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Executive Summary

Starbucks is an American company that prepares green Arabica coffee beans grown in American farms, and then employs specialty roasters after which they sell to various wholesalers in the American market. The company aims to expand the current production capacity in the UK market. Most of the customers seek the products since it is greatly differentiated due to the use of specialty roasters. Over the past years, the demand has been exceeding the total supply capacity, however, recently the organisation acquired larger facility that is meant to increase the production capacity three fold. 
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[bookmark: _Toc7686036]Introduction

Starbucks is a coffee-producing company located in the US, and a major retailer and roaster of quality coffee.  The company has owns a subsidiary known as Starbucks Coffee Company in the United Kingdom. Both in America and the UK Starbucks are the leading producer and retailer of Arabica coffee. According to the historical information given in various articles and publications, Starbucks entered the UK in the 1998 (Starbucks 2014). Over the years, the company has faced stiff competition from potential competitors in the UK market.  Due to the constant competition in the UK market, the company has devised market research strategy to aid in acquiring a larger market share. The UK business environment complex and unpredictable, calling for more advanced techniques to maintain the current market share, and acquire a wider customer base.

Businesses require consultancy services to learn the market dynamics, and employ successful strategies. Market assessment aids any upcoming or established business enterprise towards achievement of its goals. Currently, Starbucks UK is the leading producer and distributor of roasted coffee in the UK market. To achieve the needed market expansion in the UK, a thorough analysis of the current business environment in UK and assessment of Starbuck’s potentiality in in regards to the expansion issue. The company analysis will be based on secondary data to avoid time consumption. SWOT, PEST (see the appendix), objectives, and competitor analysis are some of the areas that will be touched by the consultancy firm in the course of the Starbuck market and strategy assessment. 

[bookmark: _Toc7686037]
Project Aims and Objectives

According to the analysis, marketing research has helped Starbucks company to achieve success in its areas of business operation. Several companies in the field fail due to lack of ideal strategy. Market research is a formless strategy that takes shape based on the business dynamics. Starbucks makes business decisions in line with the concepts gathered through market research. The strategy is good for both upcoming and established business because it depends on the observation of business dynamics (Bergin, 2014). Even though the strategy has been helpful over the years, a different approach is needed to meet the company’s aims and objectives. To ensure strategy advancement, further consultation is necessary.  

The project aims at facilitating Starbuck’s competitive advantage in the United Kingdom, by providing rich recommendations. To achieve the needed results, it is important to understand the current business environment of the company as well as the position in the target market (Harrison and Bazzy, 2017). Additionally, understanding the difficulties faced by the company in regards to its expansion goal is good for the report. Some of the comprehensive and precise project objectives are;

· To understand the complex and unpredictable business environment of the UK market by exploring the opportunities and challenges those affect established and upcoming business ventures. 
· Explore and understand the dynamics of the coffee industry and the kind of strategies viable for a coffee-producing and distributing company in the UK. This can be ascertaining by highlighting the history of failed and successful strategies in the coffee production and distribution business. 
· Conducting a thorough research aimed at understanding consumer behaviour in the coffee production business. The strategy may be superb, but with inconsistent customer behaviour expansion of market share may be a mirage. 
· To offer viable and comprehensive solutions to aid the requesting company towards its goal in the target market. 
· To identify how market research has aided Starbucks towards customer relation success in the UK market
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Justification of Starbucks Market Expansion in the UK

Starbucks has covered the British market due to the marketing strategy. Starbucks UK is subsidiary company that controls major coffee markets in the UK, but an extension of the market base is necessary for any viable business. As a leader of coffee production and distribution in the UK, expansion is necessary to maintain its position in the market. Several competitor companies in the UK are fast growing and employing different kinds of strategies to beat Starbucks in the global market. In business, maintaining top position in the local and international market depends on the market base; hence, the wider the market base, the stronger the company in the target market (Aiello, 2014). Branding is also important in maintaining top market position. 

Starbucks is an established coffee brand in the UK market, and many customers are loyal to brand. Expansion of market share can be promoted by the brand, since many potential customers are locked out by location. For instance, a loyal customer travels to the countryside and finds out that Starbucks coffee products are not available in the region. Such a customer will opt to buy competitor products to satisfy his or her need (Starbucks, 2014). A continuous purchase from a competitor may gradually shift product loyalty. As a leader in the market, the company has an expansion advantage over other competitor companies. Even though the company is on the positive side of the market, advanced strategy is necessary. 

