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How have the marketing strategies used by Starbucks helped it
to improve its brand image in the USA?

2. INTRODUICTION

in order to Improve Starbuck’s brand image, this company has located itself alt over the world by turning into a
multinationat compary and has also implemented different marketing strategies so as to increase the number of
customers wha frequents the siore. Furthermore, Starhucks has pained 3 lot of suppert due 1o its amazing strategy
on advertising which will be explained on the faltlowing paragraphs. Therefore, the aim of thic wrilten commentary
is 1t exarnine the cifferent strategies used by Starbucks in erder o iniprove its brand fmage 10 the USA, In order 1o
da s, business tools and techniques will be used to analyze a series of findings which will provide the information
needed to do the research about this brand,

a. Birth and growth of the Siren’

Fhe first Starbucks opened in the 1970z in Seattle’s historic Pike Place Market The name came from Harman
Mehilie’s Maby Dick, a cfassic American novel about the 19th century whaling industry, The seafaring name seems
appropriate for 2 store that imperts one of the world's finest coffees ta the cold, thirsty peopie of Seattle, In 1952
Howard Sehultz, now Starbucks CEO, foined this company. On 3 business trip to laky, Schultz visiks Milan's famous
gsprasza bars and was impressed with the papularity these bars had. It was then that he reallzed of the potential
Starbucks had in Saatile, snd he was right — after trying lattes and mochas, Seattle quickly became coffee-crazy, In
the 1990s Starbuclks expanded beyond Seattle, first to the rest of the United States and then to the rest of the
world®, After these years Starbucks continued to grow and nowadays, there are over 16,000 stores in mare than 50
countries’.

* The slren is the ingo Starbucks uses tu capture the seafaring history of coffee and Seattle’s strong seaport ructs,
“Su, wha is the Siren?” [Online] URL {availatle): b : s-the-stren Dated o
04;‘05;’12

Liboi}

i Dated o 127122014

:Q%,\ﬂﬂ-'vﬁ:
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3. ANALYSIS OF FINDINGS

a. Marketing Mix
Starbucks was able to manage skillfully the use of the inarketing mix. By doing this it has builk a better brand irnage:

*  Product: Starbucks did not used to have a very pood product guality. tn fact, it would elali that it was tersibly
difficult to adopt stricter standards about buying coffes. But a5 a result of the pressure exerted by different
ofganizations, Starbucks started adopting stricter methods and nowadays “Thep're a fot more apen and
sceounteble and transparent thon they used to be™, said a Starbucks investor, , —~

= Price: although grices are higher than normal, they show the good guality of the product. This can be szen an
the 4™ Appendix where it says: “Their coffee, even if price is slightly more expensive thon expected, is notarials
for satisfuing customers with its rien, delicious raste end aromg™ o

v Fromotion: Storbucks unconventional strategy cossists in spending \.re!F; few or no money of their annuat
revenus on advertising. tn fact, it has used “the word of mouth virgl social medie*® tachnique. This, though
tisky decision, has led Starbucks ta its current suctess snd has proved what Anpe Satnders sald: “1 /s reolly
wbout canrecting with soireone in a more timote, experientiol way that we think wili have Janger lasting
abifity to build uffinity thaa 6 30-second TV commercinl or e add”’. This is also shown in the commercial they
launched far Starbucks 40" anniversary, which ends with the phrasa: *You ond Starburks are bigger than
coffee”, which express this perfectly. L

s Pockoging and Physfcal evidence: Starbucks has successfully cre?:/ed a loga and image of the service that can
be easily recognized everywhere for either Starbucks poers or others. The patkaging and the vnlforms ysed
by/in Starbucks makes everyone remember it and hence, Starbucks hay achicved to be known world-widehy.
Actually, its new logo does not say the name of the brand, and vet everyone recopnizes it

*  Process: Starhucks was able to give its diants 3 Food servica, by making them feel the unigueness of enjoying a
Starbucks ewperience since they enter the shop untH they leave it by treating a “third home” for them. A pilace
where they can go hetween work and home which they have reafized customers are strongly attached to™,
Furthermore, what Howards Schultz said proves that their main aim is 1o give 3 good service: “We aren’t Jn the
roffee business, serving people. We gre fa the peaple busingss, serving saffee™ In the end, this urigUe
technique emploved by Starbucks, worked and has separated Starbucks from the mass of commercials and

advertisements thrown at the public by giving it an air nf sophistication™. -
E R

