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Strengths are organizational resources and capabilities that enable the Starbucks to excel in its market environment. Technological integration, product specialization, customer loyalty, deep brand penetration and good customer relations, and a diversified product offering make the company a formidable competitor within the coffeemaker industry and thus helps Starbucks follow a strategy of unlocking the trapped value to deliver its promises to the coffeemaker industry’s stakeholders.
Robust Brand Positioning
· Starbucks has solidarity consumed the specific market by light of the fast-food industry principally because of the high ground brand placement it enjoyed (Kim and Park, 2021). The firm has built a loyal reputation associated with quality, expensive products, as well as a fresh and fresh experience. Such positioning not only help Starbucks to capture a variety of customers’ groups’ attention but also ensures that it can continue to achieve high gross profit margins. Starbucks has tried and tested its product on the consumers and has been able to deliver on its promise of providing it’s the target market feel the richness of a Starbucks coffee, so they are willing to dig deeper into their pockets to get the product and therefore achieving steady profits for the company.
Loyal Customer Base
· Starbucks’ major strength is its customer base due to creativity when it comes to its membership deals in Starbucks reward. These customers make points on each purchase and can get cash back for these points for their next purchase only. This program encourages the customers to come back for more products and services as they form part of a community. In this way, Starbucks captivates the hearts of consumers and retains them in an effectively grounding feedback to the business’s brand loyalty resultantly increases Starbucks’s sales revenue (Pearson, 2022).


Extensive Product Portfolio
· Starbucks operates with a very large, company product offering, and customers have many ways to satisfy their needs or wants to start from conventional coffee products and services to novelties inspired by the seasons as well as food menu. Also, the company offers options for creating the order according to the customer preference thereby improving the satisfaction levels (Gao, Zhao, and Chen, 2021). One of the things clients would like to be offered is the products that they chose and this way each time they can get drinks that they prefer which will make them visit the place again.
Technological Integration
· Starbucks has been able to incorporate technology in its business and this has improved the Customers’ experience. The company’s mobile application shows one example where customer can order in advance, payments are done electronically, and customers get to accumulate loyalty points (Keskin, 2023). This convenience is a major advantage sale through this channel since it saves a lot of time as is desired by many consumers. In store, applications, such as mobile payments and electronic menus also improve the flow and the client experience, making the environment as pleasant as possible. Hence, through technologies, Starbucks serves customers’ needs and increases his efficiency and sales (Marr, 2024).
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