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[bookmark: _GoBack]Executive summary
Starbucks is known to be one of the most definitive companies in the drinks and beverage sector within the United Kingdom. However, the company has recently faced some issues in terms of appealing to a large set of customers. This has been brought forth due to the fact that the company mostly relies on offline marketing. Additionally, they also face issues in terms of decision making. Therefore, this study has further explored the marketing strategies that the company can take to appeal to a large set of customers. On the other hand, brand awareness is a crucial part and therefore interlinks have also been established with the strategies that can be sued by the company as a result. The report concluded with the stakeholder management matrix depicting the power and interest if the shareholders. 

Table of Contents
Introduction	4
Rationale for choosing the organisation	4
Organisation overview	4
Challenges faced by Starbucks	5
Innovative marketing strategy formation	6
Establishing interlinking of marketing strategy with brand awareness	8
Evaluation of Starbucks’ marketing management and initiatives	9
Brand Awareness and Satisfaction of the Customer	9
Marketing initiative	11
Customer journey across a variety of communication channels	12
Stakeholders’ expectations management	14
Conclusion	15
Reference List	17



[bookmark: _Toc127507254]Introduction
In order to sustain in a competitive environment, it is important to highlight that an organisation has to conduct marketing activities to gain further advantage. Therefore, the marketing department of an organisation plays a crucial part in terms of sustaining within a market. In this particular study, Starbucks has been chosen as the organisation for which marketing environment will be evaluated and strategies will be defined. Therefore, the contemporary issues faced by the organisation will also be highlighted in the process. On the other hand, approaches regarding mitigating all these issues will also be taken into considerations. 
[bookmark: _Toc119518007][bookmark: _Toc127507255]Rationale for choosing the organisation
There are few reasons why Starbucks has been chosen as the organisation that will be put more focus on. For starters, Starbucks is one of the most prominent brands in terms of coffee and beverage and also has a strong presence in the UK market. However, there are some internal issues that are put little to no attention to by the management and are therefore required to be highlighted in order to function without facing many issues in the process (Duncza, 2021). Therefore, in order to aid the organisation in further enhancing their business capabilities, this particular organisation has been chosen in the process.
[bookmark: _Toc119518008][bookmark: _Toc127507256]Organisation overview
Starbucks was first founded in Seattle back in 1971 and initially it focused on providing fresh roasted coffee to the customers. In 1983, the Italian standard and style of coffee was incorporated into Starbucks and since then it has been the focus of the company as well.  In 1987, Howard Schultz purchased the company (Starbucks.co.uk, 2023). In the 21st century, the company also incorporated foods and snacks and started providing services in the process. As of 2023, Starbucks has over 32000 stores in over 80 countries in the process. In the meantime, it needs to be highlighted that as of 2022, the company has over $33 billion as revenues (Alwaleed et al. 2019). Therefore, it has become certain that the company has experienced a growth rate of over 8.41% in the process. 
[image: Starbucks revenue worldwide 2022 | Statista]
Figure 1: Revenues of Starbucks
(Source: Statista.com, 2022)
[bookmark: _Toc119518009]In the meantime, it should be noted that Starbucks is also constantly taking major steps in order to ensure that they stay ahead of other companies accordingly. In order to do so, they have also put a strong focus on the expansion of businesses in both the physical and the digital space (Bonaparte, 2020). However, it is essential to highlight that the organisation has also started facing major competition from different well-known companies in the process. Some of the competitors in the current marketing environment are McDonald’s, Dunkin’ Donuts, Subway, Whitbread and Costa. The emergence of digitalisation has also forced various companies to incorporate and implement new plans as well as technologies. Therefore, this has also resulted in Starbucks get a prominent platform accordingly (Alwaleed et al. 2019). Even though the company has performed decent in the overall organisational market, it should be noted that they have not been quite up to their full potential as many issues occurred because of competition, segmentation, digitalisation and globalisation in the process.
[bookmark: _Toc127507257]Challenges faced by Starbucks
It needs to be stated that Starbucks currently faces major competitors due to the fact that the current era of globalisation has indeed brought about the opportunities to further capitalise in the market. As mentioned by Chuang (2019), the brand is not successfully appealed to a large set of customers due to the fact that they have not manage to capitalise in the market accordingly. Therefore, it needs to be noted that the company has to bring some changes to their operations in the process. On the other hand, it has also been seen that the company has underperformed in terms of the provision of flavours and quality to the customers recently. This has also increased the level of dissatisfaction among the customers. 
On the other hand, it can be observed that the company has also lacked composure in terms of making decisions and acting accordingly (City, 2021). Therefore, this has also resulted in the brand being affected in terms of maintaining image. Starbucks has also laid off about 5% of their employees in the midst of the COVID-19 pandemic accordingly. In the meantime, it should also be highlighted that inconsistencies can also further affect the operations of the brand if it keeps continuing like this.
In order to complete the study, it should also be noted that one of the main challenges that is faced by Starbucks is understanding the needs of the customers and acting accordingly. As mentioned by Duncza (2021), there have been several instances where it has been observed that Starbucks did not pay much attention to the needs of the customers and have therefore been accused of slacking off in the crucial moments. When it comes to food waste management, the company is still insignificant, but customers can always get things like biscuits from them. Regarding the implications of sustainable corporate leadership, this further looks to be among the major issues for the business (Gupta, Nagpal and Malik, 2018). An ongoing issue at Starbucks is their excessive reliance on the internet and neglect of investment more than that in regional shops across the country. 
Starbucks currently has 10 million subscribers on their online platform. However, it needs to be noted that more subscribers might not always produce fruitful results in the process. At the same time, it remains to be noted that because of digitalization, more firms and consumers are gravitating towards to virtual environment, which has increased competition there (Hui‐Jung, 2019). However, Starbucks’ reliance on the physical shopping could cost the company a lot of money in terms of aggressive local and worldwide advertising competition.
[bookmark: _Toc119518010][bookmark: _Toc127507258]Innovative marketing strategy formation
To maintain a place in the cutthroat global, the corporation must improve its market penetration strategies. It is clear that one of Starbucks’ effective techniques for grabbing customers' interest has consisted of reduce the price of basic necessities. It is a fundamental need for maintaining the company that the company has met (Khan, Yusop and Baharudin, 2018). On the contrary hand, the corporation must recognise the needs in addition to offering the goods at reasonable rates if it wants to penetrate the market deeply. There, commercial fragmentation or STP theory must be used. Organizations can categorise their targeted audience using STP's methods, which will aid them in better comprehending their needs. Starbucks has the chance to get to know their clients well thanks to the STP analysis, which allows them provide items that are appropriate for the needs (Kim and Park, 2021). It aids them in getting customers to appreciate the values they hold in common with customers. Moreover, consumers' sense corporate loyalty might be increased.
