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Starbucks Blog
Gordon Bowker, Jerry Baldwin, and Zev Siegl have been the founding fathers of Starbucks. The first store received its opening within the historic Pike Place Market, which located in Seattle in 1970. One thing was laid down as the common rationale that bonded the three founders together and that was their interest for coffee. 

For opening their first café in Seattle, they lended and cashed in on expenses to incur on the establishment of Starbucks and kept the name of the store , Starbucks so that Moby Dick, who is a prime character in Herman Melville's novel is honoured. Starbucks entered into a business contract with Peet’s as their solitary supplier in their initial phase of market penetration


Schultz was confident about Starbucks as the individual did not waste any time to the take the propritory rights when Baldwin and Bowker sold Starbucks by buying the business entity. The business entered into the public fray in the early 1990’s and after that was witnessing to an exponential growth of their business prospects. More than 1oo countries have witnessed the successful launch of Starbucks and by the start of this modern era, Starbucks accounts for 30,000 operational outlets.  

One of the major inspirational figure that motivated Starbucks founders has been Alfred Peet, who is a world renowned entrepreneur in the domains of coffee-roasting. Alfred Peet was an immigrant from Netherlands who initiated the business of Arabica coffee exports into the US market.  Alfred Peet developed a new shop in Berkeley, which was named as “Peet's Coffee and Tea”. The shop was responsible for high quality imports of tea and coffee.  Peet was immensely successful with the use of this business model and in turn, worked as an inspiration for the Starbucks founders to emphasise on the selling of premium quality of coffee beans. 

Their inspiration
Founders
First store
Rapid expansion
History about Starbucks 




	  We build relations with our product
Starbucks has been understood to follow the premium product strategy. The strategy is aimed at serving high quality coffee to premium end consumers rather than focusing on big quantity. The product strategy has been implemented in order to hold their pole position in the market as one of the leading cafes to serve with premium-roasted coffee beans. From places such as Kenya, Ethiopia, they procure dark-roasted coffee beans. One of the major innovations is the Tazo Tea that has appealed to the culinary senses of all lovers of tea. Starbucks offers its customers with more than 1000 different alternatives.



For extra-gooey goodness, ice, milk and espresso are mixed with rich caramel brulée sauce, and then topped with whipped cream and more rich sauce. As the best Starbucks frappuccino, the Java Chip Frappuccino reigned supreme with our tasters. Of all the fraps flavoured with chocolate, this one topped the list.
Serving Size: 16 fl oz

Starbucks Cold Brew is sweetened with vanilla and afterwards topped with cold foam of pumpkin cream and a pumpkin spice dusting, a super-smooth fall treat. It comes in Grande (16 fl oz). It has a sodium content of 55mg. It provides 250 calories. 
Serving size: 16-24 fl oz

Starbucks Toasted White Hot chocolate begins with caramelised white chocolate flavours mixed with steamed milk and ends with whipped cream, crispy white pearls and some lovely holiday sugar sparkles
Serving Size: 24 fl oz

Java Chip Frappuccino

Pumpkin Cold Brew

Starbucks White Hot chocolate

Our Products
Starbucks Pricing Strategy
Starbucks has made use of premium pricing strategy. It is because the strategy is aimed at setting prices higher than that of the competitor, which is in coherence with the principles of the strategy that focuses on tactically pricing the company’s product higher than the immediate competition. It is evidenced by the fact that Starbucks have set the prices of their Frappuciono Grande at £3.33 whereas their main competitor, Dunkin has set the prices of Frappuciono at £2.17.Hence, it is analysed that Starbucks has raised the prices of their Frapuccino coffees by 12% and incurred on premium pricing strategy.
They buy coffee beans of the highest quality and ensures that their workers are educated efficiently and effectively. The reciprocation are highlighted in their price, as there are no cheap inclinations when it comes to the purchase of coffee at Starbucks. The idea of introducing $1 bottomless coffee cup has been developed to impart a competitive edge which is not only 50 percent lower than their other coffees, but also provided the customers with the opportunity of numerous refills. Starbucks is growing by setting up shop in different regions of the world, including various certain value-added services, including $3.95 breakfast pairings. For price-conscious consumers in particular, this combo was introduced and offered a cup of free coffee with a breakfast platter.


Starbucks has also expanded their distribution channel strategy by developing their ecommerce websites. The distribution channel has proved to be beneficial. It is because, in the times of global pandemic, the facets of ordering their favouite latte’s at home instead of visiting the store has appealed to the customers significantly. It has been evidenced by the fact that the online purchase has increased by 35% in 2020. Starbucks has a strong vision of having a direct and intimate relationship with its customers and thus of having a direct supply chain from suppliers to consumers.
Starbucks has set up extensive network and has developed a international supply chain. Starbucks has been able to locate the appropriate locations of setting up warehouses on UK, and has been able to support the stores which feature in most of the cities. They have invested a great deal in educating their workers to ensure that their clients have an enjoyable coffee experience.

Starbucks Distribution Channel
Starbucks used their additional resources to locate and acquire the best sites for their stores. In the areas where they could open new shops, they planned a giant celebration. They also had several other campaign operations, including printing data on tee shirts and mugs. Starbucks has been the impetus of evolving the idea of smart collaborations in addition to this. This implied on the hiring of famous personalities as their ambassadors to support their brand. One of their recent brands Ambassador is Arianna Grande.
Starbucks has made use of omnichannel marketing strategy when it comes to undertaking their promotional campaign. It is because they have made use of both the direct marketing and indirect marketing strategy. It has been evidenced by the fact that the organsiation has been conducting social media promotion extensively, which encompasses the indirect marketing whereas inculcating the pre-roll advertisement on video platforms (Youtube) to cover for their direct marketing. One of their famous social media marketing campaigns is the promotion of Unicorn Frappuccino in 2017, which exploded on social media and received a lot of attention.
For their clients, Starbucks has “Happy hours” and use it as a means of promotion. This idea not only marketed their brand to their loyal customers, but also attracted new customers as it provided them with free advertising. Without any size limitations, they even offered coffee to different offices.
Starbucks promotion Strategy

“To inspire and nurture the human spirit – one person, one cup and one neighborhood at a time”
-Howard Schultz


Howard Schultz, Founder of Starbucks
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