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[bookmark: _Toc498532500]1.0 Executive Summary

The purpose of this report is to enlighten the reader as to the strategies available for the use of organisations, using ‘Porters Generic Strategies’ model. The report will then apply ‘Porter Generic Strategies’ model to Starbucks Corporation, and look into what strategic position this organisation takes within the model, with examples indicating this strategy is present. Lastly, there will then be an evaluation of this strategy, which will again be tied in with Starbucks operations, in order to prove the existence of the advantages and limitations.

The data collected and covered in this report, will come from a substantial variety of separate academic resources, largely books and journals from well-informed authors. This will make the findings in this report relevant and accurate towards the overall subject that the report is aimed towards.

The findings in this report will indicate that Starbucks have implemented a differentiation strategy throughout their organisation, as opposed to many companies in this ‘homogenous’ market, that practise the cost leadership strategy. This report also finds that Starbucks employs differentiation in a variety of ways, including through product differentiation, service differentiation and technological differentiation. The report will also have an in depth discussion as of how advantages will be gained through differentiation, but also disadvantages, which have all in turn affected Starbucks in some way, both positively and negatively. Overall, the report finds differentiation is a very advantageous strategy if the differentiation is substantial enough and the predictions, as to the end result and potential problems are correct, in order to deal with them efficiently. 

In conclusion, the report summarises that Starbucks have been a huge beneficiary of the differentiation strategy since their beginning, and they continue to benefit from this strategy to this day. Finally, the will pay attention to how Starbucks are driving for differentiation in the market currently, as is needed in the digital era western civilisation is currently experiencing.

There is a recommendations section in this report that will outline possibilities available to Starbucks, that they could exploit or further exploit, to make their organisation more superior. Many of the recommendations implore Starbucks to maintain their differentiation currently in place, and suggest ideas as to how they can further differentiate in the market, possibly gaining market share and revenue. Also, there is a feeling that Starbucks could enter further into growing markets, where they can broaden their audience, again, potentially increasing profitability.

The limitations of this report are mostly due to that focus on differentiation, whereas Porter’s model also references the cost leadership and focus strategy available, which don’t forego a thorough evaluation or look into where they are used. There is also a ‘stuck in the middle’ aspect to Porter’s theory, that is not advised for use, but in some cases is successful, so a further insight into this portion of Porter’s theory would be beneficial for the reader.



[bookmark: _Toc498532501]2.0 Introduction

[bookmark: _Toc498532502]2.1 Report Remit

This report will be centred around the business level strategy adopted and incorporated at Starbucks Corporation. The report will take an in depth look into how this approach has been implemented at Starbucks, using instances that exemplify Starbucks taking actions in an attempt to accomplish their chosen strategy. 

This report will use Michael Porter’s (1985) generic strategies theory as a guideline, to evaluate exactly what strategy is being employed at Starbucks Corporation. After successfully identifying the strategy, there will then be critical evaluation, assessing the advantages and limitations associated with the generic strategy comprised at Starbucks. 

Finally, the report will consist of recommendations for Starbucks, moving forward, that could be beneficial for their competitive position in the market. The aforementioned recommendations will be compiled, based on the findings gathered in this report.

[bookmark: _Toc498532503]2.2 Background of the organisation

Starbucks Corporation is a world leading organisation, operating in the coffee roasting and retail market. Currently, Starbucks has grown and expanded to where they have established in excess of 26,736 coffee shops and kiosks in the world, spread across 75 separate countries, including; Japan, Canada, the United Kingdom, China, Taiwan, South Korea, etc. (Smith, 2017). Starbucks is currently headquartered in Seattle, Washington (Headquartersinfo.com, 2017).

Starbucks don’t solely produce and retail coffee, as they also venture in pastries and other food items, as well as soft drinks and smoothies (Referenceforbusiness.com, 2017). The first ever Starbucks store was created in Seattle, Washington on the 30 March 1971 (Marshall, 2017). Starbucks successfully entered the European market in May 1998, through the acquirement of 65 Seattle Coffee Companies in the UK (Starbucks Coffee Company, 2017). As of 2017, Starbucks are the 49th top regarded company in the World, according to Forbes, with Starbucks being worth as much as $84.6 billion (Forbes.com, 2017).

