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[bookmark: _Toc121911017]QUESTION A 
[bookmark: _Toc121911018]Introduction 
Through marketing management, a systematic controlling process has been determined, which has helped to set the right and feasible business goals of an entity. Besides, it also helps to organize profitable business plans step by step, which also helps to make the right decisions in business. Moreover, in executing the right goals to achieve maximum business turnover also, marketing management principles have helped to fulfill customer demands and satisfaction after all. 
In this study, based on the chosen organization of Starbucks UK, its macro and micro environmental conditions have been explored and discussed. Then, based on this company, its future marketing strategies and recommended actions have also been highly justified thereafter. 
[bookmark: _Toc121911019]Macro Environmental Analysis of Business - PESTLE Framework
For understanding the macro environment of Starbucks UK here PESTLE analysis is provided below: 
	Factors
	Insights

	Political Factors
	· It is a parliamentary democracy with constitutional monarchy 
· Politically stable with stability index of 0.97 (2022)  (Statista.com, 2022)
· Has good relationships with most strong nations like the US, Japan, Australia, and others recently due to war between Russia and Ukraine relationship with Russia is affected in a significant manner 
· Is a permanent member of UN (United Nation)
· Recent BREXIT deals have affected the nation in a great manner as well.  

	Economical Factors
	· It is the 6th largest GDP of the planet with 2.744 trillion US dollar GDP (2019) (Statista.com, 2022)
[image: ]
Figure 1: UK Current and Projected GDP 
(Source: Statista.com, 2022)
· Has a diverse economy however, recent Covid_19 has affected businesses in a significant manner, due to which the nation is under inflation
· UK inflation rate is 11.1%  (2022) ( Bbc.com, 2022)
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Figure 2: Inflation Rate of UK in 2022
(Source: Bbc.com, 2022)
· Corporate tax rate 19% (Gov.uk, 2022)

	Social Factors
	· The nation has population of 67 million approximately (2022)
· It has diverse population base, where people are multicultural, and multiethnic (Barbara et al. 2017) 
· Most of the people are educated and trained, which has great talent base  

	Technological Factors
	· It is known as the technological hub of UK 
· Most renowned companies have established their base in UK
· Government provides great sum of investments for R&D of technology 

	Legal Factors
	· As a democracy, every entity and individual has to follow the same the nation 
· For that organizations needs to follow employment act 1996  and equality act 2010 (Gov.uk, 2022)

	Environmental Factors
	· Certain changes in weather sometimes affect business and governmental processes as well as affects the tourism industry 
· Pollution like every other industrialized nation is the main problem of this country (Christodoulou and Cullinane, 2019)


Table 1: PESTLE Analysis 
(Source: Self-created)
Analysis: 
From the above-provided table, it can be suggested that overall business process ensuring the UK for Starbucks UK can be very effective for a better future. That is because the nation has a great economy, although recent inflation situations and high corporate taxes can affect the future development of the company. Moreover, as stated by Christodoulou and Cullinane (2019), having educated and trained people talent acquisition in this nation is easier which also can be a great help, moreover access to new technology in this nation is also easier than in most other nations which also assures a better future for the company. However, the organization needs to follow all the legal considerations for an effective business development process, moreover, it also ensures a greater pollution management process at the same time as pollution of the nation is a great issue. 
[bookmark: _Toc121911020]Porter’s Five (5) Forces Analysis
For understanding the competitive positioning of Starbucks UK here Porter’s five force analysis for the company is provided below: 
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Figure 3: Porter’s Five (5) forces Framework  
(Source: Created by the author)
	Forces
	Facts 

	Bargaining power of the Customers [Low]
	Bargaining power of the customer for the organization is low, that is because Starbucks UK has a great customer base in this nation, due to which complaints and opinions of a single customer do not affect the portfolio image of the company in a significant manner (Bruijl and Gerard, 2018). 

	Bargaining power of the Suppliers [Low]
	Bargaining power of the suppliers for the organization is low as well, that is because the suppliers maintaining relationships with this greatly renowned international company like Starbucks helps them maintain their businesses as well (Varelas and Georgopoulos, 2017). Moreover, the industry the organization operates in has a great number of suppliers so changing suppliers is not a great problem for the company.  

	Threats of New Entrants [Low]
	The organization has a great portfolio image and international customer base along with that great revenue as well, for a new company obtaining those is not possible with overnight business experiences, due to that threat of new entrants is low. 

