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Principles of Business: Assignment 6
Starbucks has an interesting demographics which has taken place in a little more than a generation. The typical age of Starbucks customer is 32 to 42 years of age. However, this does not mean that customers below the age of 42 and also those above the same age are not welcomed in the stores. Regarding gender, the Starbucks stores target both gender customers and of which they expect to have attained a minimum level of college education (Schultz et al., 2015). Looking at the marital status of the customers, this is not a matter of concern to the store. As long as one has money, nothing else is put into consideration. Starbucks customers must have an average income of $90,000 but most of their customers earn around $25,000. The marital status of the customer does not matter since what the store focuses is on service delivery. Most of the typical Starbucks customers are gourmet coffee drinkers, have college degrees and prefer a gregarious atmosphere. The Starbucks typical customers also have an advanced income since most are college degree holders. Having such a demographic and psycho-graphic composition puts the Starbucks outlet at a position to acquire the largest market share in the coffee sector.
Since now I have an idea that Starbucks targets individuals with an average age of 42 years and who earn an average of $90,000 advertising the Starbucks products becomes an easier task. The advertisement media that I would use is the commercial and other promotional materials which will give a clear picture of the quality of the coffee served. In addition, I would make sure that the Starbucks coffee is stated in the fair trade and also conveying to the customers the dedication of the stores to provide excellent customer service. Consequently, I would include the roasting techniques and ingredients in the store’s website as a way to enable the customers to make coffee while at home as well as the products they can buy from the stores and make coffee at home. According to Chua & Banerjee (2013), displaying the roasting techniques in the website is of great use to the customers mostly during holidays in preparing coffee blends such as “blonde” or “dark roast” which have a high level of appeal to the customers. Outdoor advertising or billboards would be another most appropriate media to advertise the Starbucks services since they reach more customers for a dollar than any other media. What I have realized is that Starbucks have a high possibility to dominate in the market as along it maintains its competitive advantage.
Unlike other coffee outlets, Starbucks is adopting a mobile technology which acts more than being payments platforms. The mobile apps and software’s acts the Starbucks competitive advantage. The mobile apps have helped the employees to have a quick assess at the working schedules from wherever they are. In addition, Starbucks has come up with an initiative known as “My Starbucks Rewards” which aims at riving customer’s loyalty (Tu et al., 2012). The initiative has indeed greatly increased the outlet’s revenue and growth over the past few years. Putting both the digital initiatives and the mobile apps together has made Starbucks outlets to provide a cohesive customer experience. 
During my fun field trip, I came to realize that what is posted on the social media platforms and the internet about the Starbucks demographics is indeed true. On entering the Starbucks outlet, I became surprised to see high-class customers indicating that only those who are financially stable can access the services. In addition, it was evident that most of the customers were people with an average age of 42 years. Although there were few young customers here and there, it was clear that the outlets target customers above 4o years of age. Consequently, what I observed in the restaurant proved that customers were mixed in terms of marital status since one could easily locate couples here and there.
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