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  Increased globalisation enables the business organisations to make a huge effect on the message or product. Globalisation has widened the business-to-business marketing horizons by eliminating the borders of the countries as well as expanding the range to the foreign clientele (Petricevic and Teece 2019). Access to huge markets may result in maximised sales for the business organisations; on the other hand, the customers may benefit from whole product variety as well as competitive pricing. 
[bookmark: _Toc67323977]  The purpose of this essay is to understand the impact of internationalisation on the marketing strategy of the organisation. In this essay, the Starbuck company is chosen to understand their marketing strategy. This essay will summarise the overview of the organisation. The marketing strategies of the Starbuck company will be described in this essay. The stakeholders of the Starbuck company and their effect on the marketing operations will be analysed in this essay. this essay will also discuss the way globalisation affect the company’s business. Further, the competitors and market of the Starbuck company and the cultural factors on the organisation will also be discussed in this essay.       



Overview of the organisation


  Starbucks was founded in the year 1971 at Seattle. This company started its business with the aim of providing coffee to the restaurants and bars (Starbucks Coffee Company. 2021). Giornale overtook the starbucks in the year 1987 and changed its name to Sturbuck Corporations. By the end of 1995 stuckbuck was named as a brand and it opened more that 676 stores all over the world. They also started to sell CD’s and books along with the coffee and tee. In 2000, this company opend 3300 stores all over the world including the countries like, England, China, Australia and India. At present it has 5113 international stores and 11567 stores in USA.
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Descriptions of marketing directions of the company to generate customer value


  The Starbucks company follows a distinct marketing strategy which begins right from their products. According to Tsai et al. (2020), the coffee brand Starbuck has used the quality-based differentiation approach in order to differentiate the business from the rivals. The company has spread across the globe in order to be one of the best coffee retailers. Starbuck is a multinational organization. The company is currently using the quality-based differentiation formula in order to accomplish customer loyalty as well as larger popularity. Despite this, the marketing strategy of the company is not narrow to only products. 
  They also try to become unique on different sides of their promotions and marketing. As stated by Tsai et al. (2020), product quality is the central point of their marketing direction. Superior quality has many different advantages. Many industry-leading brands follow this tested formula across different industry. The company has improved their reputation and brand image over the time. Superior quality and greater taste represent larger popularity and brand recognition in the market and the industry. The Starbucks company has developed a large reputation for the products’ quality, large variety of exceptional flavours as well as for unrivalled customer service. Different marketing occurs within the stores of Starbucks via brand merchandise. Superior customer service improves the positive reputation of the brand. In current years, rising investment in promotions and investments has led to larger sales as well as enhanced brand awareness.
 The company market themselves from the social media networks. Based on Nguyen (2020), on the YouTube channel, there are around 500 engaging and interesting videos of the products and brand. The company has produced videos associated with their goods, supply chain, as well as different other sides of the business operations. By utilising the social media networks, the company can able to reach a huge amount of audience in real-time by investing zero amount of money. Previously, the brand is called for the zero-marketing investment. Their marketing was developed on the basis of the fame and brand image which they had obtained by providing superior quality products. In current years, the company made certain transformation to the marketing strategy and increased investment in marketing. Currently, the advertisements are shown on the print media, television, as well as online channels. 
  In the year 2015, the brand invested around 351 million dollars in advertising and marketing. According to Chang (2020), the brand has employed unconventional approaches for branding. To market themselves as an ethical company, Starbuck concentrated on the long-term marketing as an ethical business, customer-oriented and quality-focused. The superior customer service of the Starbuck company is developed on the basis of customer-driven marketing direction. The company can able to do this by dividing the consumers first. The segments of the customers are being investigated in order to know the needs of the customers and target a specific group (Chang 2020). The value of the company is to develop a belonging and warmth culture in which anyone is welcome. The company is always trying to identify innovative ways to expand the business operations. The company emphasises respect, dignity as well as transparency. The entire idea of the business is to improve the customer experience of drinking tea or coffee in the convenient area. 
  The mix of exclusive offerings, the superior customer service as well as comfortable feeling is the key reasons for consumers to keep coming to the Starbucks' stores. For example, the company has implemented loyalty programs and customer bonds. Hence, the company determined to influence the fairness and equity’s perception in obtaining highest return for the money as well as loyalty in order to gain customer satisfaction. According to Nguyen (2020), loyalty programs motivate the consumers to buy from the brand repeatedly. In this way, the company can able to retain the current customers. The modern, clean design philosophy expands to everything the company develop. From the stores’ environment to the digital content and advertising feels, sounds and looks like Starbucks. Brand merchandise has an important role to play in the brand marketing and customer satisfaction and customer retention. Pleasant and attractive looking merchandise increases value to the brand’s customer service and products. Thus, the company can able to generate customer value in the competitive market.   






