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Marketing Case Study in Starbuck
Important Events
Starbucks developed a new strategy to enhance its revenue growth. The company aimed at diversification by creating unique occasions that offer new products at different times of the day, including morning, lunch, afternoon and evening. Howard Schultz claimed that Starbucks had lost its goal for growth when he returned in 2008, which was eight years after his return (Sawhney, 2018). He contended that Starbucks had become stagnant and did not consider a healthy growth strategy. Schultz spends most of his time during the initial period after his return to create a national brand for Starbuck and develop new products. He focused on making Starbucks an international company by developing a five-year strategy based on coffee as the main business and introducing new products. Howard Schultz aimed at returning Starbucks to its initial stated focus. He claimed that when organizations strategize on growth, it becomes an addiction and seducing. Howard Schultz developed a five-year growth plan for Starbucks company, which took place between 2014 and 2019 (Sawhney, 2018). 
	Evening

	Afternoon

	Lunch

	Morning (15%)


	Evening

	Afternoon

	Lunch

	Morning (46%)









Figure 1: Daypart Revenues for Quick Service Restaurants and Starbucks

According to Sawhney. (2018), Starbuck announced its growth strategy in December 2014. Some of the goals developed by the company to be achieved by 2019 included doubling revenue, income and having more than 30,000 stores worldwide. For Starbucks to achieve these growth goals, the company developed seven bold strategies. These strategies included growing the main coffee business, building a tea business, expanding stores worldwide, growing packaged consumer products and creating additional occasions for sales across dayparts. The company developed a new product combination that would be served to customers at different times of the day. Starbucks had focused on diversifying the products offered in the morning to other dayparts to raise its revenue. In 2014, the company had 46% of the total revenues from the morning parts of the day. This percentage was higher than the revenue earned by other quick-service revenue, which got 15 % from the morning parts. There was very high competition among the restaurants in breakfast and morning coffee in the morning parts of the day. Some of these competitors involved Mac Donald's, Panera Bread and Subway and created the need for an urgent introduction and focused on other parts of the day (Sawhney, 2018). 
Starbuck was focused on attaining a minimum total revenue of one billion USD from other parts of the day by 2019, which could only be achieved by remaining relevant to customers all day long (Sawhney, 2018). In the morning, customers could use Keurig brewing machines at home to make Starbucks coffee. In the mid-morning, they could order a coffee and to be delivered to their desk. Either way, the customers could also get coffee from the Starbucks machine in the office. During lunchtime, customers could use their smartphones or personal computers to make orders such as sandwiches earlier so that they could have more time socializing and be back to work on time. In the mid-afternoon, customers could use Starbucks smoothies to recharge themselves. Customers could also pass by Starbucks with their friends or colleagues to have a glass of wine and small plates. This vision was essential to help Starbucks create new products and enhance customer experiences in the afternoon and evening. 
Marketing Mix
Starbucks was determined to grow the existing coffee business. Coffee business was common in the morning dayparts and this created a lot of competition for the company from other quick-service restaurants. Coffee from Starbucks was made available at home and the workplace. Starbuck customers had their drinks delivered to their workplaces in the mid-morning (Sawhney, 2018). The company was determined to grow the business by expanding the lunch offerings, which involved new salads and sandwiches. The company also included the grab-and-go offering available in urban stores to enable customers to buy their lunch together with morning coffee. Starbucks offered selected wine and craft beer with small plates such as flatbreads and cheese in the evening to its customers. The company tried to persuade morning customers by offering a sunset menu, which included trifles and granitas. 
Multiple competitors offer the same products as Starbucks. Therefore, Starbucks should consider its pricing strategy to attract more customers, increase sales and gain a competitive advantage. I think the company might use market penetration pricing for the diversification to be effective. Market penetration pricing involves setting low prices when introducing a new product and increasing the price with time. This strategy is commonly used to undercut the existing competitors in the market. Market penetration strategy may involve losses in the beginning before customers get used. Therefore, it requires the company to have a higher ability to withstand any potential losses before attaining a loyal customer base. When Starbucks gains a reliable and robust customer base, it can increase product prices. 
Starbuck was aiming at providing its products to all the customers. It aimed at sustaining the current and attracting more customers to compete in the beverage industry effectively. The target audience for Starbuck company includes middle to upper-class individuals in the urban areas. The pricing of Starbuck coffee is higher compared to most other similar companies. Therefore, this audience was targeted by Starbucks because they can afford the company's products either on a daily or regular basis. Additionally, most of these individuals are mainly in urban areas. Starbuck considered most of its main customers in urban areas to be educated and have a higher income. Therefore, the company would make its products, mainly coffee, available to the professional workers at their office. The middle to upper-class customers in the urban areas is more reliable hence enhancing the company's sales and revenue increment. 
The company introduced its new products into the market through sales promotion. Starbucks provided coffee machines to different offices to enhance its recognition. This strategy was a way of ensuring that the company creates customer loyalty. Starbucks also advertised its products by branding the packages, such as coffee mugs. The company ensured that its logo was attached to the packages for easy identification in public. This strategy was aiming at advertising its products and brand. The company logo was unique and this created a higher distinguishability of products from different companies. Starbucks established several retail stores to sell its products. The company acquired other businesses such as La Boulange retails. La Boulange operates in various locations under Starbucks.
