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[bookmark: _GoBack]Introduction
Strategic management can enable businesses to achieve a sustainable competitive edge in aligning internal capabilities with external market conditions. This report is going to evaluate the strategic management perspective of Starbucks in the UK market for Coffee Frappuccino Blended Beverage. This report is going to examine the company’s business context, internal and external environments, CSR and operational performance, along with strategic options. In addition, this report is going to propose appropriate recommendations to increase its competitive advantage, supported by a reflective evaluation. 
[bookmark: _Toc236054357][bookmark: _Toc237356356]Section 1: Report
[bookmark: _Toc236054358][bookmark: _Toc237356357]1. Organisational Context and Overview
Starbucks Corporation is one of the largest speciality coffeehouse organisations worldwide. It was established in 1971 in Washington as a retail company before shifting into an international coffeehouse chain. Starbucks has operated its business in 80 countries across 32,000 stores (Starbucks, 2026). Due to its customer-oriented experiences and for offering high-quality coffee beverages, the company is widely recognised. The organisation has expanded its business globally by focusing on product innovation and customer experience. In the UK, it has become a leading coffee retail organisation offering a diverse portfolio of food items and beverages. In the UK market, the Coffee Frappuccino Blended Beverage has become a key flagship cold beverage of the company, aiding product differentiation and seasonal demand. 
The main mission of Starbucks is to be one of the premier purveyors regarding the finest coffee worldwide, encouraging and nurturing the human spirit-one cup, one person and one neighbourhood at a time. This mission highlights the organisation’s emphasis on contributing a remarkable customer experience to promote employee engagement, ethical sourcing and community development. Starbucks’ vision is to influence positive changes and uplift customers, communities and partners based on the creation of economic opportunities. It has operated its business in terms of a customer-oriented business model which integrates premium product differentiation, digital ordering, company-operated and licensed stores and personalised loyalty programmes. Total revenue of Starbucks has risen to more than 37 billion U.S. dollars in 2025 (Statista, 2026). The company’s model has enabled it to generate higher revenue streams by increasing long-term customer loyalty and maintaining brand consistency. 
[image: ]
Figure 1: Income Statement of Starbucks 
(Source: Starbucks, 2025)
Starbucks operates its business in the coffee shop sector that remains highly competitive. The UK coffee shop industry is becoming competitive due to growing consumer demand regarding premium beverages, sustainable consumption and convenience. 
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Figure 2: Strategic Group Analysis of Starbucks
(Source: Self-created)
Figure 2 has presented Starbucks’ strategic group analysis and its major competitors in the coffee retail industry of the UK. It has illustrated the competitive positioning of coffee brands, outlining Starbucks' position in the premium coffee segment. Key competitors of Starbucks are Caffè Nero, Costa Coffee and McCafé in terms of store accessibility, pricing, customer experiences and product quality. Due to intense competition, Starbucks’ net earnings have declined from 37 billion U.S dollars to 18 billion U.S dollars in 2025 (Starbucks, 2025). It positions itself in the premium segment to deliver high-quality beverages, such as the Coffee Frappuccino Blended Beverage, digital customer engagement and extensive product customisation based on Starbucks Rewards. Costa Coffee has a strong presence in the UK market, recording the highest coffee caffeine level (Statista, 2026). Competing with this brand, Starbucks has continued in strengthening its competitive position based on differentiated customer experiences, sustainability commitments and innovation. This has enabled the company to sustain its long-term growth in the UK coffee sector. 
[bookmark: _Toc237356358]2. External and Internal Analysis
[bookmark: _Toc237356359]External analysis 
	Factors
	Description
	Impact

	Political
	· Geopolitical tensions affecting global supply chains
· Comprehensive and Progressive Agreement for Trans-Pacific Partnership (CPTPP) (Gov.uk, 2026)
	Negative 

	Economic 
	· Coffee market is forecasted to get a revenue of 10 billion British pounds in 2030 (Statista, 2025)
· 38 million British pounds in coffee sales,
	Positive 

