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Introduction 


Marketing is everywhere around us – on TV, in magazines, on billboards and these days 
 especially, on the internet. Today’s marketing can reach you everywhere, whatever you are 
 doing, wherever you are doing it. Thanks to the internet, companies know everything about 
 their customers and can use specifically targeted messages to reach them with greater 


accuracy than ever before. Marketing is an essential part of conducting business and trying to 
 sell products to customers, whether they live next to you or on the other side of the world. To 
 grab customers’ attention, we need a great marketing strategy that is going to persuade them 
 to buy our products, marketing strategy of a selected company which is going to be the focus 
 of this thesis. 


This bachelor thesis focuses on the issues of marketing and marketing communication 
 strategies, centred around Starbucks Coffee Company and its marketing and communication 
 strategy. Starbucks Coffee Company was selected, because of its worldwide appeal and the 
 very successful, but unconventional global marketing strategy, that has made it so well known 
 to everyone around the world.  


The objective of the thesis is to evaluate the current marketing strategy of Starbucks Coffee 
 Company in the Czech market and recommend improvements to the current state. Methods 
 include a questionnaire survey examining the customer perception of the brand in the Czech 
 Republic. The first chapter of the thesis explains the origins of marketing, its definitions, the 
 marketing mix, communication mix and the pillars of marketing strategy - segmentation, 
 targeting and positioning. The second chapter focuses on the coffeehouse market, its main 
 players, the history of Starbucks Coffee Company and introduction of AmRest, the 


multinational restaurant company operating Starbucks stores in the country. 


The third chapter discusses the Marketing strategy of Starbucks in the Czech Republic and the 
different marketing tools it utilises. The last chapter consist of an analysis of survey results 
and recommendations to the company based on said analysis. The thesis ends with a 
conclusion and bibliography. 
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1. Marketing 


Many different definitions exist for the term Marketing, but according to Kotler, perhaps the 
 simplest one is: “Marketing is engaging customers and managing profitable customer 
 relationships“. In the past, marketing was understood mainly as selling and advertising, 
 however today the basic goal of marketing is satisfying customer needs. (KOTLER, 2018) 


 „Broadly defined, marketing is a social and managerial process by which individuals and 
 organizations obtain what they need and want through creating and exchanging value with 
 others.“ (Kotler, 2018) 



1.1. Marketing Mix 


Marketing mix, also often called “the four Ps“ is a set of various marketing tools that firms 
 use to achieve their marketing objectives and satisfy customer needs in a target market. It was 
 initially developed by an American marketing professor – Edmund Jerome McCarthy. He has 
 proposed four variables – Product, Price, Place and Promotion (MCCARTHY, 1960). 


(KOTLER, 2016) notes that given the complexity of modern marketing, these are not 
 sufficient anymore. If we update them, in regard to the holistic marketing concept, we get a 
 set that better represents what marketing is about today. He proposed adding four new Ps to 
 the marketing mix – People, Processes, Programs and Performance. 


At the same time, we can look at a marketing mix from different perspectives – from the point 
 of view of the firms and from the point of view of the customer. The marketing mix, which 
 we have discussed above looks at the issue from the point of a firm. However, an alternative 
 marketing mix looking from the point of customer also exists, called the four Cs, which 
 consist of Customer solution, Cost, Convenience and Communication. (KOTLER, 2016) 


1.1.1. Product 


A product can be anything that satisfies a want or a need and is offered to the market to be 
consumed, bought, or used. (KOTLER, 2018) Products do not just have to be physical, 
events, services, ideas, or any combination of them are also considered products. Therefore, a 
product could be a trip to New York, a car, or a Cappuccino from Starbucks. Kotler has 
introduced the concept of five product levels. At its core, a product is something that brings 



(7)value to the customer. The company therefore need to ask itself what benefits it is going to 
 bring or which problems it is going to solve. At Starbucks, this is not the coffee itself, but it is 
 the wake-up effect in the morning. In the case of a phone, this may be the ability to connect 
 with others or entertainment. This core customer value needs to be turned into an actual 
 product. This is the product’s design, features, packaging, brand name, which have to 
 combine to deliver the core value. An expensive product therefore needs to have premium 
 packaging, made out of quality materials. Lastly, there is the augmented product, which 
 includes additional services like warranty, parts replacement, support, which are not parts of 
 the physical product itself. Last layer is the potential product, which consists of anything the 
 product could become in the future, in the case of a hotel, these could be future room 


renovations or adding a pool. (KOTLER, 2018) 


1.1.2. Price 


The second P of the marketing mix is Price. Simply put, we can say that price is the amount of 
 money that is charged for a product. It is one of the most important elements of the marketing 
 mix as it only element of the marketing mix, that generates revenue for the company, all 
 others only represent costs. It is one of the most flexible elements of the marketing mix, as it 
 is easy to change it quickly compared to other parts of the product. Price of a product needs to 
 fall somewhere between the price floor and the price ceiling, meaning the costs required to 
 produce it at the lowest end (selling a product at a loss can be a strategy in some cases, 


however generally speaking this is not a good idea) and the price at which no one will buy the 
 product at the highest. To select an appropriate price a firm must consider several external and 
 internal factors such as demand, the nature of the market itself and competitor’s pricing. To 
 set a price, three major strategies/approaches can be utilised, the first one is Customer value–


based pricing. At its core, this approach considers the value customers place on the product 
 and the setting a price, that fits such a value. Therefore, the first consideration before even 
 creating the product. 


An important distinction is that a good value does not have to necessarily mean low price. 


This especially applies to luxury goods like vintage vine or classic cars, which in the long 
term appreciate in value and therefore even a price in the range of tens of thousands of dollars 
can be considered a „good value“. A value-based approach to price is more complicated to 
simply measuring the costs required to produce a good, however it sti. A second approach is 
cost-based pricing, which means setting prices based on the costs to produce, distribute, and 



(8)sell the product on top of plus a margin. This is a mode utilised by companies, which want to 
 become low-cost and therefore can set lower prices by utilising savings. 