_ BT Bealieen bl oy e ey
"See Appendixn® 1 appiad . a
" ser Appendix n® 2 H
* bid

7 Anne Saunders is Starbucks sentor vice president of marketing. See Appendix n® 3
f USravbucks Tribute Bays” {Onkine] URL. [avallable): )
13/13/11

! “Starbucks loge evolution” {0niine] URL {availabla): bt/
Dated an: 26/04/12

* gae ARPENEN R° 2

* Serwer, Andy. “Hot Starbucis to g0 It's a new American institution. s stores are everywhere. Doubters say it
can't gat merch bigger. Bust Howard Schultz £s setting up his company for more growth-- in coffee and beyond”
[Omiline] URL {avaitabie):

s : ou:
FEEG L RSN L0, Lo

W T

DR YL

o Datod on: 01/05/12

¥ cem Anpandix n® 3
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b. SWOT Analysis

A SWOT analysis is a simple business tool Used to identify the Strength, Weaknesses, Opportunities and Threats a
oompany has st a5 to meke dacisions to take advantage of the Strengths and Opportunitles and reduce the
Weaknasses and Threats™,

Strenpgths Wealknesses o ) :
Known Brand™ Mot premium coffes’

Good brand imageﬁ Banhing class-action lawsuits from loyalty card customers™ *f it
Expensive brand name™ Ny

Gonrd riadity and srruire !
Innovative brand

Loyal customers
Capital

Dpportunities Threats .
Expansion 16 more countiies - Competi!i_g:_]:f;m

I this SWOT, a large number of strengths ran be identified. These strengths mostly CDI‘Itri;:‘iﬁ:{;— e-t;n E;
improvement of Starbucks brand image: its good service and quality made the brand more well-known,
consequently Starbucks has achieved loyal customers. Thus, by giving a good service, having good quakity products,
loval rustomers and capital, which [s obtained 9y the numerous sales done per day, this brand was able ta be
molled: Y. no doubt o well krown success story afl aver the world, as well as it con ewaify By nurned one of the
most icanic componies of Gur genetation™, among others, s
Aowever, the banning of ciass-action fram loyalty-card customers, has contributed to a koss in the brand imags this
company has, Actually, Christine Hines said: “..the compony puts forwards on image of being socially responsiide
and o good corporate citizen. Using these clauses to squash customers” legol rights is not an indication of being o
yood corporate qtizen™ . This has caused rmany groblems ta the brand.

-~
Stifl, “Despite recent atlempts from gdvocacy groups to use Storbucks ds o wey to draw altention ta their pasitions,
we hive ROt seen any impacts™ Starbucks said. This praves that the brand has some issues just as any other, but 1t
atzo proves that alf the good things provided by Starbucks has sttracred cugtomers who are there to stay.

2 Clark, Paul; Golder, Peter, O Pea, Mark; Weiner, John and Woolrich, Phil {200%); “18 Business and Management
Course Companion™; 1% edition; New York, NV: Oxford Uetiversity Press. p. 60

Y See Appendix n® 2

" Ipig

¥ 5pa Appendix n® 3

7 Ibig

 Sen Appendi: n” 2

* tid

e Appendix n® 1

* thid

g

# Christine Hines is a Publie Cltizen's customer and civil-]ustice counsal. 5Sea Appendix n® 3
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e PR c. Starbuclis Mission Statement
LG f
17 i x
I I Starbucks mission statement “To inspire and nurture the humen spirlt — one person, ohe cuk ohd one neighborkood

j at & time*™ shows that the aims of the owners of Starhucks s to give a good setvice in order to inspive and nature
% the human helng; to pay their main attention to their chients so as o have toyal and happy customers,

il I+
24

d. Moral Capitalism

Finally, an tmportant fact that is being implemented nowadays by Starbucks to keep improving Its brand image is
maoral copitolism. This has played 2 very Impertant 1ole on the brands image for it has showed again that Starbucks
Uwners are not in this busiress to get profits for themselves. Recently, it & Columm in “The New York Tlmes™ it was
mentioned that during this annual shareholders meeting, Howard Schulty, is planning to *crystelize Hhe connection
between Starbucks’ profits and the socictal role it pfuys”‘” by saying that “the volue of your company is driven by
Vour carmpdny’s values™. This is the way in which Starbucks will do a moral capitalism, by caring for their
customaeys and stakeholder's satisfaction so that they will see Starbucks us a responsible brand}}luok up ta.