	Social 
	· 76 percent of people surveyed said that they regularly drink coffee (Statista, 2025)
· 31 percent of consumers said they drank coffee several times a day, while 23 percent reported drinking it once a day
	Positive 

	Technological 
	· Digital ordering and mobile payments 
· AI-based customer personalisation 
	Positive 

	Legal 
	· Food Safety and Hygiene Regulations 2013 
· HACCP Plan 
	Negative 

	Environmental 
	· Pressure on businesses to reduce waste and carbon emissions
· Eight out of ten consumers in the United Kingdom (UK) reported preferring environmentally friendly packaging materials. (Statista, 2025)
	Negative 


Table 1: PESTLE
The PESTLE analysis indicates that Starbucks mainly operates in a dynamic external market where both opportunities and threats have an influence on its strategic position in the UK. Among the factors, economic, social and technological aspects create significant opportunities. On the other hand, political, legal and environmental factors present major threats. It has been identified that geopolitical tensions in the Red Sea have disrupted global shipping routes. This has forced companies to use longer and more expensive transport alternatives (BBC, 2026). In the context of Starbucks, it has created political threats due to increased logistics and coffee sourcing costs. It has also caused delays in the supply chain and pressure on profit margins. There is a need to enhance supply chain resilience based on supplier diversification and enhanced inventory management. There is a presence of global trade agreements, including the Comprehensive and Progressive Agreement for Trans-Pacific Partnership, which may enhance long-term trade opportunities (Gov.uk, 2026). However, the current geopolitical instability may increase procurement risks, affecting the ability of Starbucks to maintain stable operations and pricing. Therefore, political aspects have been considered to be external threats that require effective management of the supply chain and diversification. The economic aspects present major opportunities as the UK coffee market continues to expand. It reflects sustained consumer demand for premium coffee products. This is considered to be a favourable market context which enables the company to enhance its market share. It is all about the expansion of its product portfolio while introducing premium beverages and enhancing customer loyalty based on value-added services. The market is growing continuously, which gives support to future revenue generation. It also opens up new investment opportunities. 
The social context also gives significant opportunity. Coffee has become an integral part of consumers' daily lifestyles. There is a habit of frequent consumption of coffee among people. It , shows a strong and stable customer base. Coffee has become an integral part of people's lives. It reflects the growing demand. There is a changing consumer preference fr premium experiences and ethically sourced products. It is aligned with the brand positioning of Starbucks. It enables the company to maintain customer loyalty and attract new customers. The technological aspect also creates opportunities for the company. New technical advancements with digital ordering, AI-driven personalisation and mobile payment systems have enhanced operational efficiency. All these new features have led to customer convenience and engagement. 
The technologies have enhanced competitive advantage by delivering personalised experiences with an increase in repeat purchases. The legal environment also presents a threat with strict food safety regulations. There is strict compliance with HACCP requirements. These increase the cost of compliance, which requires continuous monitoring of operational standards across stores. The environmental factor is considered to be a threat with growing pressure to reduce waste and carbon emissions (Yang et al. 2023). It has become important to adopt sustainable packaging, requiring substantial investment in sustainable practices. As the company fails to meet these expectations, it can damage the company’s reputation and weaken its competitive position. Thus, although the opportunities outweigh threats, Starbucks needs to invest in innovation continuously and sustainably. It would be effective to thrive amidst political, legal, and environmental risks and to sustain long-term growth. The challenges come while maintaining product availability amid shipping disruptions. This is responsible for increasing inventory uncertainty and reducing operational flexibility. The threats have highlighted the relevance of developing a coordinated supply chain. The company must expand the regional sourcing network. There is a need to reduce dependence on vulnerable global shipping routes.
[bookmark: _Toc237356360]Internal environment 
VRIO framework evaluates whether an organisation’s internal resources are valuable, rare and organised to generate competitive advantages (Amaya et al. 2024). Starbucks’ competitive success within the UK Frappuccino Blended Beverage markets extends significantly beyond product quality and digital ecosystem alongside premium brand equity. These strategic resources strengthen Starbucks’ differentiation strategy while enabling the company to respond effectively to changing customer preferences. 
	Resources or capabilities
	Valuable
	Rare
	Inimitable
	Organised
	Competitive advantage