The last approach is competition-based pricing. To set a price in this way, a firm needs to look 
 at not only what its competitors are charging, but also on the value they are providing to 
 customers. The goal is not necessarily to undercut competitors’ prices, but to understand 
 where our product should be positioned based on the value it provides. If our product is higher 
 quality than competitor, we can justify higher prices. Our price can include augmented 


product values such as better service or warranty, which can in the long term save money for 
 customers despite paying a premium up front. 


1.1.3. Place 


The third P of the marketing mix is called place, which is concept of moving products from 
 the producer to the intended location where goods are sold. Place is important for a variety of 
 reasons, as expensive goods are not going to generate significant sales in a poor 


neighbourhood. This movement of goods is achieved through distributors, wholesalers and 
 retailers and various distribution channels. We distinguish three basic distribution strategies, 
 namely the strategy of intensive, exclusive and selective distribution. With an intensive 
 strategy, great efforts are made to make goods available to all customers anytime, anywhere. 


Companies are therefore trying to increase the number of their establishments and attract 
 customers to low prices. This strategy is often used for fast moving consumer goods. On the 
 contrary, the exclusive strategy offers its customers the experience of handing over the goods 
 and is typical of premium brands. The number of establishments is very limited so that the 
 company maintains the brand's positioning and does not seem to be very accessible to 
 everyone. As a compromise we can call a selective strategy that has not too few, but not too 
 many establishments. Depending on how the manufacturer delivers its products to the 


customer, we distinguish between direct and indirect distribution channels. (KOTLER, 2018) 


1.1.4. Promotion 


The fourth P of the marketing mix is called promotion. Over many years, marketers have 
gotten used to utilising mass media and some companies regularly spend millions on TV 
advertisements. However, in the past few years, the landscape has changed a lot and mix of 
many different platforms needs to be used to efficiently target all customers. Marketing 



(9)content for different platforms is often created by different parts of the company or external 
 agencies, and this may create inconsistencies in the communication. This has created a need 
 for an integration of marketing communications, with the goal of unifying the company’s 
 message across different channels. This concept is called Integrated Marketing 


Communications (IMC) and has the goal of “carefully integrating and coordinating the 
 company’s many communications channels to deliver a clear, consistent, and compelling 
 message about the organization and its products“ (KOTLER, 2018)  


We can identify two basic promotion strategies: push strategies, which aim to push the 
 product to consumers via promoting it to channel members via personal selling or trade 
 promotion. These channel members then advertise to product to final consumers. 


On the other hand, by using a pull strategy, the producer aims to created demand via 
 advertising, direct marketing or digital media which pulls the product towards final 
 consumers, with the aim of convincing them to buy the products. (KOTLER, 2018) 


1.2. 
Marketing Communications Mix 


The communications mix, sometimes also called the promotion mix, is a set of all the tools 
 that are used by firms to build customer relationships, engage consumers, and communicate 
 value. These tools are: advertising, public relations, sales promotion, personal selling and 
 direct and digital marketing and are going to be discussed later in this chapter. (KOTLER, 
 2018).  


1.2.1. Advertising 


The first communication tool we are going to look at is advertising. Advertising is „any paid 
 form of nonpersonal presentation and promotion of ideas, goods, or services by an identified 
 sponsor“ (KOTLER, 2018 p. 452) 


It has its roots as far back as the ancient rome, where walls were painted to promote gladiator 
 fights. There are several major decisions marketers have to make: these are setting an 


objective, setting a budget, setting a strategy and lastly evaluating the advertising 
 effectiveness. The first and initially most important step in advertising is setting an 


advertising objective. Whether to inform – an objective used for introduction of new products, 



(10)where our main goal is communicating its benefits and explaining how a product works, 
 persuade – try to change customer perceptions and encourage them to switch to our brand or 
 remind - the customers of products they already own and making sure they buy them again in 
 the future, a strategy often used for products in the mature stage of product life cycle. 


(KOTLER, 2018) 


1.2.2. Sales promotion 


The second element of the communication mix is sales promotion, it often works closely with 
 two other elements – advertising and personal selling. Generally speaking sales promotion are 


“short-term incentives that encourage the purchase or sale of a product or service“. 


(KOTLER, 2018 p. 496) The aim of sales promotion is offering reasons to buy the product 
 right now, as opposed to later, which is the goal of advertising. It is increasingly used to 
 differentiate companies from others as the market is becoming more saturated and helps 
 attract customers, who demand lower prices or better deals. Consumer promotion consists of a 
 wide range of tools: samples – which offer small amounts of product are expensive, but at the 
 same time they are very effective at introducing new products as customers can try them on 
 their own. Another tool is coupons, which save buyers money when they buy certain products 
 directly at the point of sale. Rebates are a tool, which offers a price reduction just like 


coupons, with the difference being that a customer receives the amount of money back later, 
 usually after sending a proof of purchase to the manufacturer. Another tool, often utilised in 
 supermarkets is called point of purchase (POP) promotions and includes displays placed at the 
 point of sale or demonstrators which offer free samples of products. The last tool I am going 
 to mention are contests or games, which allow consumers to win prizes like trips, money or 
 goods. Sales promotion also includes the concept of event marketing, which is the process of 
 promoting the brand through creation or sponsoring of events. Such events are often sports 
 competitions or concerts. 


