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This essay will be providing a critical analysis and evaluation on processes and stages of marking including the role of the marketing mix in a business. It will be showing different models, including PESTLE and SWOT analysis. It will conclude with recommendations. The company that this essay will focus on is Starbucks. Starbucks is an American company which is the biggest coffeehouse chain in the world. Its headquarters are in Seattle, Washington. Starbucks was established by Jerry Baldwin, Gordon Bowker, and Zev Siegl, opening its first shop in 1971 near the famous place Pike Market in Seattle. 
So, what is marketing? Marketing is the action, set from organisations, and procedures for producing, connecting, providing, and trading offerings that have worth for customers, users, partners, and the public. With, Starbucks, they use a large range of ways to market their product from social media to TV spots and ads.
Comparing to just marketing, the process is also another important key to a success. Marketing process is all about the customer’s pleasure towards their needs. They are formed on value which is known as the marketing process. It is the way companies develop greater customer relationships to obtain benefit from customers in return. 
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There are different stages when talking about marketing process. Mission statement of the company, situational analysis, objectives, strategy, implementation, and control. 
A mission statement is applied by an organisation to clarify, in easy and short terms, about its reason for being. It is all about description of culture, values, and ethics. Starbucks mission statement is all about producing quality and making customers satisfied. They are passionate about supplying the best products and making every store part of a community. Situation analysis is mainly focusing on the procedure of critically assessing the internal and external situations that disturb a company, which is made from a past to a new creativity or project. It offers the information to discover the present opportunities and problems. Company like Starbucks, have the advantage of having many employees which makes them create different ideas and plans. Marketing objectives are focusing on the brand's defined targets. They define the plans of the marketing team, they give a clear guidance for team members to go along, and present information for directors to evaluate and support. A marketing strategy is based on a business's overall game plan for attaining potential customers and converting them into clients of their products or services. A marketing strategy includes the company's value proposal, key brand messaging, information on focused customer needs, and other high-quality components. The implementation and control of marketing plans - is a procedure which should guarantee the success of the strategic objectives approved by the company. A special part in this development plays the role of organising and managing people.

Starbucks’s major political objective is about sourcing raw materials. This has collected a lot of interest from politicians all around the world. For this purpose, the company wants to follow social and environmental rules. The current global economic downturn is the main external economic handler for Starbucks. This factor damaged the profitability of Starbucks, which has turned consumers to change to cheaper options. Starbucks should see an opportunity here to gather up information about competitors and look on improvement of their prices. With this situation, the company has the option to present cheaper production, but it might have to lose the quality. This will increase the number of customers, which will involve buyers from the lower and the middle class. On the other hand, Starbucks is in a good situation to use the advantages of the developed technology. Its relationship with Apple to create application, which gives discount coupons is assisting to influence the modern world of teenagers. As well as that, the company launched Wi-Fi facilities in its shops now.  Internet is essential to the consumers, especially those who own a business and want to use their laptop while having a drink. “Marketing intelligence is the composite of all data and ideas available within an organization”. (Dibb, 2019). This brings an additional benefit to the brand. It improves the consumer experience. Many of the Starbucks business strategies fear campaigners and international support groups. Even the consumers have spoken about issues. This suggests that the company must take these into consideration to remain keeping their consumers’ trust. Starbucks must guarantee that it does not break any laws and policies in the home market and countries from wherever they purchase raw materials. It must also remain warned about the establishment of caffeine making and use associated rules and regulations by health authorities.
Starbucks Corporation is one of the most common and greatest trademarks in the food and beverage business. Its scope, capacity, and the number of loyal customers has been rising over time. It has a brand cost of around $11.7 Billion, this suggests that Starbucks has a solid financial spot in the market. “Shares of the coffee company are up more than 7 percent over the past year”. (Whitten, 2019). The company increased the number of stores from 1,886 to 31,256 between 1998 and 2019.Starbucks is recognised to have a large global network of providers. Starbucks resources (the coffee beans) originally come from three coffee making areas, Latin-America, Africa, and Asia-Pacific.
As well as advantages there are also disadvantages. For a lot of middle class and working customers, Starbucks’ products are more costly than Costa and other coffee shops. Its high charges decrease affordability for the buyers. Starbucks does not own the best products in the business. This makes the imitability of products simple for other competitors. Other coffee stores and food suppliers like McDonalds McCafé sell almost the same products, which does not bother customers to think about branding. 
Starbucks has coffeehouses mostly in the United States. Worldwide growth in developing economies such as India, China and few areas of Africa can provide a great chance to the company’s reputation. It can further expand its business strategies to increase overall income profitability. Also, rising products as per the customer wants in the chosen target market is also a profitable chance. As the company is fashionable, launching new products is a must. For example, holiday flavours under new names would be highly recognised and accepted in the markets.
