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Executive Summary
The purpose of the whole report is to analyse whether Starbucks will be able to maintain their business ability and competitiveness beyond 2024. In the past, Starbucks has used proper strategies including Green trendy to improve the environment of the community and the purpose of the business is to promise their stakeholders to always guard their health and wellbeing (Chau, 2020).

Their performance during COVID-19 was also respected by the government, community, and charitable organisations (Starbucks, 2022). This is because they contributed to the community and they also overcame the effects of external factors.

The one factor that could prevent Starbucks from achieving their target of shop expansion in 2024 is their competitors because competitors have an advantage in product quality and price, so Starbucks may need to use emergent strategy to improve the current situation.

The company's current strategic strengths include diversity culture adaptation and the benefits are meeting the needs of more local customers such as in flavour development and service efficiency.

Starbucks belongs to apprenticeships which is a type of learning organisation (Starbucks, 2023). This shows that they support their team members and managers to have self-improvement opportunities to become great talents or leaders.

From all of this information, it is concluded that Starbucks does have the competitiveness, the ability to learn and sustain development because they are trying to overcome the factors of the external environment and the threats from their competitors. Their marketing team is also inspiring and promising their stakeholders to believe that they can create a warm and healthy community with a cup of coffee.
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[bookmark: _Toc32127]1.0 Introduction
The success of a business consists of many factors and it is important that the team always plans good strategies to face all kinds of difficulties. The reason why a business needs to have a strategy is to control the direction of the whole organisation and to create a vision or to achieve their common goals (Braun, Latham and Cannatelli, 2019). This suggests that strategy is part of what assists the businesses to be successful and the leaders of the business are the guides to achieve their aims.

The qualities that need to be encompassed in being a leader in a business include assisting with teamwork, critical thinking, being knowledgeable, being stress resilient, and having empathy (Maxwell, 2007, p. 176). One of the points, being resilient to stress means that the leader of the team needs to always keep a good mindset to drive the whole team forward in the face of the pressure from the external environment, and never back down from their steps (Maxwell, 2007, p.176). This shows that playing a calm leader has a great function in the team because they always have a second back-up plan to face emergency situations. It is the leader's responsibility to do good strategic management which helps them to manage the whole team and maximise the team's effectiveness.

This report will use the Starbucks brand as an example to describe the role of strategy and strategic management in a business. The purpose of the report is to find out whether Starbucks is on the upward trend or already facing a crisis and give recommendations.

1.1 [bookmark: _Toc28956]Background
"Starbucks is an American multinational coffee shop chain and they have also been named one of the largest coffee chains in the world (Starbucks, 2024)." The company generates revenue primarily through the sale of high quality coffee, coffee beans and seasonally limited blended drinks, sandwiches and pastries, and other products (Cao and Qiu, 2021).

"1971 is when the first Starbucks was established and the shop was located in Seattle's historic Pike Place Market (Starbucks, 2024)." 

In 1987, Howard Schultz purchased Starbucks with the help of local investors, and his ideal Starbucks was a “third place” between work and home. Most of the shops offer services that include free Wi-Fi and ample seating, this is to encourage customers to take their time and enjoy their coffee inside the shop (Chau, 2020). This shows that the warm and comfortable shop environment is meant to make customers feel at home and to build a relationship with them further. This ideal has become one of the reasons for the success of the Starbucks brand because the company has more than 32,000 shops in 80 countries (Starbucks, 2024).

Starbucks' excellent services include the Starbucks Rewards programme, which offers discounts and promotions to Starbucks members, and accumulated points can be used to exchange for exquisite products (Chau, 2020). This programme helps to promote customers to keep purchasing because they want to be rewarded every time they drink a coffee, which also helps to gain loyal customers for the company.

[bookmark: _Toc31642]1.2 Mission
In 2023, Laxman Narasimhan unveiled the new mission of Starbucks, "With every cup, with every conversation, with every community - we nurture the limitless possibilities of human connection (Peiper, 2023)." This shows that the new mission means that the business is trying to improve and serve the community they are part of, because they want to use every cup of coffee to create an opportunity for positive conversation. What they want to see is witnessing an active and healthy community, and making Green Apron become a trustworthy partner for the global community.

All of this proves that Starbucks is developing and planning in a good direction and their leaders are pushing forward with their goal and mission. However, with the emergence of more competitors or macro factors, it is interesting to explore whether Starbucks will be able to achieve more impressive achievements and actions in 2024.

[bookmark: _Toc9100]2.0 Strategy and Strategic Management
[bookmark: _Toc12070]2.1 The Nature of Strategy
The role of strategy is to achieve the objectives of the business, to analyse strengths and weaknesses, to deal with threats and to take the opportunities for the business (Foss, 1997, pp. 3-5). "The three levels of strategy are analysed into Corporate Strategy, Business Strategy, and Operational Strategy (Bruin , 2020)."

