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[bookmark: _Toc59009854]Executive Summary
This paper will cover 5 major areas, namely: introduction and background of Starbucks Corporation, introduction of key marketing theories, customer relationship management at Starbucks, effects of internal and external factors on Starbucks’ quality systems and controls for customers, and how the organization can deal with the situation and achieve its business objectives by maintaining good customer relationships. The key marketing theories that will be used in the paper include customer experience (CX), customer engagement (CE), and customer relationship management (CRM). On the other hand, the main approaches to customer relationship management that Starbucks Corporation has used to increase revenue generation and achieve long-term relationships with its customers include use of mobile payment and third-party websites. Furthermore, Starbucks Corporation uses, a number of quality systems, which helps in controlling its customers. They include barista checks, random check-ins from district managers, and use of third parties. On the same note, the COVID-19 pandemic negatively influenced the company’s quality systems and control for customers, in a number of ways. They include decreased productivity due to the need to downsize the company’s workforce, reduced demand, and increased competition. Therefore, the recommended strategies that Starbucks Corporation should put in place to ensure increased productivity include offering discounts, investing in corporate social responsibility, and investing in e-commerce.
[bookmark: _Toc58925160][bookmark: _Toc59009855]Introduction
Customer relationship management is a concept that various companies have incorporated in ensuring that they retain their current customers while attracting new ones. The main purpose of the approach is developing long-term relationships with clients and investors to boost sales and achieve sustainable competitive advantage. To ensure that the strategy is effective, it is necessary to develop appropriate mechanisms that can be used to predict the trends of customers, in order to develop products and services that would positively influence their purchase decisions. Moreover, through appropriate implementation of customer relationship management strategies, customers tend to form personal relationships with the companies from which they purchase their desired products. This fact means that organizations are required to be well-versed with customer relationship management concepts such as customer experience and customer engagement to develop the most efficient and effective strategies that would increase their rates of revenue generation.
To assess both internal and external factors that may affect the quality systems and controls developed by companies for their customers and the strategies that can be developed to deal with such situations, hence, developing and maintaining good customer relationships, the main focus will be laid on Starbucks Corporation. The main internal factors that will be considered in the paper include change management and level of job satisfaction among the employees. On the other hand, the main external factor that will be considered is the COVID-19 pandemic and how it affected the customer relationship management of the company. The virus significantly affected the performance of Starbucks Corporation because due to the measures put down in place by various governing bodies, the company had to shut down its care stores. Additionally, the profitability of the company reduced since some workers were requested to stay home but still expect pay. On the same note, due to situations such as lockdowns, among others, the sales and productivity of the company declined significantly. To assess the situation and its influence on the CRM of Starbucks Corporation, the main issues that will be addressed include the background of the company, key marketing theories, customer relationships management of the company, the effects of COVID-19 on Starbucks’ quality systems and controls for customers, and how the organization can deal with the situation and achieve its business objectives by maintaining good customer relationships.

Starbucks Corporation is a multinational chain of coffee houses in the United States of America. The company is also a roastery reserve and is headquartered in Seattle, Washington. The corporation was founded in 1971 and is now considered among the world’s largest coffeehouse chains (Starbucks Corporation 2020). The company serves a wide array of products, such as whole-bean coffee, instant coffee, hot and cold drinks, caffe latte, espresso, and loose-leaf tea, among other products.
[bookmark: _Toc58925161][bookmark: _Toc59009856]Introduction of Key Marketing Theories
The key marketing theories that will be used in the paper include customer experience (CX), customer engagement (CE), and customer relationship management (CRM). CX is a holistic perception that the customers of a given company form regarding the nature of experiences that they have with the brand (Lemon and Verhoef 2016). The outcome of CX is based on the nature of interactions that these customers have with a given business. This fact means that the nature of activities that companies do, which impacts the perception of customers and their decisions is their main key to success. CX is very important for business activities. A good customer experience results in positive outcomes since any organization implementing the strategy effectively would receive positive reviews, which would maximize sales since the friction of company complaints and returns would be reduced (Bolton, et al. 2018). Therefore, the main advantages of delivering a good customer experience include increased customer loyalty and satisfaction, receiving positive reviews and recommendation from the targeted clients, and better word-of-mouth marketing.
