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Abstraction
In this essay we will describe the customer experience within this company, the importance of a quality consumer service in the field of work and show the benefits and threats of the increase and the preservation of a correct relationship with customers with the help of theories, methods, and patterns that we learned in class.
It will examine the internal and external factors (COVID-19), which have affected the system and the quality assessments of the organization for consumers and how Starbucks has coped with the new condition and how it has circumvented its business purposes by creating and maintaining a fantastic relationship with customers.

Introduction 
The coffee shops are becoming worldwide one of the most successful markets and fantastic levels of spread, one of them is Starbucks, one of the best known and largest companions in the world.
With over 32,000 coffee makings in 80 countries, the company is loved by the people.
Over the past year we have faced new challenges (private lives, in the field of work and in our mental health).
According to Cox A. (2020), COVID-19 has changed the way we face the days, our tastes, and our thoughts.
Companies have found themselves creating new ways to keep selling the products and to maintain the relationship whit the consumers, during the lockdown.
This examination will be divided into four parts.
The first will introduce the company, the brand and we will discuss the internal and external factors including the COVID-19 of Starbucks (PESTLE, Potter's five and SWOT).
The second part will analyze the Organisational quality systems for Starbucks customers with the CRM system, the experience of customers at Starbucks
of the MarketingPS4.
The third stage will argue the Marketing strategy (posizionamento, il targatine e la differenziazione) and How Organization deals with new situation.
The fourth phase will examine how the organization Achieve business goals and maintain good customer relationships and then we will conclude the exam with the final analyses.

Background of the company
Starbucks (2020), Starbucks was created by Jarry Baldwin, Gordan Bowker and Zev Siegle, opening the first coffee shop in 1971 in Pike Place Market in Seattle.
Starbucks is a name inspired by Moby Dick, to remember the seafaring tradition of the first coffee merchant.
The company offers one of the best wholemeal coffees in the world just roasted in the world.
In 1982, Howard Schultz CEO of Starbucks decided to join, because he had fallen in love with the company.
In 1983, Howard went to Italy, and he decided to bring the Italian tradition to the United States to share and create a place of conversation, a sense of community and union. A place between work and family. In 1987 he took a break (to open his coffee shops) and returned to the company in August to buy Starbucks with the help of investors.
Starbucks has defined itself to be a different type of company, one that not only honors coffee and tradition, but also the Connection with the product and customers.
Starbucks' mission is based on simulating and nurturing the human immaterial principle: one person, one cup and one neighborhood at a time.
It is one of the companies with the most power in selling high-quality coffee in the world (Starbucks,2020)

Identity of Starbucks brand (appendix 2)
According to Evan T. (2020), the identity of the brand represents the obvious points, such as the logo that identify the cafeterias of the others, the product, and the customer.
Branding for Starbucks has been critical to their success, as it has added economic value (expensive products and service) and value to customers (loyal customers who respect the brand).
The points that the company follows to form the brand are the name, logo (shapes that caress the store), colors (which will be present in the products) and the training of employees (to communicate with customers).
It is carried out to cultivate an image in the minds of customers, not only as a company but also as a second home, wishing that customers associate the brand with a community (Starbucks, 2021).
According to Butler C. (2018), the first logo was created in 1971, and represented a 15th century mermaid, it was an alluring image that wanted to attract customers in coffee shops.
over the years the logo has undergone changes, which led to the end, the logo that we all know that consists of removing the name and changing the color, because As Dooley stated (2012), the less details the company uses, the more likely it is that the customer will remember it.
The brand is also well known for the details that are written in the cups (what type of coffee they want), and the name of the customer that is transcribed on the cup (which creates a link between customers and the employee) and has been defined as a marketing strategy as people advertise for free by posting photos of their name on social media.
According to Joel B. (2020), Starbucks in recent years thanks to its brand has developed a huge effect on coffee and society.
It has become a way of life for the entire population that has led to the minimal reduction of brand identity, eliminating typography.
To improve and create a better image of the brand the organization needs to analyze the internal and external factors of the organization (Butler C. 2018)

External and internal factors affect the organisational
According to (Contributor, 2015), to analyze Starbucks' external factors affecting the organization we will use the PESTLE analysis.
It is an effective process, which allows to analyze the impacts of external problems.
It is an acronym that stands for 6 elements (Political, Economic, Social, Technological, Legal and Environmental), which affect business.
The analysis process is important as it allows us to discover the changes in the macro-environment, which constitutes a creation to differentiate oneself from competitors is a competitive advantage (Oxford Collage of Marketing, 2016).