(KOTLER, 2018) 


1.2.3. Personal selling 


Personal selling is a part of the promotion mix mainly consisting of interpersonal relations 
and engagement with individual customers Those conducting such an act are often called 
salespeople and they use phone, email, social media, face-to-face contact or any other 
possible means to perform their activities. The process of personal selling contains seven 



(11)steps. The salesperson begins by prospecting – identifying potential customers, that are most 
 likely to appreciate the product the company is offering. The second step directly connected to 
 prospecting is qualifying – analysing potential customers, identifying good ones and avoiding 
 non prospective ones. The third step is preapproach, where a salesperson tries to gather as 
 much information about the potential customers on the web, social media or on any other 
 means, with the end goal of developing a customer strategy. Fourth step is the approach, 
 where the salesperson meets with the prospective buyer for the first time and introduces 
 himself to them. Fifth step is the presentation and demonstration, where customer is presented 
 with the solution, value proposition and how the company’s product will fit his needs. The 
 last two steps are closing, where the salesperson tries to close the sale via offering help with 
 the order or offering additional services to the buyer and follow-up, where the customer is 
 again contacted after he receives their order and is asked for feedback. (KOTLER, 2018) 


1.2.4. Public Relations 


The fourth tool of the communications mix are public relations (PR). They include many 
 functions like press relations, product and brand publicity, public affairs, lobbying, investor 
 relations and development. Their main aim is to build a good corporate image and handle any 
 unfavourable stories or rumours, which may arise. They are also used to promote bold 


company events or actions, which shed a positive light on the company and are guaranteed to 
 get media coverage. It can be a much cheaper tool for building brand image than advertising, 
 as stories that get attention are then further promoted by the media and a brand can gain 
 millions worth of advertising for free. Main tools of public relations are news, special events 
 and other written and audio-visual material prepared by the department. (KOTLER, 2018) 


1.2.2. Direct and digital marketing 


The second tool in the communications mix is direct marketing. It involves direct 


engagements with targeted communicates or individual consumers with the aim of building 
 long term customer relationships. While in the past catalogues, direct mails or telemarketing 
 were the tools of direct marketing, with the advent of social media and the internet, direct 
 marketing has moved to the internet. (KOTLER, 2018) 


Digital marketing is tool, that can be simply defined as „Achieving marketing objectives 
through applying digital technologies and media.“ (CHAFFEY, 2012). It involves managing 



(12)differnt forms of online presence like social media or websites. It utilises tools like search 
engine marketing, email marketing, affiliate marketing and online advertising. There is 
a growing range of platforms that digital marketers can utilise – mobile phones and apps, 
gaming platforms, desktop applications or video streaming platforms. Another important 
concept in digital marketing is so called viral marketing, which is the digital version of word-
of-mouth marketing and involves creating a video, that people like so much that they want to 
share it with their friends, essentially giving the brand free advertising. To help engage 
customers with brand using digital marketing the RACE framework was developed. It 
consists of four steps: Reach – building awareness of the brand if offline media and drive 
visits to social media presences. Interact – encourage audience to interact with other customer 
or the company on their website, Convert – generate sales and leads both offline and online 
and lastly Engage – further build relationships with customer. (CHAFFEY, 2012) 
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2. Coffeehouse Market 


Apart from Starbucks, the Czech coffeehouse market consists of a few main players, which 
 are mainly international chains. All are to an extent similar to Starbucks in their basic 


characteristics such as not providing table service, types of beverages offered and the offer of 
 loyalty programs. Other competitors include small privately operated coffeehouses, which 
 altogether have a much larger number of stores than all the top chains combined. However, 
 for the purpose of this chapter, I am not going to focus on them, as their diversity makes 
 making any conclusions about them complicated. Moreover, we could argue that target 
 groups of these two concepts do not necessarily intersect much. 



 2.1 Dominant players 


Table 1: Largest coffeehouse chains in the Czech Republic. Source: author 


Table 1 lists the biggest coffeehouse chains in the Czech Republic and their various attributes. 


These are: the number of stores, the form of loyalty program offered, ability to order via 
 delivery, order ahead, the price of a Café Latte in 0.3L size and lastly the price of 250 grams 
 of whole bean coffee.  


2.1.1. Costa Coffee 


Costa Coffee is a British coffeehouse chain owned by the Coca-Cola Company. It is the 
 second largest coffee chain in the country, operating 56 stores in 9 cities around the Czech 
 Republic. It sells espresso beverages, blended iced beverages, desserts, sandwiches. whole 
 bean coffee and Nespresso capsules. It offers a loyalty program called Costa Coffee Club and 


Brand  Starbucks  Costa Coffee  McCafé  Tchibo  CrossCafe 


Number of 


stores  51  56  67  40  26 


Loyalty  Card, App  Card  App  Card  Card 


Delivery  Yes  Yes  Yes  No  No 


Mobile order  No  Yes  No  No  No 


Caffe Latte 


0.3L  75 CZK  73 CZK  59 CZK  59 CZK  75 CZK 


Whole bean 


coffee 250g  220 CZK  199 CZK  X  149 CZK  209 CZK 



(14)delivery via Wolt. Since February 2021, Costa Coffee is the only chain in the country offering 
 an order ahead concept called “Přeskoč frontu” [skip the line] in select Cafés in Prague. 


(Costa Coffee, 2021) 


2.1.2. McCafé 


McCafé is a café chain owned by McDonald’s, operated inside select McDonald’s locations. 


It came to the Czech Republic in 2009 (Marketingové noviny, 2009) and is currently available 
 inside 67 McDonald’s outlets (McDonalds, 2021), being the largest coffeehouse chain in the 
 country. It offers its customers a range of hot espresso beverages, frappés, desserts and teas. 


Whole bean coffee or capsules are not available for purchase. Loyalty is available in the form 
 of coupons in the McDonald’s app and the chain also offers delivery via DameJidlo, Wolt and 
 Bolt Food. 