Regarding customer engagement (CE), it is a form of emotional connection that organizations form with their brands. Customers who are highly engaged tend to respond through making more purchases, promoting the business more, and demonstrating loyalty on a more advanced degree (Harmeling, et al. 2017). This fact means that provision of high-quality CX is an important approach in developing an effective customer engagement strategy. Moreover, customer engagement strategies are not universal. For instance, no customer engagement strategy can be effective for all organizations, irrespective of their size or structure. However, the concept can be revised depending on the specifications of the company and customers being targeted. This fact means that the main factors that should be considered include simplicity, empathy, and clarity when dealing with customers and any other relevant stakeholders (Meire., et al. 2019). On the same note, the customer prospects should form the main basis through which companies develop effective customer engagement activities. For instance, among the customer engagement avenues that companies can employ to ensure that good customer experience is achieved include use of responsive social media agents, developing personalized discounts and offerings to the targeted customers to inspire brand loyalty, and engaging them on a more personalized level to develop long-term business relationships.
Customer relationship management CRM) involves the methods and tools that various businesses use to handle their relationships with their clients in an organized manner. The concept is broadly recognized since it is an effective way through which companies are able to manage and control their interactions with their clients, customers, and sales prospects, among other important stakeholders (Bhat and Darzi 2016). To achieve efficiency and effectiveness, companies that implement CRM strategies usually organize, automate, and synchronize all their business processes with their sales and marketing activities, as well as technical support and customer service (Soltani, et al, 2018). This fact means that CRM is an approach that can be used to define strategies, practices, and forms of technologies that can be used in the analysis and management of customer data and interactions throughout the entire customer lifecycle (Nyadzayo and Khajehzadeh 2016). The main objective is usually to improve business relationships with the targeted customers, in order to support and improve their retention rates, hence, driving the growth of sales significantly. Moreover, CRM systems are usually developed to gather information regarding the specifications of clients through different platforms, such as company websites, direct mail, social media, and other marketing materials. The main objective is usually to address customer preferences and concerns using their personal information and purchase history.
On the same note, since among the major objectives of developing CRM strategies is to increase revenue, the outcome can be achieved through implementing a wide array of approaches. They include provision of products and services that match the specifications of customers, providing better customer service to clients, cross selling-products and services in a more effective way, and retaining the existing clients while discovering and attracting new ones.
Other processes associated with CRM include identification and targeting the best customers for an organization, generating sales leads in a qualitative manner, and developing plans and implementation strategies for marketing campaigns while developing clear goals and objectives. On the same note, CRM processes help form personal and individualized relationships with customers in order to improve their degree of satisfaction, as well as offering customer services to the targeted customers to the highest degree possible in order to achieve profitability (Juanamasta, et al. 2019). Furthermore, CRM processes help in offering employees with the necessary information that they require to determine both present and future needs of the targeted customers, in order to build a long-term relationship with them.
To ensure efficiency and effectiveness in customer relationship management, key elements have been developed to ensure that organizations that implement the strategy achieve their goals and objectives. They include customer service, sales force automation, campaign management, and customer service. Regarding the customer service function, it represents the front office duties that involve direct interactions with clients. These duties allow a business to effectively sell its products and services to the targeted customers and developing a common communication plan regarding marketing and important approaches to customer engagement such as the after sales requirements. The outcome of each interaction should be recorded and stored within the organization’s CRM software for strategic planning.
Regarding sales force automation, the marketing and sales departments of organizations usually seek opportunities associated with their tasks on a constant basis. The sales force automation functionality aids a company’s sales team with the ability to record the outcome of each contact made with a customer, the details of the activities involved, and determining if there is need for a follow up. The information obtained can be useful in providing a sales force with greater efficiency since there is limited chances of encountering duplications. Moreover, the records kept help other employees within an organization who may be operating outside the sales team to have access to the data for necessary action since they would have the updated contact information with the targeted customers. This approach is important because it helps develop a form of cohesion within the company, especially when the customer care team is sufficiently informed.
