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Starbucks is an internationally famous group of coffee shops that began in 1971 in Seattle, Washington (Starbucks, 2019). With thousands of shops in over 80 countries, it has become one of the biggest names in the coffee business around the world. Market winner in the UK, Starbucks is known for its high-quality coffee, excellent customer service, and new products. The UK market is one of Starbucks' most important foreign areas, but it is very competitive, with big coffee chains like Costa Coffee and small, independent specialty coffee shops both trying to get customers. Increasing running costs, changing customer tastes towards sustainability, and growing demand for plant-based and ethical goods are some of the problems Starbucks has been facing lately. Earlier, a SWOT study showed that Starbucks' strong brand value and digital efforts, such as its rewards program, are two of its biggest strengths. In order to stay successful, it is important to change its tactics in response to threats like economic pressures, environmental worries, and more intense competition. While using standard business tools and frameworks, this report's goal is to look into the internal and external factors that affect Starbucks in the UK and give suggestions on how to effectively deal with these problems.
[bookmark: _Toc183784881]Findings 
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Political Factors: The UK government's tax policies, labour rules, and foreign trade deals have a big impact on Starbucks. The 2018 sugar tax, for example, made drinks with added sugar more expensive, which changed price tactics (Holden, 2018). Additionally, trade deals made after Brexit have caused the prices of coffee beans and other materials imported from outside the UK to go up.
Economic Factors: Inflation rates in the UK have been higher than 6.7% in 2023, which has made people less able to afford to buy expensive coffee. Increasing pay and energy costs, including the National Living Wage, which will rise to £11 an hour in 2024, have made it more expensive for Starbucks shops to run (GOV.UK, 2024). As a result, the UK coffee market is expected to grow by 0.6% by 2025, which could mean more room for growth (Statista, 2023).
Social factors: Consumer behaviour is changing more and more towards ethical and sustainable sources. 65% of UK customers pick brands that care about the environment, according to Corbin (2023). Together with these trends, Starbucks' addition of plant-based milk options and savings for reusable cups makes it more appealing to customers who care about the environment.
Technological Factors: Technology is a big part of how Starbucks works. The UK Starbucks app has 48% of daily users who regularly use the loyalty reward app and supports digital payment methods and personalised marketing through award programs (The Manifest, 2018). Advances in technology, like mobile order pick-ups, also make things easier for customers and ease operations.
Legal Factors: Healthy and safety rules, like allergy labelling laws, must be followed by Starbucks at all times. These must be followed at all times, or they could face civil consequences and damage to the brand image. According to the UK Modern Slavery Act, Starbucks must also follow ethical standards in all of its supply chains (LeBaron et al., 2017).
Environmental Factors: Environmental problems, like collecting and managing trash and the carbon effect of coffee production, are very important. Starbucks has started a number of programs, such as the C.A.F.E. Practices program, which involves getting coffee from farms that are properly managed, in order to cut its carbon emissions by half by 2030 (Starbucks, 2020). Instead, consumer watchdogs stress the need for clearer reports on these activities.
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Due to its C.A.F.E. Practices program, which focuses on ethical and sustainable sources, Starbucks is great at "inbound logistics" as it gets high-quality coffee beans. As a result of this effort, ties with suppliers are strengthened and product accuracy is ensured. Troubles with the company's supply chain, especially during the COVID-19 outbreak, have shown weak spots in operations management (Shim et al., 2021).
When it comes to "operations," Starbucks stores always look and feel the same, giving customers a uniform and high-quality experience (Chang, 2020). As a way to meet the needs of busy customers and people who work from home, adding a drive-through spot to the suburbs has been successful. Retail automation, like mobile buying, has also sped up operations and cut down on wait times for customers.
Mostly, Starbucks' "outbound logistics" depend on sales in-store, which gives customers a more personalised experience. Together with delivery services like Uber Eats, the company has also grown its reach and made things easier for customers, especially since more people have been buying food online since the pandemic (Raj et al., 2020).
To get and keep people, Starbucks uses its strong brand image and creative efforts, which are called "marketing and sales." Its reward program, Starbucks Rewards, brought in $425.4m of the company's UK income in 2023, showing that it works to keep customers coming back and earning their trust (Starbucks, 2024). Furthermore, social media sites are very important for connecting with a younger, tech-savvy audience.
Through savvy entering transportation, streamlined operations, and strong marketing, Starbucks is able to create a premium experience, as shown by its value chain. To keep its competitive edge, though, it needs to fix any problems with its logistics and adapt to growing customer tastes. 
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Finally, the study of Starbucks in the UK shows how complex the interactions between internal and external factors are that affect how it works and how competitive it is. The PESTLE framework looks at external factors, it observes big problems and opportunities. Politically, changes in rules like sugar taxes and labour laws have made it more expensive to run a business, and trade policies linked to Brexit have had an effect on supply lines. High prices and rising costs are bad for the economy, but the growing coffee market means there are chances to grow. Social trends towards sustainability and doing the right thing are in line with Starbucks' goals, and new technologies like the Starbucks app make it easier for customers to interact with the company. Legal compliance and environmental issues are still very important for keeping a brand's image and the trust of customers. The value chain study shows that Starbucks can create value by using ethical suppliers, running their business efficiently, and having strong marketing plans. The company's C.A.F.E. Practices program and new digital technologies give it an edge over its competitors. Nevertheless, imperfections could be found in the supply chain and the way higher prices are set, especially in a market with a lot of competition. 
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The findings show that Starbucks should think about the following two suggestions in order to deal with problems and take advantage of possibilities in the UK market.
1. Promote eco-friendly and sustainable practices 
Customers want businesses to do more to be environmentally friendly and fair, so Starbucks should do more to protect the environment. Although giving plant-based milk choices and encouraging people to use reusable cups are good steps, the company needs to come up with more complete plans to improve its eco-friendly brand (Tsai et al., 2020). Using more green energy in its shops and activities is one way to do this. For example, Starbucks could open more solar-powered stores in the UK, similar to what it has done successfully in other countries. An extensive coffee cup recycling program run in partnership with local trash management companies would also help address the growing worry over throwaway cup waste. Recently released data shows that more than 2.5 billion coffee cups are thrown away every year in the UK, and only 1% are returned (UK Parliament, 2018). By starting "closed-loop" recycling programs where used cups are gathered and reused to make new products, Starbucks can drastically reduce its effect on the environment and boost its image as an environmentally friendly brand.
2. Increase digital access and participation
Customer engagement and return business are both improved by the Starbucks app and reward program. Nonetheless, more digital interaction ideas can build ties with customers and make things easier to reach. For example, Starbucks could add personalised AI-driven product ideas to its app, which would give customers suggestions based on their likes and past purchases (Akcam, 2023). Upselling special drinks or snacks that fit with what customers usually buy can help boost sales. Additionally, bringing delivery services to neighbourhood and country areas can assist Starbucks meet the growing needs of people who work from home and want to save time. Budgeting is another important part of mobility. Shoppers who buy from Starbucks on a regular basis could get discounts or special deals on their favourite goods (Akcam, 2023). During times of economic instability, this will help keep price-conscious customers while keeping its top standing.
By using digital innovations and doing more to be environmentally friendly, Starbucks can improve its brand image, make customers more loyal, and foster long-term growth. These tactics keep Starbucks at the top of the UK coffee market, which is very competitive, by keeping up with market trends and customer standards.
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