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ABSTRACT

Starbucks coffee, founded in Seattle in 1971, has been favored by numerous consumers at
home and abroad for its precise brand positioning, unique coffee culture and innovative service
content and approaches. Starbucks has always provided the world’s consumers with the
first-class quality of consumption experience, while at the same time, it also perfectly integrates
corporate culture and brand concept with coffee. It is precisely this cultural concept that is highly
in harmony with consumers, as well as the unique and popular marketing strategy that
contributes to Starbucks’ incomparable reputation and brand. However, in recent years, domestic
studies on Starbucks’ marketing strategies has been rare.

This paper analyzes the current marketing strategy of Starbucks through PEST, Experience
Marketing, SWOT and other theoretical methods. It is found that Starbucks’ outstanding
performance in brand management is worthy of learning by other enterprises; the current
deficiencies and problems are related to product innovation and price adjustment. Based on this,
this study tries to propose targeted solutions, such as adjusting price strategies and innovating
business strategies, so as to provide reference for the development of other domestic and foreign

enterprises.
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