[bookmark: _Toc498532504]2.3 Industry Overview

The ‘Hot drinks’ market is by definition, the retail sale of coffee, tea and other hot drinks. The global hot drink market accounted for a total revenue of £151,929.6 million, as of 2016. The Asia-Pacific accounted for the highest percentage of this total (37.8 percent), followed closely by Europe (34.8 percent), thirdly the rest of the world (16.3), and lastly America (11.3 percent) (Marketline, 2017).
The United States hot drink market has recorded growth from 2012 to 2016, and is forecast to continue growing until 2021, but doing so at a slowing pace annually. Starbucks have the third highest market share in the hot drink industry, in America, with 9.6 percent market share. The highest market share for hot drinks in America comes from Keurig Green Mountain Inc., with 17.7 percent, and second is The J.M Smucker Company, with 12.5 percent. (Marketline, 2017)
[bookmark: _Toc498532505]2.4 Definitions of Major Concepts

The strategy of an organisation will likely be in harmony with the long term direction of an organisation. Strategy is often viewed as using the resources and competences allocated to an organisation, in order to create more opportunities as a result. Strategy is also viewed in a manner, where an organisation will look for a ‘strategic fit’ within the business environment (Johnson, Scholes and Whittington, 2011, p. 6 - 7).

Business level strategy is the chosen competitive route an organisation chooses to take, by the way in which it positions itself within the market in order to gain a competitive advantage over market competitors. There are multiple different market positioning strategies available to organisations, that are more effective when used in the appropriate markets (Hill and Jones, 2001, p. 8).

Competitive advantage is essentially the placement and suitability of an organisation, in an industry or market. The success is then established off of, distinct differentiation and sound cost management (Thompson and Martin, 2010, p. 20).

[bookmark: _Toc498427680]Figure 2.1 Porters Generic Strategy Model
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According to Michael Porter in 1980, “There are three potentially successful generic strategic approaches to outperforming other firms in an industry.” The three generic strategies include, overall cost leadership, differentiation and focus. On very rare and unique occasions, organisations can be faced with the potential choice of using more than one of these three approaches (Porter, 2004, p. 35). Porter’s ideology is expressed in a model, as shown above (See figure 2.1) (Mindtools.com, 2017).

Cost leadership is a strategy that is successfully orchestrated by the reduction of production costs to their lowest effective amount. This gives the advantage of producing cheaper than competitors, giving potential pricing advantages, or using remaining resources effectively elsewhere in the organisation (Stead, 2014, p. 133).

Differentiation strategy is a generic strategy where organisations look for a ‘gap’ in the market, where they can exploit by creating a good or service that is unique from anything else in the market. The advantage gained is how the organisation can now offer a good or service competitors cannot, so the organisation can charge a premium price, above that of other companies in the market (Hill and Jones, 1998, p. 191).

Focus is a strategy that implements either cost leadership or differentiation, as a firm will concentrate on a specific segment on their market, and apply either cost leadership or differentiation to this segment, to gain a competitive advantage (Dobson and Starkey, 1995, p. 56).

There are many advantages to Porters generic strategy model (see figure 2.1), especially for newly developing companies, as it can define the sort of company they choose to be, whether it be a unique, innovator (differentiation), or a cost effective company that has its product or service, which will be widely available to consumers (cost leadership) (Tutor2u, 2017). Also, by defining the company, this singles out the competitive advantage the organisation will be seeking over competitors, so all resources can go towards obtaining the advantage and not be wasted elsewhere. Porter’s generic strategies is an uncomplicated model, so it can be easily adapted to most companies, just by looking into the market they are entering (Dess and Davis, 1984, pp. 467-468).

The limitations of Porters model have become evident in the current internet age, as cost leadership has become increasingly unsustainable. This is a result of easy price checks through internet access, meaning there is intense pressure on companies attempting to sell commodity products, as there will a myriad of companies attempting to keep their prices at the lowest sustainable price in the market by lowering costs, resulting in decreased profit and increased competition. This leaves differentiation as the preferred strategy for businesses on the internet, but again, with the increased scope of competition, differentiation is hard to come by, especially at a resource attainable level for most organisations (Kim, Nam and Stimpert, 2004, pp. 569-589). The most recognised limitation of Porters model is the ‘Stuck in the middle’ theory. The ‘Stuck in the middle’ limitation refers to the problem is that product differentiation and cost leadership cannot be pursued simultaneously, except on the rarest of occasions. This leaves organisations with the notion to either probe the differentiation approach, or cost leadership approach, but some markets and companies are unable to use one of these strategies exclusively, so are left ‘Stuck in the middle’ with virtually none, to slim chances of success (Murray, 1998, p. 390).