	Competitive Rivalry in Market [High]
	There is a significant amount of competitive organization for Starbucks UK that can be found in this nation. Some of the main competitors of this organization in the UK are Costa Coffee, Pret A Manger, Cafe Ritazza, Café Nero, and others (Fourweekmba.com, 2022). 
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Figure 4: Competitors of Starbucks 
(Source: Fourweekmba.com, 2022)

	Threats of Substitute Products [Medium]
	As the competitive rivalry of Starbucks UK is high, it can be suggested that if any problems happen, the organization can most likely lose its customers, due to which the threat of substitutes is high (Varelas and Georgopoulos, 2017). However, the organization has a great customer base following and their services are also some of the best as per the opinion of the customers, due to which the organization has great loyal customer base for this reason only threats of substitutes for the company are medium. 


Table 2: Porter’s Five (5) Forces Analysis 
(Source: Self-created)
[bookmark: _Toc121911021]SWOT Analysis
This framework has been used for evaluating an organization's competitive position in the market by determining its existing strengths, weaknesses, opportunities, and threats. It also helps to establish strategic planning for the same organization based on the market's current and future potential. 
Now, here has been discussed and evaluated the SWOT analysis of Starbucks as follows: 
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Figure 5: SWOT Framework 
(Source: Self-created) 
	Strengths: 
· Strong financial and business performance in the beverage market 
· Acquired more than $4 billion compared to its market rivals (Uk.investing.com, 2022)
· High brand value among customers 
· High volume and penetrated price ranges of products in market 
· Good people management and soft skills for business success 
	Weaknesses: 
· High-price-based coffee drinks 
· High chance of products imitability by competitors in the market 
· Generalized standards and quality for basic products range in the market 
· European Tax avoidance issues in business 
· Products recall and negative reviews of most products in the market (Tsai et. al. 2020)

	Opportunities: 
· Further expansion across global market segments 
· Product specifications and business diversity aspects 
· New and Unique product line in coffee beverages 
· Profitable merger and acquisitions (M&A) with third parties (Chang, 2020)
· Digital marketing opportunities in business 
	Threats: 
· High competition in the market among low-cost coffee business entities 
· Lack of political stability and effects on key business operations 
· Change has been evolving among customer attitudes in business 
· Rising prices in procurement of raw coffee beans 
· Ethical or legal disruptions in business due to strict laws and regulations (Lombardi et. al. 2021)


