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PRODUCT MANAGEMENT CONCEPTS
Starbucks Corporation is an American based coffee company with many chains founded in 1971 in the state of Washington and the city of Seattle. By the month of November 2006, there was twenty-three thousand seven hundred and sixty-eight Starbucks location across the world. The coffee market is saturated and in spite of this Starbucks has managed to make a name for it by securing a large market share.  There are a number of factors that have contributed to the success of Starbucks as a world-renowned coffee house. One reason for the success is the fact that since its inception it differentiated itself from other venues in the United States serving coffee by the high-quality whole bean coffee (Michelli, 2007). Starbucks makes its coffee from a whole bean that is always freshly roasted giving Starbucks coffee a unique high quality that is not present in coffees sold in other venues. People like to go for the best quality products, which is the main reason that Howard Schultz purchases Starbucks and made it into the multibillion-dollar franchise it is. 
Another factor that has led to the success of Starbucks is the customer experience that they offer.  Starbucks describes its interactions with each of its customers as unique. Starbucks provides an environment for the customer that is in between home and work. Many people come to Starbucks for a place to socialize and talk to each other and sometimes even to work in addition to the coffee. Starbucks engages in responsible business practices, which is another factor that has contributed to their success in spite of the completion in the coffee market. Starbucks chains all over the world are other contributing factors to the success of Starbucks. With its multiple locations, it has managed to establish itself in multiple markets making it more of a success ("About Us", 2018). Starbucks investors are another factor that has largely contributed tit e success of the coffee company. Starbucks has investors all over the world and as investors are crucial to the success of a business the fact that Starbucks has so many of them is a bonus. 
The product concept of Starbucks products is the convenience of the products since they do not need an individual to spend lots of time shopping for them in addition to the fact that they are reasonably inexpensive. Another product concept for Starbucks products is speciality products in comparison to other brands of coffee available in the market. A product has three main levels within its concept and they are the core product, the actual product, and the augmented product. The core product refers to the benefits derived from making use of Starbucks products. For instance, coffee enhances concentration for some people by keeping them alert (Hanson, 2005). The actual product in Starbucks coffee is the coffee itself while the augmented product refers to the added value of visiting a Starbucks. For example, the Wi-Fi that is available at Starbucks does not come at any additional costs. 
    A product line refers to a group of products that are related by being under the same brand and sold by the same company. The Starbucks Company has a product line that includes various types of coffee in addition to other beverages offered by Starbucks. In a product line, the width refers to the number of product lines that a company has. Starbucks has four product lines which are coffee, tea, other types of drinks and food. Length refers to the number of products contained in the product mix of a company (Pride, & Ferrell, 2016).  Starbucks offers an approximate thirty-four products in total. Depth refers to the variations of a single product. Starbucks has multiple variations of coffee, tea, espresso beverages, and baked goods. The product line strategy is an essential part of the success enjoyed by the Starbucks Company since it increases the Starbucks appeal. 
 
    A brand strategy refers to a plan that is long-term in nature used by companies to develop a successful brand with the aim of achieving set objectives. Just like any other company Starbucks has a brand strategy, which is based on two main considerations. The first consideration for branding Starbucks is that it provides a coffee drinking experience of a premium nature. One of the reasons for branding is to attain a market position and Starbucks has managed to position itself as the provider of premium coffee experiences in the industry. Another consideration for the Starbucks brand strategy is the consistency in the global quality of the coffee. Starbucks has managed to create a powerful brand name, especially because people have the assurance that no matter which Starbucks they walk into they are guaranteed the same quality of the coffee. In order for Starbucks to achieve global consistency, they make use of the standard operations procedure which contains a detailed description of how each coffee ought to be made. The brand strategy employed by Starbucks has both advantages and disadvantages (Guffey, & Loewy, 2018).  One advantage of the branding strategy employed by Starbucks is that it provides them with a high level of certainty. The coffee industry is highly competitive in addition to difficult conditions such as levels of supply exceeding levels of demand on a consistent basis which makes it an uncertain industry. However, with the branding strategy that Starbucks has in place, it has managed to cultivate a stable customer base which is loyal to Starbucks. Another benefit that the Starbucks marketing strategy affords it is easier market penetration. The strong and recognizable brand that Starbucks has managed to create for itself puts it in a position to penetrate the market faster with immense success. This is evident in the availability of Starbucks coffee shops in China which Starbucks plans to make its second home. The main disadvantage of the Starbucks branding strategy is that its quick rate of growth and expansion has watered down the Starbucks brand. For instance, by Starbucks introducing more products on its menu to appeal to a wider crowd, it undercut the integrity that Starbucks holds for coffee purists. 
    In spite of the fact that Starbucks has a slow-growth policy, it happens to be one of the fastest growing companies in the world. The global expansion means that Starbucks has to hire more employees to cover the new locations; it also has to ensure that the existing products offered by Starbucks maintain their quality and appeal and also develop new products to widen the market appeal of the Starbucks coffee shops. In order for Starbucks to continue on its successful path it needs to ensure that in spite of the rapid global expansion, there needs to be proper management. According to Schultz, &Yang, (1997), when hiring staff to work at Starbucks the company ought to make sure that its employees are qualified and that they receive specialized training in making Starbucks products. This ensures that Starbucks manages to maintain the quality of its products in spite of the location. Marketing is vital to the success of every business and with the growth of Starbucks across the globe the company ought to make sure that it markets itself in the new markets that it penetrates. Their marketing efforts should be divided into different segments such as television and media advertisements and online advertising among others. For Starbucks to broaden its appeal to more people who are not only coffee purists it needs to stay innovative with its products. Starbucks ought to ensure that the newly innovated products ought to maintain the same level of quality as the Starbucks coffee to preserve the Starbucks brand. 
    A product lifecycle refers to the different stages that a product goes through from its inception up until the time it is recalled from the market. However, not all products go through the entire lifecycle as some grow and others fluctuate by rising and falling. There are four main stages in the lifecycle of a product and they are the introduction, growth, maturity, and decline. In the introduction phase of a product, there is lots of research conducted with the aim of developing the product and then launching it. The growth stage of the product lifecycle involves an increase in the sales of the products at an exponential rate while the maturity stage is sales at their highest but at a decreased speed in comparison to the growth stage. The decline stage of the product lifecycle is when the sales of the products begin to decline. In my opinion, Starbucks products are in the growth stage since the Starbucks Company has managed and continues to expand exponentially across the world due to its fast-selling products ("About Us", 2018). Each stage of the lifecycle of a product has different marketing mix implications. The growth stage requires a marketing mix of branding in order to make the product unique and recognizable to the consumer. This stage also requires a showcase of the benefits of Starbucks products above products from other companies in the industry. 
    The product strategy employed by Starbucks is that of providing the best quality coffee in the industry. The implication of this strategy is that the quality of their products differentiates them from other coffee suppliers giving them a competitive edge. Starbucks uses the premium pricing strategy which involves setting prices higher than competitors. Starbucks uses this pricing strategy because since they have a unique brand that people are willing to pay for which is the implication of premium pricing. In the words of Rainey, (2008), Starbucks uses multiple distribution channels for its products such as distributing its products through a direct retail system in stores owned by the Starbucks Company. In addition to direct retail Starbucks also sells its products to supermarkets and other retailers. The implication of having multiple distribution systems is that the Starbucks Company is in a position to reach a larger share of the market. Starbucks communication strategy involves publicity which is done by advertising, sales promotions, launch offers, social sponsorship, and the use of media among others. The implication of this communication strategy is that the Starbucks Company is able to form closer and personal relationships with their customers, especially with the social sponsorships.
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