The industry's clothes sales are one of the biggest problems it has. The company's poor sales success is obvious because it was not appealing to any one generation. Depending on this methodology, marketing strategies really have to take item development plan into account. The business must group its products, which are coffee and other types of beverages under names that are catchy. For example, the business can identify its Gen Z target market and create unique items related to beverages for them (Lombardi, Chidiac and Record, 2021). This element aids the business in growing brand recognition among various age groups. The model of product uniqueness must be considered as well.
With the aid of this method, the business is able to produce goods that appeal to different age groups. One example is the preference for customised drinks among today's youth. Considering this, Starbucks can offer roomy clothing to this particular segment, helping to satisfy consumer preferences. As a result, Starbucks is able to handle the difficulties presented by the shifting demands of the customer. 
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Figure 2: UK coffee market growth
(Source: Statista.com, 2023)
One element that the business must take into consideration as it manages its current issues is its marketplace development plan. In addition, it should be noted that a strategy for market expansion aids the organisation in forging and sustaining a foothold in a cutthroat industry (Musonera, 2021). Organizations can use the current products to address a new market in accordance with their development strategy in order to grow their businesses. In using this strategy, evolving customer characteristics can indeed be accounted for. For example, the business can create new channels for reaching customers more effectively (Nguyen, 2020). It is clear that now the corporation invests more now in in-store sales than online shopping. Therefore, it should be noted that Starbucks will have to take this opportunity to invest more in the online sales and services growth in addition to the offline operations (Rahmawati, Rachmawati. and Saifuddin, 2021). Furthermore, the company will also have to seek out advices from ever employee involved in a particular operation as this will also provide them an opportunity to expand their businesses.
[bookmark: _Toc119518011][bookmark: _Toc127507259]Establishing interlinking of marketing strategy with brand awareness
As highlighted by Santika (2018), it has been observed that variety in strategies for marketing serves multiple purposes for a particular company. Therefore, it needs to be pointed out that Starbucks will have to formulate different strategies while also raising the awareness of the brand and establish a direct link in order to take the opportunity to exemplify their operations. In the meantime, it can be noted that recognition of popular brands is necessary for different organisations to operate in a market as competitive as that of the United Kingdom. As per the views of Shim et al. (2021), expansion of businesses on social media as well as SEO is important for the organisation to finally put brand thoughts as well as penetrate the markets in the process.  
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Figure 3: Product diversification methods
(Source: derived from the concept by Polat and Çetinsöz, 2021)
Starbucks has generally focused on promoting their brand and provide cross marketing initiatives to raise awareness related to their brands. However, this has not been as beneficial as they expected this to be (Subramaniam, 2020). Therefore, it can be noted that providing the same number of products online can also be useful for the organisation as this type of marketing has indeed been popular to a great extent. At the same time, it can be observed that Starbucks does possess equity of brands and therefore they should also use it to further imply their strategies of development of coffee and beverage items. 
At the same time, diversification of products can also be quite beneficial for the item and this should also be helpful in raising awareness of the brand as a result (Tsai et al. 2020). One of the most effective methods in order to win the support of the customers is to offer customisable services to them. Therefore, this can also be quite advantageous as the brand will be able to gain the trust of the customers to a great extent. If customers are allowed to get the exact type of foods they are looking for, they will be satisfied with the performance of the brand. Additionally, the awareness of the brand will also increase considerably in the process. 
As per the views of Dilip et al. (2021). Starbucks can use their brand image as a leverage to win over customers of various regions within the United Kingdom. This is especially true as first impression does matter on a long run. At the same time, it should also be clarified that when an organisation is willing to expand its business, they will have to do so by keeping the online services intact.
[bookmark: _Toc119518012][bookmark: _Toc127507260]Evaluation of Starbucks’ marketing management and initiatives
Organizing marketing campaigns serves a variety of objectives, including boosting consumer satisfaction, building brand equity, gaining competitive advantages, and snatching up new markets. To engage with their customers, Starbucks and their marketing director have acknowledged these factors and complemented their marketing initiatives on the internet platform. To stay competitive in the marketplace in this technology age, innovation in accordance with target audience needs is essential. The next part provides a thorough summary of the marketing strategy and initiatives. 
[bookmark: _Toc127507261]Brand Awareness and Satisfaction of the Customer 
Starbucks has contrasted its marketing efforts to convey its marketing image for the brand and what it does for the customers' choice. The company successfully incorporates consumer satisfaction information from various market sectors into new marketing efforts and brand-awareness campaigns. In 2020 and 2021, Starbucks raised sales of its goods and services and calculated the market's effective growth (Alwaleed et al., 2019). These factors clarified consumer satisfaction levels and raised brand recognition in Starbucks' operational market categories. The awareness can be generated by engaging with the customer base. 
For Starbucks to engage with their customers on a key level, brand familiarity, enhanced value of services, and the productivity of the company are beneficial. Also, reassuring customers is essential for winning their trust and persuading them to use the company's goods and services. Starbucks has engaged with similar programmes, and the motivated customers have used their products and given encouraging reviews, ultimately strengthening the brand positions (Duncza, 2021). Starbucks highlights the elements of customer happiness and the feedback they receive in order to leverage it and, on a fundamental basis, raise consumer awareness of their brand. The target audience's feedback can be used to improve the goods and services. 
Starbucks may be able to understand the development of a strong brand image and adjust their current marketing plans to differentiate a better and healthier result. The brand resonance framework describes the components of a consumer's relationship with a certain brand. Starbucks may create a cautious communication strategy with their target audience and engage on a new level. Brand salience, "brand performance," "brand imagery," "brand judgement," "brand sentiments," and "brand resonance" are the six components that make up the brand resonance model (Bonaparte, 2020). For Starbucks to build marketing resilience and generate consumer reliability coefficients that improve brand performance across market segments, these elements are crucial. For Starbucks to build marketing resilience and generate consumer reliability coefficients that improve brand performance across market segments, these elements are crucial. According to Bonaparte (2020), organisations employing the brand resonance theory can understand how long-term commercial activities and consumer relations develop. The combined effect of the six components can aid Starbucks in contrasting a potent campaign for brand awareness for a larger range of market segments. Customer relationships also give an organisation the chance to expand its product and service offerings, enhance revenues, and boost consumer satisfaction levels. As a result, achieving gratification, commitment, and loyalty are key mechanism that Starbucks must incorporate into their current marketing tactics which will enhance their relevant structure. 
[image: A unique brand resonance model guide for 2020 | Canto]Figure 4: Brand Resonance Framework
(Source: Musonera, 2021)

