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Starbucks coffee company is a very successful company that offers a quality product and strives to produce a feeling of community in all their stores. Their focus is on coffee flavored beverages, but they produce quality non-coffee products as well. In an effort to diversify even further, they could consider producing coffee flavored ice cream. A SWOTT analysis tells them their strengths, weaknesses, opportunities, threats, and trends. They can use this information to help guide them in the direction they want to head. They need to use market segmentation to define their target market and use market research to find out what their target market is looking for. After they have decided on a target market and conducted market research, they will analyze their competitors and the competitive landscape. 
Starbucks Coffee Company
Starbucks has a simple mission statement: “to inspire and nurture the human spirit – one person, one cup and one neighborhood at a time” (Starbucks Coffee Company, 2010, para. 1). They focus on providing top quality coffee and excellent service that makes the customer feel connected to the Starbucks community. Their stores are meant to let customers relax and forget their worries. They offer a variety of brewed coffees, espresso, blended beverages, teas, and fruit smoothies in their cafes. They also sell a number of coffees, alcoholic liquors’, and bottled drinks in grocery and convenience stores. They have free Wi-Fi in their cafes and have a music channel on satellite radio. Starbucks has remained profitable over the years and has done much better than most companies in the current recession.
Starbucks Ice Cream
Starbucks has already diversified its offerings beyond a basic cup of coffee. They offer coffee products such as an alcoholic beverage (Starbucks Coffee Company, 2010) and whipped-cream doused Frappuccinos. The adult population has taken well to the coffee liquor and teenagers are notorious for enjoying Frapuccinos (Starbucks Gossip). Coffee ice cream is a sophisticated product and may not appeal to all segments of the population.  For example, ice cream is often seen as a treat for children, but parents will not be serving caffeinated coffee ice cream to their children. 
People frequent Starbucks all day long.  In the morning, people are in a rush and grab their morning coffee with a muffin.  In the evening, people linger at a coffee shop, relaxing, chatting with friends. Offering a decedent desert will compliment the atmosphere of the evening Starbucks and possibly attract couples spending the evening away from home. Outside of the cafe, Starbucks has launched a line of successful pre-made coffees and teas in grocery stores. These cater to people who enjoy the taste of Starbucks, but have no time to travel to a cafe. Selling the coffee ice cream might work in this setting as well. 

The ice cream will have a variety to it. Starbucks will offer a caffeinated and decaf version, regular and low calorie offerings, and different flavors. The goal will be to develop a diverse line of ice cream that will appeal to a broad target market. Starbucks wants to attract more than the hardcore coffee drinker. Many people enjoy the sweeter Frappuccinos; the company will try to entice new customers who like the sweeter taste without taking away sales from the Frappuccinos. They will also make a push to sell ice cream in grocery stores. They will offer a more extensive line of coffee flavored ice creams than anyone else.

SWOTT Analysis
Strengths

Brand and logo are well known across the country

Solid customer base with customer loyalty

Company-owned; there is no franchising

Prominent locations; can be found on corners and the local book store

Weaknesses

Pricing is on the high end in the spectrum of similar products

Has a limited product line

Heavily present in the United States but not so much in other countries

Opportunities

Coffee ice cream flavors

Healthier choices; frozen coffee yogurt, frozen coffee sorbet, coffee nutrient energy bars

Put products in grocery stores

Threats

Market infiltration

Competition

Health awareness

Trends

As more Americans choose a healthier lifestyle the tendency is to less frequently indulge on foods and treats that are poor choices when changing to a healthy life style.  A key role that manufacturers are now taking on is that of the health conscious producer.   If a brand name as big as Starbucks falls behind the crowd at making healthier product lines the business will see fewer sales and a falling profit margin.
Marketing Research

Starbucks is researching the new innovation of a product line of coffee ice cream. Various marketing research approaches can be applied in the search for feedback regarding the product and whether or not the target market approves of the new product line. Qualitative and quantitative measures can be used. Starbucks will employ both.  There are several questions to answer in the process. Is there any room for Starbucks ice cream in the market? What is the current customer’s attitude toward the new product? Are they interested in coffee flavored ice cream? Can Starbucks attract new customers from the ice cream market? A variety of tactics will be used during the data collection process. Primary, as well as, secondary sources will be sought.

Secondary sources of information will be acquired first. Affordable market research reports on the ice cream industry are a good start. Researching data containing news and opinions from the health conscious coffee lovers is beneficial also. Analyzing the hype surrounding iced coffee drinks and its threat to one’s health will aid in the development of the new product to fit society’s needs. Secondary sources of information can be gathered from statistical bulletins, government publications, published or unpublished material available through the Internet, news headlines or articles, and data from previous case studies done on the introduction of coffee flavored ice cream. Studying the buying behavior of current customers in respect to iced coffee drinks will boost knowledge for product innovation. Researching the demand for the new type of ice cream in certain geographic areas is a start for a Starbucks as well. 

