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Introduction 
Marketing is crucial to corporate operations. The process includes market research, product development, pricing, promotion, and distribution. This process helps businesses identify their target audience, understand their needs, and create effective strategies to engage them. Marketing is vital to brand recognition, customer acquisition, revenue growth, and company expansion. Without a clear marketing process, companies would struggle to build customer relationships and achieve their goals. The present report emphasis on the role of marketing mix in the organization marketing process. 
[bookmark: _Toc148387522]Role of marketing mix in marketing process stage 
Business Objective of Starbucks Coffee 
· Provide New Products to Customers 
· Source Finest Coffee beans with sustainable sources 
· Open New Stores through develop of strategic partnership 
In order to achieve this marketing objective, the organization has need to develop marketing processes which are as follows. 
[bookmark: _Toc148387523]Market Research and Analysis:
In order to gain the market research, the firm needs to understand the current market trends, customers preferences and factors which can impact on the performance of company. For this PESTLE analysis can be used. 
	Factors 
	Impact

	Political 
	Global government social distance and lockdowns are a political factor. Starbucks' sales and revenue have dropped due to these restrictions forcing numerous outlets to close or reduce capacity. Starbucks' reopening has also been affected by government business reopening decisions. Getting beans for their products is also important (Lombardi, Chidiac and Record,  2021). A stable supply chain for Starbucks depends on political stability and trade connections across countries. Trade agreements and international conflicts can affect coffee bean availability and price.

	Economical 
	Starbucks, like many other businesses, saw revenues plummet during lockdowns. Coffee shop demand dropped as individuals worked from home and city center foot traffic decreased (Li,  2022). Due of cost concerns, Starbucks had to close many outlets and lay off workers. In addition, Starbucks also faced many issues from sources of raw- material. 



	Social 
	The pandemic's social effects have affected Starbucks' operations and consumer behavior. First, the fear of getting the virus has reduced foot traffic at Starbucks outlets, prompting the corporation to rely more on delivery and drive-thru services (Haddon, 2020). Second, social separation reduces store sitting, encouraging online ordering and takeaway. 

	Technological	
	[bookmark: _Int_sP4wk7vz]The company's capacity to adapt to technological advances has helped it survive and succeed in these challenging times. Starbucks immediately adopted contactless payment and mobile ordering methods to allow customers to enjoy their favorite drinks without physical contact due to social distancing measures. The corporation has substantially spent on digital marketing and virtual events to boost its online visibility. 

	Legal 
	Legal issues shape the coffee giant's business. Starbucks faces new health and safety, labor, and consumer protection rules post-pandemic. These regulations must be followed to retain consumer and employee trust. Legal issues also affect Starbucks' expansion, supply chain, and price. Starbucks' success following Covid-19 depends on adapting to the changing legal framework.

	Environment  
	Global economic slowdown reduces consumer spending power. Starbucks has had to rethink their supply chain and discover cheaper, ethical ways to get coffee beans without sacrificing quality. Environmental factors including transportation emissions and waste management are crucial (Jacoba, 2022). Starbucks Strategic Analysis.Supply chains are vulnerable to disturbances, as the epidemic showed. Climate change-related extreme weather can impair coffee production in some locations, harming Starbucks' sustainable bean sourcing. Thus, climatic resilience and sourcing location diversification are crucial for supply chain stability.