Table 3: SWOT Analysis 
(Source: Self-created)
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Figure 6: Starbucks Income Statistics (Financial / Accounts) 
(Source: Uk.investing.com, 2022) 
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Figure 7: Starbucks Store Data 
(Source: Starbucks.com, 2022) 
In terms of strengths of Starbucks, the company’s $13.01 Billion brand value (2021), $29 billion annual revenue, $4.2 billion profit as of 2021, and huge numbers of stores have been highlighted with further numerous business opportunities (Starbucks.com, 2022). However, due to rising prices of raw coffee beans, high market competition, and others have been considered as the company’s possible weaknesses and threats in business at the same time. 
[bookmark: _Toc121911022]Segmentation, Targeting, and Positioning (STP) Analysis 
To understand the marketing mix of the company here STP analysis of Starbucks UK is provided here: 
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Figure 8: STP Framework / Model
(Source: Edrawmind.com, 2022)
Segmentation: Starbucks UK classifieds its market based on demographics, behavioral, psychographic, and geographic. In consideration, of geographic segmentation, the organization has several outlets in different locations, and each of those outlets provides products as per the local preferences and tastes, although the outlets have similar designs they vary in product categories (Edrawmind.com, 2022). Demographic segment of the company includes occupation, age, and income level of the customer. There, psychographic segmentation of the company ensured per the styles and tastes of the customer base to provide authentic products to the diverse needs of the customers. There, the behavioral element of Starbucks' market segmentation tackles consumer behavior and loyalty. 
Targeting: Starbucks' targeting mainly focuses on middle to high-income office employees and persons who are looking for premium quality products, moreover as the organization has chains internationally the organization also creates local delights for sowing cultural characteristics to their customers. This strategy helped the company in achieving the local engagement process, along with that customer visiting the nation also can try local foods through the products of the organization. Moreover, as stated by DeSarbo et al. (2017), it also can be found due to planetary degradation for climate change, awareness of people is increasing towards sustainability which calls for responsible actions in the company to gain a greater customer base. In that aspect, to target those customers, sustainable practices in the company increased in a great manner which also helped them in gaining a better portfolio image as well (Starbucks.com, 2022). 
Positioning: 
Starbucks UK has created a unique market positioning so that they can effectively distinguish their products and services from other competitors in the market for gaining competitive advantages (Thomas and George, 2021). The positioning of the organization is customer based, and besides producing some of the best coffee in the industry they also assure great ambiance for their customers as well as a comfortable place for the customer to study and rest, free WiFI is also available in the store. The organization showed social commitment by assuring services to the local communities, and also ensured environmental awareness by using sustainable practices in the company (Starbucks.com, 2022). 
[bookmark: _Toc121911023]Marketing Mix Elements (4Ps)
Key elements are product, place, price, and promotion. These key factors have also involved launching a new product or service to the public. Here has been presented and discussed these components of Starbucks as follows: 
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Figure 9: 4Ps’ of Marketing Mix (Elements) 
(Source: Self-developed) 
· Product: Starbucks has acquired an innovative product mix with differentiation for its customers. Key categories of the company’s beverage product mix have involved coffee, tea, baked items, frappuccino, smoothies, and others. These must help to grab the attention of customers in the market (Nair et. al. 2021). 
· Place: Starbucks has been selling its key coffee products or beverages across numerous business distribution channels and networks (Lombardi et. al. 2021). Those values have included coffeehouses or cafeterias, retailers, website and mobile applications, and others have helped to target key consumers from the whole marketplace. 
· Price: Starbucks has mainly used premium pricing strategy within its key business activities (Starbucks.com, 2022). It has also acquired the key business advantage to trigger customers' impulsive buying attitude to purchase their high-quality coffee beverage products with high value and status after. 
· Promotion: Starbucks has been strengthening its brand value and equity in the market through numerous promotions and advertising techniques. Those mediums have involved word-of-mouth (WOM) marketing principles, advertising, sales promotions, public relations (PR) approaches, and others with a lot of business opportunities and possibilities (Nair et. al. 2021). 
[bookmark: _Toc121911024]Conclusion 
It can be concluded that good and productive marketing management techniques and principles have helped Starbucks in terms of determining the best business opportunities in the market. Besides, it has also been identified that in the external business environment of the organization, its strong brand value and culture must support its seamless business activities in the whole market segment. However, from internal business environment analysis, it has also been realized that the company’s profitable market share, number of stores, and employees have also played equal and pivotal roles in business. Furthermore, some negative forces in the market should be avoided. 


[bookmark: _Toc121911025]QUESTION B 
[bookmark: _Toc121911026]Recommendations for Future Marketing Strategies
For ensuring future business success; growth; and development, the need for feasible marketing strategies is quite impressive. Those have been depicted and evaluated on behalf of Starbucks as follows: 
· Firstly, it has been recommended to use and apply a strong presence of social media, which must enrich business culture. The organization’s dedication to embracing consistency and innovation has also helped to promote diversified social content through various networks and channels of social media (Tsai et. al. 2020). Mainly, the user-generated content of business has been highly justified. 
· Then, it has also been proposed to introduce Loyalty Programs for valued consumers by Starbucks. It helps to reward its key customers through a user-friendly mobile application via their own devices. Real-time communication and multiple business channels and platforms have also been highlighted in this profitable business context after all (Chang, 2020). 
· After that, it has also been suggested that Starbucks must induce some profitable Strategic Alliances with some third business parties in the whole market segment. These have also been considered the most successful and productive marketing strategies. A diverse range of economic benefits in business has also been forecasted, whereas such successful business collaborations have also played major roles to improve the company's existing and new product lines embodied with an emerging market portfolio in business (Lombardi et. al. 2021). 
· Next, it has also been recommended to introduce and emphasize the key and valued business aspects related to In-Store Marketing. In addition to this, it has also played key roles to satisfy customers by fulfilling the core demands in business as well as in the whole market segment at the right time. As suggested by Chang, (2020), in this marketing strategy aspect of business, digital marketing techniques through mobile apps, online business websites, and others have also been highly and equally justified. This is because; an enhanced meaning of corporate social responsibility has also been embraced in the whole business and market environment. 
[bookmark: _Toc121911027]
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