	Global brand reputation 
	Yes 
	Yes
	Yes
	Yes
	Sustained competitive advantage 

	Starbucks rewards and mobile order 
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage 

	Frappuccino product innovation and customisation 
	Yes 
	No 
	No 
	Yes 
	Temporary competitive advantage 

	Ethical coffee sourcing (C.A.F.E practice) 
	Yes 
	Yes 
	Yes 
	Yes 
	sustained competitive advantage 

	Premium store ambience alongside partner training facilities 
	Yes
	No 
	No 
	Yes 
	Temporary competitive advantage 

	Extensive UK store network with total 1400 outlets as of 2025 (Statista, 2026) 
	Yes
	No 
	No 
	Yes 
	Competitive parity 

	Seasonal campaigns and global marketing capability 
	Yes 
	Yes 
	No 
	Yes 
	Temporary competitive advantage 

	Continuous investments in R&D and strong financial resources 
	Yes 
	Yes 
	Yes 
	Yes 
	sustained competitive advantage 


Table 2: VRIO of Starbucks
Above analysis demonstrates that Starbucks’ global; brand reputation is one of the most significant strategic assets of the company. This internationally recognised brand represents premium quality, customer trust and innovation, enabling Starbucks to charge premium prices for Frappuccino Blended beverages. However, intense competition comes from Cafe Nero and Costa Coffee within the UK cafe market. Strong brand equity enhances perceived value and increases customers’ willingness to pay premium prices (Mudussar et al. 2022). Since this company has been developed over several decades through effective marketing and quality, it is difficult for its competitors to replicate products. This therefore provides sustained competitive advantage to the brand within the UK market. Besides this, Starbucks’ digital ecosystem is another major capability, particularly through Starbucks Reward programmes and Mobile order & Pay platform. Starbucks’ revenue in the UK increased to £556.3 million during 2025 while 42% of sales has been generated through its reward programme (Starbucks, 2026). On the other hand, active membership of this company grew by 41% in last year, indicating customer preference for digital convenience. These integrated technologies mainly improve customer loyalty through personalised offers, seamless purchasing experiences and data analytics. 
The Frappuccino product innovation strategy also strengthens Starbucks’ market position by offering extensive beverage customisation including plant based milk alternatives and using sugar free syrups. Moreover, cold beverage sales increased by 11.8% in 2025 that indicates growing popularity of Frappuccino products (Starbucks, 2026). However, competitors have introduced comparable blended beverages that reduce rarity and imitability of Starbucks. Starbucks’ ethical sourcing programme and significant financial resources also support consistent product quality and continuous innovation. The company also maintains a strong global network operating more than 1400 stores in the UK (Starbucks, 2026). However, large coffee chains can replicate store expansion and promotional campaigns, limiting long term uniqueness of Starbucks. Overall, VRIO analysis demonstrates that brand equity, digital capability alongside ethical sourcing represents Starbucks’ valuable strategic resources that create sustained competitive advantage. Besides these, product innovation, store network and marketing campaigns offer only temporary advantages because they are imitated by competitors. Therefore, Starbucks must continue investing in digital innovation and customer experience to preserve its competitive leadership within the UK market. 
[bookmark: _Toc237356361]SWOT analysis 
Starbucks’ Frappuccino operates within a highly competitive coffee market, drive by changing consumer preferences and economic uncertainty. Above analysis demonstrates that Starbucks has strong internal capabilities including premium brand equity and digital technologies. However, the company faces increasing operational costs and competitive pressure within the UK market. 
	Strengths
	Weaknesses

