors.
Social Factors
Social factors play a big role for a company such as Starbucks because the audience it has to its favor prefers the quality the company provides, but as the economic instability has been causing people to choose alternatives can force Starbucks to offer cheaper products as well, but it can come at a cost of quality which can be very problematic for the reputation it has built over the years. Again, the current generation values the different sustainability issues with these massive brands which also play in the adversity of Starbucks.
Technological Factors
Starbucks being a multinational giant can facilitate itself through the proper implementation of modern technologies in order to enhance the customer experience and derive better results in the long run. Starbucks runs Wi-Fi facilities almost in all of its outlets. Again, it supports mobile payments along with the adoption trait of innovative technology at all times. (Watch, T., 2022) 
Environmental Factors
Environmental factors can be a significant concern for Starbucks due to the operations that they execute about which the customers and environmentalists all around the world are concerned about. One significant aspect can be identified to be the environmental disasters that the coffee producing countries are now inducing. Again, there are many global warming and environmental issues that Starbucks can contribute to, because of their wide scale operational activities. In this regard, the environmental factors are in adversaries for Starbucks because the company now needs to focus on being more sustainable in terms of environmental aspects by properly adhering to environmental rules and regulations.
Legal Factors
Legal factors also differ form country to country and it can both be favorable as well as unfavorable for the company. In countries such as the UK, the regulations around employment are very rigid and companies are bound to follow those rules in order to operate. But, countries in certain geographical areas can be relaxant in the same regard. That’s why legal factors cannot be defined as something that is either favorable or unfavorable for Starbucks. Moreover, there are tax rules and regulations that Starbucks has to adhere to. As the products sold by Starbucks are already expensive compared to other offerings, if the tax rates and regulations are too rigid, the price will only be driving upwards which can be a detrimental issue for the company.

[bookmark: _Toc111054517]Micro Environment Analysis
[bookmark: _Toc111054518]SWOT Analysis of Starbucks
SWOT analysis refers to the analytics done on a company’s strengths, weaknesses, opportunities and weaknesses. (GURL, E., 2017) The SWOT analysis of Starbucks is provided below.
Strengths
Starbuck’s major strength is the brand value the company has created over the years of its existence. Secondly, the company’s financial performance is also quite formidable as the company ended fiscal year of 2021 with a hefty 29b Dollars in revenue. (Davis, A., 2022) The company already has a large number of stores. Again, one of the most important aspects of this particular company can be identified to be the taste that the company produces and the customers so very much are fond of. 
Weaknesses
As compared to the competition, the prices offered by Starbucks are one of the weaknesses that the company is suffering very much as the company can’t compromise the quality it provides. Again, the products that Starbucks makes can be imitated and harm the business’s profitability. As described before, the environmentalists think the company sources its raw materials from third world countries that are impoverished.
Opportunities
As a large corporation, Starbucks surely has a lot of opportunities to leverage from. First of which can be identified as expansion into developing territories even more. Furthermore, making a diversified product lineup is just the need of the time along with making the prices more affordable for customers so that more and more can be attracted with both quality and price. The company can also build up some partnership with other brands in order to boast a formidable existence.
Threats
Firstly, the company has too many competitors who are providing identical products with a very impressive price tag. Again, there are many big names in the market that the company has to compete with, as well. Furthermore, the COVID-19 pandemic will only increase the financial restraints for the company alongside the closedowns of many of its outlets.
[bookmark: _Toc111054519]Porter’s Five Forces Model Analysis of Starbucks
Porter’s five forces model suggests that there be five forces that a company needs to look out for and be able to overcome the barriers if need be. These five forces are described below in relation to Porter’s five forces model.
Competitive Rivalry: Competitive rivalry is a strong force for Starbucks to overcome firstly because the company has just too many of them, and even more dangerously with better pricing and offerings. Among this force, the most crucial one is this and others can be identified to be the variety of business which is in moderate level and again, another strong force is the low switching costs between coffeehouses.
Bargaining Power of Customers: This is another strong force for Starbucks to face because the customers have a wide range of options to choose from and again, the options available are both cheaper and proliferated than what Starbucks offers. (Greenspan, R., 2022) Furthermore, the size of individual buyers is typically small which is a small force, yet significant enough. As the customers in the coffeehouse markets already have enough substitutes of the core product sold by Starbucks, this force just becomes even more predominant than the rest.
Bargaining Power of Suppliers: The bargaining power of suppliers on the part of Starbucks is moderate due to certain reasons of which one is that the size of individual suppliers is moderate and also the variety of suppliers is moderate. But one particular aspect that is strong in this particular force is the supply shortages which is caused by the environmental issues. For this, the bargaining power of suppliers remains on balance.
Threat of Substitution: Starbucks being a coffeehouse and having almost no identifying products to its name, the threat of substitution runs high for the company. This is facilitated by the immense competition in the market as well as the low switching costs between coffeehouses and substitute product businesses. Furthermore, the cost of being substitute is also quite low which works as a strong force the coffeemaker company.
Threat of New Entrants: Although the probability of facing new entrants in the market is quite high, but the threat level remains moderate mainly because of the brand image Starbucks possesses which can easily demolish the chances of being overthrown by a new entrant in the market unless the particular entrant brings groundbreaking products or services to the market.