Campaign management is also an important element of customer relationship management. This function involves a sales team approaching prospective customers with the aim of winning their trust and opting to do business with the company. Regarding this element, the approach that a sales team takes to win the attention of targeted customers is usually focused on a specific trait. The desired trait is selected based on a specific set of criteria agreed upon. The targeted customers usually, receive materials and special pricing terms that are offered as an inducement. Besides, to ensure that the whole process is successful, CRM software is used to record all the relevant details regarding the campaign, the responses of the targeted customers, and analysis performed.
In today’s global competitive environment, valuing customer is important since it helps create long-lasting business relationships. This fact means that it is important to incorporate customer experience (CX), customer engagement (CE), and customer relationship management (CRM) in all the activities that an organization takes part in to achieve sustainable competitive advantage. Given the purpose of these marketing theories, such as spanning sales, marketing, and supporting effective customer interactions, their functionality should be straight forward so that value can be generated. For instance, effective CRM solutions should encourage stakeholders to interact with the software and be in-tune with both the cost-saving needs of the organization in terms of business operations and information technology. Similarly, there is need to ensure that the applied concept create some form of revolution in market incursions and upgrades in technology. The outcome of the developed strategies is that while the business will remain profitable through revenue generation, a long-lasting relationship with the customers and other company stakeholders will be achieved. Consequently, customer retention will be enhanced, which, in turn, will help in achieving sustainable competitive advantage.
[bookmark: _Toc58925162][bookmark: _Toc59009857]Customer Relationship Management at Starbucks
The main approaches to customer relationship management that Starbucks Corporation has used to increase revenue generation and achieve long-term relationships with its customers include use of mobile payment and third-party websites. Regarding mobile payment, a convenient means that customers can use to jumpstart their respective businesses is by incorporating a cloud-based customer relationship management (CRM) application. This type of application enables Starbucks to effectively stay in contact with its customers and clientele, irrespective of their geographical location, proximity, or zone. The mobile payment feature introduced by the company is compatible with various operating systems and devices powered by them, such as iOS and android. Moreover, the mobile payment method was conceptualized by the organization with the aim of reducing the ordering and waiting time of its customers. The main aim of this approach was to ensure that they are given more time to enjoy the items that they order. Furthermore, the strategy was related to the company’s corporate social responsibility (CSR) since it was a means of promoting environmental awareness, which also contributes to the green movement (Hardjono and San 2017). On the same note, the mobile payment method incorporates features such as the scan-and-go system, which aimed at ensuring that the purchase procedure for customers is fast and easy. Since everything associated with the payment process is electronic, it helps reduce the use of plastic gift cards, which is an-environmentally-friendly approach, and provide more advantages to the targeted customers since it is more efficient.
Another good feature associated with the mobile payment method, hence, improving Starbucks’ customer relationship management is the ability of customers to use the application to check their balances and monitor their transactions. Additionally, they have an option of reloading or toping up using accepted credit cards, such as those powered by VISA and MasterCard. On the same note, Starbucks Corporation has developed smart phone apps that customer can use to view the company’s menu options. The app provides a description of all the items, that it offer and everyone can access them at their own convenience. Other factors that are also included in the menu include nutrition information so that people with special diets can have options to choose from which best suit their health status.
On the other hand, regarding the third, party websites, among the objectives of Starbucks Corporation is remaining committed in accessibility and inclusion in all its operations. These core values are essential in ensuring that the way in which the company conducts business is in congruent with the experiences that they design for its customers. With this strategic approach in mind, the company has developed a website that can be accessible to anyone who has internet access, irrespective geographical location so long as they have internet access. The website is compliant with all the laws and statutes developed and is periodically monitored and tested by both third-party and internal accessibility consultants to ensure that it functions effectively and has information that is up to-date. This approach helps Starbucks Corporation to identify any usability issue that may arise in a timely manner, in order to develop solutions in an event where any negative issue is detected. The purpose of this strategic move is to ensure that there is improved accessibility of the site. The current accessibility features that the company’s website has achieved include incorporation of alternative text detail for relevant images and other elements that are not necessarily text-related, incorporation of title attributes for any additional information regarding links, use of structural mark-up to show lists and headings in order to improve page comprehension, and use of JavaScript and style sheets. These features help to enhance the appearance of the site, as well as its functionality. Therefore, in an event where these technologies are not implemented effectively, there would be a possibility of encountering issues that may negatively affect the brand of the company since the image portrayed is that it is unreliable.