Political factors
(Starbucks, 2021) Starbucks decided to participate in social and environmental standards for the purchase of its raw materials, as it attracted the attention of politicians in the West and countries of origin.
The company wants to give the right importance to fair business practices, following the strategies of procurement.
In addition, the company has the duty to follow the regulations, laws, the different tariff, and customs regulations in the countries where it buys its product.
The problems that the countries where the company buys the raw material could suffer (environmental and political), can interfere with the Starbucks market.
In addition, the company also must deal with the laws of the internal market such as submitting forms and permits to have relations with external countries (Buckstein, 2010).
Factors to be calculated: tax policy and labor law.
Another of the political factors that affected Starbucks, were the laws introduced by the government for COVID-19, the company had to adapt to new laws and regulations that changed the organization and management of Starbucks (introduction of restriction, distance, and the use of mandatory masks.

Economic environment 
When economic conditions are difficult, Customers consider coffee a luxury, this thought affects sales and creates a Loss of customers as they prefer to take advantage of cheaper coffee shops.
Factors that can affect the company are exchange rates in local currency, local economic environment in different environments and level of taxation.
COVID-19 has created a difficult period (in the economic field), which has forced people to return to products, thus creating a loss of more than $3billion.
To recoup the money and adapt to the COVID-19 economy, the company has created a new on-the-go experience to restore the economy. 

Socio-cultural environment
The main socio-cultural challenge is to offer cheap products without losing product quality.
Consumers demand fair practices and Starbucks has changed and evolved its products and ingredients to satisfy customers.
Socio-cultural aspects: Consumer preferences, Changes in the lifestyles of the population and change of values among the population.

Impacts of Technological Factors 
Starbucks is a company that seeks to use technology to create improvements and help its customers, it has ensured continuous communication with customers even during the pandemic.
Customers Can work and browse online by staying in one of the Starbucks coffee shops, which brings customer satisfaction and Starbucks additional value to the brand.  (Oliviera, 2011).
The creation of vouchers and online shops have expanded the world market.
The development is the importance of the technology that Starbucks has created (social pages, Starbucks site) has given customers the opportunity to communicate and buy remotely while maintaining the relationship with the company even during the pandemic.

Impacts of Environmental Factors
The environmental factors that Starbucks must deal with are environmental regulations and standards, environmental problems, and disasters in the countries where they produce coffee, and environmental issues such as global warming.
Impacts of Legal Factors
Starbucks cannot violate any regulation and law in the countries where it buys coffee.
The legal factors 
· New customs and trade laws
· Field Licensing Regulations


Potter’s five
Starbucks is a company that is in a corporate environment with so much competition with other food companies and coffee shops.
To analyze the company, we will use Michael E. Porter's Five Forces analysis model that has the task of evaluating the environment of the department by means of relevant external factors that define the competitive scenario and help provide us with strategic information.
It is made up of five forces: competitive rivalry, the bargaining power of customers or buyers, the bargaining power of suppliers, the threat of substitution and the threat of new entrants.
That will help the company strengthen its skills, competitive advantage, and satisfaction from Starbucks' mission.
 