[bookmark: _Toc498532506]3.0 Main Body

[bookmark: _Toc498532507]3.1 Implementation of the Strategy

The generic strategy associated with the operations of Starbucks are evidently and widely regarded to be that of differentiation. Howard Schultz, the previous CEO (Thompson and Martin, 2010) and current Executive chairman of Starbucks (Starbucks Newsroom, 2017) can be quoted as saying “Whether you are at a high-tech company or a coffee company, your responsibility has to be to constantly create the kind of excitement that provides differentiation and separation in the marketplace. Not innovation for innovations sake but innovation that is relevant, usable and, in our case sore to the culture.” (Yohn, 2010, p. 2). 

The quote taken from Howard Schultz above, is a clear indication as the to the strategy in place at Starbucks. The quote indicates how important differentiation is at Starbucks Corporation, as Schultz suggests it is a fundamental characteristic in the Starbucks culture. The quote referenced above also links ‘market separation’ effectively competitive advantage, and ‘differentiation’, as if they were synonymous, signifying differentiation as Starbucks’ competitive advantage over market competitors.

[bookmark: _Toc498532508]3.2 Examples of differentiation at Starbucks

[bookmark: _Toc498532509]3.21 Product Differentiation

The implementation of the differentiation strategy at Starbucks has been administered in a variety of ways since the birth of the company. The first method was used instantly and has given Starbucks a reputation, currently making Starbucks the market leader. This method is high quality differentiation, as Starbucks are known to produce high quality, expensive coffee, as confirmed by Howard Schultz, saying “Starbucks will always sell the highest quality fresh-roasted whole-bean coffee. That’s our legacy.” (Schultz and Yang, 1997, p. 21). The high quality of ingredients used at Starbucks, ensures the product is of the highest quality in the market. This means Starbucks have a better product than competitors, allegedly, enabling Starbucks’ ability to charge far higher prices than other competitors (Gardner, 1971, pp. 241-243) Therefore, giving them a competitive advantage as a result of a differentiated, high end product. Starbucks prices in the UK, for coffee drinks, are higher than every drink offered by the biggest UK competition in ‘Costa Coffee’, by 5 to 15 pence and Starbucks’ coffee prices are all higher than ‘Café Nero’, excluding double Expresso, which are priced the same at 2 pounds (Londontoolkit.com, 2017). 

In the summer of 1992, Starbucks experienced a reduction in the number of customers for the summer months in California. This customer shortage was attributed to the ‘Pure coffee’ initiative taken at Starbucks, as they only offered coffee as a hot drink, which clearly wasn’t a sought after product in the warm weather. Noticing this, Howard Schultz be wittingly decided Starbucks should try a ‘refreshing’ drink, resulting in the introduction of the ‘Frappuccino’. This alternatively cold product instantly became a massive success, amassing in one tenth of Starbucks total profit that year, and also being the motive a long term contractual agreement between ‘PepsiCo’ and Starbucks for the production of the bottled Frappuccino in 1996 (Astrum People, 2017). This form of differentiation, deviated Starbucks from the stereotypical coffee market, into an untapped market, that meant Starbucks offered a good that consumers wanted and couldn’t get elsewhere, giving Starbucks a competitive advantage.

[bookmark: _Toc498532510]3.22 Service Differentiation

The quality of Starbucks’ service is linked to a well-known, and much riveted concept of ‘The Starbucks experience’, which is another way Starbucks have distances themselves from competitors, via differentiation. The ‘Starbucks experience’ refers to the way in which Starbucks want to be viewed by consumers.  For most organisations, the aim is to get customers in, then back out as fast as possible in order to have room for new customers in store (Buzztime, 2017). Oppositely, Starbucks want their kiosks and stores to be a ‘third place’, between work and home for customers, and instead encourage customers to stay in store. To inspire customers to stay in store, Starbucks attempt to use of high quality goods, but also exemplary service, with Starbucks’ stores being furnished with comfortable seating, and outlets for electronic equipment (Paryani, 2012, p. 6). This is a competitive advantage because it makes Starbucks unique, and buying coffee isn’t just about the coffee, it is equally about the experience and Starbucks cater to this ideology (The Adaptive Marketer, 2017).