[bookmark: _Toc67323979]Identification of relevant stakeholders and evaluate their impact on the marketing activities of the organisation

  The main stakeholders of the Starbuck company are the employees, suppliers, customers, governments and so on. As stakeholders, workers generally demands for higher wages, greater working condition, as well as job security. The organisational culture of the Starbuck focuses on the worker-first attitude. The employees of the company are influenced by the wage or salary. However, they also like to work with the brand in order to obtain the status. The store workers also play an important role in marketing activities. The employees of the Starbuck’s stores are considered to be the word-of-mouth advocates as they help in promoting the products by strategy. They recommend the customers about new products. According to Weinstein (2018), understanding the negative and positive impacts of stakeholders on the company’s marketing operations is particularly essential for business. This multinational coffee brand, Starbuck considers the customers as one of the key stakeholders.  
  Satisfying the customers as well as developing long-term connections is vital to developing a successful and long-term business. The brand changes their marketing activities on the basis of the loyal customers. The Starbuck company uses the information-driven marketing procedure in which the brand gather information on the buyers for more efficient and targeted marketing efforts. Due to the deficiency of power, the occasional customers and workers of suppliers are not able to motivate the marketing activities.
 They also do not have any interest in Starbuck. The majority of the suppliers, the company's workers and the loyal customers have a high interest in the organisation (Viglia, Pera and Bigné 2018). However, the company’s suppliers are unable to influence the marketing activities. The Starbucks company get the coffee beans from the coffee farmers. The company has also other suppliers who have different interests in the business and their marketing activities. Further, the company need to consider the governments’ policy while developing marketing plan. 
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  Mendelow’s Matrix is considered to be an effective tool which helps to evaluate the stakeholders as well as their attitudes. According to Mints and Kamyshnykova (2019), the Mendelow’s Matrix contains four boxes signifying stakeholder with high power and high interest, low power and high interest, high power and low interest and lastly low power and low interest. The Starbucks' stakeholder analysis is given below: 
Table 1: Mendelow’s Matrix
	
	Low interest
	High interest 

	Low power 
	Minimal interest 
Occasional customers 
Workers of suppliers 
	Keep informed 
Most suppliers 
Loyal customers 
Most workers 

	High power 
	Keep satisfied
 Government 
	Keep players 
CEO 









[bookmark: _Toc67323981]Impact of globalisation on the business



  Coffee sector is expanding as well as there are many chances for expanding business operations in the novel markets with less amount of cost. The coffee brand Starbucks has more than 31,256 stores across the world (Tung 2021). Globalisation represents a process or chain of contact as well as incorporation between the individuals, different countries’ governments, or different companies.      This process is developed by global investment and trade as well as supported by the information and communication technology. The company is able to achieve success on the basis of contemporary globalisation ideas.
 The brand always concentrates on the country’s profitability growth. Thus, the novel cluster stores of the company are established in key places over the world. The company follows the joint venture and alliances strategy, differentiation strategy, marketing mix, quick store extension strategy and corporate strategy and so on. Despite these strategies, the company has faced various difficulties in various countries. The intellectual property rights’ globalisation has enabled the Starbucks company to secure itself globally in which rival companies have defrauded its name as well as its practices. 
  


  In the modern times, the international expansion is considered to be important to Starbucks. Currently, the company is growing their business operations in the various parts of Asia. The company need to use the intellectual property regulations properly in order to keep the name as well as business practices. Globalisation has increased the marketing horizons by removing the countries’ borders and expanding the accessibility to the foreign trade. According to Cherunilam (2020), although the horizons are certainly broadened due to globalisation, the business organisations should be cautious to sustain a constricted focus on the business-to-business marketing. 
  In the case of product development, marketing and advertising, one size inevitably does not accept all. The coffee shops of Starbucks are situated in the democratic countries where the government regulations can hinder the business operations. For example, political processes in India have impacted business operations significantly. As Starbucks grows their operations, the managers should be prepared to create strategies which allow the company to handle complicated government laws.  