2.1.3. Tchibo 


Tchibo is a German chain of cafés also known for its range of non-coffee products. It offers a 
 range of espresso beverages, whole bean coffee and desserts as well as clothes and household 
 items. It has its own Caffissimo capsule system, a competitor to Nespresso. Its loyalty 


program is called TchiboCard and can be used for loyalty benefits both for coffee and non-
 coffee products. The company currently does not offer delivery services, but has an e-shop, 
 where customers can purchase whole bean coffee among many other items. (Tchibo, 2021) 


2.1.4. CrossCafe 


CrossCafé is a Czech franchise chain based in Pilsen operating 26 stores mainly outside of 
 Prague. It offers a range of espresso beverages, iced teas, iced coffee and frappés. It offers a 
 loyalty program called CrossCard. While it does not offer delivery, it has an e-shop, where 
 customers can buy whole bean coffee and cakes. The chain has decided to permanently close 
 all six of its locations in Prague in 2021 due to the ongoing Covid-19 crisis. (CrossCafe, 
 2021) 



2.2. Brief history of Starbucks Coffee Company 


Starbucks Coffee is an American coffeehouse chain started in 1971 by three founders: an 
English teacher Jerry Baldwin, history teacher Zev Siegl and writer Gordon Bowker. (Schultz, 



(15)1997) The company initially only sold whole bean coffee in a single store in Pike Place 
 Market in Seattle, WA, USA. In 1981 Howard Schultz, at the time an executive at 


Hammarplast first dicovered Starbucks, immediately fell in love with the company and in 
 1982 he became its director of retail operations. In 1983 Schultz travelled to Italy, where he 
 got impressed by the espresso bar concept and wanted to try something similar in Seattle. In 
 1985 Schultz started Il Giornale, a coffeehouses chain offering espresso beverages and 
 brewed coffee made from Starbucks beans. In 1987 Il Giornale acquired Starbucks and 
 changed its name to Starbucks Corporation. There, the Starbucks as we know it today was 
 born. (Starbucks, 2021) 


Starbucks is famous for its brand elements, which are known around the world. Firstly, the 
 Starbucks logo, which is a twin-tailed Siren inspired by Greek mythology. It has seen 
 development over the years, with the most substantial change occurring in 2011, when the 
 Starbucks name was removed from the logo. Secondly also the Starbucks name itself, which 
 comes from Herman Melville’s novel Moby Dick (Schultz, 1997) 


Figure 1: Evolution of the Starbucks logo. Source: (Imgur, 2017) 


Schultz had a vision to make a different kind of company, which was made real by providing 
 both full time and part time employees with health insurance, something uncommon in the 
 United States. Starbucks also became the first privately owned U.S. company to offer stock 
 options to part time employees. It offers its employees (which it calls “partners “) full 


bachelor’s degree tuition coverage at Arizona State University, 401k plans, parental leave and 
 other benefits including free beverages and pounds of coffee. (Starbucks, 2017) 


Today Starbucks has over 32 thousand stores in 83 countries and is the largest coffeehouse 
chain in the world. It offers a range of espresso beverages, hot and cold brewed coffee, 



(16)Frappuccino blended beverages, iced and hot teas, desserts, bakery, sandwiches and a wide 
 selection of merchandise. 


In 2020, the company has introduced a vision to be resource positive by 2030 with three 
 specific targets: a 50% reduction in carbon emissions in Starbucks direct operations and 
 supply chain, 50% reduction in waste sent to landfills both from stores and manufacturing and 
 a 50% reduction in use of water resources. It aims to accomplish these goals via better 


management of waste (recycling, elimination of food waste), developing more eco-friendly 
 stores and operations, offering more plant-based options and a shift from single-use to 
 reusable packaging. (Starbucks, 2020) 


Values and mission 


Starbucks has concept called “third place“, meaning it wants to be a third place for its 
 customers after their home and work. A place where they can sit, drink coffee and meet with 
 their friends, which is embedded in its mission: “To inspire and nurture the human spirit - one 
 person, one cup and one neighbourhood at a time.” (Starbucks, 2021) 


And its values, which are (Starbucks, 2021): 


- Creating a culture of warmth and belonging, where everyone is welcome. 


- Delivering our very best in all we do, holding ourselves accountable for results. 


- Acting with courage, challenging the status quo and finding new ways to grow our company 
 and each other. 


- Being present, connecting with transparency, dignity and respect. 



2.3. Introduction of AmRest Coffee 


AmRest Holdings SE is a European restaurant operator headquartered in Madrid, Spain. It 
operates over 2330 restaurants in 26 countries. (AmRest, 2021) Its portfolio consists of the 
brands KFC, Burger King, Starbucks, and Pizza Hut which are operated via franchise or joint 
venture models as well as its own proprietary brands Bacoa, Sushi Shop, La Tagliatella, Blue 
Frog and Kabb. AmRest holds exclusive rights for the Starbucks brand in the Czech, Polish, 
Slovak, German, Romanian, Hungarian and Bulgarian markets, meaning it is the only 
company able to operate Starbucks stores in these countries and does not offer licenses to 
third parties. The first Starbucks store operated by AmRest was opened in the Czech Republic 



(17)on 20th January 2008 in Prague on Malostranské Náměstí, followed by stores in Poland in 
 2009. In 2015, AmRest has acquired the license to operate Starbucks stores in Bulgaria and 
 Romania from Marinopoulos Coffee and in 2016 the license to operate stores in Germany 
 from Starbucks Coffee EMEA. (AmRest, 2021) 


As of April 2021, AmRest operates 51 Starbucks stores in the Czech Republic, 132 in 


Germany, 68 in Poland, 54 in Romania, 34 in Hungary, 14 in Bulgaria, 8 in Slovakia and 3 in 
Serbia. (AmRest, 2021) AmRest-owned Starbucks stores are operated via two different 
models. Starbucks restaurants in the Czech Republic, Poland and Hungary are ran by AmRest 
Coffee, a joint venture between AmRest Holdings SE. and Starbucks Coffee International, 
Inc. with a 82% (AmRest), 18% (Starbucks) equity split. Stores in Slovakia, Romania, 
Bulgaria, and Germany are operated on a franchise basis. (AmRest, 2021) 
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3. Marketing strategy of Starbucks in the Czech  Republic 


Starbucks utilises many different types of marketing communication. Its main focus is online 
 marketing on social networks like Instagram and Facebook, cooperation with select 


influencers as well as the use of google ads, its own website and external platforms. Another 
 important tool is the company’s Starbucks Rewards loyalty program, which facilitates 
 communication with regular customers. The company also uses WOM (word of mouth) as a 
 strategy, where customers themselves promote the brand. 