Starbucks are known to quantify their stores in densely populated areas and major cities, including London, New York City, Seoul, Shanghai, and Los Angeles. There are many cities where Starbucks stores are as little as two stores apart, with Seoul having the most at 284 stores, and followed closely by New York City with 277 stores (Yanofsky, 2017). This might seem excessive, considering it would seem Starbucks are competing with their own stores, but there is a logical explanation. Starbucks have ‘excellent’ standards for service, resulting in them having the ambition of serving every customer their drink three-minutes from entering the back of the que. Starbucks conducted research, amongst their customers, that outlined three minutes as the benchmark for ‘excellent’ service (Moon and Quelch, 2017). This would be clearly impossible with a huge quantities of customers causing large ques waiting for long periods. As a result, Starbucks have worked around this by putting stores in close proximity of one another, so the high quantity of customer will be shared with another Starbucks store (10News, 2017). The competitive advantage from the improved service means customers will not go elsewhere to competitors, due to having the long wait, and Starbucks maintain the high service standards expected of them. 

Another method introduced by Starbucks, improving service by speeding up the process and having less customers in store queuing is the ‘Drive-thru’. Starbucks shunned the idea of a ‘drive thru’ service initially, but due to customer demand in 1994, more than half of Starbucks licensed stores incorporated a ‘drive thru’ (Csnews.com, 2017). Again, this gave Starbucks a competitive advantage through their efficient service, in store and out, at the ‘drive thru’.

[bookmark: _Toc498532511]3.23 Technological Differentiation

A major way in which Starbucks have previously differentiated from market competitors, and will clearly plan to in the future, is through technological innovation. Starbucks recently introduced Kevin Johnson as their new Chief Executive Officer (CEO), and he clearly outlined his intent to use technology to bolster the performance at Starbucks, having previously worked for technological giants ‘Microsoft’ for sixteen years, and five years as CEO of ‘Jupiter Networks’ (USA TODAY, 2017).

In September 2015, Starbucks unveiled a new mobile phone ordering service that enables customers to order their drink by phone in advance of arriving at the store to collect their order. The introduction of the mobile service resulted in an eight percent increase in orders for Starbucks (Taylor, 2017). The increase can be attributed to the fact that mobile ordering is new, so is possibly a ‘cool’ novelty consumers will be intrigued to try. Mobile ordering will provide a competitive advantage for companies using it in a myriad of ways, including collecting information about their business, as this service makes it easier to assess what customers are ordering and at what times. Therefore, enabling companies to cater to their customers’ needs in a more advanced, effective manner. Also, mobile ordering has raised the bar for potential efficiency and convenience, giving businesses a competitive advantage over those who don’t practise this technology, by a way of differentiation (Gazdecki, 2017).

Starbucks have also used their technological resources to create a ‘loyalty’ card. The loyalty card is a value card that improves customer convenience, empowering users to gift Starbucks rewards to one another, and potentially increase the use of Starbucks stores by its customers (Geereddy, 2017). Starbucks previously had a $25 ‘gold’ loyalty scheme, but now have transitioned to a free service that rewards customers for continuously using Starbucks. The ‘Loyalty card’ concept gives customers the notion, they are being rewarded for their loyalty to Starbucks and so the feel the urge to use Starbucks over going elsewhere, because they will eventually get something for free in return. Now, the reward system has been transferred to a mobile application, making it easier for customers to view the rewards they are close to or have, and also scan their phone if they forget their card (LoyalMark, 2017). This system gives Starbucks a competitive advantage over competitors as it creates a ‘brand loyalty’ where customers with a Starbucks card don’t want to go elsewhere, because they feel they will miss out on a reward for maintaining their ‘loyalty’ to Starbucks. Not many companies have a loyalty scheme, especially a mobile application version, due to the resources needed and regular maintenance. With Starbucks already worldwide brand, this system gives Starbucks a competitive edge over the competition, again through differentiation (Olenski, 2017).

[bookmark: _Toc498532512]3.3 Advantages & Disadvantages of the Strategy (Differentiation)

[bookmark: _Toc498532513]3.31 Advantages

Many organisations will decide to use differentiation as their strategy to gain a competitive advantage over competitors in the market, and if this strategy is implemented affectively, there will be many competitive advantages drawn by the organisation. 

A major advantage of differentiation for companies is how consumers view them. Consumers see the product quality, features, and/or services as different from competitors, and so they become attracted to the brand, often making customers loyal to the brand and resultantly becoming repeat purchasers (Jurgens-Kowal, 2017). This brand loyalty is vital for all companies, especially Starbucks, as a survey found that it costs 500% more to acquire new customers than it does to keep current ones, and the cost to bring the new customer up to the same level of profitability as an old one is up to sixteen times more (Fisher, 2017). Starbucks clearly understand how important brand loyalty is for them, considering the reward scheme they offer through ‘loyalty’ cards that are in place to get customers to become repeat purchasers (Taylor, 2017). Starbucks made their name, and grew a loyal customer base by using the highest quality ingredients in their coffees, and have maintained this quality consistently (Schultz and Yang, 1997, p. 21).