There are so many different coffee brands in the market and how Starbucks can gain competitiveness and community support is the main focus.  According to Chau (2020), Starbucks has established Green trendy and the purpose is to reduce the environmental harm caused by the company. The company also chose to partner with the World Wildlife Fund to promote responsibility for the environment, so they designed their shops in a greener store framework as their commitment to protect the environment (Chau, 2020). This shows that the business understands that their coffee cups can cause environmental damage, which can easily cause dissatisfaction among environmental organisations and community groups. The companies are realising this threat factor so they were quick to join the environmental protection to maintain the image of the brand. Businesses have also made it a point to make Green trendy the signature colour of their brand, so businesses have met their commitments. Businesses that are environmentally conscious and contribute ideas are more respected by the community because their brand is meaningful and valuable and that is why customers are loyal to the brand.

[bookmark: _Toc13558]2.2 Influences on strategies and planning
"According to Johnson, Scholes and Whittington (2008, pp.13-14), the factors that can influence strategies and planning include external influences, nature of business, organisational culture, individuals and groups." Among the external factors that can force the business to make changes, this includes force majeure changes. For example, social value differences, natural disaster factors, government or legislation new policies (Rupam, 2014).

The strategies and policies planned by Starbucks during COVID-19 included protecting the health and well-being of their stakeholders and actively providing community services (Starbucks, 2022). At that time, all the shops were in closed status and Starbucks as a global brand company was proactively willing to help contribute to their local communities and healthcare organisations. They did this by distributing free supplies, collecting donations, providing protective equipment, and other actions (Starbucks, 2022). These actions prove that Starbucks cares about their community and partners. They were able to handle the macro crisis reasonably and used the threat as an opportunity to perform, earning the appreciation and trust of their stakeholders.

"According to MacroTrends (2023), Starbucks Annual Revenue (Millions of US $) 2019-2023 are $ 26,509, $ 23,518, $ 29,061, $ 32,250, and $ 35,976." In 2020 is when Starbucks first started preventing the epidemic and communities with more cases of COVID-19 closed their shops, so there is a large decrease in Annual Revenue (Starbucks, 2022). Comparing the Annual Revenue data from 2021-2023 proves that Starbucks has disengaged from the externals of COVID-19 (MacroTrends, 2023). This shows that Starbucks' strategic management handling during COVID-19 was excellent, bringing the team in all regions together through the crisis.

At the height of the epidemic in 2020, Starbucks had specifically learnt from China's experience in dealing with COVID-19 and followed in certain ways to avoid further damage to the business and community (Starbucks, 2022). This action shows that the leaders of the company already have a response policy in place, so they can prepare what they need to do in advance to achieve their target. This may be one of the reasons why Starbucks was able to get back in business quickly after the epidemic was over.

[bookmark: _Toc20694]2.3 Importance of strategic management
Strategic Management is about developing and implementing plans and this is all about achieving the goals and objectives of the organisation (Saloner, Shepard and Podolny, 2005, pp.1-3). The process of strategic management includes setting a clear direction, analysing the current situation, developing a strategy and action plan, implementing the plan, and evaluating the plan (Poister and Streib, 1999). This shows that strategic management plays a key role in helping companies to identify their competitive strengths and limitations and to quickly lead the whole organisation to make plans and implement them.

Strategic management can be classified into two different styles. Prescriptive strategy envisages expectations of the business in advance, plans clear objectives and strategies in advance, and follows a planned process precisely (Lagassé, 2010). The advantage is that provides a clear direction and targets for the organisation, while the disadvantage is the lack of flexibility to change strategy quickly when faced with threats (Law, 2016).

Contingency strategy means that organisations develop their mission and objectives in response to demand (McDermott and O'Connor, 2003). The advantage is the flexibility to change strategies and tactics in response to unexpected events, but the disadvantage is that organisations do not have a long-term plan and fixed targets as direction (Kenny, 2015).
Analysing Starbucks objectives include providing high quality service and coffee so they are more expensive than normal coffee shops (Bhasin, 2023). Starbucks' competitors, McDonald's and DunkinDonuts, have taken advantage of this feature to steal the business' market share in the coffee industry. "By 2021, DunkinDonuts sells over 4 billion cups of coffee per year, which is equal to Starbucks (Oakley, 2023)." The other is about, "McDonald's McCafé offers lattes that are $2 cheaper than Starbucks, and they take less time to make the coffee and serve the meals than Starbucks (Lutz, 2015)." These two famous brands are also competing in the coffee industry and their advantage is reflected in cheaper prices and the same quality of coffee. If Starbucks stays with their fixed objectives and concept, they may keep on being overtaken by their competitors. These two strong competitors do threaten Starbucks marketing strategy. This will lead to Starbucks shops not being competitive in the local area and even affect their shop expansion plans. Starbucks should use emergent strategy to regain their competitiveness, make changes in their strategy and win back their customers.
      
[bookmark: _Toc16311]3.0 Starbucks Strategies
[bookmark: _Toc3140]3.1 Diversity Culture Adaptation
Diversity culture adaptation refers to the ability of a business to be inclusive of another culture and values, which is an important requirement for multinational businesses (Pless and Maak, 2004).