[bookmark: _Toc58925163][bookmark: _Toc59009858]Effects of Internal and External Factors on Starbucks Quality Systems and Controls for Customers
Starbucks Corporation uses,a number of quality systems, which helps in controlling its customers. They include barista checks, random check-ins from district managers, and use of third parties. Regarding the barista checks, they involve a process where dinks are called from the barista checks, in order to determine their accuracy and that no drinks are missing. When the drinks pass the checks, they are handed over to the customer who ordered for them. Regarding the random check-ins from the district manager, it is a quality control system that involves direct communication with the customers. During this process, the district manager, who is the person in charge of the check-ins, engages the customers and assesses their baristas randomly. The purpose of this process is to ensure that the products ordered and delivered to the customers are within the quality standards set by Starbucks Corporation. The final quality system that the company has incorporated is the use of, third party corporations for quality evaluation. The company relies on third party companies to perform assessment for all its stores to ensure that the set quality standards are maintained on a regular basis.
Regarding controls for customers, the strategies that Starbucks has put in place include quality of design, quality of conformance and availability, and field service. Quality of design is a strategic proves involving formation of a cross-functional design team. The team comprises various personalities with diverse skill sets. They include members of various departments, such as operations, marketing, and engineering. The main objective is to ensure that the developed designs are consistent with the needs of the company’s customers. Since the company is fully aware that among the main driving factors influencing customer purchase decisions is variety, Starbucks Corporation ensures that it adds more choices that people can choose from by combining different flavors and combinations. This approach helps in controlling the company’s customers since they, are able to access a wider range of product offering that satisfy all their needs.
On the same note, quality of conformance and availability is a customer control mechanism that has yielded positive results for the corporation. Regarding quality of conformance, the company focuses on meeting all the specifications of customers regarding a product, irrespective of the type of quality of design reached, such as de-caffeinated, foam, and non-fat, among other personalized options (Huang and Zhang 2020).  Regarding availability, the company incorporates factors, such as maintainability and reliability in customer control (Huang and Zhang 2020). The aspect of availability is achieved when all the desired products and the machines making them are running in their optimal standards (Huang and Zhang 2020). Starbucks Corporation has multiple machines in all its branches and has specific individuals who are tasked with the role of ensuring that they are functioning well. They are also in charge of maintaining these machines through cleaning them regularly after use. The company also offers training services for the individuals who are required to maintain the machines.
Finally, regarding field service, it is a customer control approach that has been effectively implemented by Starbucks Corporation. The process involves issuing warranties for products purchased by customers for repair or replacement after it has been sold. Starbucks Corporation is flexible enough to fix any quality-related problem that is associated with customers not receiving products that are best suited to their liking. As much as there may be challenges associated with promptness, especially if factors, such as traffic jams, among others, division of labor is usually applied to ensure that the raised issues by customers are resolved in the most efficient and cost-effective way possible. This approach is a total quality management technique that helps in dealing with cases of receiving bad publicity when the ordered items do not meet the specifications or wants of the customers.
The main internal factors that will be considered in the paper include change management and level of job satisfaction among the employees. On the other hand, the main external factor that will be considered is the COVID-19 pandemic, which is a legal factor. Regarding change management, the company’s employees have not been flexible enough to ensure effective change management practices take place as required. Most are rigid, hence, making it difficult for the leadership to make changes. This situation makes if challenging to ensure effective customer relationship management because the nature of flexibility that the employee possess directly reflect on how they handle the organization’s customers. On the same note, regarding job satisfaction, a large number,of employees, especially from the lower management level are not fully satisfied with the nature of jobs that they perform. Most of them are in the company because it is their only means of earning a living, and not because it forms part of their career development. This situation negatively influences their level of motivation towards the job, hence, negatively influencing their level of productivity. Consequently, customer relationship management is influenced negatively.