Another advantage of differentiation is how it allows business’ to compete in areas other than price, because the competitive advantage drawn from differentiation means that there is something offer in one company that consumers cannot get elsewhere. This therefore enables companies to charge a price above competitors in the market, due to the added value of their product or service (Bordes, 2009, p. 9). Starbucks are a perfect example of a beneficiary of this advantage, due to how they provide a high quality product and are considered a leader in service (Moon and Quelch, 2017), but at the same time these two factors have added value to Starbucks, enabling them to charge prices that are above that of their competitors (Londontoolkit.com, 2017) and still maintain a market share above nearly all of them (Marketline, 2017).

By creating a product/service using the differentiation strategy in a successful way, this will mean the quality or design of the product/service will create a perception that there is no substitutable option elsewhere in the market. Even though there will potentially be a similar alternative in the market, customers will only see the differences between what you have, compared to others. This gives the differentiating company a competitive advantage, as they are seen as unique, offering something other companies don’t have. Starbucks have benefitted from this advantage, largely due to the service they offer, and is famously known as the ‘Starbucks experience’, which refers to how Starbucks see every customer as not just a coffee sale, but a sale of their coffee experience. This is due to them creating a culture where customers are welcomed to a homely feeling store with exemplary service, high quality products and internet/socket usage, and customers are encouraged to stay in store as long as they please (Reinhard, 2016, pp. 4-20). This is a service you cannot find elsewhere, as most companies want customers in and out of store efficiently for new customers. Therefore, Starbucks will gain a competitive advantage through the ‘Starbucks experience’, which is unique and unduplicatable.  

[bookmark: _Toc498532514]3.32 Disadvantages

The main issue associated with differentiation strategy is what makes it difficult for companies to maintain differentiation, and this is if they are able to get through the struggles of creating differentiation in the first place. When an innovative product is created in a market, then this innovation becomes public knowledge, so other competitors can see the idea, and its potential success, then try to replicate the idea, taking away the differentiation created the innovating company and therefore the competitive advantage created in the process. Also, making matters worse is the fact that the innovation could be unsuccessful so it’s risky, whereas the copying organisations see the success or failure beforehand, eliminating a majority of risk and costs (Ekekwe, 2017). The only way to forego this issue for innovative companies is to get their innovative ideas patented, this will legally hinder any approach by any organisation, attempting to copy your idea for a specified amount of time, in order for companies to maintain their differentiated competitive advantage (Scotchmer and Green, 1990, p. 131). Starbucks have benefitted from the use of a product created by another company, with the great success of the ‘Frappuccino’. Starbucks needed a new product for the warm months in California, and after deliberation, they purchased another company called ‘The Coffee Connection’, and as a result they inherited a cold coffee drink, that has since become known as the ‘Frappuccino’. This product is still a mainstay at Starbucks to this day and has garnered a large portion of revenue since it became available (Starbucks Newsroom, 2017).

Another disadvantage of the differentiated strategy is that there might be a good idea that takes many resources to create, but in reality there are negative impacts that are hard to plan for, and might make the innovation unsuccessful for a company, using valuable resources in the process. This can be as a result of external influences or even just not foreseeing the impact on other segments that can be caused (Hill, 1988, p. 404). Starbucks are a good example of this disadvantage, considering their mobile phone ordering system they introduced. The idea of mobile phone ordering was seemingly a flawless plan if implemented successfully, as Starbucks would be able to serve customers more efficiently, with customers being able to order then avoid queuing, and instead just collect their drink upon arrival. What Starbucks didn’t account for is how the higher order number would mean the queues for drinks wouldn’t stop, and instead would move from the cash register to the drink serving counter. Meaning customers instead had higher expectations of faster service and were met with a slower service than even before the mobile ordering introduction (Monica, 2017).