	· Strong global recognition
· Starbucks opened 100 new stores in the UK (Worldcoffeeportal, 2026)
· Seasonal beverages sales capability generate revenue through limited-time menu innovation
· The company is completing 21 company operated refurbishments (Starbucks, 2026)
· Starbucks acquires 23.5 degrees in the UK (Statista, 2026)
	· Starbucks faced operating loss of £29,8 million in 2025
· Cost of goods sold increased by 10.1%, reducing margin for premium beverages (Starbucks, 2026)
· Frappuccino contains high sugar and calorie level, creating challenge for UK customers 
· Labour expenses increased that creating penetration costs for beverages 

	Opportunities
	Threats

	· Starbucks plans to open 500 additional UK stores within next five years 
· UK branded coffee shop market shows £6.8 billion segment grew 3.5% (Worldcoffeeportal, 2026)
· Cold coffee segment represents a growth rate of 83% CAGR in UK (Innovamarketinsights, 2024)
· Demand for plant based and reduced sugar beverages
	· Intense competition
· UK food inflation (38.6%) continued to increase ingredient costs (Parliament, 2026)
· Competition in premium coffee segments in the UK 


Table 3: SWOT of Starbucks
Above swot analysis indicates that Starbucks’ Frappuccino maintains a strong competitive position within the UK through continuous expansion and product innovation. The opening of 94 new UK stores and acquisition of 23.5 Degrees have strengthened Starbucks’ operational presence and geographical coverage within the UK. Refurbishment of 21 company operated stores demonstrates continuous investment in customer experience and brand value (Starbucks, 2025). 
[image: ]
Figure 3: UK coffee market growth
(Source: Imaarcgroup, 2026)
The above graph indicates that the UK coffee market is forecasted to increase from $9.02 billion to $ 11.12 (Imaarcgroup, 2026). This indicates sustained competitive growth of the company within the UK coffee market. Moreover, the company’s capability to generate demand through seasonal innovation makes Frappuccino to remain relevant within the UK market. Besides these strengths, Starbucks also faces considerable profitability challenges including operating loss and increase of cost of goods sold. Moreover, increasing labour expense and high sugar content in Frappuccino creates operational and market challenges within the UK market. On the other hand, the external environment presents significant growth opportunities for the company. Starbucks plans to open 500 more stores in the UK while the UK coffee shop market is developing by 3.5% (Starbucks, 2026). Moreover, 83% CAGR growth in the UK cold coffee segment and demand for plant based beverages provide opportunities for healthier Frappuccino variants. However, Starbucks continues to face intense competition from other similar competitors operating within the market. Therefore, the company should capitalise on market growth by introducing healthier product innovations while improving overall operational efficiency. 
[bookmark: _Toc237356362]3. Comprehensive and holistic view of the organisation
[bookmark: _Toc237356363]Current CSR strategy and its alignment with business objectives 
Corporate Social Responsibility (CSR) has emerged as a fundamental element of Starbucks’ competitive edge, assisting long-term value creation to enhance stakeholder relationships. In the UK market, the company has integrated employee welfare, environmental sustainability, community engagement and ethical sourcing across its key business operations. Community involvement, human connections and the celebration of cultures are included in Starbucks’ CSR strategy (Starbucks, 2026). Its CSR strategy is also embedded within its strategic objectives, enabling it to differentiate its Coffee Frappuccino Blended Beverage and other premium products regarding responsible business practices. Organisational corporate reputation can be increased to respond proactively towards rising consumer expectations regarding social and environmental responsibility (Yan et al. 2022). One of the most effective CSR initiatives of Starbucks is its commitment towards ethically sourced coffee based on the Coffee and Farmer Equity (C.A.F.E.) Practices programme. This has promoted environmental conservation, fair labour standards and sustainable farming. Such practices have ensured a resilient supply chain to maintain consistent product quality for Coffee Frappuccino Blended Beverage. 