Starbucks has a core beverage offering, which is supplemented by 5 to 6 promotional 


campaigns every year, which introduce new limited time beverages, food and merchandise or 
 returning seasonal items. While the core beverage offering is mostly similar around the world, 
 promotional beverages differ across regions. The preparation of a communication campaign 
 starts by product roadmaps and plans, which are prepared for the region in Seattle. The local 
 marketing team then needs to analyse all the different areas and activities in the promotions 
 based on local relevance. This analysis includes visual appeal of new products, historical sales 
 patterns, profit and loss and customer feedback. According to this analysis the choice of 
 beverages, food and merchandise that are going to be introduced to the market is made. It is 
 therefore entirely possible that a certain product is for example available in Germany, but not 
 in Poland, even if they are part of the same region. (AmRest, 2021)  



3.1. In-store marketing 


Starbucks uses different types of signage in and around its stores to attract customers and 
promote both core and limited time offerings. While the signage is prepared locally by the 
marketing team, it has to respect Starbucks guidelines, which may include layouts, colour 
palettes, patterns, fonts and imagery that is approved for use on marketing materials, 
(AmRest, 2021) 



(19)Figure 2: Starbucks in-store marketing. Source: author 


A-boards 


A-boards are a form of signage, that is placed outside the store, usually on the sidewalk near 
 the store entrance. They are used to display current promotional offers or value food bundles. 


Their purpose is to attract customers walking around the stores and convince them to come 
 inside. 


Banners  


Banners are similar to A-boards in their messaging but differ in their format. They are in a 
 vertical format hanging on a stand placed in eye height, as opposed to A-boards which are 
 placed on the ground. They are found both inside near the entrance or outside close to the 
 entrance. Their purpose is the same and usually display the same offer as A-stands. 


Window Stickers 


Windows stickers are large scale advertisements placed on windows of select stores. They 
 usually promote core food and beverage combinations. 


Point of Sale (POS) 


The POS area (see Figure 2) is used to display a range of Starbucks Card designs as well as 
promote impulse buy of items like nuts, biscuits, and chocolate bars, which are placed right in 



(20)front of the register. Another feature present in this area are baskets, which may include whole 
 bean coffee or water bottles. 


Menu Panels 


Menu panels (see Figure 2) are placed behind the bar for customers to see when in line or at 
 the register. They are divided into several sections based on their purpose. Their number and 
 placement may vary from store to store based on space availability and store layout. They 
 may also change based on time of the day. Generally, there are 3 types: 


a.  Core menu panels – one of them contains the core offering of espresso beverages such as 
 Caffé Latte, Americano, Cappuccino etc. and their pricing, while also displaying 


customization options such as syrups, milk alternatives or extra shots of espresso. A second 
 panel generally contains the offer of Frappucinos and iced beverages or hot chocolate, based 
 on seasonal relevance. These panels are important especially for new customers, who are not 
 yet familiar with the beverage line-up. 


b. Limited time offer – displays the current promotional beverage. Usually contains a large 
 visual with 1 to 3 beverages. 


c. Back of bar panels – contain less important offers like food or promote Starbucks Rewards.  



3.2. Social Media & Web 


Starbucks in the Czech Republic utilises social media as a core element of its marketing 
 strategy. It is present on Facebook and Instagram, which will both be discussed later in this 
 chapter. It also utilises other forms of online marketing in cooperation with external platforms 
 like Google Ads or the discount portal Slevomat, where customers were able to buy a coupon, 
 that would grant them a 50% discount when purchasing two beverages. (Slevomat, 2020) 
 It also runs campaigns in cooperation with various organisations like the Czech Technical 
 University, Czech army, or grocery chain Lidl (Lidl, 2021), where discounts, usually in the 
 form of upsizing (larger size of a beverage for the price of a smaller one) are provided to 
 members of the respective organisations. 


3.2.1 Facebook 


The official Facebook site Starbucks Česká republika has 74 000 fans as of April 2021. 


(Facebook, 2021) The profile mainly focuses on promotion of new beverages, food and 
merchandise via pictures or short videos. Posts are added multiple times a week. If we 



(21)compare the popularity with competition, we find out, that both Costa Coffee and CrossCafe 
 have around 26 000 fans meaning that Starbucks is a significantly more popular brand on the 
 platform. 


3.2.2 Instagram 


Starbucks has two accounts on Instagram: Starbucks Czech Republic and Starbucks Partners 
 CZ. The main account focuses almost exclusively on presenting new limited time offerings, 
 beverages, food, and merchandise as well as delivery and Starbucks Rewards promotion to a 
 lesser extent. Profile posts are mostly the same as on Facebook, but the brand also utilises 
 Instagram stories, where more interactive posts like polls are posted. Starbucks also often 
 shares customer’s stories featuring their beverages on its story. (Instagram, 2021) 


On the other hand, the Starbucks partners account aims to provide a behind the scenes look at 
 the brand, via posts from ambassadors selected from baristas, store introduction videos, as 
 well as its initiatives in the space of CSR or campaigns in cooperation with influencers. Apart 
 from stories, Starbucks also utilises the Instagram Reels feature on the Starbucks Partners 
 account. (Instagram, 2021) 


As of April 2021, the main account has 49 000 followers, and the secondary Starbucks 
 partners CZ account has 1 000 followers. In the case of the main account, this is again 
 significantly more than the competition, with CrossCafe having 4 400 followers and Costa 
 Coffee having 13 000. 



3.3. Influencer Marketing 


Starbucks in the Czech Republic cooperates with select local Instagram influencers, two of 
 which are mentioned below, in various ways, focusing on those who believe in the brand and 
 can identify with its values. The company also believes that every customer that leaves with a 
 Starbucks cup is in a way an influencer, in the sense that they influence their surroundings. 