[bookmark: _Toc127507262]Marketing initiative
The consumer journey helps in evaluating the strategies and development which is implemented by the organization in order to ameliorate the business.
Pre-purchase stage:
It needs to be noted that this stage is known to be the stage where the interested customers usually focus on choosing alternative products in the process. The company's main objective through doing this is to establish the ability of the current products to maintain their market share (Santika, 2018). This will be done through advertising, pricing strategies, and the use of extra instruments for personal selling. Increasing market penetration in tourist-friendly regions of Europe would help Starbucks achieve supremacy.
Purchase stage:
This particular stage is known for the stage where the customer has made decisions in terms of investing in the products or services provided to the customers. The company's success will be determined by the revenue it generates from all corners of the world. The company is unique in a number of respects, including its improvised supply chain management, which enables them to distribute more goods, increasing sales rate. Therefore, it needs to be noted that Starbucks will also have to effectively provide them products of higher quality so that the customers stay invested and the company manages to generate higher revenue.
Post purchase:
This is the stage where customers evaluate whether their purchasing decision has been correct and whether they should make future purchases form the company or not. Therefore, companies usually make sure that their after purchase services are top notch (Shim et al., 2021). Starbucks can provide new items to new markets and therefore can also strengthen their customer service. They can draw a wide variety of clients thanks to the variety of their product. In the meantime, they can also provide subscription memberships to the customers in the process.
[bookmark: _Toc119518016][bookmark: _Toc127507263]Customer journey across a variety of communication channels
The user experience can be drawn out across numerous channels and touch points, according to (Nguyen, 2020). Based on this strategy, it can be concluded that Starbucks needs to address and use a variety of channels in order to obtain a clear understanding of customer needs and incorporate those needs into communication development. 
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Figure 5: Customer Journey Mapping of Starbucks
(Source: self-created)
· Marketing via text message: It is clear that people check their alerts at least five times a day, and this is a chance to increase market awareness. Starbucks has the option of using general messaging to tell customers about their products and to present them with alluring offers. The business can use online messaging services and standard messages to communicate with its customer base (Santika, 2018). The business can access a customer's phone number-related information through a store's billing department. Starbucks can tweak its chat bots to send messages to its customer base using those phone numbers. This element enriches the client experience by giving the customer detailed information that increases customer happiness. 
[image: Starbucks SMS Trivia Game These Companies utilize Text (SMS) Marketing  Everyday to drive sales. Want to know more? go… | Text message marketing,  Sms marketing, Sms]