Another issue with differentiation is that it often requires a company to produce a top quality product. This will likely cost a significant amount of resources to put the innovative idea into reality, but also the production cost of each single product or service will in all likelihood, be high and higher than most of the competition, especially those using the low-cost generic strategy. This means companies operating with high costs will have to charge higher prices than competitors, so the value of the differentiation has to be worthy of the high price or success will be unlikely (Kokemuller, 2017). This can cause organisations to potentially try cut costs elsewhere, and as a result potentially find themselves in legal difficulties. Starbucks are known to use high quality raw materials in their products, therefore they have high quality products, but at a cost, as their production costs will be significantly higher than if there were to use cheaper, lower quality raw materials (Schultz and Yang, 1997, p. 21). This is possibly a cause for Starbucks to attempt to cut costs elsewhere, and potentially why they run in to legal troubles in 2013. Starbucks were found to have paid just 8.6 million in corporation tax in their first 14 years in the UK, which was a 1% rate effectively. This caused an uproar and a substantial issue for Starbucks, who were looked at glowingly and prided itself on high levels of Corporate Social Responsibility (CSR). Eventually, Starbucks succumbed to the pressure and paid as much tax in 2015, as they did in the previous 14 years (Davies, 2015).
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In conclusion, it is clear that Starbucks practises differentiation as their generic strategy, based on the findings and information contained in this report. The fact that Starbucks use the highest quality ingredients is enough to suggest that cost leadership isn’t relevant to their practises.

Differentiation has benefitted Starbucks greatly since the beginning of their existence, and the same differentiating qualities Starbucks used back then, are clearly driving the company to this day, with ‘The Starbucks Experience’ and highest quality products. Also, Starbucks are still exercising differentiation currently, as new technological advances are creating new opportunities on a daily basis, and Starbucks are clearly trying to utilise these advances to their advantage.
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An area where Starbucks could possibly exert more resources and reap more benefits as a result, would be the Asia-Pacific market. The Asia-Pacific market is not only one of the most densely populated markets, but also has the highest revenue for a continent in hot drinks (37.8%) in the world. This shows there is clearly a huge market for hot drinks and if taken advantage of, the rewards would elevate Starbucks further.

Another potential market available for Starbucks to further exploit is the tea market. Tea has caused a spike in the popularity of hot drinks in the past year, as a result of a healthier regime and fight against obesity. As a result, Starbucks could initiate a more tea based menu, with more health benefits, in order to exploit the growing popularity of tea and healthy living.

As a recommendation for Starbucks, I would expect them to maintain the high standards of service and product quality that they have always offered, regardless of the higher costs. If Starbucks choose to try reduce costs and sacrifice some quality, they will likely lose their competitive advantage, and overall success as a result.

In an ever-changing more innovative based business environment in the current digital age, I believe Starbucks need to continue to endorse innovation and continue to differentiate through this manner. This will keep the barriers for entry to the market high, reducing some competition and the overall threat of another competitor finding an innovative idea that will make Starbucks obsolete. Overall, Starbucks need to move forward with the economic climate, so they don’t get left behind.

Starbucks have become a culture for a large number of people, gaining a cult following in recent times. Starbucks need to enhance this loyal customer base with incentives, such as their ‘loyalty’ card, as a way to continue branding and become more recognised by consumers. This will also help Starbucks gain a loyal fan base so they don’t lose customers because as this report found, it costs 500 percent more to gain a new customer, than it does to keep an existing customer.

The final recommendation for Starbucks would be to possibly enter further into the food market, because they currently have a small food menu that has been received well, and so offering more will open up a huge market of customers to Starbucks.














[bookmark: _Toc498532517]6.0 References

Astrum People. (2017). Howard Schultz Biography: Success Story of Starbucks CEO. [online] Available at: https://astrumpeople.com/howard-schultz-biography-success-story-of-starbucks-ceo/  [Accessed 7 Nov. 2017].

Bordes, J. (2009). Building and sustaining competitive advantage. Honolulu: Atlantic International University, p.9.

Buzztime. (2017). How to Deal with Restaurant Customers Who Won’t Leave - Buzztime. [online] Available at: http://www.buzztime.com/business/blog/deal-restaurant-customers-wont-leave/  [Accessed 13 Nov. 2017].

Csnews.com. (2017). Starbucks Succeeds with Drive-Thru Coffee | Convenience Store News. [online] Available at: https://csnews.com/starbucks-succeeds-drive-thru-coffee-0  [Accessed 13 Nov. 2017].

Davies, R. (2015). Starbucks pays UK corporation tax of £8.1m. [online] the Guardian. Available at: https://www.theguardian.com/business/2015/dec/15/starbucks-pays-uk-corporation-tax-8-million-pounds  [Accessed 15 Nov. 2017].

Dess, G. and Davis, P. (1984). Porter's (1980) Generic Strategies as Determinants of Strategic Group Membership and Organizational Performance. Academy of Management Journal, 27(3), pp.467-468.

DOBSON, P. and STARKEY, K. (1995). The strategy management blueprint. Blackwell Business, p.56.

Ekekwe, N. (2017). When You Can’t Innovate, Copy. [online] Harvard Business Review. Available at: https://hbr.org/2012/05/when-you-can’t-innovate-copy  [Accessed 15 Nov. 2017].