Starbucks is a multinational coffee chain, so they have franchisees in most of the countries, and their strategy is to have the franchisees integrate the brand's products and business style with the local culture and preferences (Guillén, 2024). The purpose of this is to attract local customers to try new products from their brand as well as to customise products to suit local tastes to meet the needs of their customers. For example, Starbucks offers a matcha series of drinks inspired by the Japanese tea drinking culture. The distinctive packaging and the flavour of the concoction are the reasons why local customers are willing to pay for the brand (Foodzilla, 2022).

Also, Starbucks will decorate their shops according to the local traditional festivals, which can make customers feel the festive mood. For example, Starbucks shops in China decorate their shops with traditional Chinese elements, which include red lanterns and bamboo and other decorations (Arora, 2023). This can attract Chinese customers to come to the shop to take pictures and buy their coffee, so this is one of the marketing strategies.

Starbucks in the United States is implementing a remodel of their current shop design, which is to increase their efficiency to meet the needs of their customers. "The new design includes, pick-up, drive-thru only, double-sided drive-thru, and delivery-only (Tan, 2023). "This shows that the reason businesses make shop improvements is because they want customers to have a faster service experience.

This shows that diversity culture adaptation helps businesses to be successful in gaining acceptance from local people because businesses show their love and respect for the local culture. Worldwide cultures and business models allow companies to gain more experience which helps Starbucks to expand their business to more markets.

[bookmark: _Toc30977]3.2 Learning Organisation
Learning organisations are used to develop people's knowledge and culture of sustained learning and to build people's ability to be creative thinkers (Stewart, 2001). The 5 basic disciplines for the learning organisation includes systems thinking，personal mastery，mental models，building shared vision，and team learning (Stewart, 2001). Applying a learning organisation can develop excellent workers and teams for an organisation, and the specific benefits include increased employee productivity, motivation, innovation, self-confidence, and decision-making (Švagždienė, Jasinskas and Simanavičius, 2017). This means that learning organisations are created fully for the self-improvement of workers, because it provides them with the opportunity to learn new knowledge, skills, and abilities. This helps the workers in their personal career development, so they will be more positively engaged in the organisation.

"Starbucks applies the apprenticeships approach to developing talent, spanning from levels 2 to 6 (Starbucks, 2023)." Level 2 is used to develop the professionalism of staff to become good coffee baristas. Level 3 is used to develop shop supervisors and managers to manage and control abilities. Levels 4-6 are used to support the needs of core functional departments (Starbucks, 2023).

This shows that Starbucks has a focus on the growth path of their internal staff and managers and they strongly believe that every member has the potential to become a leader. Starbucks' learning organisation develops good workers for the organisation, which meets the talent needs and reduces the turnover rate. It is a win-win situation for both workers and managers as the learning organisation provides them with better learning resources and helps them in their future career development.

[bookmark: _Toc8654]4.0 Conclusion
The report starts by analysing how Starbucks uses strategy to achieve competitiveness. Starbucks came up with Green trendy in order to compensate for the environmental damage caused by their products and packaging, so they committed to their stakeholders to protect the environment and health of the local community demonstrating the brand's values and responsibility.

One of the most prominent points is Starbucks' performance during COVID-19, where they handled the situation by offering to support local communities and health organisations with material distribution, collecting donations, and providing protective equipment (Starbucks, 2022). This shows that the company did not keep their money and supplies, instead they invested most of it in rescuing the community, which proves that they put their commitment to the health of the community at the forefront.

The Starbucks Foundation also invested a large amount of their donations campaign in 2020, so the decrease in their annual income was to help people in need and to reduce the pressure on the government (MacroTrends, 2023). The fact that companies are back in business quickly after the epidemic proves that the epidemic did not affect the brand, instead it made them more successful. Their past contributions became the reason why they are respected by the government, community, and charities today.

Starbucks' competitors are threatening their market position and the business does not have an advantage. This suggests that the company should consider using the emergent strategy of strategic management to improve their current situation, otherwise their shop expansion targets are destined to fail.

Starbucks' diversity culture adaptation is their competitive advantage because they used strategies such as improving the taste of the menus, incorporating cultural elements, and improving the efficiency of the service in shop design. This proved their successful and new markets allowed them to develop new flavours of drinks to increase revenues and gain acceptance and popularity with local customers.

Starbucks uses apprenticeships to help workers and managers on the team gain new coffee knowledge and management skills (Starbucks, 2023). This is a great self-improvement opportunity for internal members, and the organisation gains access to excellent talents and teams.

By analysing the current strategic management of Starbucks, there is a high possibility that they will be able to maintain their competitive trend beyond 2024 because their annual revenue is still expanding. They also have the flexibility to face the external environmental factors with accurate solutions and recover their best quickly. They already have some plans for improvement in the face of competitors' challenges such as the renovation of the design of the shops in the United States which means an increase in the efficiency of the service (Tan, 2023). This is a good indication that they still have the ability to continue expanding their business scope and will deliver their coffee brand in more countries. Like their mission, building an active and healthy community with a cup of coffee.
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