Starbucks

EXECUTIVE SUMMARY

This report:

· Identifies the competitive strategy implemented by Starbucks in order to develop their current competitive position,
· Analyses how Starbucks have accomplished this strategy,
· Critically evaluates the strategy, recognising the advantages and limitations of it in the current environment, and
· Makes appropriate recommendations so that Starbucks can progress forward, based on the findings.
https://www.starbucks.com/about-us/company-information/starbucks-company-profile

INTRODUCTION

Starbucks
Starbucks was founded in 1971 by three friends, Gordon Bowker, Jerry Baldwin and Zev Siegl, who all had a passion for coffee. The company opened its first store in Seattle’s Pike Place Market, and is still headquartered in Seattle, Washington (Starbucks Corporation, 2011). Starbucks opened its first international store in Tokyo in 1996. According to the Starbucks website, it now has more than 24,000 stores in 70 countries, of which are found in North America, EMEA, Asia Pacific and Latin America (Starbucks, 2017).

Starbucks Corporation is a global coffee retail chain that purchases, roasts and sells specialty coffee along with a variety of juices, bottled water and ready-to-drink tea and coffee products. Starbucks stores also offer a range of fresh food, pastries and snacks (Starbucks, 2008). The company markets its products mix with other brand names within its group of companies, which include Teavana, Seattle’s Best Coffee, Starbucks VIA, Tazo, Ethos Water, Verismo, La Boulange and Evolution Fresh. However, Starbucks has recently announced that it will be closing all of its Teavana tea bars by 2018 due to poor financial and overall business performance (MarketLine, 2017). Starbucks total revenue had exceeded $14.8 billion by September 29th, 2013 (Starbucks Corporation, 2013).

Starbucks claims its mission is ‘to inspire and nurture the human spirit – one person, one cup and one neighbourhood at a time’ (Starbucks, 2017).






http://uk.businessinsider.com/how-starbucks-entices-you-to-spend-more-2015-2?r=US&IR=T
https://www.bloomberg.com/news/articles/2017-10-10/starbucks-ceo-sees-decades-of-growth-from-its-chinese-expansion
http://digitalcommons.liberty.edu/honors/228/
http://digitalcommons.liberty.edu/cgi/viewcontent.cgi?article=1237&context=honors
http://www.supplychainquarterly.com/topics/Procurement/scq201004starbucks/
BUSINESS-LEVEL STRATEGY

Strategy can be defined as ‘the direction and scope of an organisation over the long term, which achieves advantage in a changing environment through its configuration of resources and competences with the aim of fulfilling stakeholder expectations’ Johnson et al. (2008, p. 2). In other words, it’s about determining how the organisation will win in the period ahead based on the ‘result of choices executives make on where to play and how to win’ (Favaro, 2012).

In organisations there are various levels at which strategies are present to help them establish a competitive advantage over its rivals. These include;

· Corporate-level strategy,
· Business-level strategy, and
· Operational strategy.

Starbucks operates at the business-level strategy. Johnson et al. (2014) explain that this strategy is the action that strategic managers take to provide value to customers and supply products that are ‘superior to that of rival strategic business units (SBUs)’ in order to gain a competitive advantage. 


COMPETITIVE ADVANTAGE

‘Competitive advantage’ can be described as what makes a company better than the competition in the customers' minds (Porter M. E., 1989). It is concerned with how the company responds to the five forces in the competitive environment. In addition to this, Amadeo (2017) explains that to achieve competitive advantage, the company needs to be able to eloquently provide the benefits to its target market which are better than the competition. By gaining competitive advantage over rivals, the company is likely to get more sales through customers and therefore higher profits.











PORTER’S GENERIC STRATEGIES

Michael Porter (1980) has developed a topology of generic strategies that companies can adopt to defend against and outperform their rivals (Smith, 2011). The three strategies are recognised as: cost leadership, differentiation and focus. 

Fig 1. Porter’s Generic Competitive Strategies
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Source: (Porter, 1980, p. 39)

According to Johnson et al. (2014) ‘cost leadership strategy involves becoming the lowest-cost organisation in a domain of activity’. This means the company aims to deliver its products at a lower price than its competitors. The company also looks to continuously improve its operational efficiency, which might be in the form of paying less wages to its workers. 

Companies use differentiation strategy by providing products or services that are widely valued by customers, and that offer different benefits from those provided by competitiors. One way of ensuring this strategy works is by creating products that are difficult to imitate, or are too costly to produce for competitors (Johnson et al., 2008). 

The two strategies explained above look to gain competitive advantage from numerous industry sectors. On the other hand, focus strategy just looks at competing in a niche market segment, for example targeting a specific consumer group, like teenagers or the over-65s. The two variants (differentiation focus and cost focus) are just narrower applications of the cost leadership and differentiation strategies (Boddy, 2002). 