Figure 6: Starbucks text message marketing
(Source: Starbucks - service exploration on Behance, Pinterest, 2021)

· Marketing via Email: Emails may be designated as particular channels that Starbucks may employ to improve customer journey strategies. Email provides one of the most affordable and often used marketing platforms for improved product and service promotion. These are channels that businesses can employ in addition to STP. More particular, the business can send emails that encourage interest by include consumer preference-based information.
· Endorsement of the Brand: For the organisation to use social media marketing channels and go farther, the creation of a brand endorsement plan is essential. Using well-known public figures' faces and notoriety to promote services and products in a wider market segment is the guarantee of a brand endorsement (Shim et al., 2021). Furthermore, Starbucks may take into account collaborating with significant personalities and influencers in order to engage with consumers through their marketing campaigns. 
· Digital Media Marketing: Companies need to leverage a variety of social media platforms to improve customer journey mapping. A positive customer experience is greatly influenced by social media. In this situation, it is appropriate to use the company's official Facebook profile. Starbucks may explicitly inform customers about their deals and other strategies for winning their loyalty by using the company's official Facebook page. In this context, social media platforms like YouTube should also be mentioned because they aid in campaign promotion (Subramaniam, 2020). With this strategy, consumers are informed about the qualities and items that help create a positive consumer experience. 
[bookmark: _Toc119518017]
[bookmark: _Toc127507264]Stakeholders’ expectations management
	Type of stakeholders
	Description
	Power
	Interest 
	Influence on the company  
	Company initiative 

	Venture Capitalists 
	The monetary aspects are being controlled by the venture capitalists and also provide gains if possible. 
	High 
	High 
	The influence on the organization is high for the venture capitalists. 
	Managed Closely  

	Shareholders
	The business prosperity depends upon the shareholders and decision making is another task. 
	High
	High 
	The influence of th shareholders is high as they are superior members of the organization. 
	Managed closely 

	Suppliers
	The raw materials are being supplied by the producers. 
	Moderate 
	High 
	The influence is moderate to high for the suppliers
	Monitor 

	Workers 
	The backbone of the organization who is responsible for the work which is carried out
	Moderate 
	Moderate 
	The influence of the workers are totally moderate 
	Keep Informed

	Community 
	The customer base of the organization that gets the services and products of the enterprise. 
	Low
	High 
	The influence of the audience on the organization is low
	Keep Informed
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[bookmark: _Toc119518018][bookmark: _Toc127507265]Conclusion
From the above study, it has been observed that Starbucks is one of the most notable companies in the coffee and beverage sector and it has also expanded its business within the United Kingdom. Therefore, it needs to be noted that notwithstanding the company's rapid expansion, inconsistent behaviour and poor judgement have hurt the professional image as a company and created problems for it in the marketplace. Starbucks has become overly reliant on its physical space due to the usage of the offline stores to market its company, which will eventually have an influence on the company’s most important marketplace both in the local and international markets. The STP model's adoption enables Starbucks to strategically segment its client base and then target and position the brand within the marketplace with both the greatest degree of flexibility in marketing and promotion. The report concluded with the stakeholder analysis and the matrix portrays the factors which are to be dealt by the organization. 
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