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Introduction
Starbucks was founded in 1971 but first reached Britain in 1998 (Starbucks, 2023) when it opened its first store on Kings Road London. Since then it has expanded and as of 2023 had 1,266 operational outlets with another 100 planned for 2024 (Glover, P. 2024). It can be considered perhaps the most recognisable coffee brand here in the UK with unmatched brand identity. The business is well positioned to expand further and thoughtful consideration of factors affecting its operations will allow for a solid base upon which this can be achieved (Sheridan, N. 2024).
Factors affecting operations in the UK

Starbucks in the UK occupies an enviable position not just compared to other coffee chains but other commercial enterprises. As with all businesses however, numerous factors exist which surround and effect wider business operations. Building from the previous SWOT analysis, these can be grouped into the following:

1. Socio-economic

2. Digital Services

3. Regulatory Aspects

Socio-Economic Factors
Socio-economic factors at play confer both strengths and weakness to Starbucks operations in the UK. As an international company with robust international supply chains, Starbucks has redundancy in their supply markets which offers a measure of stability to their supply chain prices (SFK, 2024) . Likewise, despite offering products at a slightly higher premium than their competitors, their prices are more likely to remain stable in the face of international instability. Nevertheless though, any change in the cost of raw materials would necessarily precipitate a price change and impact profitability (SFK, 2015).

These factors however are offset by local economic conditions which might effect consumer spending power here in the UK. Like any other economy, factors like inflation can affect the disposable income of potential  customers. Currently, the inflation rate in the UK stands at 2.3% and while not particularly high, living costs have risen in recent years,especially housing costs and this has a negative impact on how much money people have left to spend, especially on non-essential goods like coffee (Pereira, D. 2023)

Another consideration must be the international financial and political scene. At present, with an outgoing American administration and a lot of uncertainty surrounding the incoming one there exists some financial insecurity. There has been a lot of talk of 'tariffs' being implemented and how these would affect the sales and prices of goods as they traverse borders has yet to be seen (Taaffe-Maguire, S. 2024). Similarly, international politics and volatility has much effect on the currency exchange rate, since the cost of goods imported is valued in one currency related to another, any change in the rate between the US dollar and the British pound could potentially negatively profitability (Studygroom, 2020).

Aside from the economic aspects of social conditions affecting Starbucks here in the UK, one must consider changes in consumer and cultural preferences. As identified in the SWOT analysis, coffee culture is a dynamic and evolving field with consumer preference constantly changing.

Current trends point to increasing demand for more variety and accompanying products. Demand has risen for speciality and seasonal products and this must be accompanied by research and innovation to not only stay ahead of this trend but through an effective marketing strategy, lead it.

Similarly, growing consumer health consciousness has led to the rise in demand for healthier options which should be considered when developing new products. While new products have been offered Starbucks should always aim to stay ahead of the game and be an integral part of this revival. Likewise, these thoughts are echoed in the arena of sustainability and ethics. While these might incur a price  premium, a commitment to sustainability can be an advantage that consumers are willing to pay a  premium for (Shereenwalid, 2023).

Other economic factors which must be accounted for are competition from other coffee chains here in the UK. Especially significant in larger cities such as London, chains like Cafe Nero and Costa Coffee offer similar services and products, often at a slightly lower cost. As a business, Starbucks must ensure that the products it offers are worth the price premium that consumers are paying for (Highes, J. 2022).    

These thoughts should be accompanied by a major focus on innovation to ensure that Starbucks stays a step ahead of its competitors. Seasonal specialities have proved to be profitable and research should continually be undertaken so these ideas remain 'fresh' and at the cutting edge of consumer preference. Similarly, loyalty programs offer customers an incentive to return to Starbucks and help in customer retention (Wonjo, 2017). Customers have shown a positive reaction to increased personalisation opportunities and this allows them to create a product unique to themselves. This should be capitalised on and where profitability allows, increased (Cagle, B. 2023).

Digital Services
We live in an increasingly interconnected age where digital services are revolutionising the way people interact and order and receive services. This involves not only in-house innovation though the use of a mobile app but through collaboration with other delivery platforms (Tan, T. 2023). 

Services like Just-Eat, Deliveroo and Uber offer more platforms through which customers can interact with Starbucks and research has identified a consumer preference for the ability to pre-order  and collect drinks at a time convenient to them. The delivery option for coffee and related products is still relatively novel and never before has there been an 'en masse' opportunity for customers to order a refreshing coffee directly to their home or work place (Iddended, G. 2021).

Starbucks should engage and collaborate further with these platforms to ensure maximal consumer integration. The potential for partnership is huge and, due to this still being a relatively young field of consumer experience, the true potential might not yet be known. As digital and technological services continue to evolve, Starbucks should invest in research to capitalise on this new and evolving trend.

Aside from the customer experience aspect of the digital revolution, there are also ways in which profitability can be increased. Digital assistants, AI-driven technologies and minimal staff models are all ways in which this resource can be tapped. The potential to streamline the business model is being revolutionised by new technologies and many functions previously requiring human presence can now be done without. Not only could this reduce overheads and increase profitability but massively increase efficiency and productivity (Barsky, N. 2024).

Starbucks needs to ensure that, as a consumer facing business, these resources are maximally integrated and used to redefine the business model for positive effect. It is not enough to use new technologies as they arise but though effective innovation processes, discover and develop new possibilities so that it is one step ahead of the competition.

Regulatory Aspects
These aspects might be considered to be outside the direct control of the business but are factors that must be accounted for and to which Starbucks will be held accountable.

Most obvious is the tax regime here in the UK that can impact Starbucks profitability. Changes in this must be accounted for in the price at which products are offered. It is not just direct taxes on profits that impact operations however. A recent example might be the sugar tax which was introduced in 2018. This necessitated a rise in prices by all businesses to offset the cost incurred and Starbucks was no stranger to this. Strategies to mitigate these obstacles must be investigated and competitiveness must be maintained. Brand attractiveness must be maintained and possibly alternative recipes developed using low sugar alternatives (Starbucks strategy in relation to taxation, n.d.).

Another obvious example would be Brexit. In the immediate aftermath of Brexit, pre-tax profits fell by 61% as did the corporate tax bill from £8.4m to £6.7m. This fall was ascribed to decreasing consumer confident and consumer financial insecurity. In the subsequent years this impacted to rate of growth and 2017 saw growth drop to 1% versus 3.8% the previous year (Sky News, 2017)

Concluding remarks and recommendations
Starbucks continues to grow and show adaptability and reflexivity to changing market conditions. The factors discussed above are some of the most obvious areas in which the business operations and profitability can be affected. In light of the identified areas, there are two main recommendation that I would present for consideration.

1. Increasing use of digital services and technology has the potential to revolutionise operational management and product delivery. It is strongly recommended that starbucks not only capitalise on already developed technologies but invest heavily in research and innovation to become a leader in their integration in the industry.

2. Enabling consumer preference and personalisation has shown to be an important factor in customer retention.  Allowing consumers to personalise their choices offers a uniwue experience and hopefully makes each one feel individually considered and not just another statistic. Starbucks should continue to innovate in this area and develop new services to enhance the customer experience.
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