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Executive Summary

This report will:
1 Identify the competitive strategy that Starbucks have adopted for improving their current competitive position.
2 Critically analyze advantages and disadvantages of Starbucks by utilized competitive strategy.
3 Present recommendations based on the findings for Starbucks.

Firstly, all of information was collected by from a good deal of academic journals, textbooks and Starbucks websites.

Then, this report studied that the Starbucks makes uses of the differentiation strategy from Porter’s Generic Strategies. It is clearly shows that the Starbucks following methods:

The valuable brand has great effect to Starbucks 
Howard Schultz’s coffer beans stock plan of Starbucks
The special design of Starbucks with internal and external
Corporate Social Responsibility of Starbucks

It is important advantages about Starbucks that is strengths of differentiation strategy by two points were presented

Creation of competitive advantage to Starbucks
Brand Effect

On the contrary, there are a number of limitations of Starbucks that could be affected

High Cost to Starbucks
Risk of Imitation to Starbucks

Having a variety of recommendations which can improve Starbucks

Continue to enhance service competitiveness to ensure the quantity of customers
Make good use of interactive marketing and dual experience.
Adopt different business cooperation, cross-marketing sublimation customer value.
More to strengthen the group intertwined, with customer base to marketing.


1.0 Introduction
[bookmark: _GoBack]The Starbucks that named from charismatic assistant by Melville's novel, which is << Moby Dick >>.He is addicted to drink coffee. When it came to 1971, three Americans began to go shares to Starbucks in Seattle, managing well-roasted beans that established around the world. Having numerous Starbucks Coffee's retail products that can including ordinary coffee beans, hand lapping espresso and a plenty of coffee drinks, a variety of western-style pastry breads and coffee facilities, different coffee cups and other products. (Estrada. A 2014) As we all know, the Starbucks is the most famous coffee business chain. Therefore, It is hard to calculate how many Starbucks coffee stores all over the world, the cause that is the great growth have taken placed in Starbucks coffee shops for every day, on the basis of professional data, Starbucks will extend a newly store by almost every eight hours, and then, five new stores are opened each day on average, in addition, having 1,800 coffee shops open for each year. (Read O.  2012) Starbucks has long been pay more attention to offer its consumers with all of best everything that is coffee and services to with the only one of its kind "Starbucks Experience," making Starbucks shops all over the world with a warm and comfortable place to live, beyond the workplace and home ". Having a loyal consumer at Starbucks with words by saying that the Starbucks coffee is unique and it seems like home. (Simmons J. 2012)



1.1.1The background of Starbucks

Starbucks is famous international coffee chain and biggest retail coffee shopkeeper based in Seattle, Washington. In addition. The Starbucks is the largest business company that by coffee shops around the world, with 15,012 stores in 44 countries. (Starbucks 2013) Starbucks push out the fast -brewed coffee, hot hands-espresso drinks, other hot and cold products, snacks, and products that such as DIY-cups and coffee beans. The success of Starbucks is a miracle that grew from a small company in Seattle to a large enterprise with more than 5,000 retail stores. In 2001, Starbucks had a turnover of 2.6 billion U.S. dollars and a profit of 181 million U.S. dollars, making it the world's largest coffee retailer and coffee factory. (Starbucks 2015) In 2001, "BusinessWeek" world famous brand list, McDonald's ranked ninth, Starbucks ranked eighth. In February 2003, Fortune magazine named the nation's 10 most respected companies, with Starbucks finishing ninth. On Wall Street, Starbucks has long been a safe haven for investors, and its share price has climbed 22 times over the past decade after four spinouts, outperforming General Electric, PepsiCo, Coca Cola, Microsoft and IBM big company. (Starbucks Coffee Company 2015)


 1.2 Objectives

This report will:
1 Identify the competitive strategy that Starbucks have adopted for improving their current competitive position.
2 Critically analyze advantages and disadvantages of Starbucks by utilized competitive strategy.
3 Present recommendations based on the findings for Starbucks.