4. CONCLUSION

To.condlude, the different strategiey used by Starbucks in order to imorove thair brand imaee and to pait new
customers proved to be swecassful, This was shown by the increasing growth this company Bas had since i was
found mare than 40 years ago and by the millions of custemers that wisit it per week making this an important store

both in tha USA and fu the world, Conzcouenthy, despite the probierns Starbucks has, this compary wds dlife

achicve marketing dominance by casting A spell cver alt of ts dlients who anded up loving this beand,

* “gur Starbucks Missian Statement” [Ontine} URL {availabla):
] S r-5i ot Dated un: $3/12/11

¥ tee Appendix n® 1 5
* ibid

L
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5. APPENDIXES

a. APPENDIX N®1

Shizaniy pybdmiee Ban o 00 FHIT Ao DR AT Rers madviad Mhyroh 0 2002 5P T A

Starbucks’ socially responsible image cuts both
ways’’

Ar ftarbucks” aonozl shareholders mesting Wednesday, one hig feus i ewpactad o center on

O CorporEtion, inpursuir of profis, can also be sodially responsibie,

-

#y Linkssa Alican

Sequrie Tames bosineas reporier

Starbucks has long touted its rofe as a provider of health ] ins HEANTR 30 ‘employees, as wel 39 tasty J;pﬁaetc the
masses, Butat Wednesday’s ‘ansuial sharehaldars’ mesting, L£0 Howsard Schuitz s expected to crystalliza the
connection hetweesn Starbu.cks’ profits and the mclﬁa! e pTa:.rs

“The ifaiue of yatir wmanyis driven by yorr company's vatuss,” he plans 1o say, aceprding te acolumn by Joe
Noters in The Mew York Times.

!und of rnt:ra] ra;:utal;sm kad

P,

Whatever their grigins, companies assurne a socially responsibie pasture in order ta sel! products, said iohn
Boatright, professor of business ethics at Loyola University Chicago,

"The key questian [for Starbucks] is, how to we sell high-pricod coffee in a erowded market?™ he said. "The
dawnside 15 thar it makes you very wvulnerablke to pressure, in pait because you have & vatuable brand name to
defend. NGO arcund the world have discovered it plves them 3 great deal of power against companies with strong
brand images, incleding Nike, Levl Strauss and the llke."

A5 one Greenpeace activist said, discovering the power of protesis against brand-name retailers "was lke
discovering gunpowder for environmentabists,” according to ¢ 2001 article in Foreign Policy magazine.

The article's first eximple: the movement that led 1o Starbucks’ cecision to buy coffee beans from importers who
pay above-market prices to small farmers,

Bricd Herbert of Mewground Sodial investient in Sesttle, which invested fn Starbucks Tnitiat publlc offering,

remimbirs the-battie to get Starbucks to Improve its coffee-buying standards, i

T hllison, Melissa; “Starbur,ks sacially responsibie image cuts hoth ways” [Online]. Seattie Times; March 2012
LIRL, (avallakia); Lttor Sy e . dated
on 04/04/2012
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UAlt sy sl sey s, UEs tremendousty somple.! Frr seveeal years, That wik it Hetber said, His arganization
and others exerved maore préssure, and 25 rasult Starbucks adopted stricter standards about caffee buying.

"They'ra 3 ot more apen and accountable and fransparent than shey wsed 16 be,"sald Herbert,
Stil, e conminues 1o push Starbucks for more and on Wednesday will carry the shareholder proposal of another

activist sharehalder, fohn Harrington of California, to Starbucks’ meeting. W anconirages the company's board to
treate a committee on envirsnmental sustainabiiity,

Starbucks recommends sharehoiders vote against the measure, saying it's nol necessary.