Competitive rivalry or competition 
The company has many rivals and great competition in the fields in which it operates, the external factors that contribute to Starbucks' strong competitive strength are large of enterprises and low switching costs.
Many companies are an external factor that reinforces rivalry, to increase competition there are low switching costs, which are the harms for consumers when they move from one supplier to another. 
The generic strategy of this company is based on intensive growth is an effect of strategic responses to the competition.
During the pandemic, competition has focused on social media, Starbucks has tried to communicate and update its customers as much as possible to have an advantage in the market.
Bargaining power of customers/buyers 
Starbucks' external factors that contribute to high customer bargaining power are: Low switching costs, High replacement availability, and small measurements of individual buyers.
The bargaining power of customers is a very important strategic topic and Starbucks is concerned with providing a strengthening on the brand, to address the bargaining power of customers. 

Bargaining Power of Suppliers 
The factors that contribute to the weak bargaining power of suppliers on Starbucks are: Moderate size of individual suppliers (imposes moderate strength on Starbucks), High variety of suppliers (weakens bargaining power), Large overall supply (weakens supplier bargaining power). Another factor to consider is Starbucks' corporate policy of diversifying its supply chain, it weakens the power of suppliers, which, as a result in business management, the bargaining power of suppliers becomes a minor matter.

Threat of replacement 
External factors that contribute to a strong threat of substitution against the company are high availability of replacement (creates the risk that customers replace Starbucks with other coffee shops), low switching costs, high convenience of replacement products (facilitate the purchase of other products, for example, the product may cost less).
 These factors in the analysis have the power to create negative impact on Starbucks Coffee's business, so it's a high-priority strategic management concern.

Threat of New Entrants/New Entry 
external factors that contribute to the threat of new entrants against the company are moderate cost of doing business (it is linked to the variability of the actual cost of maintaining operations), moderate cost of the supply chain and high cost of brand development (it is an expensive practice that takes time, this reduces the threat of replacement).
Substitution threats are a major issue, but within Starbucks' strategic management it is limited.

Swots analyze
According to Rose, M. (2017), the Swot analysis (Strengths, Weaknesses, Opportunities and Threats), is a method that allows companies to reduce the chances of failure, understanding what you are missing and removing what is not needed by your business.

Strengths
· Increase in store
· Strong brand image (the company has one of the strongest and best-known brands in the world, which is worth $11.7 billion)
· High financial performance (perfect position in the market with an annual turnover of 26.5 billion and a gain of 3.6 billion)
· International sourcing (the company has an extensive network of global suppliers in Latin America, Asia-Pacific and Africa).
· Product quality (its premium coffee of high-quality, allowed the company to expand globally)
· Strategic planning in reinvestment (the company covers its profits in the expansion of its business)
· Good relationship with employees 
· A high use of technology (the online communication that the company has helped them to maintain a relationship with customers and to keep the markets high even during the pandemic)

Weaknesses 
· High prices (expensive coffee shops, these high prices reduce consumers).
· Procurement practices (many environmental activists have criticized the company for its unethical procurement practices, they have stated that the company procures coffee from third-world workers).
· European tax avoidance (the company has received a lot of criticism for tax avoidance, and a loss of respect from customers)
· Product innovation 
· COVID-19 (as for all companies, covid was a surprise, which took away money and put a strain on the behavior of workers at work)
 Opportunities
Expansion of markets (Starbucks coffee shops are mainly in the US, with global expansion in growing economies can give opportunities to the company).
· Coffee delivery (Uber Eats, Grub hub, and Postmates)
· New products and co-branding (Starbucks products have expanded inside supermarkets, which would create an image. And a strong reputation.  They could collaborate with other companies and co-brands, the introduction of products within restaurants).
· Use the latest technologies and trends 
· Strengthening the online market
· COVID-19 (the pandemic and the regulations indicated by the government have given the company the opportunity to achieve new goals and increase the capacity to face new challenges)

Threats
If the company wants to grow and maintain a high position worldwide, it faces threats.
For example,
· Competition with the cheapest coffee shops:(McDonald’s)
· A specific market: a market that is based on coffee and specific products has the risk of being easily replaced with innovations from companies.
· COVID-19 (for the business it represented a difficulty for the sale of the product)