2.1Definitions of Major Concepts

This report will display some important definitions of major concepts in strategic management of Starbucks in their current competitive position. Therefore, it is clearly show that it can divide into Porter’s Generic Strategies, Business-level strategy, and Competitive advantage. (Porter, 2011) They all refer to the process by which the manager organizes the various resources of the organization and performs the stated goals of the organization through the execution of functions such as planning, organizing, leading and controlling in a given environment.


2.1.1 Porter’s Generic Strategies
Michael Porter proposes the basic competitive strategy that is a famous strategic management scientist at Harvard Business School in the United States. (Parnell, 1997)

The basic competitive strategies that can divided into three parts that are cost leadership strategy, differentiation strategy, and focus strategy. Business companies must adopt one of these three strategies to become their integral strategy. It must command costs for a lesser extent surpass other competitors; or establish idiomatical features in the company's products and services that make customers to experience that you provide surpass any other competitor; or that the company is committed to serving some specific market segment, a particular product category, or a particular geographic area. The three strategic structures vary widely, and the successful implementation of them requires different resources and skills. Due to the chaotic corporate culture, the lack of organizational arrangements and the conflict of incentive mechanisms, the enterprises caught in the middle may suffer even greater losses. (Miller, 1992).


2.1.2 Business level strategy

The strategic level is the strategic intent and strategic behavior regarded as the business companies based on the judgment on the future business environment to the adopted strategy objective level. On the basis of these strategic behavior ranges, the strategic level can be separated into three parts that respectively are market level, technical level and resource level. (Porter,  2011)

In general, a complete form of strategy includes the following three major levels.

1Corporated-level Strategy,
2Business-level strategy, and
3Operation strategies.

When an organization is engaged in many different undertakings, the establishment of strategic institutions is easier to plan and control. Strategic regulations display a simplex entity business or related business portfolio, single strategic business is independent and should have own the only one of its kind target and competitors, which makes each single strategic business has strategy independent of the organization's other regulations by itself. (Parnell, 1997) Like companies such as General Electric, because of the diversity of business operations, management may establish a dozen or more strategic institutions.


2.1.3Competitive advantage

Compared to competitors have the advantage of sustainability: advantages of resources, advanced mode of operation, more suitable for market demand for products and services. According to the above of one or more areas of interaction between the formations of better than the core competitiveness of rivals. (Porter,  2014)


2.2 Strategic Management

It refers to the art and decision-making of a company or organization for the overall and long-term development direction, goals, tasks and policies, and resource allocation of a certain enterprise or organization. (Financial Times 2017) In addition, there are two parts of strategic management including: 

1Strategy formulation / formation
2Strategy implementation


3.0 Main findings

Starbucks store each branch of the interior decoration is different, according to the geographical characteristics and having a special style of local decoration.
Moreover, in terms of regional effect, the number of outlets is set according to whether or not the local population meets the Starbucks crowd. 

In the global strategic marketing, different countries, pricing, decoration, the number of stores are different, according to different consumer groups and spending trends among countries. Obviously, the Starbucks by taking an approach that is differentiation strategy that comes from Porter’s strategies. (Starbucks 2013)


3.1 Differentiation Strategy

Differentiation strategy is regarded differentiate the products or services as company offers, forming something unique across the industry. Differentiation Strategy is required businesses to differentiate themselves in a number of aspects that are valued by their consumers, or to research and improve their products that can promote more capable, better performing, and better served surpass other competitors if the cost gap is hard to further expand. Starbucks begin to early implement the strategy that is differentiation strategy. Differentiation was a competitive tool for Starbucks. By providing differentiated products and services in the coffee beverage industry, the company earned a higher profit margin than regular coffee shops. (Porter 2011)