Fisher, E. (2017). 2016's Most Important Customer Loyalty Statistics - Customer Loyalty | Referral Marketing | UGC Solutions. [online] Annexcloud.com. Available at: http://www.annexcloud.com/blog/2016/02/05/ultimate-customer-loyalty-statistics-2016/  [Accessed 14 Nov. 2017].

Forbes.com. (2017). Forbes Welcome. [online] Available at: https://www.forbes.com/companies/starbucks/  [Accessed 2 Nov. 2017].

Gardner, D. (1971). Is There a Generalized Price-Quality Relationship? Journal of Marketing Research, 8(2), pp.241-243.

Gazdecki, A. (2017). Restaurants and Consumers Benefit from a Mobile Ordering App. [online] Small Business Trends. Available at: https://smallbiztrends.com/2016/10/mobile-ordering-app-benefits.html  [Accessed 13 Nov. 2017].

Geereddy, N. (2017). Strategic Analysis of Starbucks Corporation. p.5.

Johnson, G., Scholes, K. and Whittington, R. (2011). Exploring corporate strategy. México: Pearson Educación, pp.6 - 7.

Jurgens-Kowal, T. (2017). Differentiation Strategy. [online] Global NP Solutions. Available at: https://globalnpsolutions.com/2015/10/differentiation-strategy/  [Accessed 14 Nov. 2017].

Kokemuller, N. (2017). Advantages and Disadvantages of Differentiation. [online] Yourbusiness.azcentral.com. Available at: https://yourbusiness.azcentral.com/advantages-disadvantages-product-differentiation-11012.html  [Accessed 15 Nov. 2017].

Headquartersinfo.com. (2017). Starbucks Headquarters Information – Headquarters Info. [online] Available at: http://www.headquartersinfo.com/starbucks-headquarters-information/  [Accessed 3 Nov. 2017].

Hill, C. (1988). Differentiation versus Low Cost or Differentiation and Low Cost: A Contingency Framework. The Academy of Management Review, 13(3), p.404.

Hill, C. and Jones, G. (1998). Strategic management. 4th ed. Boston [u.a.]: Houghton Mifflin, p.191.

Hill, C. and Jones, G. (2001). Strategic management. 5th ed. Boston (Mass.): Houghton Mifflin, pp.8 - 9.

Kim, E., Nam, D. and Stimpert, J. (2004). The Applicability of Porter’s Generic Strategies in the Digital Age: Assumptions, Conjectures, and Suggestions. Journal of Management, 30(5), pp.569-589.

Londontoolkit.com. (2017). London Coffee Shop Prices 2017, Starbucks, Costa, Cafe Nero. [online] Available at: https://www.londontoolkit.com/briefing/prices_coffee_shops.html  [Accessed 9 Nov. 2017].

LoyalMark. (2017). Why Starbucks' Loyalty Program Is So Successful. [online] Available at: http://www.loyalmark.com/631/why-starbucks-loyalty-program-is-so-successful  [Accessed 14 Nov. 2017].

Marketline (2017). Hot Drinks in the United States. Marketline Industry Profile. London: Marketline, pp.8-12.

Marshall, C. (2017). The first Starbucks coffee shop, Seattle - a history of cities in 50 buildings, day 36. [online] the Guardian. Available at: https://www.theguardian.com/cities/2015/may/14/the-first-starbucks-coffee-shop-seattle-a-history-of-cities-in-50-buildings-day-36  [Accessed 2 Nov. 2017].

Mindtools.com. (2017). Mindtools.com. [online] Available at: https://www.mindtools.com/media/Diagrams/GenericStrategies.jpg  [Accessed 14 Nov. 2017].

Monica, P. (2017). Starbucks still has a problem with long lines. [online] CNNMoney. Available at: http://money.cnn.com/2017/01/27/investing/starbucks-long-lines-mobile-ordering-earnings/index.html  [Accessed 15 Nov. 2017].

Moon, Y. and Quelch, J. (2017). Starbucks: Delivering Customer Service. Harvard Business Review, p.6.

Murray, A. (1988). A Contingency View of Porter's "Generic Strategies." The Academy of Management Review, 13(3), p.390.

Olenski, S. (2017). 8 Reasons Why Loyalty Programs Are Imperative for Marketers. [online] Marketing Land. Available at: https://marketingland.com/8-reasons-loyalty-programs-imperative-marketers-109077  [Accessed 14 Nov. 2017].

