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1.0 Project Justification 

1.1 Aims and Objectives

Marketing research is fundamentally related to all marketing activities undertaken by Starbucks. At Starbucks, every activity from seller to customers in the market are covered by their marketing research (Sindhwani and Ahuja, 2014). Market research has continued to play an important role in terms of generating marketing related data used in strategic decision making. It also helps to understand the changing consumer patterns of consumption, spending, and attitudes towards a product. At Starbucks, the product research is basically related to products being marketed to the consumers. It is often important when introducing new products considered to be amenable to customers (Aithal, 2017, p.41). Pricing research focuses on the analysis of prices strategies and policies (Islam et al, 2018). The main aim of the project is to critically analyse the trends within the market research techniques employed by Starbucks within the last five years in the industry and  come up with strategic solutions to further improve these techniques to give the company competitive advantage. The major objectives of the paper are as follows:

To identify major market research techniques developed by Starbucks in the UK coffee market in the last five years by the end of the second week.
To increase awareness of the effects of market research techniques developed by Starbuck on competitive advantage and customer relationship by 10%  within the next 6 months.
To illustrate how market research has enabled Starbuck to establish safety and long-lasting relationship with customers in the coffees industry within the last five years.
To improve the existing market research techniques of Starbucks to increase sales by 16% in the next one year.
1.2 Rationale 

The project is necessary to understand the fundamental role played by market research to the success of Starbucks in the industry. Market research is a critical strategic framework to identify and familiarise with consumer’s traits and behaviour (Kim and Mauborgne, 2014). It entails a systematic accumulation of appropriate and up-to-date information which helps in generating a consumer insight (Harrington et al, 2017). Also, it uncovers the sales opportunities while lowering the risks of adverse decision for the brand. Zikmund et al, (2013, p.16) believe that it is imperative to obtain up-to-date research on a target market in order to connect with customers since consumer wants and needs tend to change with time. The market research is meant to improve the market research techniques of Starbucks to facilitate deeper and fresh insight of consumers and use the data to develop strong brand loyalty and value (Hair et al, 2015). Also, the market research is utilised to dichotomise the target market, price, products, and distribution to gain a wider perception where the firms stand (Cooper, 2016). Starbucks’ marketing research has enabled them to get the best target market, consumer attitudes, target market size, preferences, and the lifestyle of the market (Taecharungroj, 2017, p.552). With an improved market research techniques, Starbucks will gain stronger competitive advantage, unique brand equity and customer satisfaction and retention. According to Babin and Zikmund (2015), a business that seeks advantage is mostly exhorted to create a distinct competency at the least cost and at the same time attain differentiation using superior value. 

2.0 Business Case and Project Approach 

Starbucks Corporation of the US is the global main retailer and roaster of expert coffee (starbucks.com, 2019). It has a wholly-owned subsidiary as Starbucks Coffee Company Ltd (UK). In the UK, Starbucks is the market leader of the entire branded coffee shops. Through gaining 65 Seattle Coffee company stores, Starbucks entered the UK market in 1998. In the UK market, characterized by intense competition, market research has become the epicenter for competitiveness for the market players (Harrington et al, 2017). Marketing research has become part of the company strategy and it used to position the company strategically (Bell et al, 2018). For long, Starbucks has heavily invested in market research with the intention of gaining a wider larger market share and competitive advantage. The management understands the importance of   market research strategy and have invested heavily in various technique to remain competitive. However, there is need to move beyond the current approach being used and explore the new technologies to efficiently cover vital elements of marketing in the UK market. According to Morgan et al, (2015), with increasing level of competition, there is the need for the company to revamp its market research technique in order to retain its market position in the UK market. Furthermore, with massive technological advancement and increasing entrance into the market by potential competitors, Starbucks must be able to intensify its market research and come up with strategic ways to reach out to their potential customers while retaining the current customers in the UK market (Chebeň et al, 2015). Starbucks must be able to fully understand its current market in the UK in order to come up with a strategic approach that will improve their position in the market and give them the needed competitive advantage. Hair Jr et al, (2015) asserts that a sound marketing decision demand precise and timely data concerning the market, consumer behaviour, and competitors. It is commonly employed in solving strategic marketing problems. To be able to formulate a strategic marketing technique that will be viable, Starbucks should ensure to adopt a more systematic and continuous process that will enable them capture the vital aspects of the target customers in the UK (Dickson et al, 2015).