Competition with low-cost coffee retailers is a threat nowadays. Many coffeehouses sell their products at a reasonable price. This can threaten the future’s constancy of Starbucks which offers higher prices, which customers cannot afford every day of the week. Competition with big outlets is another point to think about, because competition is always around the corner and aiming to do harm to others. The shareholders of the company need to think about been step ahead of everyone else in the business. “When companies were aggressively advertising, Starbucks decided not to advertise. When cost cutting was the dominant paradigm of the industry, Starbucks chose to emphasize non-routine procedures to create excitement among the baristas instead of streamlining procedures to minimize cost.” (Roll, 2021)
Starbucks has segmented its markets by demographically and geographically choosing the store to be located with educated and coffee fans. According to (Kotler, 2016) “Market targeting is a process of evaluating all market segment's interest and selecting one or more segments to enter”. The target market for Starbucks is men and women in the middle to upper classes who can buy Starbucks products at above average cost frequently. Starbucks has selected to market itself by using an unusual marketing strategy that is rare and usually not attempted by other companies in the industry. They placed themselves as a perfect and costly coffee shop that will present to clients tasty and rich coffee.
Starbucks Corporation has a marketing mix (4Ps) that helps the firm’s industry status as the leading coffee making firm in the world. The marketing mix sees the main elements of the company’s marketing strategy, namely, product, place, promotion, and price, which defines the 4ps. “The aim of marketing is to know and understand the customer so well the product or service fits him and sells itself”. (Brenner, 2011)
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Starbucks Coffee Company’s manufactured goods mix is a cause of years of business revolution. For example, the company found the Frappuccino mark after it developed. The company also has a continuing product improvement procedure that intends to extend new products to appeal and keep more customers, mainly because the business must appeal to a varied population of customers in the international market. Therefore, this part of Starbucks’ marketing mix includes drinks, foods, and stock that are carefully chosen or created to meet the needs and the likes of target consumers worldwide. Originally, Starbucks offered its goods via coffeehouses. Not long after, the company presented some of its products through its online store. This method functioned as a major addition of e-commerce into the company’s plans. However, Starbucks closed its online store functions in 2017. The strategic shift shows the company’s move to concentrate on in-store experience in brick-and-mortar coffeehouses. Nevertheless, some of Starbucks’ retail items are offered across retailers. On the other hand, mobile apps let shoppers to easily put their orders online so they could simply pick up their food and drinks at the company’s coffeehouses, that is what most businesspeople do. This part of Starbucks’ marketing mix demonstrates how the company fits to changing times, technologies, and market circumstances. Starbucks turn out to be popular mainly through word-of-mouth marketing. In the marketing mix, word-of-mouth generally aims to provide the greatest customer experience to inspire people to distribute positive words about the business, which at the end brings a good reputation. The business also promotes its creations through television, print media, and the Internet, everyone watches Television and has their phone in front of them. So, it is highly likely that most people will see the advert. “Social media is a valuable tool for Starbucks cooperation because it drives sustainability of the company’s brand” (Lemus, 2015). Sales campaigns are used in Starbucks Rewards, which is a system containing free gifts that customers can gain after buying a specified quantity of the company’s products. The corporation occasionally operates public relations, which has not always been successful for the business. For example, the Race Together public relations campaign was broadly criticised, as the company did not put much effort for the people’s eyes. Yet, the Starbucks Foundation remains its efforts to resolve numerous tasks in society. The Foundation supports communities, while boosting the company’s label. This part of Starbucks Corporation’s marketing mix shows the basic importance of word-of-mouth marketing, advertising, and the supportive positions of public relations and sales promotions for the coffeehouse chain business. Starbucks uses a premium pricing strategy. In the marketing mix perspective, this pricing strategy takes advantage of the social trend of people to buy more expensive products built on the apparent relationship between high price and high value. Through this pricing strategy, Starbucks retains its high-end department image. “Pricing causes many arguments amongst senior management teams because it makes or breaks the business model and generally is hugely important to the customers” (Dibb, 2019)

Conclusion 
Starbucks has maintained their leadership through aiming on a new products’ strategy and increasing the company’s retailer locations across the world. They had no compromise on their high-quality requirements and keeping customers’ relationship with best care. This paper explored the segmentation strategy and target markets of Starbucks ever since it was introduced. It also reveals the separated marketing mix variables used by Starbucks to boost their standing. Starbucks has developed in all cities in America and 48 other countries all over the world. The level of achievements by the company has crucial lessons, and much desire is needed in the business world, because its tough. One recommendation to conclude everything, is trying to achieve a subscription programme for the customers. They could set a monthly price, which could let buyers purchase around three hot drinks a day. Something like Prett a Manger, which developed in the recent year.
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