[bookmark: _Toc7686039]Research methodology

[bookmark: _Toc7686040]The research focused on secondary data to avoid time consumption, biases and vague opinions with insufficient evidence. Secondary data was also used because it is less expensive compared to primary data. Secondary data allows the researcher to compare and contrast proven facts from several research experts. Again, secondary data contains historical information of concepts needed for a current research. All the secondary sources were critically analysed and authenticated before use to ensure lack of biased or misleading information.   

Judgment sampling method was employed to ensure authenticity of the secondary sources. Some business articles or websites may provide misleading information by diverting the scope of study towards unintended research direction. Such business articles are published by competitor companies to mislead the opponents in the global market.

The information gathered by the study was relevant even though one minor challenge was experienced. In dealing with secondary data, the information does not narrow down to the intended scope of research. A researcher must exhibit high level of professionalism in collection and analysis of the research information (Haskova, 2015). Starbucks is a reputable firm that has been in the business coffee roasting field for several years; hence, it can evaluate and distinguish between irrelevant from relevant business strategies in the target market. The methods applied in the research are ideal considering that the research involved comparison of concept from diverse sources. 

Findings and Critical Analysis

[bookmark: _Toc7686041]The purchase decision for the UK specialty roasting importers is built on the trust of the processes and bean selection. They buyers only seek the best quality of Arabica coffee and commonly establish significant relationships that extend beyond the buying and selling. The Starbucks label means that the products have been selected and prepared with the highest quality of standards. The quality of Starbucks coffee is trusted across the UK market. Production of high quality and low pricing of coffee products is the first viable strategy employed by Starbucks.  Customer loyalty lies on quality and the price of commodities.

The second strategy that has propelled Starbucks in the UK market is market research. Market research strategy enables the company to excel in the target market because they strategy gives comprehensive information about market dynamics. Apart from the strategies, availability of raw material in several regions in the UK gives a good opportunity for market expansion. The growth of coffee production companies has prompted farmers to engage in coffee farming. Based on the information gathered in the UK market, Starbucks holds a large market share, and its brand is popular across the UK, expansion of the company’s outlet stores will be an easy process as long as they apply a viable strategy. The expansion will ensure that Starbucks maintain its position in the target market. 

Through secondary data collection and thorough analysis of relevant secondary data, the company has identified strategic moves needed by Starbucks to expand its market share in the UK market. The findings back the strategy of market research employed by the company to conquer wide customer base (Kasolowsky, 2014).  The findings are linked to the SWOT and PESTEL analysis those highlighted in the appendix section of this report. Through SWOT and PESTEL analysis the company is able to understand the complicated business environment in the UK, and also understand the ways of implementing market research strategy to acquire a larger market share in the region (Ashley, 2015). According to the information gathered from various secondary sources, market research is a good strategy for Starbucks, but more advanced research options must be explored. The business environment changes with advancement in technology; hence, applying a technologically relevant kind of market research strategy is an ideal way of maintain top position in the UK market. Apart from maintaining top position in the UK, market, acquiring larger market share requires a top-notch strategy that can only be enhanced by technologically relevant business action 

Project Management

The process of market expansion involves a series of exercises including assessment of the company’s potential in the target market. UK market expansion is a process that will be implemented in phases considering the unpredictable status of the region’s business environment. Implementation of expansion strategy may also take time to avoid losses in the target market. The assessment and implementation are conducted in phases to enhance proper understand of the company and the target market (Churchill and Iacobucci 2006). 

[bookmark: _Toc7785464]Financial Plan
The UK business expansion plan will be funded through a combination of the current company cash flows and long term debts. The inventory turnover has to be kept above four else the organisation will risk jeopardizing the high quality standards. Additionally, the organisation has to also achieve gross margins of more than 30 percent and hold a maximum of 70 percent of the sales for the operating costs. A break even analysis indicates that the company has enough sales strength to sustain the expansion and still remain viable (Liu, 2019). 
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In the UK region, the market for coffee is the largest according to the latest ranking of commodity markets in the region (Cebr, 2018). Moreover, the increase in demand for coffee still remains above the current market clearing levels and supply capacities, therefore the market prices and the consequent crop yield averages are also at an all-time high as well. The increase in the number of independent specialty roasting companies in the United Kingdom is also an indication of the increased demand for the coffee products. With this foreign expansion plan, the targets are the specialty roasters, who need the highest quality Arabica beans. Such companies serve the expanding ‘gourmet; coffee market represented by numerous UK companies such as Starbucks (Euromonitor, 2019).

