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Please save this as a Word file, then provide your answer following each question. In 3 plus pages, double-spaced, please address the following and submit at the beginning of class in hard-copy only and stapled – for up to 5%! Higher grades will reflect depth of analysis and recommendations. This is an individual assignment, not a group project.

More Instructions … I am not explicitly requiring that you go beyond the case to research the industry but you are welcome to if you wish. If so, list your external sources (e.g. websites). Your responses drawn from insights from the case won't require citations from the case ... that is understood. But, in your responses, any direct quotes from the case should be cited. Also note, address the case in the context of when it was written, with information that would be readily available at that time!


1. When Howard Schultz launched Starbucks, who was the target market? How was the brand positioned, and what decisions about product, price, their locations and promotion support this positioning? (3.0 / 5)

The launch of Starbucks was intended to target a specific group of people in the coffee market. The target market was mainly people who enjoyed their coffee not just for the rich caffeine that they got from it but also the desire to just sit down and drink a well-prepared cup of coffee. This was mainly necessitated by the visit of Howard to Italy in which he observed a lot of people standing next to the coffee bars. This was an eventful experience as he saw and admired the manner in which the people were addicted to coffee despite the lack of enough space for them to take their coffee comfortably. This made him envision a place between homes and work in which people could just sit down and enjoy their coffee. (Simmons & Buchanan 2017). This will provide a relaxation period for these groups of people through which they could interact with others. This was also more on the recreation of the Italian coffer bar culture that Howard had fallen in love with. In order to achieve this, Howard had to ensure that Starbucks customers were encouraged to linger over a cup of coffee. This meant positioning the company in such a manner that will encourage customers to stop by and have a cup of coffee.
The launch of Starbucks by Howard Schultz was rather strategic as he wanted the company to position itself as a premium product in the coffer industry. This is something that was to be done through the creation of a high standard of quality of coffee, introduction of innovative products and provision of excellent customer service at all times. Starbucks wanted to be in control of their coffee from the raw material to the steaming cup. This therefore meant that they had to engage with their customers at all time in order to make sure that the quality was up to their standards. They also made sure that they were getting their coffee from different places due to the different characteristics that the coffee had. This was an important strategy in terms of attracting customers. In terms of preparation, the company grounded the roasted beans (Simmons & Buchanan 2017). This was an important step to the company as the customers were hugely attracted to the coffee due to the fact that it was grounded freshly before it is finally brewed. They also focused more on their quality through the use of manual coffee pots. This is in contrast to other big companies that were using technology for their brewing process. Starbucks focused on quality despite the time the manual pots took to brew the coffee.
Starbuck also focused on every little detail to ensure that the customers have a coffee experience like never before. This involved paying attention to the layout of the location of the company. This was critical in giving the customers the perfect environment as they took their coffee. There was also the presence of the baristas whose ability to engage the customers of Starbucks was the heart of the Starbucks experience (Simmons & Buchanan 2017). The price set for the coffee was also accommodating for many of the people and this made them fall in love with Starbucks. The affordability and the right environment in which the consumers could take their coffee went a long way in cementing the positioning of Starbucks brand 

2. Wall Street and Starbucks management placed a big priority on aggressive growth? How had they gone about executing that growth? (1.0 / 5)

To perform well in the market, Starbuck had to come up with an aggressive growth model. The company placed a lot of priority on this because it offered a chance for them to make it big in the coffer industry. One of the initial growth strategies was that of moving from having to grind their own coffee to that of pre-ground coffee. This coffee was sealed to keep the coffee fresh. The company wanted to cut the time it took to process the coffee. Another important action taken by star buck was that of installing big automated espresso machines. This improved the efficiency of the company as it ensured that the production rate of the company went up and that consumers could get a constant supply of coffee. Another way in which they execute their growth was through the change of the target group. The company moved from the small target group that only preferred coffee made with whole milk to accommodate those that did not want milk in their coffee (Simmons & Buchanan 2017). This was based on numerous requests from the customers for them to provide non-milk coffee. Although the company was hesitant at first, they later adopted this and it became a major growth breakthrough for them.
Starbucks also provide a 24 training program in order to instill coffee knowledge in their recruits. This provided them with the necessary skills for coffee making which contributed to their growth. Another important action was that of providing new products. Consumers like to experience new products from time to time, and therefore, the decision by Starbucks to innovate new products contributed highly to their growth (Simmons & Buchanan 2017). Starbucks also ensured that they opened several stores across the country to give the consumers the coffee experience. They felt that it was important to lock in all the potential customers and this could only be achieved through the opening of various stores. This ensured that they provide convenience to their customers who would otherwise have missed out on the coffee.

3. In retrospect, which of these growth initiatives were sound decisions for the brand positioning? Which not so much? (1.0 / 5)%

[bookmark: _GoBack]The growth initiatives started by Starbucks were rather instrumental in ensuring that the company grows significantly. There are a number of initiative growth that were sound decisions made by the company while others were not so much sound. One of the initiatives that was rather strategic was that of giving value directly to the consumers. This was something that was done through the training program that was offered by the company. The recruits were able to be provided with critical knowledge that was important in the coffee-making process and this enriched the value that the consumers were getting (Simmons & Buchanan 2017). The production of coffee was enhanced to a great extent and thus the consumer derived maximum value from the coffee. The provision of health insurance to the consumers was also a sound decision that ensured that the consumers felt conformable taking their coffee at Starbucks. Another important sound decision was that of the provision of new products. The industry has a lot of competitors who may come up with new products that may lead to the loss of consumers by Starbucks. Therefore, creating new products from time to time is a significant growth process that ensures that the old customers are maintained while attracting new ones. They are able to fend off competition from other players and thus control the market share that they have.
An initiative growth that can be deemed not that much sound is the acceleration of the pace of expansion. Starbuck engaged in the process of opening up numerous stores (Simmons & Buchanan 2017). This meant that they were now too much focused on opening stores as opposed to their initial third-place goal. Their original intention was to create a perfect place for drinking coffee. The opening of new stores changed the consumer perception about coffee and this made many orders to be made outside the store. This was not the intention of Howard when he first launched the company.
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