That's the same reasanlng Starbucks uses for demanding arbitration and banning dass-action tawsuits from its

toyaity-rard ﬂusmmer‘s A Febmar\r, the nﬂnprﬂf‘t Publie Citizen delivered mors- ‘than 15,400 sfgmturﬁs o
Starbucks' headguatters calling for those rastrictions to be remaoved.

The group targat:ad Starbuda's pnrth; "hecause thi mmpany puts,fm'ward an image of belng socialfy responsthie pnd
agood mrparate «itizen, !..ismgﬁ:ese claises 1o souash customers' tega rights is ot an indication of being-2 good
x:orporate catizm ki Christine Hm&;, Public Emzen s consumer and. civil-justice.counseal.

The ciauses haye been there since at Teast 2103, ﬁpokesman Jitn Glsan says, and have never been ised, bacsuse all
camplaints are fesolved Befors arbitration wolld be- THRCESSAry.

Anprher nanprofit, the Mational Gup Victirns Action Councll, recently called for 3 boyeott of Starbucks for sllawing
people to carry guns in stores, inclding those in Washingtan.

"Imagine if Starbucks was reslty 3 socially responsible company, what power they could bring to stop this senseless
killing and to help effect sane gun laws,” the growp said this week In & news refease, which said 2,008 people have
signed up for the hoycott in five weeks,

Starbucks says It respects customers' views an guns and wilt abide by the varying gun laws in each state,

"Bespite recent attempts from atwocacy groups 1o 4se Starbucks a5 4 way to draw attention to their positions, we
have not sean any impact,” Oison said, o

"3 Business management teacher support material 9
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b, APPENDIX N° 2

Starbuchs Svcoess is s Word of Mouth/Zoclal Media/Vire! Marketing Stratagy™

Starbutks Is onenf the mu-'t:::a.c&essfa} and avmieed covgaries sodey, doHas grotbe from s smgls foffen shop in
Ssatiie 38 wears a0 10 sS4, 1 iNilich interaaifongl company.

By-studying The Starbucis orketing Sirstesy you will be shle ko appiy the pring ples: of siecess that worked fo
theting 1 way The't mstur\, of S:erw;hs ane its 2xoa fgigt iy this c:.rmr'd"‘r'f tha respect of basng & modal *Eor
therblsingsses to hoak up . Wy Bot ﬁ.a{.efu?l:auwn..age of thiz {co:a:’*_

From oaly o itire'rf*tré: Ehar 3 g.rears. 380 in Seattle to frs s Frowiog e'n[::re ey w TH ta‘;a-uaa'ms of putlets in
the United States snd i foregn countrles, ihe Starbueks Coffes Company isng doult 3 wail-Known sutcess sary
A O‘.-E.Z’-ﬁ'}f: "-’vf}‘fsd

T\r'.F')I“Y«p{J als Lo b mtiibuiad tn thesuccess ef'tr;sl*amt:" e !:arn;éa:i‘i L] f’i.e hs..r.s*c-taiz,f .:arrrt"d Srarhuks
ST ERERTIE The caainh nr-::mli-,f ConFtivks Sartucks 1T pbr.:r:a Gaialk respnnsabﬂry staternEnt, BT oReThing 1
cartain; i Starbiicks comes upwish 2 new vire! Seckal Sredi campa.g. A ithas ather GoThDanies mkmg foTes,

Uerequeely Strrbercks Coffee Comipay

The Sarbucks Terketing strategy 16 1ot ong Commanty seen In many bucnasses tday. Bic- Yo eynr roatie that it's
Fafesn find 2 Stavhutks = in'e Biboand, ad '.;j]:.l-E.ie,'35'9'1,-‘:5-5.;}3;‘;"-;’-{.0{?531&1 i placas whers ol G eEpec 20 300
advartisemants for ast tther estzhithiments, cven Rige thes Bhe Mchonalkis?