Marketing PS4 of Starbucks 
According to Twin A. (2021), the four P's (product, price, place, and promotions), are important factors within the marketing of a good and service.
These factors are used to know what customers want, whether their product/service satisfies and how they stand out from their opponents.
Inside Starbucks we can find three types: served drink-ages and food, coffee for the home and cups for sale (Starbucks, 2014).
The product is what the business offers to customers, Starbucks creates new products to increase the market, to expand and satisfy the needs of customers around the world.
Not only the innovation of food and beverage products (coffee, tea and ais drink), but with the introduction of the new cup culture, gave Starbucks the opportunity to create a new business for the company.
The company uses a premium pricing strategy, which is based on the exploitation of behavioral tendencies, where the thinking of customers is high quality high price.
In this way they maintain the image of a high-end coffee shop, but provide high-quality products and experience, to repay the money spent with a great service and product.
Starbucks is a great company that is found from everything, in big cities and small villages (Starbucks, 2013).
With the numerous stores that are close to the company, the main promotion takes place through word of mouth that is carried out thanks to the location of the stores in all cities and its online presence.
the main drivers of marketing are based on the social and ethical image together with efficient public relations on social media.
The communication strategy that the company uses is based on word of mouth (which is based on customer experience), advertising (television, radio, internet, and print), sales promotions and public relations.


Organisational quality system for Starbucks customers (in COVID-19) and the experience of customers at Starbucks
Quality systems within an organization make sure that a company's services and products are of quality, to satisfy desires and make customers happy (Sallis, 2014).
In this paragraph of the report, we will talk about customers, the relationship they have with the company and their behavior towards Starbucks.
Customers are the most important asset in the business, and as the years go by, they become more and more demanding, more informed so that they know what they need.
To analyze the relationship of customers with Starbucks we will use CRM (Customer relationship management), and a model that companies use to identify customer interactions and data, for the purpose of improving the business relationship with customers and ensuring prospects to the company.
Starbucks Rewards Card
The company to maintain the relationship with customers and maintain loyalty has created a program, My Starbucks Rewards, a format of three levels (welcome, green, and gold), consists of collecting stars that allow you to have discounts, free drinks, and promotions.
It has been qualified as one of the best apps for a business. 
During the pandemic, customers did not feel safe leaving home, and thanks to the apps (delivery and points), it was able to guarantee customers the product and give it the stars even with online orders. 