[bookmark: _Toc67323982]Theory of Eclecticism


  The Theory of Eclecticism highlights specific forces which contribute to the business growth. According to Deshwal, Gołąb-Andrzejak and Barbossa (2019), the theory put the focus on institutional building and technology, inter-state competition and national interest, class struggle and capital accumulation, knowledge and identity construction, cultural imperialism and rationalism, women’s subordination and masculinise. In the Theory of Eclecticism, it has stated that capitalism has encouraged globalisation in different ways which include account practices, market expansion, enlarged commodification areas as well as asset mobility. The innovation in technology appears in data processing and transport, communication, and in international organisation management. 
  Any production mode is unable to function without the enabling regulatory tool. Therefore, Starbucks also needs an aiding regulatory tool to understand the government mechanisms. Studies have shown that governance associated process; while, individuals design, execute, enforce as well as reviews the rules in order to assist the common affairs. The regulations of the governments on labour and safety can remain split throughout various nations. Globalisation is unable to regulate the cultural values as well as forms towards businesses in various nations. Despite this, communications amongst various business organisations in dissimilar nations can grow and possibly deliver an effective working of organisations like Starbucks in overseas countries. Hence, the coffee brand should take a positive role in managing different nations.         
[bookmark: _Toc67323983]Evaluation how the organisation position itself in the global economy

  Starbucks earns a huge amount of revenue in a year. According to the final reports of 2019 this company earns 26.5 billion USD. It is one of the leading coffees making brand in the world. This company has a great effect on the economy. Starbucks has several competitors but with a very strong marketing strategy, they make and hold their position as leader of this market (Subramaniam 2020). They always keep the quality of their products at their best. Every outlet of this brand offers the same quality of products all over the world. This company promotes its products through various marketing channels. 
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Figure 1: Net revenue earned 2003 to 2019
(Source: Statista. 2021)

  This figure shows how it expands its business over the period. This company has a GVA of 20.5 billion USD (Herningsih et al 2019). GVA indicates the impact of any company which it invests in the economy. They also have great employment generation power. According to one of the Forbes business magazines, Starbucks is going to hire 200000 people from all over the world to smoothen its business operation. Thus, they create a great economic impact on the global economy. Not only that they also run several programmes to educate farmers from all over the world and funded them to make them independent. They did this programme with the name of farming community support.
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  Figure 2:  Farming community Support 
(Source: Starbucks Coffee Company 2021)
  In this program, they give loans and equipment. They constructed farmer support centres to help them. They help by giving ethical sourcing. Thus, they tried to make a collaborative relationship to bring growth in the standard of living of the farmers. Apart from this they also do many programmes on environmental issues. 
  They shift from plastics cups to paper made cups to protect the environment. They also help by investing in renewable energy industries to make sustainable sources of energy. By doing corporate social responsibility this company makes an impact on the global economy (Rodeia 2017). They always took initiative to involve local people to build a relationship with the local community. They took the very good and effective initiative to save trees and plantation of new trees. Thus, they always make a difference by setting an example of how to do business and make a great impact on society.
 These things always affect the global economy. They cover a large portion of global GDP by doing ethical business. Therefore, it can be said that this company has a great effect on the global economy and this company holds a leading position in the global market.





[bookmark: _Toc67323984]Competitors and market of the organisation

  The direct competitors of Starbucks are Costa, Dunkin Donuts, McDonald McCafe, and Café Coffee Day. Costa is considered to be the second-biggest coffeehouse after Starbucks. The indirect competitors of Starbucks are independent bakeries and fast-food chains. The company mainly operates as well as competes in the snacks store and retail coffee industry. According to Edirisinghe (2020), Starbucks has able to differentiate the business from the rivals by developing a unique value proposition for the customers. As per the view of Michael Porter, different generic strategies may be applied to accomplish the competitive advantage. Based on Sakal (2018), the generic strategies are differentiation, focus and cost leadership. The differentiation of product is the key strategy of Starbucks in order to obtain a competitive advantage. The company presented their products as luxury product. Starbucks mainly follows the basic retail business framework in which it operates majority of the stores.
  The brand chooses to concentrate on facilitating a reliable experience for their loyal customers. Thus, they are able to retain novel visitors. Starbucks tries to offer a linked customer experience in order to develop as well as maintain the long-term connection. With better accessibility and great ambience in mind, the Starbucks’ stores are able to develop a better customer experience. The brand also launched the Reward Card which offers many different benefits. In this way, the brand can able to entice consumers returning to buy the drinks, developing loyalty. Thus, they are able to gain competitive advantage in the retail coffee industry.       
[bookmark: _Toc67323985]Porter’s five forces