3.0 Research Methodology 

The present study will primarily use secondary research. The secondary data are mostly historical and already assembled (Eriksson and Kovalainen, 2015). Secondary data will be gathered from online articles detailing the marketing research strategies adopted by Starbucks and its implications. Journals, academic articles, books and company websites, and company reports will be used to gather secondary data. The main advantage of using secondary research method is that data could be obtained much easier compared to the collection of primary data. The secondary method is also less expensive in the data collection that primary method. The data is readily available on the websites (Johnston, 2017, p.619). Also, secondary research has been shown to be vital as it enhances the currently existing primary data. Using the secondary data, the research will be able to understand the industry where Starbucks operates in, its competitors, major marketing strategies and profitability trends. All reliable data can be accessed much easily form the company reports and websites (Eriksson and Kovalainen, 2015). Other reliable websites will also be accessed such as Bloomberg and economists. The information obtained is not likely to be biased since the websites that will be used are highly reliable and report based on the company’s reports. In sampling design, judgment sampling will be suitable to identify the sources to be used in the study (Hair Jr et al, 2015). This approach does not use chance section procedures and is suitable when conducting secondary research. This implies that the researcher will identify and critically evaluate the reliability, suitability, and objectivity of a source before including it as part of the references to the study. The main limitation of this methodology is that a small sample will be used and this will imply that the findings could not be generalised to the entire food and beverage industry (Eriksson and Kovalainen, 2015). Also, it is not feasible to sufficiently cover all aspects of the market research which further affect the generalization aspect.

4.0 Project Management Team Structure / Project Manager / Consultant

I believe I have all it takes to be the consultant considering my higher level of creativity, organized and diligence. I have a demonstrated record of developing unique brands both for employers and clients. Also, I have an extensive and deeper experience in preparing marketing budget, fostering revenue growth and developing strategies for customer relationship development.  Working as an assistant marketing consultant at ExoNet.com, I was fully engaged in conducting marketing research on industry trends and opportunities. This greatly improved my skills and knowledge in market research which I believe would be a great asset to the company. Furthermore, I was also engaged in developing and implementing key marketing strategies for the software products and services, draft marketing plans, monitoring the marketing projects and giving client’s feedback to the software development team and the marketing department. Furthermore, working as a marketer at Crawford, I partnered with the clients and established objectives and goals and succeeded in improving sales by approximately 60%. My experience at Crawford presented me with diverse challenges which I believe improved my critical and strategic knowledge. I also possess some of the unique management consultant skills that I believe would be an asset including great interpersonal communication skills, strategic, strong marketing expertise, marketing automation experience, excellent professionalism, motivated attitude, and strong leadership skills.

5.0 Project Plan

The project plan is important in any research since it helps to guide the researcher on major elements and aspects that must be accomplished together with their time of accomplishment. For the present research, the below project plan will be adopted:

	Date
	Activity

	1 March 2019
	situation analysis (SWOT and PESTEL Analysis)

	8 March 2019
	Analysis of suitable theory

	15 March 2019
	Summary of findings

	18March 2019
	Results and Discussions

	19 March 2019
	Conclusion and recommendations)


5.1. SWOT Analysis

To understand the internal situation of Starbucks, a SWOT analysis would be important and this is given in the table below.

	Strengths
	Opportunities

	A recognized global brand.
Highly innovative products.
Good reputation globally.
Stronger organization culture.
Most ethical company globally in 2012.

Excellent value network.
	Advertising local charity drive.
Advertising environmentally friendly policy.
Niche market-‘Coffee-on-the-go’.
Closer working relationship with the trade unions.

	Weakness

Failure to guarantee that products are free from genetically modified ingredients.
Hierarchical management structure leading to slow decision making.
No consideration on cultural differences.
	Threats

World economic crisis

Increasing waste production

Resistance ion the international states

People continuously becoming health consciousness of hence avoid fast foods (Lombardo, 2019).


5.2. PESTEL Analysis

The PESTEL analysis helps to understand the internal and external environment of start bucks. Understanding the environment where Starbucks operates in is important to understand how their market research techniques have been effective and areas that must be improved. The PESTEL analysis is thus given below:

	Political 
	Economic 
	Social 
	Technological 
	Environmental 
	Legal 

	Subject to the EU laws and regulation.

Increased of business participation

Stronger existing relationship.
	 The UK banks are highly stable.

 In 2012,  Sweden had 7.6% as its unemployment rate

UK is considered an export-dependent state.
	 Higher average life expectancy.

Aging population.

Declining birthrates.

Language is the most widely spoken language.
	UK is leading in terms of R&D.

New development in technology.

Higher levels of innovation and invention.
	Stronger global environmental image.

Anti-litter laws and other existing EU legislation.

Tax on waste management.
	Stronger trade unions in the UK.

Strongly encourages foreign investment.

There is no stated minimum wage (Dudovskiy, 2017).




6.0 Conclusion

The project focuses on the analysis of the market research techniques and how they can lead to the needed competitive advantage and improved customer relation. From the analysis above, it is evident that Starbucks has been using various strategic market research technique and have been able to build a large market share and remain competitive. However, with the advancement in technology and changes in customer needs, there is the need to further improve their market research techniques. Through understanding how to approach a highly diversified target market, the marketing research techniques must be designed to target a specific aspect of the market and adapted to suit their needs.  The secondary research was chosen considering its low cost and ease of accessing data. Using secondary research method, the researcher will able to gather necessary data that will help improve the current market research used by Starbucks which will further improve their competitiveness and enhance customer relation.
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