The demand for coffee and the coffee industry as a whole has experienced significant growth within the past few years. The most notable growth has been in the past decade in the UK market in which the imports have increased by above 80 percent while the market prices have almost doubled. The number of specialty roasters has also increased from a few well known established companies, to thousands of independent businesses (Euromonitor, 2019). Several brands are competing for top position in the global market.  Several coffee production companies have been established in the UK due to the availability of raw material in the region. 

[bookmark: _Toc7785466][bookmark: _Toc7277603]Pricing
Since the organisation captures the largest market share and adheres to high standards, the prices will be slightly lower than those offered by other companies. A perfectly competitive market such as that of the UK means that the firm is a price strategist. Starbucks only hire as much workers as they can give the current wage rates. In this case, the decision by the firms as a strategy to maximise its profit is to hire workers up to the point where the marginal revenue provided by the worker is equal to the current market wage rates (London Toolkit, 2017). 

[bookmark: _Toc7277599][bookmark: _Toc7785467]Strategy and Implementation 
Starbucks’s strategy entails the expansion of the current production capacity to be able to fulfill the demands that shall be created through the expansion in the UK market. The company seeks to establish contractual agreements and develop strategic relationships with coffee distributing agents and create channels for coffee sold in the United Kingdom through targeted marketing efforts. The key strategy is to communicate the uniqueness of the produce and the respective desired attributes of the company’s coffee products to the larger segment of the UK market (Tekin et al, 2015). Quality and uniqueness of the products produced by a company will determine its success in the target market. To succeed in the UK market, Starbucks must ensure high quality production of coffee products. Again, the company must establish clear distribution channel of commodities in the market. 

[bookmark: _Toc7785468]Competitive Advantage 
There are several companies in UK who produce and distribute coffee product in the local market. Even though there are several competing companies in the target market, only a few of them account for the larger share of the market.  Stiff competition in the market makes it difficult for the new ventures in the industry to succeed. Starbucks has been in the UK market for several years; hence, created a trusted brand. Customers associate brand to the quality of a product. Products with many years in the market are trusted and attract customer loyalty. Competitor companies who employ market research strategy do not succeed in displacing Starbucks in the local market.  Market research strategy is ideal for Starbucks due to years of experience in the market. Upcoming or middle level companies in the market cannot apply the same strategy as established companies.  For instance, market research strategy requires huge capital to employ.  Any upcoming or middle level company that employs huge finances on a strategy is most likely to fail in the target market. Starbuck’s main competitive advantage are; huge financial base and several years of experience in the market (Euromonitor, 2019). 

Project management plan

[bookmark: _Toc7686042]Evaluation of Success Factors in Starbucks’ Marketing Strategy

Starbucks represents a great example of a firm that has successful market experience. Furthermore, its marketing strategies offer excellent examples of pricing, positioning, market development, image development, and packaging. The formation of an advanced marketing research strategy is ideal for the expansion of Starbucks in the UK market (Branding Personality 2014). Brand positioning and segmentation are some of the advantages that Starbucks has in the UK market. According to recent surveys, Starbucks is ahead of its competitors in the UK market due to the employment of a successful business strategy known as marker research strategy. 

[bookmark: _Toc7686043]Evaluation of Issues in Starbucks Marketing Strategies

In the contemporary economy, as a classic dilemma of any large firm, while attempting to further expand, Starbucks had to deal with ranges of factors including competitors. Scholars believe that sise brought about success to Starbucks; however, it also brought about problems of brand depersonalisation which has always been a critical part of Starbucks marketing strategy (Conaway and Garay, 2014). In an effort to further open more stores, the firm has been experiencing what business players in other sectors face when moving from expanding the market niche in the local and global market. Starbucks has been using captive pricing as part of its marketing strategies where the baristas purchase additional products in order to encourage the consumer to spend more. There has been criticism and complaints from consumers about Starbucks high prices (Lamberton and Stephen, 2016). Due to this, Starbucks coffee has continued to struggle to compete with many cut-price competitors in the UK such as Dunkin’ Donuts and McDonald’s that adopt a low-cost strategy. The majority of these traditionally food-focused outlets are currently selling the own premium and reasonable coffee offer.

The marketing strategy of entirely targeting middle and high-income population in the UK denies Starbucks the opportunity to explore a potential group of young customers influenced by trends in coffee drinking (Kim and Mauborgne, 2014). For instance, the majority of the millennial are using social media platforms and they form a great potential target segment for Starbucks, however, continued use of traditional market research strategy would mean that the company will continue missing a greater potential presented by the millennial.

