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OPPORTUNITIES 

	The external environment factors that are favourable for Starbucks and hence can be exploited to grow the business are known as opportunities. Healthy product consumption trends, developing markets in the second and third tier cities, use of technology in delivering customer experience and pursuing sustainability remain some of the useful opportunities for Starbucks in its endeavour to attract more customers and retain them.
High demand for the Healthy and Organic Products
· The worldwide shift to healthier eating and drinking is a major chance for Starbuck since its merchandise is typically categorized as luxury products that deliver health and well-being (Schau, Luri, and Akaka, 2024). Health-conscious customers are now pressing for healthy and organic foods, and the company can augment the sales by getting into the preparation of plant-based beverages and snacks. Through this, Starbucks can reach out to a larger market and both the health-conscious clients and clients opting for organic foods and lactose intolerance foods. Starbucks is well aware of its consumers’ trend toward a healthier lifestyle, which this shift in its menu also answers while demonstrating that it is the industry leader. 
Expansion into Small Cities
· A Starbucks coffee shop would find a good market in urban centers but there is a lot of potential in small towns and cities. This strategy enables Starbucks to explore new markets of customer’s base which might not have been witnessed in metropolitan areas where competition is high. Currently, small cities may not always have a large number of coffee shops, therefore, consumers will have a better choice of a high-quality Starbucks coffee shop. These geographic diversification openings can translate to improved revenues for the social enterprise that may not depend heavily on markets within urban areas, hence providing a pool upon which other city dwellers who may be economically challenged in certain periods may draw. Further, since Starbucks product choices should match the region’s demographic profile, it can help build community engagement and brand repurchase.
About Digitalization in the context of Customer Experience
· Starbucks is presented with the chance, given the current dynamic advancement of the digital sector across industries, of making a powerful customer experience upgrade. The idea of adding new features to the existing mobile app can be featuring special order options, counting the necessary calories, and program promotions according to the person’s preferences and previous purchases (Bomfim, Kirkpatrick, Nacke, and Wallace, 2020). Such upgrades can increase the level of convenience or return traffic or boost the level of customer involvement. Additionally, highly ingrained data analytics help Starbucks become much closer to consumers and adjust the marketing strategy as well as serve customers more effectively in the long term (Barsky, 2024). 
Sustainability Initiatives
· This is because consumers are slowly developing an awareness for environmental factors, and thus brands which are environmentally conscious are popular (Brown, 2023). In the following areas Starbucks is in the position to advance its social responsibility, through messaging and actions promoting sustainable business policies. In other words, Starbucks can help support and publicize such activities and, thus, appeal to the sustainable consumers in question. Sustainability programs do not only help Starbucks gain the consumers’ loyalty, but also keep the company as a responsible corporation which is more welcoming for the younger generations (Aminuddin et al., 2021).










References 
Aminuddin, M.A., Abdullah, N.F., Mazlan, N.A., Mohd Idris, A.A. and Mustafa, A.N., (2021) Starbucks Coffee Company: Coffee Cafe Company / Muhammad Aliff Aminuddin ... [et al..], UiTM Institutional Repository. Available at: https://ir.uitm.edu.my/id/eprint/66898/ (Accessed: 05 November 2024). 
Barsky, N. (2024) Why boards need to clone Starbucks Digital leadership, Forbes. Available at: https://www.forbes.com/sites/noahbarsky/2024/03/18/ai-ready-starbucks-is-the-digital-transformation-gold-standard/ (Accessed: 05 November 2024). 
Bomfim, M.C., Kirkpatrick, S.I., Nacke, L.E. and Wallace, J.R., (2020) ‘Food Literacy while shopping: Motivating informed food purchasing behaviour with a situated gameful app’, Proceedings of the 2020 CHI Conference on Human Factors in Computing Systems, pp. 1–13. doi:10.1145/3313831.3376801. 
Brown, T. (2023) Coffee Sustainability in action, British Coffee Association. Available at: https://britishcoffeeassociation.org/sustainability-in-action/ (Accessed: 05 November 2024). 
Schau, H.J., Luri, I. and Akaka, M.A. (2024) ‘Organizational resiliency through Practice Innovation: Forced brand evolution in a prolonged exogenous service ecosystem disruption’, Journal of Service Management [Preprint]. doi:10.1108/josm-03-2023-0115. 
[bookmark: _Hlk181949850]









2

image1.png
Prifysgol Cymru
35 Y Drindod Dewi Sant

& University of Wales
Trinity Saint David

5