(AmRest, 2021) 


Naomi Adachi 


Naomi is a half Czech half Japanese influencer. In 2020 she has attended new store opening 
events in Karlovy Vary and in Prague. In 2021 she has also promoted her own “secret menu” 



(22)(not on the menu, only available upon request) beverage, that her fans could get. She 


promotes Starbucks regularly and her sponsored posts prominently feature the Starbucks logo; 


however, they are not clearly marked as a promotion, except for the hashtag #spolupracesnu 
 [dream partnership]. (Instagram, 2021) 


Dva tátové 


Figure 3: Sponsored post on Instagram. Source: (Instagram, 2021) 


Dva tátové [two dads] are a pair of Czech Instagram influencers Starbucks cooperates with. 


Figure 1 shows a sponsored post on their Instagram profile, where they tried the job of a 
 barista and prepared beverages for customers. Their posts in cooperation with Starbucks are 
 marked as a paid partnership and only appear on their profile once every few months. 



3.4. Out of Store 


Out of store communication is not utilised by the brand on a regular basis, as the brand prefers 
 platforms, where it can directly connect with customers, like social networks (AmRest, 2021). 


However, a few exceptions can be found. These were the Latte for 49 CZK campaign that ran 
 in June of 2020 (Instagram, 2021) and the subsequent S každým šálkem jsme si opět blíž 
 [with every cup we are closer again] campaign after reopening stores, which were both aimed 
 at bringing customers back after forced store closures due to the Covid-19 crisis and were 
 shown around Prague on using the CLV (citylight) network. Out of store communication is 
 also used by the brand inside shopping centres, either for guidance to the café or for 


promotional offers. 



(23)Another out of store activity organised by the brand was pumpkin takeover in autumn 2020, 
 which placed Pumpkins with sticker that included a QR code and the hashtag #PSL around 
 Prague. Its aim was to promote the return of Starbucks’ famous Pumpkin Spice Latte and 
 customers who found these pumpkins and brought them to stores could use them for a 50% 


discount when buying two Pumpkin Spice Lattes. 



3.5. Starbucks Rewards 


Starbucks Rewards is the company’s loyalty program, which is used to communicate with 
 customers, promote its products and share news. Starbucks has first launched its Rewards 
 program in the USA in 2009 and it has been available in the Czech Republic since 2012. 


Customers can join the loyalty program in two ways: by registering on the website or via a 
 mobile app. Physical Starbucks Cards are available in various designs and can be purchased in 
 stores without registration, but their functions are limited to those of a gift card until customer 
 performs the registration. To purchase a physical Starbucks card, a customer needs to load a 
 minimum of 200 CZK on it. The card then functions as a prepaid card and a one needs to use 
 it to pay and reload it again, to collect points. Cards can be reloaded at the register on inside 
 the Starbucks app. (Starbucks, 2021) 


The program is based on the amount a customer spends and points called „stars “. For every 
 12 CZK spent, a customer receives one star. Additionally, after registration the customer 
 receives an invitation gift of 50 stars. When 100 stars are collected, the customer can use them 
 to redeem a reward in the form of a free beverage in Tall or Grande size with an extra free 
 topping (whipped cream, syrup, or extra shot of espresso). If a customer manages to collect 
 200 stars within a period of one year, they become a gold member, which gives them 


additional benefits, like free beverages on their birthday and one free topping per transaction. 


(Starbucks, 2021) 


All Starbucks Rewards members are also entitled to receiving exclusive offers, not available 
 to regular customers. These may be first tastes of a beverage, that is not yet officially 


available or exclusive discounts on merchandise. Other benefits are so called „star dashes“, 
where customers can receive additional stars for free by completing „challenges“ like visiting 
a café number of times within a period or purchasing certain beverages. (Starbucks, 2021) 



(24)If a customer chooses to download the Starbucks CEE app, they can use it to pay, see their 
Starbucks Card balance as well as redeem free beverages and find nearby stores. The app is 
available on Google Play for Android and in the App Store for iOS devices. While Starbucks 
Rewards is available in many markets globally, due to local differences, users of the program 
in the Czech Republic are limited to using it only in the country and cards purchased here do 
not work in other markets. (Starbucks, 2021) 
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4. Survey 


In this chapter I am going to describe and analyse the results of a questionnaire survey, which 
 was conducted as a part of this bachelor thesis. The survey was conducted during March and 
 April of 2021 via Google Forms as well as in person in the centre of Prague. The questions 
 were focused on the attitudes of consumers towards Starbucks, its loyalty program, product 
 offerings and sustainability. The survey consists of 16 questions, including socio-


demographic and screening questions. It was targeted exclusively towards customers of 
 Starbucks, who already know the brand and have visited its stores. 87 people have 
 participated in the survey and 2 were excluded based on the screening question. 


The survey was split into several parts. First was the screening part, which asked if the 
 respondent works in marketing or for Starbucks and is not further discussed. Second part 
 included questions about the frequency of visits, main reasons for visiting and customers’ 


favourite beverages. The third part focused on Starbucks Rewards and customers’ attitudes 
 towards the program. Fourth part focused on the food offering and customers’ opinions on its 
 pricing. The fifth part was aiming to find out whether respondents are aware of the company’s 
 activities in the space of Corporate Social Responsibility and Sustainability and the last part 
 was socio-demographic. Graphs were constructed using Google Forms and Microsoft Excel. 


The goal of the survey was to find out why customers visit Starbucks stores, if they are aware 
of its sustainability commitments and whether they are satisfied with its product and loyalty 
offerings.  
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4.1. Results of the Survey 


Figure 4: The frequency of Starbucks visits. Source: author 


The first question was aiming to find out how frequently respondents visit Starbucks stores. 


Whether they are regular customers or if they visit them only rarely. We have found that most 
 of our respondents fall into the category of regular customers and visit stores either daily or 
 multiple times a week, as can be seen in Figure 4.  