Paryani, K. (2012). Product quality, service reliability and management of operations at Starbucks. International Journal of Engineering, Science and Technology, 3(7), p.6.

Porter, M. (2004). Competitive strategy. New York, NY [u.a.]: Free Press, p.35.

Referenceforbusiness.com. (2017). Starbucks Corporation - Company Profile, Information, Business Description, History, Background Information on Starbucks Corporation. [online] Available at: http://www.referenceforbusiness.com/history2/54/Starbucks-Corporation.html  [Accessed 2 Nov. 2017].

Reinhard, K. (2016). DIFFERENTIATION AS THE KEY TO SUCCESS. A MARKETING PLAN FOR STARBUCKS. [S.l.]: GRIN PUBLISHING, pp.4-20.

Rosenfeld, E. and Whitten, S. (2017). Howard Schultz stepping down as Starbucks CEO; current COO to replace him. [online] CNBC. Available at: https://www.cnbc.com/2016/12/01/howard-schultz-stepping-down-as-starbucks-ceo.html  [Accessed 7 Nov. 2017].

[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Schultz, H. and Yang, D. (1997). Pour your heart into it. p.21.
Smallbusiness.chron.com. (2017). The Advantages of a Product Differentiation Strategy. [online] Available at: http://smallbusiness.chron.com/advantages-product-differentiation-strategy-17691.html  [Accessed 14 Nov. 2017].

Scotchmer, S. and Green, J. (1990). Novelty and Disclosure in Patent Law. The RAND Journal of Economics, 21(1), p.131.

Smith, C. (2017). 25 Interesting Starbucks Facts and Statistics. [online] DMR. Available at: https://expandedramblings.com/index.php/starbucks-statistics/  [Accessed 3 Nov. 2017].

Starbucks Coffee Company. (2017). Starbucks Company Timeline. [online] Available at: https://www.starbucks.com/about-us/company-information/starbucks-company-timeline  [Accessed 2 Nov. 2017].

Starbucks Newsroom. (2017). Howard Schultz. [online] Available at: https://news.starbucks.com/contact/leadership/howard-schultz  [Accessed 7 Nov. 2017].

Stead, W. (2014). Sustainable Strategic Management. Taylor and Francis, p.133.


Taylor, K. (2017). Starbucks' new CEO tells us he'll never be Howard Schultz — and that's great news for the brand. [online] Business Insider. Available at: http://uk.businessinsider.com/interview-with-starbucks-new-ceo-kevin-johnson-2017-4  [Accessed 13 Nov. 2017].

Taylor, K. (2017). Starbucks' new rewards program launches today — here are the major changes you should know about. [online] Business Insider. Available at: http://uk.businessinsider.com/starbucks-rewards-makes-major-change-2016-4  [Accessed 14 Nov. 2017].

10News. (2017). Starbucks' Store Location Approach Examined. [online] Available at: http://www.10news.com/news/starbucks-store-location-approach-examined [Accessed 13 Nov. 2017].

The Adaptive Marketer. (2017). Buyer Psychology and Customer Value: Why People Buy Starbucks coffee? - The Adaptive Marketer. [online] Available at: https://theadaptivemarketer.com/2014/09/01/buyer-psychology-customer-value-people-buy-starbucks-coffee/  [Accessed 9 Nov. 2017].

Thompson, J. and Martin, F. (2010). Strategic management. Australia: South-Western/Cengage Learning, p.20. 

Tutor2u. (2017). Porter's Generic Strategies for Competitive Advantage | tutor2u Business. [online] Available at: https://www.tutor2u.net/business/reference/porters-generic-strategies-for-competitive-advantage  [Accessed 14 Nov. 2017].

USA TODAY. (2017). 2 Starbucks on every corner? Chain to open 12,000 more. [online] Available at: https://www.usatoday.com/story/money/business/2016/12/07/starbucks-stores-coffee-howard-schulz/95086206/  [Accessed 13 Nov. 2017].

Yanofsky, D. (2017). A cartographic guide to Starbucks’ global domination. [online] Quartz. Available at: https://qz.com/208457/a-cartographic-guide-to-starbucks-global-domination/  [Accessed 13 Nov. 2017].

Yohn, D. (2010). Organizational Culture. Brand as Business Brief, 27, p.2.

QSR magazine. (2017). 3 Reasons to Go Mobile. [online] Available at: https://www.qsrmagazine.com/outside-insights/3-reasons-go-mobile  [Accessed 13 Nov. 2017].












2

image1.jpeg
Cost Leadership

Cost Differentiation

Source of Competitive Advantage