[bookmark: _Toc111054520]Advantages and Disadvantages of Porter’s Five Forces Model
Advantages:
1. Helps to evaluate and estimate the competition in the market
2. Enables businesses to understand the strengths and threats’ origin so that they can properly strategize and plan.
3. Aids in understanding corporate risk.
4. Assists to identify opportunities in the expansion of business. (Karagiannopoulos, G.D., et, el. 2005)
Disadvantages:
1. Possesses limitations as to how much information it can bring on the table.
2. Lacks the quantitative dimensions. (Dälken, F., 2014)
3. Doesn’t consider business risk factors.
4. Cannot be used in all industries similarly.
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Despite predominantly being a coffeehouse, Starbucks sells more than just coffees which include different beverages such as tea, smoothies, baked goods and merchandise. Surprisingly enough, Starbucks’ merchandises are quite popular, as well, which include mugs, instant coffees and as such.
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Starbucks is available in its own coffeehouses, retailers or through mobile applications. First of all, the company has a huge number of own coffeehouses that are always ready to serve the customers and these shops are positioned in accessible places. (Matlovičová, K., 2008) The products of Starbucks can also be availed through retailers. But, more importantly, Starbucks now boasts mobile applications through which it can deliver the products to the customers to their comfortable places.
[bookmark: _Toc111054524]Promotions
Starbucks follows quite a few promotional mixes which includes advertising, sales promotions, public relations and, the most predominant of all, word-of-mouth. (Edrawsoft. 2022) Due to the quality it provides, people mostly suggest their products to even more people which enables the company to have grown this much. Moreover, it also maintains public relations in order to amalgamate public support, as well. 
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The pricing strategy of Starbucks is that of a premium one. Starbucks capitalizes on the behavioral tendency of its customers who are willing to pay a premium for the best possible quality in the market. Starbucks uses that and prices the products and services it offers in that regard so that those customers can be attracted and then sold to. Through this, the company maintains a high standard, brand image. 
[bookmark: _Toc111054526]Segmentation, Targeting and Positioning of Starbucks
The STP model or segmentation, targeting and positioning model refers to strategic approach in the modern-day marketing which focuses on commercial effectiveness by choosing most valuable elements for a company or business and creating such a mix that can facilitate the company or business in every sphere. (Andaleeb, S.S., 2016) It is one of the most common models that are used in modern marketing. The STP model in relation to Starbucks is described below.
Segmentation: Starbucks categorizes its market basing on the differences in demographic, geographic, behavioral and psychographic. For this, the company uses different products with some unique traits in order to satiate the customer minds and then properly market it towards the general mass. This is done by differentiating the customer age, variable needs and as such factors that enable the segmentation of the company. (Edrawsoft. 2022)
Targeting: Starbucks’ targeting audience is middle to high income employees who seek quality products for their refreshment. Starbucks’ being multinational capitalizes on this very factor and try to gather as much market share as possible by providing the quality products to these targeted people. 
Positioning: The positioning of Starbucks’ products follows the great image that the company has built over the years and then using it to deliver the products to the customers by having them infatuated the subtleties that the products possess in contrast to the competing products in the market.
[bookmark: _Toc111054527]Recommendations
The COVID-19 pandemic has certainly set Starbucks back in terms of financial situation as well as consumer behavior. Customers are inclining towards those alternatives that offer similar or close to similar quality but at affordable prices. There are other issues that Starbucks now faces and needs to step up the game in order to overcome those complications and be at the helm of the coffeehouse market. The necessary recommendations for Starbucks to follow are given below.
1. Starbucks needs to drop the prices of its products all the while not compromising the quality it provides so that it can still be competitive in the market but not hurt its financial conditions in the process. This can significantly boost the market share it now possesses and strengthen its grasp on the coffee customers. 
2. The coffeehouse giant also needs to focus on its strategies, especially, the marketing strategies so that it can keep reaching the prospective customers and be in the competition.
3. Starbucks needs to penetrate the developing nations extensively in order to disrupt the market and gain popularity which can significantly boost its financial performance as well as dominance.
4. Starbucks also needs to make some differentiating and unique products that cannot be imitated by competitors or new entrants and that can effectively help the company to be more profitable as well as help in increasing the brand image.
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Businesses have been impacted by COVID-19 significantly and every single one of them, no matter how small or big in size and capacity, had to improvise to adapt to the situation. Surely, the marketing strategies have also changed and the associating factors such as macro and micro environmental ones have altered, too. Businesses are still trying to cope up with the increasing pressure derived from the pandemic in order to survive and be profitable. Starbucks is no different than other businesses. This report has shown the detailed analyses of macro and micro environments of Starbucks and how the company has been affected by the changes brought to the pivotal factors of these environment through PESTEL, SWOT and Porter’s five forces model. Furthermore, the marketing mix of Starbucks has been discussed in this report, as well. In the end, the report has been attached with segmentation, targeting and positioning of Starbucks and the necessary recommendations to help the company out of the troubles that it is facing as of now. By properly strategizing and making plans with outbursts such as the pandemic in mind, the company can swiftly recover, in time, due to the popularity and demand of the products and services that it offers to its loyal customer base.
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