 The Five Forces of Michael Porter are an effective tool to analyse the competition level within the industry. According to Bruijl (2018), Porter’s Five Forces utilises five core elements which include industry rivals, entry’s threats, substitution’s threats, buyers’ bargaining power, and lastly suppliers’ bargaining power. The Starbucks company operate in the business environment which engages intense competition with other firms like Costa, Dunkin Donuts, McDonald McCafe and so on. The analysis of competition level for Starbucks is given below: 
Industry rivals
 This force addresses the competition level within the industry as well as the capability to remove the company from the industry. Starbucks encounters strong competitive rivalry force in the coffeehouse and foodservice industry. In the Starbucks case, huge numbers of companies, low costs for switching and moderate ranges of firms contribute to this competition force. 
Entry’s threats
 A novel entry can impact the power of the company within the market. In the coffeehouse industry, the business activity cost is significantly moderate and the rate of supply chain is also moderate. In this industry, the brand development cost is also high. Therefore, in the Starbucks case, the entry’s threat is moderate force.    


Substitution’s threats
  Substitute goods pose a risk to the power of the company within the market (Omsa, Abdullah and Jamali 2017). In the Starbucks case, this force has a strong power which can affect the company’s business. High availability of substitute, low costs for switching and high substitute products’ affordability make the substitution’s threats a strong force. 
Buyers’ bargaining power
  A market in which the customers are able to influence the price of the products impacts the firm’s power. Starbucks faces strong force of buyers’ bargaining power. The low costs for switching, high availability of substitutes and small individual purchases contribute to this bargaining power. The customers can able to purchase the substitutes rather than Starbucks products due to their availability. Further, the low costs for switching strengthen the substitutes threats.  
Suppliers’ bargaining power
  The suppliers are able to influence the inputs’ price for the production process of the company. The coffeehouse brand Starbucks encounters weak force of suppliers’ bargaining power. Moderate individual supplies, high range of suppliers, and huge overall supply impact the bargaining power.  



[bookmark: _Toc67323986]Identification of the cultural factors on the organisation


  The Starbucks company is committed to preserving the culture in which diversity, inclusion, accessibility as well as equity are respected and valued. According to Goh et al. (2020), in majority of the organisations, strategy and culture are considered to be as a separate area. Executives understand the culture is essential for the company’s performance. The culture of the Starbucks company is considered to be powerful as it is firmly connected with the distinctive capabilities of the company. The entire experience beginning with the application is created to be a starting of the inspirational journey in which individuals are treated with transparency, respect, dignity as well as warmly. Studies have shown that majority of the organisations try to enhance the condition by introducing the cultural initiative in order to make the working environment more positive. 
  The company recruit people with disabilities actively as well as offer assistive technologies and reasonable accommodations which help them to perform their works. The corporate or organisational culture of the company widely encourages business performance and workers via customs, values, traditions as well as associated behavioural expectations with the context of the business organisation. In the case of Starbucks, the corporate culture infuses every side of business including franchises’ operations and so on.     

  The acceptance, as well as the success of Starbucks by various cultures, comes from their well-planned business strategy such as localisation. Based on Goh et al. (2020), with the help of localisation, the brand can able to accept different cultures’ taste, controlling to convenience customers in other places to taste their products. The Starbucks stores’ feel is not developed only by the décor and layout. It currently presents as the workers know how the job matches with the common purpose. 
The company has developed an ability to foster the employees-first, relationship-driven approach that influences staff to develop close connections with one another. Starbucks has a corporate culture which associated with the strategies of the company for effective brand development as well as the licensing and franchise network’s international growth, despite issues knotted to industry-specific trends and economic fluctuation. 
The organisational culture inspires collaborative efforts via effective communication. In today’s world, the organisational culture of the company is a discrete characteristic which develops competitive advantage.      






[bookmark: _Toc67323987]Conclusion


  This essay focuses on the impact of internationalisation on the marketing strategy of the organisation. The Starbucks company is a well-known multinational coffeehouse chain which offers various types of drinks. This essay summarises the marketing strategies of the Starbucks company. The company follows quality-based differentiation formula, excellent customer service, unconventional approaches for branding and marketing. The stakeholders of the Starbucks company are employees, suppliers, customers, and governments. The customers make a positive impact on the marketing activities; while the suppliers have very little continuation in the marketing activities. This essay discusses the way globalisation impact the business operations. The international expansion is important to Starbucks due to the rise of information technology. The key competitors of the Starbucks company are Costa, Dunkin Donuts, McDonald McCafe, and Café Coffee Day. Further, this essay describes the cultural factors of the organisation.       
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Net revenue of Starbucks worldwide from 2003 to 2019
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