3.2The valuable brand of Starbucks

The first item is the experienced marketing. The heart of Starbucks' brand value means that if customers want to drink the best coffee, which is offered only in Starbucks that is unique option. Starbucks pay more attention to use "experience coffee" that is important   strategy tool that for winning marketing of coffee around the world. Because having a good deal of coffee consumption and cultural consumption have appeared all over the world, such as a number of coffee shops, the most significant reason is to adopt environmental atmosphere to reflect to customers. Joseph Pine and James Gilmore, who argue that experience coffee means that customers spend their time in a characteristic aspect and accept a battery of unforgettable experience coffee by this process, and it is suggested experiencing this definition. Starbucks adopts that including experience of coffee, emotion and focus to embody the brand value of Starbucks. The second item is one-on-one characteristic service. It is based on experience coffee; Starbucks found that not only the customers improve the environment that by on-site sales service and after-sales service, but also development for some social activities with customers, so as to give full experience to play by specific details. One-on-one service at Starbucks, regard consumers as the protagonists, giving more a fully personalized experience for consumers. This demands for businesses means that it should pay more attention to the actual value of the product to itself, but also to increase extra importance to the extension of the connotation of products, it is best way to improve customer value and push out product sales. By this point of view, the pricing that can’t occupy the first place for consumers. The inspiration that from the different products or service that offering more attractive for the customers. It is based on experience coffee of Starbucks that has established its particular values. (IBIS World of Starbucks 2013)

3.3Howard Schultz’s coffer beans stock plan of Starbucks

The original Starbucks is not a well-known chain of coffee shop business model. Without Howard Schultz, Starbucks may still be a specialty store that runs premium coffee beans. However, Schultz set up the first "Starbucks" version of Starbucks in the history of the United States, where all employees of the company will have their shareholdings in the company and receive health insurance. (Koehn,  2002) Starbucks started implementing Bean Stock in 1991. This is a stock options program for all employees, including part-time employees. The idea is to have each employee own a share and become a partner in the company, so that each employee is tied to the company's overall performance, and both the CEO and any partner take the same approach. (Merchant, 2014). To qualify for share distribution, at Starbucks, employees are not called employees and are called "partners." This means that being employed by Starbucks, it is possible to become a Starbucks shareholder. Starbucks now has about 25,000 "partners" all over the world. Howard Schultz owes much of the company's success to the uniqueness of this partnership (Starbucks Coffee Company 2015)


3.4The special design of Starbucks

At the U.S. headquarters in Starbucks, there is a dedicated design studio with a team of professional designers and artists dedicated to designing Starbucks stores around the world. (Read  2012) One of the attractions of Starbucks in Japan is the store design. While maintaining the brand image of Starbucks, each store has a unique style, enjoying coffee, but also enjoy the wonderful scenery. Starbucks in Japan, a total of more than 1,000 shops, of which there are a total of 13 concept stores. The so-called concept store concept, the overall design is different from other Starbucks stores, in the appearance of the building and interior decoration has a special ingenuity. (Merchant, 2014). In addition, it is important thing that the Starbucks pay more attention to drink coffee of customers feeling and taste that named by invisible atmosphere. This is different from other coffee shops. Crowded shopping districts dominate it. In addition, there are many locations for transportation such as stations. Although to sell coffee to people to drink, it also provides people with a place that for short-term rest. These better reflect Starbucks strategic decision-making and corporate culture. (Simmons  2012)

3.5Corporate Social Responsibility

CSR refers to the business in creating profits, shareholders and employees bear the legal responsibility, but also bear the responsibility of consumers, communities and the environment, corporate social responsibility requires enterprises to go beyond the traditional goal of profit as the only concept Emphasizing the need to pay attention to human values in the production process and emphasizing the contribution to the environment, consumers and society. (Financial Times, 2017)

Starbucks found a South Korean data: about 338 per capita consumption of coffee cold drink plastic cup each year, which is equivalent to South Korea made 300 million trash each year. (Starbucks 2013) So with college students to start a love "Starbucks DIY Portable Garden" event, the equivalent of a pollution prevention and charity activities, which attracted the global consumer concern and favor of the brand. Consumers buy a cup of coffee at Starbucks, will be presented with a bag of plant seeds, a detailed DIY teaching, and even mixed with ground coffee for customers free of charge. This event quickly swept 51 countries, and 97005 million users to participate and share to INS and Facebook. (Starbucks 2013)