The commitment of Starbucks towards the achievement of its environmental promise has been accomplished through its partnerships. It has set a significant aspiration to become a resource-positive for storing more carbon than it emits, eliminating waste, and conserving and replenishing more freshwater than it uses. This aspiration involved setting ambitious 2030 targets in cutting its waste footprints, water and carbon (Starbucks, 2024). It is committed to reducing these footprints by 50% based on energy-efficient store operations, reusable packaging and waste reduction approaches. These environmental commitments directly assist operational efficiency in enhancing compliance with the sustainability agenda of the UK. 
The company certified more than 6,000 Greener Stores in 2023 worldwide. One store is certified for both its positive environmental impact and the innovative initiatives it has in its region. Starbucks has funded around 100 new community green spaces in the UK together with environmental charity Hubbub to help deliver local communities regarding access to nature (Starbucks, 2024). Social responsibility has formed a pivotal factor of the CSR strategy in the company. The company has invested in diversity, equity and inclusion and employee development, denoting that motivated employees increase organisational performance and customer satisfaction. In the UK, Starbucks has acquired 23.5 Degrees to encompass around 113 stores and 1,650 employees (Starbucks, 2024). It also enhances its total number of business-operated locations to 500 in the UK. The diversity strategy of the company has focused on four areas including suppliers, partners, community and customers. The company has delivered employee wellbeing programmes, career development opportunities and training which offer effective service quality. 
The alignment between Starbucks ' CSR strategy and its business objectives has been evident based on its emphasis on premium brand differentiation, sustainable growth and customer loyalty. Employee engagement initiatives have improved service quality, which contributes to customer repeat purchases and retention. Product authenticity is increased through ethical sourcing, assisting customer willingness in paying premium prices. Besides this, environmental initiatives have decreased its long-term operational risks in strengthening brand reputation. Although the company has faced several issues to balance sustainability investments are regarding increased operational costs and rising competitive pressure in the UK coffee market. Despite such issues, the company’s CSR strategy has created long-term value to foster competitive advantage and align with changing consumer preferences. Conversely, Starbucks' CSR initiatives act as strategic drivers, contributing to sustainable business growth and profitability in the UK market. 
[bookmark: _Toc237356364]Balanced scorecard 
The Balanced Scorecard (BSC) translates organisational strategy over financial and non-financial performance indicators. This framework assists the achievement of Starbucks’ mission of nurturing the human spirit to provide sustainable growth in the context of superior customer experiences, operational excellence and innovation. This framework has enabled the company to review the strategic performance of its Coffee Frappuccino Blended Beverage to integrate profitability with organisational learning, customer value and internal efficiency. 
	Perspective
	Objective
	Key Performance Measures (KPIs)
	Target
	Initiative