Porter (2004) also suggests that if a company fails to adopt any one or more of these specific strategies then it will be in a poor strategic position. However, if the company chooses to use more than one strategy at the same time then it can lose focus, and get “stuck in the middle” (mixed strategy). If this stage is reached then the company is likely to lose its competitive edge, and therefore reach lower profitability as compared to other competitors who have focused completely on differentiation strategy. 

[bookmark: _GoBack]
MAIN FINDINGS

Starbucks has used the business-level strategy to allow them to differentiate from other rivals, mainly Dunkin’ Donuts, Costa Coffee and McDonald’s. The business-level strategy is concerned with how companies can provide best value products and compete successfully in particular markets. For example it deals with issues such as ‘pricing strategy, innovation or differentiation, for instance by better quality or a distinctive distribution channel’, Johnson et al. (2008, p. 7).

Starbucks stores offer a ‘third-place’ experience away from work and home where customers can spend time in a comfortable and relaxed environment, with friends or alone (Dudovskiy, 2017). Furthermore, Peterson (2015) believes ‘Starbucks stores are designed in a way to make customers stay longer, buy more, and return for another visit.’ For example, customers are offered free Wi-Fi and there’s no restriction on laptop use so that they can also work at the same time whilst drinking coffee.

A long-term strategy of Starbucks Corporation is expanding its market internationally, especially in emerging economies. The share of company’s revenues from China/Asia Pacific (CAP) global market sector increased to 14% in 2016 from 7% in the year before (Starbucks Corporation, 2017).



DIFFERENTIATION STRATEGY	

The differentiation strategy is used by companies to offer products that are different (or unique) from other products in the industry. Successful differentiation is accomplished when a company achieves either an increased revenue per unit, a premium price for the product, or achieves the level of brand loyalty where the customers' repeatedly buy the company's product. Arthur et al. (2010) explain that if the management of a brand is successful, its products can be perceived unique by customers even if competitors produce the same products, for example Starbucks have branded coffee and Nike has branded trainers.

Starbucks has used the differentiation strategy from the beginning as it provides premium coffee at many locations, not just locally but also worldwide. By adopting this strategy of offering superior products, it has lead Starbucks to a higher market share where it has gained the benefits of economies of scale. Starbucks has built a premium valued brand through its high level of customer service and products reputation which is expensive to imitate by rivals. The company has also adopted a smart strategy of making acquisitions with other company-oriented stores internationally through strategic alliance strategy, such as:

· Teavana that make tea products,
· Evolution Fresh that serve premium breads, and
· Evolution Fresh that make fresh juice products.

This has been a different approach to other companies that follow the franchising model. 

Starbucks has linked low-cost leadership and differentiation by introducing Starbucks VIA which is a new production line of instant coffee. This product is not just a less expensive alternative to Starbucks regular coffee, it’s also unique as it’s different from other products in the market. A focused differentiation strategy is also used by Starbucks to help them ‘build specialist knowledge, which can increase commitment to service, improve brand recognition and gain customer loyalty’ Johnson et al. (2014, p. 199).  The focused differentiation category at Starbucks involves selling in-store brewing utensils and gifts to coffee lovers, which are unique products only found at Starbucks’ shops. 



STARBUCKS BRAND IMAGE

Starbucks does not spend much money on advertising, but instead builds its brand by providing high quality products to customers in return for word-of-mouth advertising. Another appealing thing for customers is the storefronts and the internal designs that attract them to Starbucks shops. 

According to Zhang (2015), if a products performance exceeds expectation, customer satisfaction increases; but when expectation exceeds the products performance, customer satisfaction decreases. Starbucks produce coffee made from premium quality coffee beans, hence they are able to charge a high price for their products which customers are willing to pay for. 

Brand perception is a trait that separates Starbucks from other rivals. It can be described as a judgement or a mental image that a customer may hold of a brand (Dunn, 2004). This perception is partly formed through shared experience, as it’s become so much easier and more frequent for people to share their experience due to the rise of social media. Starbucks has ensured to create a positive image of its brand by incorporating Corporate Social Responsibility (CSR) in their corporation. An advantage of consumers having brand knowledge is that Starbucks spends less on brand extension while achieving higher sales.


CORPORATE SOCIAL RESPONSIBILITY (CSR)

Financial Times (n.d.) has defined CSR as ‘movement aimed at encouraging companies to be more aware of the impact of their business on the rest of society, including their own stakeholders and the environment’. In other words it is the way through which companies achieve a balance of environmental, economic and social requirements.

Benefits that are likely to be gained from CSR by companies include:

· positive business reputation
· better brand recognition
· increased sales and customer loyalty
· better financial performance (nibusinessinfo.co.uk, 2017).

Starbucks have an initiative called ‘Greener Cup’ for the purpose of reducing waste, shrinking environmental footprint, promoting reusable cups and recycling. Starbucks offer customers a discount if they take into store their own cup (Starbucks Corporation, 2017).