Movi, Sarbticks Coffee. Campahy didn' :uét gu For Gnconventionsl 1narkeling stategies Tor tha funnf fL.They
thoughs hard shout promating et corm .E:arb,, and brave decidid that Starbucks s more. ii‘kéli\,‘r'te'bé!a'{'ff"if f
emp{r::,'ed uncom.?' P cya wa'd of mowth viesl 5odsi medie st wtﬂglcf thmt prerfootty mmtchod Lhe mnccpt che

CompERY wanted 10 Bortray.

Boinis to Learn fron the Starbeels Marketing Stratepy

“Unigue Cup of Coffes” —Siarhuckt: “}a..{"’} s shown 'iF};. ¥ sy ace amnt id.sis o nro:m:t qu!i[*y’ Thelr cofss,
e li’«g’se:an ﬂ?als@,.mrarﬁ_ expensive tran estpetied, is netd:iods for satlsying custolners with its rich; r‘t‘:iicmm
Hy not:ru*x,r ;h'ﬂn’n mswf‘m wr coffeeas e k.mw i *oca:; Ira*n “y:.\.a mﬁes_nﬂmﬁ w:lf"'r-
, Staehiioks grous ‘et eepressd” cofes boverzan profils ineradunel milicns &
1o the falian esprasse Dar tradi

tAste AT Broma.)
hirisas g ronste

"‘Fhard Place” —Fram -hr* W f hE‘B]rhhﬂg,. he Srarby 'n&rsgetzrn ,‘.rmpf; ‘has & ,Uuseu on cresbimy ahe “third
pia e for sy ) £ o betkoen fome and work Ffedt'aig!*buﬂaque e Tela I "Fxpfrlﬂ'uce and

"3 Business management teacher support material 10
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*ytrnasphera” Tor beopis hasbean veryimpartant far the q:m;,;::.-_a\} ag they fave rg‘ifized'th:: Lhis g !:I:'-E..D.f tha
strimgest cornesnts sttached to the company, 1o which castomers have Geen strongdy stiracted.

"Customer Satisfaction” — ﬁumtﬂn*.er__satis!ac”m 53 uer",r Tmpariant issue with Starkiiss. From entrange Lo the
stm'e'_m.'t.‘"-& varyiast 6*:;,1 i}'ﬂ%mir‘m??&és, tish sivsr that tus-.wwm; fee) the. u."lqu.'E,"L wi "fss i,'Ing*ﬁaér
Starbutks toties speience, Withour 2 dovbr, Starburks Coffes knows the 2agwer 1o the Tusstios, whyls
Customer SeTvice Engortant,

"Creating & Starbucks {:ommuniw" = The Starlnecks soelai rﬁﬂz’-ia wiFal Marketing strategy figs sy gx'panl:jed T
-‘ré.air_ Bk m‘rm-.mtv siaungG their Brand. On their mebute, on Fatehnok, or o3 Twither and. iritheir bmgq, bndiniats
ATE enromageo i} ex,aress thek Aﬁ.&ﬂ&"‘i&b with Svarbucks hist orv, andthe \.ﬂmpnﬂ‘,'.ﬁtnﬂ?h ta“narsonaliy® tein in
tie: discussions.

“Innevation” oug*‘ thie years, the Strrucks Cotfee T ;,.omg:am, diac heen Fervenn 4otk Lp crestive :ﬁr;;l

in -i'w e :dv.:t.a Lo gl B0 thai pmd&i:is ur servites, Theyve added ditferast favars o the rm‘fﬂe, iffecant
:mnzcsm F'idm’ C:rwfi Tom it TrEnmccino a-.c.rt, {hd te;.s, e muu._{mﬁu‘:errmmu, sl ever ;w...,,,rrrzgz af
the first to oifar WiF - Intornbt capahility ia theirstores.

"Erand Marketing” ~ The Starbucks wmarke "rljg stiaregy fas shways focused an word-sfmeouth” slivertizing ana
etting the high ﬁuallzv of theirpoducts :md serviees speak for thamseives. rcr‘,t;ufs this has bizen dniguily
Sta; outks, b I "a:.nfo;ir:u LX) pen In maidng Starbucks Coffee. Comp:uw w'sliccess. The defindion u sct..al

media vital marleting speaks o this new word of rauth that Stesbucks Ras rur with snd made their dwn.

