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[bookmark: _GoBack]	Starbucks Company is one of the largest coffee companies in the United States.  Starbucks targets market in relation to age range between 13-40. This age group is broken down into adults, young adults, and kids. Adults offer the primary market for Starbucks goods and they account for almost half of the target market. Young adults, aged between 18-24 accounts for nearly 40% of the company’s market. Kids and teens aged 13-17 account for only 2% of the company’s market, which is very insignificant in this case. Starbucks enjoys the loyalty of both men and women. This is brought about by the fact that the company provides products that are beneficial to both men and women. On the other hand, also women tend to provide a larger market more than that of males because the Starbucks marketing practices call for face-to-face conversations, which impress female customers more than males. The use of Starbucks producers increases with the increase in level of income (Pham-Gia, 2010). Therefore, most of the customers are high-income earners since they not only buy for instant use but also for stocking. Regarding the educational level, many of the customers prefer Starbuck products in relation to the nutritional value that the products might offer or the benefits. This, therefore, means that people with medium and high educational levels who understand the nutritional value of products are likely to be more loyal to the products that the company offers. On the other hand, individuals who tend to have low educational levels might not be loyal customers because they may go for other substitute products. Individuals who are married provide a larger market of the Starbucks Company more than individuals who are single. This is because married couple with kids will need the products in bulky for stock in order to facilitate continuous use.
	


	Marketing strategies undertaken by the Starbucks Company in meeting the needs of the young adults will involve developing a customer friendly suite of services, which is significantly achieved through word of mouth advertisement. This results in the establishment of strong personal relationships with the potential customers. The company here will be in a position to know the worries of the customers and adjustments that can be made to make the services better. This is because of the immediate feedback from the customers (Degnet, 2014). 
	Loyalty programs present effective means of marketing the products. This will be maintaining the standards of the incentive programs. Incentive programs should be better than that of the competitors. Incentives should include providing specific amount incentives for customer spending certain amounts of products (Pham-Gia, 2010). To better than competitors not only rely on the incentive but the services should be better than those of the competitors should. This includes availing the products the best way possible, for instance, providing coffee products available through online order.
	Promotional advertising. Sales promotions and advertising will give the company a new boost in relation to new visits. The promotional advertisement will include coming up with coupons in local newspapers and magazines (Renne, 2017). This motivates potential customers to get the products of the company in order to obtain the coupons provided. The coupons should not only be in the magazines but also in social media since social media presents the largest audience for the product. The promotional advertisement will also involve providing discount amounts of goods.
	On premises, advertising is also very effective means of advertising for Starbucks that can attract the customers. It is important for the company to distinguish its outlets. Online premises advertising will involve large windows, which reveal the inside of the coffee outlet, setting sitting tables outside, and posting the coffee menu outside where customers can see with ease (Pham-Gia, 2010). The coffee outlet should be established in a highly visible location and even providing signs that are movable by the roadside. This improvement like having menus outside attracts potential customers who would want to try the products. Most of the teens go to coffee outlets in order to hang-out with colleagues and setting tables outside is efficient for the teens.
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