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Introduction: 
Marketing Information about Starbucks 
In 1971 Starbucks established by the three local business that were selling their coffee to a high quality and in 1981 Howard Schultz had visited the store and he had paned to build a very strong business and he wanted to expand the high-quality coffee company and the name of the business was Starbucks. In 1990s 60 more Starbucks coffee shops was opened in United Kingdom and at the end of 2000s Starbucks had a branch of 3500. Starbucks is the lead of the coffee organization and the main opportunity of the future is the growth and the business objective is to develop the new techniques. Starbucks company aims for the leading brand in the coffee market by selling the products at a high quality and even better if the service builds a relationship between the customers.
Starbucks has a lot of numbers of the capabilities and the market leadership is the outlets as the customers relax from the work and home and the chain supply management. In 1998 Porter had three main strategies for the company and they had used to established like cost leadership and also, they had focus on the market. In 1996 Tokyo had stated a business and they had joined the local company and the business Starbucks had increased a lot of international expansion significantly and in 1998 they had 60 busy locations in the United Kingdom. In the same year the Taiwan, New Zealand, Malaysia and Taiwan. In 1999 Starbucks had opened the first store in China, South Korea, Lebanon and Kuwait and in the next year Hong Kong, Shanghai, Qatar, Saudi Arabica, Dubai, Australia and Bahrain had used Starbucks strategy and it really manage the strategy to the location of the coffee shop. 
Starbucks had banned smoking and they had asked employees to refresh the draining perfumes and Starbucks company culture had introduce the new techniques in the different region of the USA that they were keeping the shape of the coffee mugs. 
[bookmark: _gjdgxs]Discussion/ Evaluation and Critical Analysis: 
The organization that they chose for the task for the company analysis of using relevant concepts about reviewed in the module and using appropriate theory and modules. The analysis they will assessment of their external and internal and the factors of the competitive will force the company Starbucks. The report structure will start as a brief introduction that the company Starbucks will follow the strategic issues that faced the company. Social media will combine the loyalty card facilitates that will observing churn rate and Starbucks will pay lot of attention for indicator since they will show how many loyal customers will lose software when customers will start to lose the interest of the brand. In 2014 Traynor underline churn rate to be the most monitored pieces of the information that the company had time to react to the declining loyal customers and in order to bring him back. In 1998 they accorded Fournier as a company that must not overkill customers with the information. In general, they say that the relationship with marketing was critical to the companies since today. The business that has more human image will be opposed to mass marketing from 1920s. The company of Starbucks its handling with the relationships that marketing is an effective way by creating interactive environment. In 2012 Guzman is arguing that the brand with positive equity will considered with high strategic value. However, they do not respect their own values and this could damage customers preferences. In 2006 Kotler and Keller believed that for the companies they will like Starbucks branding and essential for their loyalty provides security predictability of the demand and it creates a barrier against the competitors. In 2013 Shaughnessy from Forbes announced that the company Starbucks it losing their reputation such as McDonalds. In 2014 Grissett had explained that American marketing Association journal is individuals and created a relationship with the brand and the word mouth it’s very important. The analysis that they found that was growing of the commercial online services for the newsgathering of the during each of the five year. The study was found in a growing ongoing and training for the development online skills reporters and therefore they editors.
In the era of the Big Data and the growing competition and is no longer enough that the Starbucks company is know as a tall skinny vanilla late. The iconic Seattle coffee brand is relying on Demand Planners and the Data behind the scenes and they increased the market and also, they used software to predictive and they had learned more about the boost sales in the process. The records of the purchased that they store in the last 12 months. Also, Starbucks capture the analysis data by the mobile apps and the customers use to pay for their drinks on the loyalty points. In 2016 Starbucks had said that 90 million transaction a week and they new a lot of combine with the other data and the local events deliver better than the personalized service. The social media had combined the loyalty card and facilitates and the churn of the Starbucks had to pay a lot of attention to the indicator since it shows how many loyal customers lost special software. Starbucks is the great of company because they had their own market strategy around their customers and they had investigated millions and dollars on the brand and advertising what to bring to the social benefits.
Between 18 and 40 year of age the opportunity of the different strategies of the coffee high quality propose is the consumers and the creative beverages. Starbucks does not only sell beverages and the social image most consumer want to be associated in a perceived way at a high quality. Starbucks wanted to expand rapidly to the local cultures by the transforming the American experiences that the consumers followed on the social media. However, Starbucks is a very successfully business that is doing constantly profits yearly. Customers life time value method is the project revenue that a customer will generate during the life time. In 1971 Jacoby and Chestnut and in 1978 the distinction between the behaviour loyalty was made. Starbucks had created a product and the customer service had begin to variated in the budget that was necessary maintain the behavioural loyalty.
The information that they used the product proposition and the customers will get the special offers and they feeling that they are saving money and they can get bigger quantities at the lower price. In 2012 the customers had spent more today than in 2011 and they hag get the same reward. Starbucks had mange to activate more efficiently and Starbucks had a solid CRM in the place. 
Conclusion:
Starbucks it an established part of the coffee shop culture in the UK and it will be regarded for its ethical of approach for sourcing and it will be global for opportunities. Costa coffee and Starbucks has a developed and a strong among of the student segments. In the UK market is a particularity to find the exploit a new innovative to get the product to the customers that drives into high football areas. In conclusion Starbucks will be as a very successfully slide at the major management leader or team that should have the external abilities to solve or overcome problems to sustain in the long term that market is well as leading it. Starbucks it a business that specializing in the coffee shop experience. Starbucks it was named after the first mate in the Herman Melville’s Moby Dick. In 1971 a single store in Seattle’s and a historic Pike Place in the market and it was in 1987 and Howard Schultz. They had turned the single storefront more than 19,000 and over 60 countries. In November in Washington on 4, 1985 went to public in June 26, 1992 the price of $17 or $0.53 and it was in stock and it was in trading in the first day at $21.50 per share. In January 23, 2014 the company growth was in global and their sales did increase by 4%. The revenue was 12% to a record by $4.2 billion and it was lower than the analysis and the predictions was $4.29 billion. The growth per share was 25% to a new record of $0.71 and currently the price of the stock was in trading with the round of $68 and it was a great potential for a grow. Starbucks was being valued in the competitors Dunkin Brands Group that was the best comparable that was discussed in the report later on. 
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Figure 1: Components of Markeling Information System