Starbucks Coffes !Zx;mpafw amd N‘iar!{eting
b s clgar that the- wrﬁp.m\. has oremed gr»raﬂy Incividuaiaed o iceimg ..{:!.rs!‘ﬂGbP" w2 Fi the mremoTiog of the
Startuchs bracdas i ap

SenTr the pninue rohesst i wes huilt on.

Eaierr with i2s missh thacks, bfarthab mrarketing Strafesy has tl“e'compq' v b ks Turrant suceees. This
Facs s m.{waf‘ i’c Pt E That theme cas e much 1o lmarn fromwhat this company has achievad to'the benefit of
reanvy sreall Businessas, -

7

¢
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«  APPENDIX N° 3

For the Love of Starbucks®
By Katy Echols

1 tove Starbucks. | love its coffee. | love its service. | love its deep comfy chairs and trendy music. And { fove that
there is ong on 2very corner. Obviously, | am not alone in this nbsession,

Far coffec lovers natipnwide, Starbucks has become a hawven. It can easity be named one of the most icenic
corppanies of our genaration.

8o how did Starbucks becoe a star? How daes it earn those blg bucks?

fFytm sk ey avid Startuicks-goer how svany of the tompiry's commercials they have sean; thoy will probably say
"one” gy none.” tplike most corapanies, Starbucks has not used a wwaditional technique of axposure ta galn fans.

"1t reaily & about connecting with someone in.a more Intmate, eperiantlal way tiat vee think will bave longer
Iasting-abiity 1o buitd offlnly than a 30-second TV commercial or an 2d,” Said Anne Saunters, senior vice president
of marketing at Starbucks,

Aftar ,mt!dmfmg its hrand Starhucksstuck w:th a loca! foous,” heﬂommg a "third home" to its. co;nmuni‘ tips, Tt relied
o consistenl service and quailtﬁr‘tnget pea;:ri& talking. “And G thwsﬁar‘ﬂd %alklng, it seams they didn't stop.

This ward-of-meuth technigae ias Served the company wil in moke waysthan che. Mot -paly has Starbucks been
effective by separating itsel from the mase bi commarcals and advertisements thrown at the publie, but the
techninue itself lends Starblcks an air.of sophistication. By not submitting 1o the Rype bf commerciatisenin its
marketing, Starbucks demonstrated what it valuss: paopfe rather than meofit,

Starbucks™ missian: statement i o inspire and aurture the burman spirit - one persan, one tup and ohe
neighbornond 2t 3 time.” fhis sizlementexplains why tarbucks op&rabes the: way ivdpes. TS Tocused o the local,
theindividyal and the service of one tup ef cofiee, rather than getting vwranped up In mak:nga “buick {Theuzh this
strategy has ‘earned thet 4 Few s.’"

For PR practitioners, this technigua is good to keep in mind when creating campaigns far clfents. More than that,
we can glean an mnportant averall lesson: It's not always effective to do what everyones else is doing. Sometimes it's
not abaut keeping tp with trends,

Thirk about what averyone else is doing. To beat them at it, you have to do it better, Alternatively, think about
what they are not doing and elve it a go. Going against trends gamers creativity and can make vou stand Gut even
maore.

Ethnis Katy; “For the Love of Starhu:ks {Dnlme] March 2012, URL{auasIabIe}
; E arbucks! dated on Eﬁfllflﬂl‘i

11

"3 Business management teacher support material 12



Internal assessment SL, sample C

I
Candidars Nurmber: INENGNGNGEG

I recent rewse, Starbucks hag kicked off an image ravitalization campaign Tor jes A0 anniversany, Tiiz rovamp
included 3 new loge that 1t considers 1o be a "subtle bur meaningiub update.” Starbucks showcased Jts new Ingoin a
tribute commencial that reinforces what Starbucks is o about: Youl

While this massage. 5higns with what Starbucks has ahways represented, the new Joge has not gons-over 50
smpnthly, & has beencalled a “midd#e Crlsis

Has Starbucks peaked in s marketing penlus? Hete's hoplng [and | know all coffee lovers will cross their fingers

with e} that Starbucks is here to stay. .
P

12

"3 Business management teacher support material 13



Internal assessment SL, sample C

]
Candidate Number: I
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