Figure 5: Main reasons for visiting Starbucks. Source: author 


The second question asked about the main reasons why respondents visit Starbucks stores. A 
 few predetermined options were provided as well as the option to write in your own opinion 
 and respondents were able to select more than one option. Most popular reasons proved to be 
 the friendliness of staff (77%), good atmosphere in stores (57%) and beverages that are 
 available exclusively at Starbucks (37%).  
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(27)Figure 6: Most popular beverage categories. Source: author 


The third question was meant to find the most popular beverage categories among customers. 


According to the results, customers purchased espresso beverages the most (42%) followed by 
 Frappuccinos (35%). Iced and hot espresso-based beverages were grouped together, as for 
 most customers the choice between these two categories mainly depends on the weather. 


These results are in line with expectations, as espresso-based beverages are the core of 
 Starbucks’ offering and Frappucinos are another very popular platform. However, they might 
 be skewed by the age of respondents, as the popularity of sweet, blended beverages like 
 Frappuccinos is most likely not as high among older customers, who would more often select 
 black brewed coffee or hot espresso beverages. 


Figure 7: Membership in the rewards program. Source: author 


The third part of the survey focused on Starbucks Rewards begins with the fourth question. Its 
 aim was to find out how many customers are members of the Rewards program and if they 
 have heard of it in case, they are not. From this question we have found out that 41% of 
 respondents are members of the Rewards program, 49% are not members, but have heard of 
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(28)the loyalty program and the last 10% of customers do not know the program exists. This 
 shows that awareness of the program is very high among customers, as 90% in total have 
 heard of it. These results however might not be representative of the full picture among all 
 Starbucks customers, as the survey contained a large number of regular customers, who even 
 if they choose not to be members have been offered a membership in the program in the past 
 and a small number of irregular customers, who have most likely not heard of the program. 


Figure 8: Starbucks app usage among respondents. Source: author 


The fifth question was displayed only to customers who have selected the option yes in 
 question number four. We have found out that 71% of Starbucks Rewards members use the 
 mobile app and only 29% do not. This shows that the benefits offered by the app convince 
 most customers to download it, which is undoubtedly a success. 


Figure 9: Satisfaction with the Starbucks app. Source: author 
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(29)The sixth question was designed to find out how satisfied respondents were with the 


Starbucks CEE application. According to results, 47% have selected that they are satisfied or 
 very satisfied, 21% have a neutral opinion and the remaining 32% have expressed a level of 
 dissatisfaction. While these results are not negative, it is important to point out that ideally, 
 we would want most customers to be satisfied or better, which is not the case. These results 
 coincide with the feedback found on Google Play and the App Store, where users have 
 regularly expressed issues with logins, creating accounts, the app suddenly not working or 
 having to reinstall the app to restore functionality. 


Seventh question focused on the mobile order functionality, which is available in the 
 Starbucks App in the USA and in the UK. When presented with the choice, 80% of 
 respondents have expressed that they would use such a function. 


Figure 10: Views on Starbucks as a restaurant. Source: author 


Eighth question was the first in the fourth block of questions, that was focused on the food 
 offering. Its aim was to find out whether customers perceive Starbucks as a place where they 
 would go to eat or whether they do not connect such a need with the company. Only 19% of 
 respondents have selected yes in this question. This shows that despite its wide range of food 
 items available, customers still primarily view Starbucks as a place where they go to buy 
 beverages. 
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(30)Figure 11: Categories purchased at Starbucks most often. Source: author 


Question number nine listed several categories of products offered at Starbucks and 


respondents were asked to select all the categories they purchase regularly. The results show 
 that while food is not viewed as a primary reason for visiting Starbucks, a significant number 
 of respondents still purchases food items. The most popular categories were beverages (95% 


of respondents), bakery (50% of respondents), sandwiches (30% of respondents) and cakes 
 (14% of respondents). Only 6% have said that they regularly purchase whole bean coffee. 


Figure 12: Views on pricing of food items at Starbucks. Source: author 


Question number ten was aimed at finding out the attitudes of customers towards the pricing 
 of Starbucks’ food offer. Respondents had the choice of five options for each category of food 
 ranging from price is very high to price is very low. Generally, respondents felt that the prices 
 of food items are high, with this sentiment seen most in the cakes category and secondly in 
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(31)the sandwiches category. Looking at the range of food items available for purchase, we may 
 deduce that the reason for the opinion of price being appropriate for bakery is the presence of 
 several lower priced items, like muffins and croissants for 39 CZK, whereas the cheapest 
 items in the sandwiches and cakes category are in the range of 79 CZK. It is also important to 
 note that regular Starbucks customers might have a more positive view on pricing, than first 
 time visitors, as they are already used to it. Therefore in practice even more customers might 
 have the opinion that prices are too high and some of these may leave the café because of it. 


Figure 13: Activities in the space of CSR. Source: author 


The fifth section was focused on sustainability. These questions were included because of 
 Starbucks’ commitment to becoming resource positive and aimed to find out whether 


customers are aware of its efforts. Eleventh question asked whether respondents are aware of 
 any activities Starbucks undertakes in the space of CSR. Results show that almost 70% cannot 
 think of any activities. This shows that Starbucks may not be presenting these enough on 
 social media, despite their importance to the company. 


Questions number twelve and thirteen asked respondents whether they have heard of 


Starbucks’ sustainability commitment and whether they view Starbucks as a company focused 
 on sustainability. Results show that over 75 percent of respondents do not view Starbucks as 
 an eco-conscious company, and more than 84 percent have not heard of its sustainability 
 commitment. This shows that the company does not promote these initiatives on social media 
 nowhere near enough. These results also might be affected by the general image of plastic 
 cups that customers associate with Starbucks beverages.  
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(32)Figure 14: Age of respondents. Source: author 


The last two questions were socio-demographic. Question number 14 was asking about the 
 age of respondents. As can be seen in Figure 11, more than 40% of them were between 19 and 
 26 years old, almost 30% was between 27 and 39 and a 17 % were 18 years old or younger. 


