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Provide a demographic profile and the psych-graphic profile of Starbucks customer. 
Starbucks Company is based in the U.S and has over thirty-three percent of market share in coffee business. The company sells coffee and other fast food at their widely spread stalls. Their customers are spread from the suburb to rural areas; the company has been able to sustain their customers with best services (Constantinides, 25). The type of customers in these stores varies from the young to the adult customers. The company has been able to capture a large number of customers due to the type of catering services that the company offers. 
Demographic profile
Adults
These are men and women in the range 25-40 years. This age blanket has the highest number of customers. The age group comprises a percentage of around forty-nine of the total business ventures in the company. These customers are appealed through hip or the contemporary design that ensures that the group is offered with the consistent services with the aim of gaining more audience. Most people under this age group are married, either living in the suburbs or in rural areas where they have access to the product when needed. Income range for the majority of these people is above or slightly below $100. 



Young adults
The young adult is comprised of customers in the range 18-24. Starbucks has been able to position itself to capture college students. The students are introduced to the latest technology that helps them manage their assignment and perform well in exams. The company helps the customers to focus on the social networking skills which are helpful in achieving their long-term dreams. These are a student either in senior high school or university. The majority are still under their parental care and hence not entitled to an income. Some reside inside the school or in their parent houses. They choosy about the products offered and hence they have to decide between buying any product from the company (Constantinides, 30).
Kids and teens
This is the largest group in the company. They range from 13-17 years. Most of the items manufactured by the company are sold to the parent for their kids and children. The company processes steamed milk which is loved by this age group. Additionally, the company has been able to entice the children with changing products every day. This means that the children will keep wanting these products and hence increased sale. They entirely depend on their parents for survival; they are not entitled to any income and their taste depend on the products manufactured every day.  
How Starbucks customers
The company has been able to strategic ways that have enabled them to have a wide pool of customers from different age group. One successful that has been used in the company is a pervasive advertisement. For the adults, the advertisement is done through the use brochure which is issued at their doorsteps. The young adult is reached through social media platform because most of the young adults are active on social media and hence becomes easy to relay information to them. Kids and teens receive the information from television or a word of mouth from their friend in school. 
Endless advertising media have been used by the company to avail information to their esteemed customers. One such media is the Television, the newspapers, the social media platform or any other technology that ensure that the information is provided to the target audience. 
Competitive advantage at Starbucks.
One of the major competitive advantage drawn by the company is the fact they have been able to capture all the available age group. They provide their products and services to these age groups and satisfaction. Other companies only provide products to only one target group; this places Starbucks to a higher notch as compared to these other companies (Constantinides, 40). The demographic has been fully represented by the information provided. 
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