[bookmark: _Toc148387524]Product/ Service Introduction for target audience
After the covid-19, the preferences of customers are changing. The target audience of the firm is for the health-conscious people. Customers prefer more vegan products.  36% of vegan customers belong to the age group of 25-34. Starbucks should consider expanding its menu. Though known for its coffee drinks, the corporation can develop new and inventive items. More plant-based or better food options can meet the growing demand for healthy lifestyles. Gallup reports that 39% of Americans are aiming to eat more plants. Starbucks can attract new consumers and satisfy existing ones by offering more options (McCarthy and  DeKoster, 2020). Additionally, Starbucks should keep investing in technology to improve customer service. The company has seen success with mobile ordering and payment. The 2020 Starbucks Annual Report shows that 17% of transactions were mobile. Starbucks can streamline operations and boost efficiency by creating and integrating these technologies.
[bookmark: _Toc148387525]Development of Strategy:
[bookmark: _Int_tlGHEx46]In the marketing process, the organization needs to use other marketing mix like price, place, and promotion strategy.  In this the firm need to make focus on positioning of its current performance through the other strategy which is as follows. 
Price
 Starbucks must carefully analyse its price plan to recover. They should start by offering competitive prices to entice clients who may be more price-conscious due to the economic situation. To encourage repeat purchases and consumer loyalty, Starbucks can provide value bundles or loyalty programmes (Wang, 2021). To maximize revenue and control capacity, they might use demand- and time-of-day-based dynamic pricing. Finally, Starbucks should invest in digital platforms and contactless payment solutions for customer convenience and safety. Starbucks may recover and thrive after Covid-19 by changing their pricing strategy.
Place
[bookmark: _Int_MtU1Cj2J]Starbucks needs a location strategy to recapture market share as the world heals. First, extending its drive-thrus would satisfy customers' convenience and safety. Customers might enjoy their favorite drinks without leaving their cars using this method (Lombardi, Chidiac and Record,  2021). Mobile ordering and delivery are essential for improving the digital experience. Starbucks may expand its client base and offer contactless service by working with popular delivery platforms. Finally, targeting suburbia and smaller places with lax social distancing could help Starbucks attract more customers while maintaining their safety.
Promotion 
Social media and targeted internet ads should be used for digital marketing to reach more people. Offering special discounts and promotions through their mobile app might also encourage repeat business. Working with local personalities and organizations can also boost brand positivity. Finally, Starbucks could promote their eco-friendliness and environmental causes in their advertisements. Starbucks may recover its consumer base with these techniques.
Implementation of Strategy 
In order to implement strategy, the firm need segment the market as per the marketing mix. Starbucks segments their product vegan menu by psychographic and behavioral traits. Psychographically, Starbucks targets vegans and plant-based eaters on the basis of economical price strategy (Liu, J., 2022). Sustainable, animal-friendly, and health-conscious decisions are priorities for this group. Starbucks offers a vegan menu to meet ethical and dietary needs. 
Starbucks recognizes that vegans prefer restaurants with inclusive menus over those that must change their food. The company segments by creating vegan food and beverage options for this market niche. Starbucks offers vegan pastries and sandwiches made with tofu or jackfruit, as well as plant-based milk substitutes like almond or soy milk. The product can be delivered through its coffee chain and mobile order as well. Starbucks uses social media and relationships with vegan leaders to target certain audiences. This method shows their commitment to high-quality vegan products, promoting brand loyalty among this customer demographic.
[bookmark: _Toc148387526]Effectiveness of Strategy 
The last process of marketing is checking the effectiveness of the strategy.  There are various metrics used for checking the effectiveness of marketing mix. 
· First, the product component analysis examines how well Starbucks has created its plant-based goods to meet customer needs (Subramaniam,  2020). This determines if Starbucks is satisfying customer needs. Analyzing sales and consumer feedback can quantify this phenomenon.
· Pricing affects customer behavior. Starbucks' pricing strategy for recruiting customers can be assessed by comparing the prices of its plant-based items to those of their competitors.
· The site factor is also crucial to the analysis. This demands a detailed look at how Starbucks promotes its plant-based items in both shops and online (Mi,  Zhang,  Zhang and Du, 2021). This can be examined by analysing sales data from various geographies and distribution methods.
· Finally, Starbucks promotes its plant-based goods through advertising and social media. Measurements of brand recognition and customer contact can assess these promotional campaigns' effectiveness.
[bookmark: _Toc148387527]Conclusion 

The company quickly adopted contactless payments and drive-thru services to respond to shifting consumer behavior. Their focus on digital marketing and social media involvement helped them retain loyal customers. Starbucks recovered from obstacles and shop closures to restore its coffee industry leadership. Starbucks is poised for post-pandemic success with its customer satisfaction and creative marketing efforts.
[bookmark: _Toc148387528]Recommendation 
· Starbucks has become extremely popular worldwide. Starbucks must examine ethical supplier practices and provide vegan items to be successful and attract more customers. This is possible with the marketing mix.

· Starbucks should start with ethical coffee bean procurement. Starbucks supports sustainability and local communities by ensuring its suppliers follow fair trade practices and pay farmers fairly. This will boost the company's brand and attract ethical, socially sensitive customers.
· Second, Starbucks should add vegan options. More vegan cuisine and non-dairy milk options will attract more customers as plant-based options expand in popularity. This move will attract vegans, people with dietary limitations, and health-conscious people.
· Starbucks could promote ethical sourcing and vegan options through numerous means. This could involve social media campaigns promoting their sustainability or working with ethical consumerism influencers.
· Finally, pricing influences consumer choices. While ethically sourced products may cost more, Starbucks must balance price and quality. Competitive pricing will make these products more affordable for other income groups.
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