The least represented group was 55 years old and older with 5%. Question number 15 was 
 asking about the gender of respondents, out of 85 respondents, 50 were female and 35 were 
 male. 



4.2. Recommendations for Improvement Based on Survey Results 


Results of the survey have provided us with an insight into the consumer perception of the 
 Starbucks brand. We have found out that the most prevalent reasons for visiting Starbucks 
 stores are the friendliness of staff and good overall atmosphere. These findings are in line 
 with what the company tries to achieve with its third place concept and are therefore positive 
 for the brand. The most popular beverage categories among respondents proved to be 


Frappuccinos and espresso beverages.  


In regard to Starbucks Rewards, we have found a high awareness of the program between 
 customers, but less than half of those aware of the program are also its members. This shows 
 that while Starbucks has done a great job in communicating the existence of the program, its 
 messaging regarding its benefits is not sufficient or customers find certain aspects of it 


discouraging. My recommendation here would be to either eliminate or partially eliminate the 
 prepaid aspect of the program, similarly to how it was done in the USA, where options to both 
 pay by credit card (while receiving a reduced amount of stars) or pay via the Starbucks Card 
 (and receive the full amount of stars) are available. This might in my opinion increase 
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(33)adoption as some regular customers may find the need to frequently reload their cards 
 annoying and others who do not visit as often might not like having their money on the card, 
 where they cannot use it for other purposes. Furthermore, regarding the Starbucks CEE app, 
 we have found a dissatisfaction with the app both among survey respondents and in reviews 
 on major mobile app stores as well as a desire for the introduction of Mobile order 


functionality. I would therefore recommend focusing on the development on the Starbucks 
 app as it is a core element of the Rewards experience and its issues harm the reputation of the 
 program. I would also suggest introducing the Mobile order function, as it would put 


Starbucks in line with its competitor Costa Coffee, which has managed to introduce it already 
 and ahead of other competitors, who do not yet offer such an option. 


Results of the part on food offering have identified certain issues, where most customers do 
 not perceive Starbucks as a place, where they would want to eat. If Starbucks wants to change 
 this, it will need to either improve its communication of the food offer or alter it to better suit 
 more customers. Additionally, we have found that many perceive the food as being too 
 expensive, especially in the cakes and sandwiches categories. My recommendation for the 
 food range would therefore be to either introduce some lower priced items in these categories, 
 that provide a good balance of value and price or to expand the concept of food bundles, that 
 is already offered to more beverages. Today customers can only purchase value bundles of 
 sandwiches with base espresso beverages like Americano, Cappuccino and Café Latte or with 
 hot teas. While this may appeal to some, in my survey I have also discovered, that 


Frappucinos and other sweet beverages are also very popular drinks. These drinks are already 
 more expensive that basic espresso beverages and those buying them might not want to buy 
 any food, because the costs of both items would be too prohibitive for them. I would suggest 
 introducing a food bundle that while more expensive than existing ones would provide a good 
 value for those who like Frappucinos and could therefore improve sales of food items. 


Lastly, we have gathered that most customers are not aware of the sustainability commitments 
Starbucks is making and do not view Starbucks as a sustainable company. My suggestion here 
would be to focus on this issue on social media and highlight the actions Starbucks is taking 
in this space, which might help change the opinions of these customers. 
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Conclusion 


The objective of the thesis was to evaluate the current marketing strategy of Starbucks in the 
 Czech Republic and recommend improvements based on a survey.  


In the first chapter of my thesis, I have introduced basic marketing concepts like the 
 marketing mix as well as the communications mix and many definitions to help readers 
 understand the rest of the work.  


The second chapter of the thesis has introduced the Czech coffeehouse market, described its 
 main players and shortly introduced both Starbucks Coffee Company and AmRest Coffee. 


The third chapter was focused on the marketing strategy of Starbucks in the Czech Republic 
 and the various tools it utilises including social media marketing, influencer marketing and 
 the company’s loyalty program. 


The fourth chapter has introduced the survey, which was both distributed through social 
media and used directly in stores. Survey results have provided us with an insight in the 
reasons why customers visit Starbucks and what are their opinions on its products, food 
offerings and the loyalty program. It was revealed that the reasons why customers visit their 
stores align with the brands objectives. Further it was found that many customers are aware of 
the company’s Rewards program, but not as many use it. Recommendations in this area, 
which could increase the amount of its users were also provided. Lastly it was discovered that 
many view certain parts of the Starbucks food offer as too expensive and solutions in the form 
of new food bundles and product line changes were provided. 
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Appendix 1 - Survey 
 Screening questions: 


1) Do you work in marketing or for Starbucks? 


Starbucks section:  


1) How often do you visit Starbucks?  


a. Every day  


b. Multiple times a week  
 c. Once a month  


d. Rarely (once every 3 months or less)  


2) What are your main reasons for visiting Starbucks?  


a. Coca-Cola  
 b. Friendly staff 
 c. Quality of products 
 d. Store atmosphere 


e. Beverages not available elsewhere 
 f. Free Wi-Fi 


g. Other - __ 


3) What category of beverages do you purchase most often?  



(38)Starbucks Rewards section: 


4) Are you a member of the Starbucks Rewards program?  


a. Yes  
 b. No 


c. I Haven’t heard of it 


5) Do you use the Starbucks CEE app? 


a. Yes  
 b. No 


6) Are you satisfied with the Starbucks CEE app?  


a. Very satisfied  
 b. Satisfied 
 c. Neutral 


d. Less than satisfied 
 e. Not satisfied 


7) If the app would offer order ahead functionality, would you utilise it?  


a. Yes  
 b. No 


Food section: 


8) Do you view Starbucks as a place where you would go to eat?  


a. Yes  
 b. No 


9) Which of the following categories do you purchase at Starbucks regularly?  


a. beverages  
 b. Sandwiches 
 c. Bakery 
 d. Cakes 


e. Whole bean coffee 
 Sustainability section: 


10) Are you aware of any activities Starbucks undertakes in the space of CSR? 


a. Yes  
b. No 
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