4.0Strengths of a Differentiation Strategy

 4.1 Creation of competitive advantage

Starbucks adopts a polytrophic investment and cooperation strategy that focus on different counties all over the world. Starbucks started its multinational operations very early and its share of the U.S. headquarters in subsidiaries around the world varied. (Estrada.  2014) Starbucks spends a lot on employee benefits and training, leaving employees with little liquidity, which plays a key role in Starbucks' brand management. Starbucks does not think it's a coffee, but a coffee shop experience, so he focuses mainly on communicating with customers, with special emphasis on communicating with customers. (Starbucks 2013)  In addition, each Starbucks displays different external environment, idiomatical design, lighting and music to be showed and managed to establish a more comfortable environment with internal and external. Starbucks promotes educating consumers and promotes their products through various means such as the Internet and clubs, and forms a deep-rooted culture with various interesting and innovative propaganda modes. (Amadeo.K. 2017)

4.2 Brand Effect

By the brand for the enterprise effect, it is the continuation of business value in business society, in the current brand leading business model, which means that product positioning, business model, consumer groups and profit return. (Porter, 1998) The establishment of a corporate brand requires enterprises to have a strong resource integration capability and its rapid development means that brand use has brought tremendous economic and social benefits to commodity producers. First of all Starbucks to direct business-oriented, more than 30 years, Starbucks announced its entire foreign policy is: Stick to the companies direct sales stores in the world are not franchisees. Secondly, Starbucks insists on advertising at no cost. (Starbucks 2013)

5.0 Limitations of a Differentiation Strategy

5.1 High Cost

It is clearly show that the Starbucks is a luxury in public all over the world, so as to insure the Starbucks customers, Starbucks select location that always more trend to rental expensive city downtown lots. Differentiation strategy is also risky. (Estrada. 2014) This mainly includes: the customer's spending power that depends on different level of products differentiation and on the relative range of spending power to customers in economic environment, when the impact of the enough numbers to change   customers decrease to experience products more than before When you buy more, your business is at risk. Therefore, it is clearly show that the economic crisis on the influence of Starbucks management is very direct and obvious. However, if the Starbucks face to deep price war, not only the survival of differentiation unsustainable, its brand will also be encountered dangerous issue with its brand.
5.2 Risk of Imitation
The Starbucks that is a leader in the range of coffee market all over the world, Starbucks faces opportunities and challenges from all aspects. The competition between Starbucks and Costa is relatively large. (Estrada. 2014) Costa has local advantages, relying on Hualian and Yueda in supermarkets, department stores and logistics and other advantages, can quickly open the channel, and the use of "close" tactics Costa saved cost, therefore, the development of Starbucks has been affected to some extents





6.0 Conclusion

First of all, this report displays that the background of Starbucks and express the aims of this report. And then, it is shows that all of important definitions of major concept that including Porter’s generic strategies, Business level strategy, Competitive advantage and Bowman clock strategy. Finally, According to examples of Starbucks to make some clearly perspective analyze by differentiation strategy and to explain advantages and disadvantages of Starbucks.

Demand for the world's coffee market continues to expand. However, Starbucks, which is leader in coffee chains around the world, it needs to extend its unique marketing model and organizational structure. It also needs to reinforce its differentiated strategy by relying on differences with other brands Making the right decisions, promoting high quality products, superior customer service, and brand reputation translate into building high value brands for other competitors.










7.0 Recommendations
The Starbucks should develop new more products that can expand the line of products 

The Starbucks can continue to enhance service competitiveness to ensure the quantity of customers

The Starbucks make good use of interactive marketing and dual experience.

The Starbucks should adopt different business cooperation, cross-marketing sublimation customer value.

More to strengthen the group intertwined, with customer base to marketing.
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