Payments by phone 
Starbucks has created a payment system with Starbucks mobile card, it is an application that has been created to reduce the ordering and waiting times of customers, through the electronic payment system scan-and-go.
The application is provided with other features, for example you can look at how many stars you have collected in My Starbucks Rewards, they can look at the menu and if the customer wants to order from home, the card is directly connected to the Starbucks app.
These features have been beneficial to the environment that people have experienced (COVID-19), one of the post-Covid mentality aspects has been the fear of germs, this payment program has given customers the opportunity to feel safe (with no cash).
The application has helped the company grow not only as an organization but also with profits and customers.
22% of the company's transitions are attributed to this application (Brewer B.).
Starbucks invested heavily with the latest mobile technologies, which gave them the power to triple their success and have great customer service that led them to have higher profits.
Web Accessibility- 
Starbucks is committed to updating and improving the site (Starbucks.com), in such a way as to give even online a welcoming experience, given the distance that people had to face during the last one they have.
The site is monitored by competent people to provide all our help to customers where inside they can find:
· Information about the company (which they used during the pandemic, to inform customers of changes within the store)
· Drink news 
· Information regarding changes
· Store Practices
· And an active help center, where customers can ask questions and solve problems in case of them.
The company promises not to disclose and take care of customers' personal data, which is requested within the apps and sites. 
 Success on Social CRM 
(Koba E.,2015). It is one of the companies that has adapted the system (CRM), also online through social media, to maintain contact with customers even at a distance.
With followers of a high number on twitter, Facebook, Instagram, and views on YouTube has collected a high number of followers, which turn into costumers and advertisements.
The company did not spend money on marketing, word of mouth from customers and the use of social media created advertising.
Within the social networks they have organized a strategy the company has divided the social networks in such a way as to communicate information, each channel has a different focus.
Starbucks' online strategy has created a new branding, which consists of integration on all social media, communication and customer relationship on all media channels and a constant measurement system that allows Starbucks to improve the social behavior of the company and prepare for the pot-COVID mentality of customers.
Starbucks reaches customers 
With the company's app (with which you can buy), the company can see what people buy so they can send targeted offers, this mechanism was created to make customer life easier and give it an advantage over purchases.
Loyalty Program 
Starbucks' success is based on a simple goal: to inspire and nurture the human spirit: one person, one cup, and one neighborhood at a time (Starbucks, 2013)
Starbucks seeks to create authentic human connections, a high-quality product, creating new products, maintaining a communication with customers makes sure not to disappoint anyone.
Thanks to the company that also sells products to supermarkets, during the closure of Starbucks cafes due to the pandemic, customers were able to enjoy drinks, which only created a stronger relationship and lack of the atmosphere that Starbucks knew how to give.
With the aspects observed with the CRM we learned that the constant communication of the company with customers, the creation of apps, the use of social media, the opportunity to buy the product outside the stores, sending promotions and discounts targeted to customers helped the company has built and maintain a relationship with customers, even in the most difficult moments.
Starbucks' Net Promote Score (NPS), which consists of a system that analyzes customer loyalty to assess whether the person will return, and whether they will recommend the company (service and product) to another person. (Net promoter score, 2021)
According to Net promote score (2021), Starbucks' NPS is 77, which means that the company has satisfied customers and that they promote the company with other people (as noted above).
The constant importance that the company give to customers, has created a relationship that has overcome the pandemic, restrictions, and difficulties.

The experience of customers at Starbucks

The experience of the client inside the stores is very important, as the satisfaction of the experience, the product and the atmosphere make the customers come back.
Being Starbucks, a great company must consider the experience (the design elements and the warmth of the welcome), which its brand regales to customers. 
The company sought to create an elegant aesthetic, to create a place of luxury, relaxing and the use of quiet colors, this reflects the type of clientele that Starbucks has, and the elegance it wants to convey.
Blackiston says that as a goal Starbucks wants to create a great and branded experience, which means understanding customer needs, behaviors, and attitudes, while continuing to create innovation to meet and exceed customer demands, TQM (Total Quality Management).
The company gives customers a family experience, a place where to come for a coffee is to feel relaxed and safe.
The company maintains constant communication with customers, to get feedback on how to improve the experience within the company.
During the pandemic Starbucks, like other companies, had to deal with the restrictions that the government had to form to safeguard customers and workers.
It has put a strain on the experience as the pandemic has discouraged in-store consumption, but the company has encouraged customers through social media to return to enjoy the atmosphere that Starbucks offers (tranquility, happiness, and family).
The organizations and donations that The Starbucks Donation has participated in for COVID-19 and to some coffee shops has increased and earned respect from its customers and the community.

Marketing strategy and How Organization deals with new situations
The marketing strategy is used to analyze positioning, targeting and differentiation, which allows the company to understand what kind of customers the product is selling, the type of service it wants to offer and what product it is selling.
Starbucks' demographic segmentation:
· 25 to 40 years with a high income
· between 18 and 24 with wealthy family
Starbucks customers belong to an upper-middle class, of course the company also considers mass marketing (to target a larger market), however there are criteria that most customers have, for example high income and young age ().
Product and product cycle 
It is an analysis that allows companies to see which products sell the most and determine the value.
It is the task of the company and the washers to convey the value of the product they are selling to customers.
Starbucks' main products are drinks (cold and hot), which are the products that make the most profit, with the help of technology, the company has not come to the stage of decline, because they have increased the number of customers, the frequency of use of the product (with stamps that from Starbucks), the use of new technologies and continuous product innovation.