	Financial
	Enhance revenue growth and profitability from the Coffee Frappuccino Blended Beverage
	Comparable store sales, beverage sales growth and average transaction value
	Maintain sustainable profit growth and improve beverage revenue
	Improve cost efficiency, introduce seasonal Frappuccino flavours and optimise pricing

	Customer
	Increase brand differentiation, customer satisfaction and loyalty
	Net Promoter Score (NPS), Customer Satisfaction Score (CSAT) and repeat purchase rate
	Expand active Rewards membership and strengthen customer retention
	Beverage customisation, Personalised promotions and digital ordering

	Internal Business Processes
	Improve product quality and operational efficiency to support sustainability
	Inventory turnover, Order accuracy, and waste reduction
	Minimise operational waste and enhance service efficiency
	Ethical sourcing regarding sustainable packaging and digital technologies

	Learning and Growth
	Strengthen innovation, employee capability and organisational culture
	Employee retention rate, engagement and product innovation
	Improve innovation performance and workforce capability
	Diversity initiatives and Leadership training


Table 4: Balanced scorecard
(Source: Self-created)
The financial perspective has supported achieving the objective of sustainable profitability based on its digital customer engagement and premium product differentiation. Financial performance can be strengthened through rising average transaction values and comparable store sales (Mandipa and Sibindi, 2022). Although, increasing labour costs, inflation and coffee bean prices in the UK market require the company to balance premium pricing regarding affordability in maintaining a long-term competitive edge. The customer perspective highlights the strategy of creating significant customer experiences based on digital engagement, premium beverage quality and product customisation. Repeat purchases of Frappuccino Blended Beverage are encouraged through the Starbucks Rewards programme. Continuous innovation is needed to increase both market share and customer loyalty due to high competition from established brands of McCafé, Costa Coffee and Cafè Nero.
Operational effectiveness increases through the perspective of internal business processes, improving service speed and sustainable operations. Ethical sourcing in terms of the digital ordering systems and environmentally friendly packaging increases operational performance to support CSR objectives. Prudent organisational internal processes increase customer satisfaction, minimising costs (Lepistö et al. 2024). The learning and growth perspective identifies employees as strategic assets, reinforcing innovation and service quality. Continuous product innovation has enabled the company to introduce new Coffee Frappuccino flavours which respond effectively towards changing consumer preferences. Moreover, the Balanced Scorecard illustrates that the company integrates financial performance in order to customer satisfaction, operational efficiency and organisational learning. Such a balanced approach enables the company to meet its strategic objectives to achieve sustainable competitive advantage in the UK coffee market. 
[bookmark: _Toc237356365]4. Strategic Choices and Implementation
[bookmark: _Toc237356366]Examine the strategic choices available to the organisation 
Starbucks mainly operates in the premium coffee retail industry, which is marked by differentiation rather than cost leadership. It is considered to be the main source of competitive advantage. Organisations get the competitive advantage based on cost leadership, differentiation, or focus strategies (Jerab and Mabrouk, 2023). The company possesses certain resources that give support to a differentiation strategy. This includes a globally recognised brand reputation, an ethical sourcing programme and the Starbucks Rewards ecosystem. There is a continuous investment in innovation and premium customer experiences. The resources are valuable, rare, and difficult for its competitors to imitate, leading to sustained competitive advantage. Cost leadership could allow attracting more price-sensitive customers, particularly at the time of market fluctuations with inflation (He, 2024). However, it would conflict with the brand positioning of the company. As companies reduce prices, it impacts the perceived product quality, eroding profit margins. It becomes difficult, particularly with issues such as increased operating costs, labour expenses, and prices of coffee beans. 
A narrow focus strategy may limit the ability of the company to serve its wider customer base across the UK. Differentiation is considered to be the most suitable strategic choice at the business level. It drives the company to continue offering premium Frappuccino beverages. It also enables to make the customer experience personalised with the features that provide digital convenience and sustainable products that competitors struggle to replicate. The strategy is also aligned with changing customer preferences with increased demand for premium coffee and digital engagement, along with sustainable practices. 
[bookmark: _Toc237356367]Identify the most appropriate strategy for the organisation 
Based on Ansoff’s Matrix, the options that are available for the company include market penetration, product development, market development, or diversification. The most suitable strategy is identified as market development supported by product development. 
The company has planned to expand its UK network with additional stores over the next five years while refurbishing existing products. The expansion is effective to reach to new geographical locations and customer segments without changing its core business model. There is a need to invest continuously in product development while introducing new beverages that reflect changing consumer preferences. 