The perceptions and attitudes of the target market for Starbucks new product idea can be tapped more effectively through primary data collection methods. The company can start with current customers before venturing out for opinions from non-customers in the ice cream market. Quantitative measures such as surveys and questionnaires can be given in the store while customers wait for their orders. The surveys also can be mailed directly to current customers.  Incentives for completing the survey or questionnaire are used in exchange for participation. To solicit information from ice cream lovers in general, samples can be placed in the chosen grocery stores for immediate feedback as well. Taste testing events is another tactic to use for data collection.   
Market Segmentation
The four general segmentation methods used to identify a target market are geographic, demographic, psychographic, and behavioral. Geographic segmentation will allow Starbucks to push the ice cream in warmer climates. It is unlikely that the ice cream will be as popular in North Dakota in January as it will be in southern California. Demographic segmentation will be important because parents are unlikely to allow their young children to eat coffee ice cream. The advantage of the ice cream is that it should appeal to people who stronger coffee treats do not. Income segmentation will allow Starbucks to focus on those people who can afford the higher priced Starbucks products. Psychographic segmentation will allow Starbucks to focus on potential customers whose lifestyles involve coffee. Behavioral segmentation will be a good starting point. Starbucks can “divide groups based on their knowledge, attitudes, uses, or responses to a product” (Armstrong & Kotler, 2009, p. 171). They can use occasion and benefits segmentation to encourage caffeinated ice cream as a mid-day alternative to soda for energy and decaf ice cream as an evening snack. 
The target market for Starbucks ice cream is teenagers and adults who enjoy coffee, but want an alternative to the standard Starbucks offerings. The target market will primarily be in warmer areas. The target market will be able to afford the Starbucks’ price tag. The ice cream will appeal to people looking for a mid-day pick-me-up or an alternative evening snack.
Current Competitors

Starbucks will be entering fairly competitive market, but their reputation for quality will help them be successful. Their primary competitors will be: people who make their own ice cream, specialty ice cream shops like Baskin Robbins, or Ben and Jerry’s, grocery store brands, and companies selling other types of deserts. The followings scenarios look at the competitive landscape:
Scenario one: Starbucks vs. people who make their own ice cream. Goggling coffee ice cream produces dozens of recipes. They are for the adventurous cooks who like to experiment. However, most people do not own their own ice cream makers and would rather purchase their ice cream. It takes time to make the ice cream; people who want instant gratification will not wait six to eight hours to enjoy their coffee. It also takes many expensive ingredients to make the ice cream (coffee, cream, butter, etc.), which might not appeal to people. Starbucks ice cream is very convenient and will consistently have a high quality. Homemade ice cream is very inconvenient and consistency will be suspect.
Scenario two: Starbucks vs. other ice cream shops, like Baskin Robbins, or Ben and Jerry’s.  B&R has a Jamoca (coffee) flavor, and B&J has a Coffee heath crunch.  Both of these would be in direct competition, especially with our segment of people who frequent Starbucks in the evening on a date or while meeting friends. The quality of the ice cream will be comparable between Starbucks and these competitors. Starbucks will have a more relaxed atmosphere; the others are more family friendly. Starbucks will be more convenient because of the number of café locations.
Scenario three: Starbucks vs. grocery store brands. Grocery stores sell brands such as Bryers, which has a coffee flavor.  These are often on sale and sold at a reasonable price, which attracts the average consumer who is looking for ice cream. Because of the Starbucks reputation and brand name, its quality might be perceived to be higher; Bryers might be seen less as a premium brand. Starbucks might be perceived as special, to be consumed as an infrequent treat for a special occasion at home; Bryers might be seen as a more every day brand.  
Scenario four: Starbucks vs. other deserts. People might go to specialty desert stores that sell cakes and ice creams. These companies might be in direct competition with Starbucks and will appeal to people who want options other than ice cream. Other companies will offer more options and be more family friendly, but Starbucks will offer top notch coffee ice cream in an atmosphere that certain people will appreciate. 

Conclusion

Starbucks is hoping to develop a coffee ice cream line to become more diverse. Their SWOTT analysis outlined their strengths, weaknesses, opportunities, threats, and trends. They used market segmentation to define the target market they will focus on developing their ice cream line to. They found that their target market will be teenagers and adults living in warmer areas who can afford Starbucks and are looking for a pick-me-up or evening treat. They conducted market research using various methods to find out what their target market wants and analyzed current competitors and the competitive landscape of the coffee ice cream market. 
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