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PROBLEM/SITUATION 
ANALYSIS

•Gradual change in “Starbucks 
Experience” 

• Updated rewards program 
• Breakfast geared food
• Competition 
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TARGET MARKET
•Age group: 18-45 years

Source: IBISWorld
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Source: IBISWorld
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STRENGTHS
Premium, 

customizable coffee 
Strong brand equity

Customer loyalty 

WEAKNESSES
Lack of diversified 

food products
Higher prices 

relative to 
competition

OPPORTUNITIES
Striking, new 

partnerships with 
organizations

Room for product 
expansion

THREATS 
Cut-throat 

competition from 
Dunkin Donuts, 

McDonald’s + local 
coffee stores
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MARKETING 
OBJECTIVES

•Enhance Starbucks experience
• Revamp rewards program   

• Reduce number of stars needed to gain 
rewards 

• Introduce healthy lunch and dinner 
options 

• Partnership trial with local restaurant chain 
that provides fresh meals

• Increase customer engagement   
• Allow local talent (bands, singers, musicians) 

to play at Starbucks 
• Creates more foot traffic and will fit into 

coffeehouse atmosphere
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PROPOSED CAMPAIGN

“Always With You” 

“#SpareAThought” 
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• Customer makes contribution to 
American Red Cross
• Donations of 

articles/non-perishable items 
• Round to nearest dollar in store

Step 1

•Existing customer receives stars on 
Starbucks application.

•New customers receives a promotional 
scratch off card for purchase at 
Starbucks retail.

Step 2 •Entices customers into Starbucks 
rewards.

Step 3 
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VALUE PROPOSITION
• Fairer rewards program 
• New, healthy meals
• Opportunity to attract new customers 
• Promote that Starbucks cares about its 

customers and events that affect the country

Positioning Statement: 
Among coffee lovers and health-conscious 
individuals, Starbucks is the brand of coffee stores 
that provides the most unique and intimate 
experience because of its quality coffee, 
diversified products, rewards program and 
consumer engagement. 

http://pptmag.com/


PRICE
Price of existing food 
and beverages will 

remain same
Newly introduced lunch 
and dinner meals will 

be priced between $6-8

PRODUCT
Introduce economical 
option for drink + food 

item combination

PROMOTION 
Social Media Campaign 

“#SpareAThought”
YouTube/Google Ads 

about new food 
Utilize American Red 

Cross Celebrity Cabinet: 
Jackie Chan, Heidi 

Klum, Dr. Phil

PLACE

New meals trial will be 
in  Dallas/Ft. Worth, 
Texas and Chicago, 

Illinois
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IMPLEMENTATION
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EVALUATION & 
CONTROL 

• New Starbucks meals 
• Potential drawback: Customers might not like the meals 
• Control: Use social media surveys to get input as to what 

foods customers actually want 

• Revamped rewards program 
• Potential drawback: May create confusion for existing 

rewards members 
• Control: Send personalized emails/in-app messages to 

explain changes 

• Monitor Starbucks application use and social media 
trends

• Maximize decision making using data analytics to 
understand success of partnership with American 
Red Cross 
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APPENDICES
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PROFITABILITY ANALYSIS 
MODEL
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PROFITABILITY 
ANALYSIS
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RETAILER MARGIN MODEL
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GROWTH MODEL
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INCOME STATEMENT
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MARKETING EXPENSES
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Marketing Expense
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