Service that the company offers
Starbucks wants to serve not only coffee, but also happiness, convenience, and serenity to customers.
· They listen to their customers: the company created in 2008 "My Starbucks idea", which consists in giving customers the opportunity to communicate to the company their requests.
· They invest in branded merchandising: Starbucks cups with their logo, are one of the most well-known products in the world, which they keep innovative by creating new style.
· Everyone is welcomed
· The offers: the possibility to pay from the phone with the app, the loyalty card 
· Creation of eco-friends and donation of food that is thrown away.

Achieving business goals with maintaining good customer relationships
According to Starbucks (2020), the company plans to:
· Increase the number of stores
· Using neutral technologies is to constrict new pages of the company
· Increase their profits 
· And amplify sustainability environment
· Increase customers (the creation of a relationship with potential customers and the continuous one of current customers, from the opposition to the company to create a personalized and intense experience for customers) 
the company wants to grow the business, trying to improve the product, make it unique and develop an excellent customer service.
thanks to the power of its brand, the communication it has with customers and its staff, it will be able to achieve its final goals.
Starbucks promises that the growth of the company will not prevent and distance the relationship it has grown with customers but will strengthen it (strong, long-term business relationships), which will only allow further growth.
Achieving goals, maintaining a relation with customers, and having a strategy of how to deal with the unexpected is very important.
The company uses an information and evaluation strategy to deal with new situations.
The tries to inform his customers as much as possible and keep them updated on any changes and always asks what customers think.

Recommendation
For Starbucks to became part of the culture and community, the company should create a different strategy for each country.
To increase the clientele Starbucks could introduce mixtures of drinks connected to the community in which it is located.
To improve the relationship with the community that surrounds it, it could support local events, to interact with the culture and grow the public relationship.
Starbucks is a café that has a strong power thanks to the trust and support of its customers, but it could increase the volume of people by creating cheaper drinks, thus allowing the entry of a clientele with a low income.
The style that has Starbucks cafes (elegant and refined), has created negative comments.
The company promises a familiar and welcoming atmosphere, but the colors and style do not convey this.

Conclusion
From the research and analysis carried out during this report we conclude that the internal and external factors of the company including COVID-19, show that they give the company the opportunity to better and develop new approaches with customers and maintain relationships, as Starbucks sees difficulties as opportunities.
As we previously glimpsed with the improvement of the app and with social media (which remained active and productive during the pandemic), Starbucks has managed to maintain the relationship with customers.
The organization faces new situations with the information strategy
The company has not only proven to have a relationship with customers, but the strategy it has implemented during the pandemic, has not only managed to manage customers but also to insure workers with the power of constant communication of information to customers and workers.
Starbucks puts customers first (and this has led Starbucks to be one of the largest coffee shops in the world), and for the company's continued growth and development, it constantly evaluates the product, service, and clientele to create products that consumers want and approve.
The goals and objectives that the company set are mainly based on improving the relationship with current customers and attracting future customers.
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Fwd: class activity - Wioleta and Wintana

© Wioleta Teresa Knysz (1919631) <1919631@student.uwtsd.ac.uk>
To: © Wintana Menghisteab (1921679)

Sent: Wednesday, July 28, 2021 3:24:03 PM
To: Ze Zook <Z.Zook@uwtsd.ac.uk>
Subject: class activity - Wioleta and Wintana
AMAZON

by Wintana Menghisteab and Wioleta Knysz **

Reliability:
prime members get the delivery as promised - same day or next day

if parcel get lost clients recived the return straight away without any awating or pro

returns accepting - smooth and easy process.

always good prices for high quality products - vouchers also applied

Assurance:
products are always packed securely and with extra care.
drivers are informed by amazon team strictly to process (deliver) the parcel

confirmation messages from amazon regarding the up to date tracking.

Empathy :

Amazon.com creates value for ts customers by offering customers broad array of products to select from through their wel

customers.

« o«

Wednesday, 28 July 202

and ensuring timely delivery of products to exhibit high level of commitment towards their business and
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