[bookmark: _Toc7686044]While Starbucks has made a significant effort in using the contemporary social media platforms, they are not actively capitalising on them as part of the marketing strategies. They are not very active in using social media to further push the brand and create social media platforms in the UK as is the case with its competitors like McDonald’s. Competitors are extensively using social media to create a global brand, and viable product distribution channels (Fromm, 2014). However, Starbucks has continued to use its market research strategy which is gradually becoming inefficient in a highly competitive market. The strategy still works for Starbuck, but may soon be overtaken by advanced strategies. 

Recommendation to Improve Marketing Strategies

At this stage, Starbucks will focus on suggestions that will help to improve the existing marketing strategies of the company and address the challenges affecting its expansion in the UK market. The finding above has shown that lack of advanced market research technique by Starbucks is the major challenge that it faces in in the competitive UK market. The following are some of the most suitable recommendations that Starbucks should consider to improve the marketing strategies.

[bookmark: _Toc6355336][bookmark: _Toc7686045] Observation of market dynamics and industry competitors

While Starbucks has for long been successful in the market research strategy through, the company might face major challenges in the target market if proper strategies are not employed. Starbucks should keenly observe the market dynamics and industry competitors. Entrants into specialty coffee shop will pose a challenge in the company’s effort to offer high-quality experience and service to consumers (Verma et al, 2016). Also, restaurant entrants often market the specialty coffee on the cost savings platform. Industry competitors are continuously attacking the market share of Starbucks, thus, the company must adopt a marketing strategy aside from commonly used market research strategy. 

[bookmark: _Toc6355337][bookmark: _Toc7686046] Boost Customer Relationship Management

To retain its dominance in the UK market, Starbucks should further adopt an advanced market research strategy a new philosophy. Starbucks should strive to become customer-centred and deliver superior quality value to its consumers (Taecharungroj 2017). Consumers are mostly influenced by intensive promotion and followers. Maintaining such a relationship with customers helps Starbucks to gain a competitive advantage (Lieberman, 2014). The company has made a significant effort to encourage a welcoming and interactive relationship with its consumers by launching ‘MyStarbucksidea.com’ website. The website should be improved to ensure that it offers continuous feedback on the services and products and further suggests new products. Starbucks must take some of the suggestion made by customers and related data into consideration and further allow consumers to follow it online.

Customer management should also be strengthened to efficiently track and strengthen Starbuck’s customer relationship. The use of membership as part of marketing is vital in tracking the total sales per consumer and helps in determining if it is worth investing to keep such a consumer or not (Chang et al, 2015). Starbucks’ store managers should be provided with survey platforms to assist them in sharing experiences with the rest of the store managers through the firm’s cloud. They can further use the same to exchange great ideas on ways to further improve consumer satisfaction. Starbucks mobile app will further help to create exceptional consumer experience. Customer relation is a good marketing tool that most businesses use to maintain customer loyalty (Dwivedi et al, 2015). Starbucks should further improve the marketing strategy through creating a highly interactive environment comparable to social media. 

[bookmark: _Toc6355338][bookmark: _Toc7686047]Combine social media with the loyalty card

The combination of social media with the loyalty card would be imperative as it will help Starbucks to know the number of loyal customers that they might have lost. Furthermore, this software will be helpful to Starbucks as it will alert them whenever customer begins to lose interest in this brand primarily in terms of fewer store visits in addition to declining sales. According to Kasolowsky (2014), churn rate ought to be the most monitored piece of information to ensure that Starbucks has sufficient time to effectively respond to a deteriorating loyal customer number and consequently bring him or her back while at the same time minimise the cost of achieving this. It would be imperative for Starbucks not to ‘overkill’ its consumers with massive information and also send emails to them on a daily basis as this might eventually result in consumer disappointment and loss of consumer loyalty (Fetscherin and Heinrich, 2015). As such, Starbucks should try at all cost to use this approach to gain the clients.



[bookmark: _Toc7686048]Conclusion

The secondary research was conducted to examine the macro and microenvironment of the UK market, Starbucks marketing strategy within the past five years in the UK and ways to improve its marketing strategies to give the business the competitive advantage and improve customer relationship. The study found out that the UK market has greater potential and offers numerous opportunities for Starbucks to continue dominating the industry. The following are the major recommendation to improve the marketing strategies of Starbucks; observation of the market dynamics and industry competitors, adopting advanced market research strategy, and combining social media with the loyalty card
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	Subject to the EU laws and regulation.

Increased of business participation
Stronger existing relationship.
	 The UK banks are highly stable.


 In 2012,  UK 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).








SWOT ANALYSIS
	· Strengths
	· Opportunities

	· A recognised global brand.
· Highly innovative products.
· Good reputation globally.
· Stronger organisation 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).
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