Starbucks Corporation works with farmers to produce coffee ethically and sustainably.  Starbucks has invested $50 million through their Global Farmer Fund Program to help fund farmers, allowing them to renovate their farms in order to pursue more sustainable practises. They also support coffee communities and farmer livelihoods through various other programs to ensure long-term supply of high quality coffee for the company.



http://digitalcommons.liberty.edu/cgi/viewcontent.cgi?article=1005&context=busi_fac_pubs



Reinhardt and Stavins (2010) offer another simple definition of CSR as ‘sacrificing profits in the social interest’. Perhaps Starbucks CEO Howard Schultz went too far in achieving public interest as in January 2017, he announced that the company will hire 10,000 refugees from around the world. The decision was a shock to the unemployed Americans as the country was still in recession, and the regular customers of Starbucks started to give up their daily coffee and chai lattes, as well as boycotting Starbucks in social media (Orelup, 2017). This resulted in a loss of profits and damaged the company’s reputation somewhat. Furthermore, Starbucks baristas who work at least 20 hours per week are entitled to take out health insurance. However Schultz (2011) told Seattle Times in an interview that healthcare cost the company $250 million in 2009.



https://www.nbrii.com/blog/the-customer-experience-starbucks/

1. Atmosphere: Every time you walk into a Starbucks, you know you will be greeted with a smile and a friendly attitude.
2. Continuity of Brand and Product: Every Starbucks has a similar feel, and your drink order will taste the same whether you are in New York or Spain.
3. Employee Satisfaction and Training: The training of the staff, in both how to be personable with customers and knowledge of the product offering provide a superior experience that the Starbucks client base has come to expect.






CONCLUSION

https://www.slideshare.net/angeloestrada10/starbucks-report-38955273


Due to customer loyalty, Starbucks is able to charge customers a premium price for its products. While tea consumption is growing, it remains a niche and there’s always a demand for companies to exploit this in the market.  To succeed, Starbucks has to diversify rather than specialise (MarketLine, 2017).

While Starbucks has been very successful with the Differentiation Focus strategy through the use of word-of-mouth marketing and strategic alliances, the future of the Starbucks Corporation could be in some jeopardy due to increasing competition without some small changes. One danger Starbucks faces in today’s developing economy is the concern for the company that they will be surpassed by competitors on both cost and on product quality. It would be very beneficial for Starbucks to maintain a close watch on industry and market competitors, specifically other coffee shop establishments and the restaurant industry entrants to the specialty coffee market. Both specialty coffee shop entrants can pose a challenge to Starbucks in an effort to provide the best quality, service, and experience for the customer, while the restaurant entrants to the industry are marketing their specialty coffee on a cost savings platform. With these industry competitors attacking the Starbucks market share from both angles, it is essential for Starbucks to find ways to remain cost competitive while providing the top-of-the-line, quality product.




RECOMMENDATIONS

https://scholar.harvard.edu/files/nithingeereddy/files/starbucks_case_analysis.pdf


From the 10-K forms of Starbucks, it is clear that they don’t invest much at all in marketing and advertising their products and brand, instead they rely on reputation and word-of-mouth. Therefore a recommendation for Starbucks is to make greater investments and take advantage of this strategy at a time where they face increased competition in the market from rivals, particularly McDonald’s. 

Starbucks has upset some customers recently through their actions such as announcing to hire 10,000 refugees. It’s recommended that Starbucks do not take controversial decisions such as these and look to further build and retain customer loyalty. 











Growing the number of stores

https://www.forbes.com/sites/greatspeculations/2016/09/19/lets-look-at-starbucks-growth-strategy/#2530cdff3d71

Not only is Starbucks concentrating on expanding its footprint, but also changing its store mix. Instead of opening more dine-in restaurants, the coffee giant is concentrating on drive-thrus in the outer edges of urban and suburban areas. In addition, Starbucks is opening up express stores which essentially function as walk-thrus in New York, Boston, and Seattle. This strategy is aimed at increasing the company’s store penetration. However, a force that may counter the incremental growth from the new store openings is cannibalization. That said, Starbucks remains confident that it will see a minimum 5% comparable sales growth in the U.S.
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BOOKS

http://www.proz-x.com/stephanlangdon/Library/CESACORE/Prentice%20Hall%20Exploring%20Corporate%20Strategy%208th.pdf









http://www.quickmba.com/strategy/generic.shtml
http://www.differentiateyourbusiness.co.uk/competitive-strategy-by-michael-porter
https://en.wikipedia.org/wiki/Porter%27s_generic_strategies#cite_note-6
http://www.albany.edu/faculty/es8949/bmgt481/lecture4.html
https://www.slideshare.net/chetanpanara/business-level-strategy-12614825
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