The main external factors that affects the CRM strategies adopted by Starbucks is legal in nature. Mostly, it involves the laws and policies developed by various governments regarding the control of the spread of the COVID-19. The COVID-19 pandemic negatively influenced the company’s quality systems and control for customers in a number of ways. They include decreased productivity due to the need to downsize the company’s workforce, reduced demand, and increased competition. Regarding reduced productivity, due to the guidelines set to handle the situation, a large number, of employees had to be released since their purpose within the company was no longer required. Additionally, with factors such as introduction of curfews and lockdown in some areas, some employees were not able to report to work. The outcome of this situation was that the rate of productivity that the company previously had reduced significantly.
On the same note, regarding reduced demand, some of the company’s customers could not access the locations of various company stores to purchase their products. Consequently, they resolved to other alternatives that would help them achieve their desired outcomes. Furthermore, due to the high risks of infection associated with the virus, some customers developed trust issues. They preferred to stay at home, in order to reduce the risks associated with contracting the virus from a public place. Consequently, the sales of the company reduced. Finally, regarding competition, the level of rivalry increased among other companies offering similar products and services because they developed more innovative ways of reaching their targeted customers and delivering the desired products. This situation led to decrease in the market base of Starbucks Corporation since the competitors banked more on customer relationship management to gain their trust and loyalty.
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Maintaining good customer relationships is an effective strategy that Starbucks Corporation should incorporate to deal with the challenges caused by the COVID-19 pandemic. Since the situation impacted all companies globally, irrespective of the industries in which they operated, various strategies can be put in place to ensure that the sale and productivity of the company does not go down (Silva, et al. 2020). They include offering discounts, investing in corporate social responsibility, and investing in e-commerce.
Offering discounts is a lucrative approach since it creates a perception that the company is aware of the financial hardships that the customers are facing due to the COVID-19 pandemic, majorly caused by loss of jobs. The approach helps the company connect more with its customers, hence, building and maintain brand loyalty (Tian and Feinberg 2020). However, to achieve the desired outcome, it is important to incorporate the cost leadership strategy since it would ensure that Starbucks does not operate on losses (Gorondutse and Gawuna 2017). Similarly, investing in corporate social responsibility is beneficial since it would give the company a good brand image (Bernal‐Conesa, de Nieves Nieto, and Briones‐Peñalver, 2017). Consequently, more customers would want to be affiliated with Starbucks Corporation. Finally, investing in e-commerce would help generate sales for the organization since it targets aspects, such as convenience and safety (Phillips 2016).Large number of customers are not able to access the products and services offered by Starbucks due to issues such as lockdown. However, through e-commerce, they can remotely order for their desired products and services, which the company can deliver to them at their own convenience.   
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The main purpose of customer relationships management is to develop long-term relationships with clients and investors to boost sales and achieve sustainable competitive advantage. Through appropriate implementation of customer relationship management strategies, customers tend to form personal relationships with the companies from which they purchase their desired products. Therefore, to assess both internal and external factors that may affect the quality systems and controls developed by companies for their customers and the strategies that can be developed to deal with such situations, hence, developing and maintaining good customer relationships. The main issues that have been addressed include the background of the company, key marketing theories, customer relationships management of the company, the effects of internal and external factors on Starbucks’ quality systems and controls for customers, and how the organization can deal with the situation and achieve its business objectives by maintaining good customer relationships. The main problems that have been identified include decreased productivity due to the need to downsize the company’s workforce, reduced demand, and increased competition. Regarding reduced productivity, due to the guidelines set to handle the situation, a large number, of employees had to be released since their purpose within the company was no longer required. Regarding reduced demand, some of the company’s customers could not access the locations of various company stores to purchase their products. Consequently, they resolved to other alternatives that would help them achieve their desired outcomes. Furthermore, due to the high risks of infection associated with the virus, some customers developed trust issues. Finally, regarding competition, the level of rivalry increased among other companies offering similar products and services because they developed more innovative ways of reaching their targeted customers and delivering the desired products. The recommended strategies that Starbucks Corporation should put in place to ensure increased productivity include offering discounts, investing in corporate social responsibility, and investing in e-commerce.
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