SWOT Analysis
Starbucks is one of the most successful companies in the food and beverage industry, which has made it attain a solid brand image. The company operates in different locations to serve many customers worldwide. Customer loyalty is growing hence increasing the company's market share. Starbucks has a solid financial position in the market from the revenue it generates. Due to the strong financial base, the company can implement most strategies easily, which contributes to its general growth. Starbucks also acquired different companies that helped it increase its market share. Therefore, more companies could access the company's products in other locations. Starbucks diversified the products it offered to the market. This strategy was innovative because it attracted more customers and increased brand loyalty and revenue generated. 
Although Starbucks introduced new products in its menu, the company does not own most of the products in the market. Therefore, other companies can easily imitate most of these unique products that Starbucks offers. Starbucks's main competitors, such as McDonald's and McCafe, also offer similar products in the market. Starbucks offers products at a higher price compared to other companies, such as McDonald’s. Most of the low- and middle-class individuals cannot afford several products offered by Starbucks. Since the product prices are high, few consumers can afford to buy them on a daily or regular basis and this decreases the opportunity for the company to increase its sales. The introduction of new products poses a challenge for the company because consumers may lack the specificity of the products offered. 
The company has a significant opportunity for diversification. Starbuck offered appropriate products at different parts of the day, such as in the morning, mid-morning, lunch, evening and sunset. The company also introduced new products that were well welcomed into the market. These products met customer preferences on different occasions and this improved the company's sales. Therefore, the company created an opportunity to increases its total revenue. Starbuck acquired some companies that were performing well in the market, such as La Boulange. Acquisitions were an advantage to Starbuck because they helped the company increase its market share. Starbucks also enabled people to pre-order products using their smartphones. This strategy attracted more customers and reduced time spent during work breaks, especially lunch. Starbucks aimed at growing its business and this enabled it to enter different markets and serve more customers. Starbucks's growth increased its total revenue. 
Starbucks' the major threat was intense competition in the market. Other strong competitors provided breakfast and morning coffee. The major competitors include McDonald's, Taco Bell, Subway and Panera Bread. Starbucks' prices are higher due to the additional products being offered, unlike its competitors. Most of the competitors offered their products at a lower price than Starbuck, hence threatening its future stability. Products provided by Starbuck have the challenge of being imitated by other companies. New and old rivals can provide similar products hence threatening Starbucks. Starbuck also acquired several companies and contracted them to retail its products. It was a challenge for Starbucks to manage all the contractors and stakeholders and make the operation effective. 
Assessment of the Marketing Strategy
From the assessment of the marketing strategies presented, I would be comfortable investing in this product. The food and beverage industry is one of the most booming sectors for investors to major in. It has become a common habit for individuals to consume products such as coffee, especially in the morning. Most people are often busy, especially with works, so they have little time to prepare food. With the improvement of technology, many services are done through the use of smartphones or personal computers. Customer satisfaction is the most crucial goal in an organization, especially in the food industry. Food and beverage companies have a vast market, which is rapidly increasing and enhanced by technological advancement. I would take advantage of updated technology to ensure that products are delivered to customers. Customers in the food and beverage industry easily get adapted to product diversification. Therefore, when new products are introduced to the market, demand will most likely increase within a short period. Even though the level of competition in this industry is high, I would consider investing in it. 
According to me, the areas of concern in Starbucks' marketing mix include the products, pricing and target market. The company offers products, where most of them are not their own. The company combines different common products to prepare various meals. There is no originality of idea from the products offered to make the products different from what other quick-service restaurants provide. Starbucks provides high prices compared to other companies in the food and beverage industry (Nanda et al., 2018). The high prices make most of Starbucks' products affordable to most middle and high-income individuals. Starbuck focused mainly on individuals within the urban areas. People in the local regions have a challenge in accessing Starbucks' products. 
Therefore, I can change Starbucks' marketing strategies to ensure that there is more revenue generated. Starbuck can focus more on creativity and innovation to develop products that are not common to other food and beverage industries such as McDonalds’'. Creativity and innovation would enable the company to create more unique products in the market that other firms do not offer. Unique products would create a competitive advantage for Starbucks (Nanda et al., 2018). Starbuck can ensure that it covers a wide range of customers by including low-priced products in its menu. With this strategy, the company can increase its revenue due to an increase in sales. Starbuck can also focus on providing products to customers in all locations, including the local regions. The establishment of retail shops in the local areas will increase the opportunity for the company to create additional customers and sales.  
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