The suitability of the strategy is explained based on the SAFe framework
Suitability: The strategy is effective in directly addressing opportunities identified within the external environment. There is a growing consumer demand for premium coffee. The habit of coffee consumption in the daily lives of people led to the expansion of the UK coffee market. The increasing demand for sustainable products further facilitates market growth (Armutcu et al. 2024). It is also effective in enhancing the competitive position of Starbucks against its major competitors such as Costa Coffee based on continuous innovation. 
Acceptability: The strategy is aligned with the premium position of the company while meeting the stakeholders’ demands. Customers get a number of options and better digital experiences, leading to long-term growth. There are benefits for shareholders as well as employees through store expansion. 
Feasibility: The Company operates with sufficient financial resources, including digital capabilities, brand recognition and operational expertise. The company possesses valuable and organised resources which are capable of supporting sustainable growth. The existing investments in ethical sourcing and supply chain management further enhance the capability. 
Therefore, market development combined with continuous product innovation is considered to be a suitable option, given the highest strategic fit within the company and the UK market. 
[bookmark: _Toc237356368]Recommended strategy to deliver optimum performance
The recommended strategy can deliver optimum performance while leveraging its sustained competitive advantage. The company has a strong position in the market with a premium brand reputation, digital ecosystem and innovation capabilities. It has also invested in ethical sourcing practices. The combination of market development with product development gives the opportunity to enhance market share while responding to the changing customer needs. Expansion into new UK locations alongside introduction of healthier Frappuccino variants is important for the firm. It also requires addressing consumer demands with a reduced level of sugar and plant-based beverage options. Introduction of new products enables a company to attract a new customer base (More, 2023). It also gives the chance to address the key external threats identified in the PESTLE analysis. The issues of increasing operational costs and supply chain disruptions have reduced profit margins. Starbucks can offset the pressures with the optimisation of AI-driven forecasting to optimise supply chains and digital ordering to enhance operational efficiency. An example of this strategy is reflected in McDonald’s. It has expanded its premium product range with the introduction of McCafe. It has introduced barista-style beverages while opening outlets in new markets. The strategy has been effective for McDonald's to compete in the market in the coffee segment along with its core business model. The initiatives reflect a differentiation strategy. It enables the company to sustain long-term competitive advantage despite facing competitive and economic pressure. 
[bookmark: _Toc237356369]Identify potential challenges in implementation and propose solutions 
The implementation of Starbucks' market development along with product development strategy in the UK will face different operational as well as strategic challenges. Now, location expansion will require significant capital investment, which will further increase operational costs. Operational costs have increased due to rising labour wages along with inflation and rental expenses for a business (Moreno-Gené et al. 2023). The firm can address capital investment challenges by prioritising expansion in high-demand urban areas. They will also use data analytics for evaluating store profitability before investing in that location. Starbucks may face uncertainty with customer acceptance of healthier Frappuccino variants. Some customers want to be loyal to traditional flavours. Starbucks should conduct market research to mitigate this risk and launch pilot products to understand customer feedback on new beverage offerings before worldwide introduction. 
Expansion opportunities can be reduced due to strong competition among Costa Coffee, Cafe Nero and independent cafes in the UK. Market value of the branded coffee shop industry in the UK is 6.8 bn GBP (Statista Research Department, 2026). There are 12313 numbers of coffee shops already present in the UK market. This has also increased market competition and Starbucks should strengthen their differentiation strategy. They will offer seasonal Frappuccino flavours along with personalised digital marketing and Starbucks Rewards loyalty programme. These initiatives will enhance customer retention for Starbucks in the UK market. Product availability and profitability risks can be reduced by diversifying suppliers and focusing on ethical sourcing partnerships. New products can be successfully implemented by training as well as effective change management. These processes will maintain the premium customer experience of Starbucks for competitive advantage with Frappuccino flavour. 


[bookmark: _Toc236059278][bookmark: _Toc237356370]Section 2: Reflective account
[bookmark: _Toc237356371]Description 
This strategic management report has provided an opportunity to critically evaluate Starbucks' competitive position in the UK market. The report has focused on its Coffee Frappuccino Blended Beverage. The report has examined the internal as well as external environments of Starbucks through strategic management tools. There has been a use of PESTLE, SWOT and VRIO analysis to examine the firm's market. The study has evaluated corporate social responsibility initiatives of Starbucks in terms of balanced scorecard, along with strategic choices and challenges in implementation. Market development has been identified through Porter's generic strategy along with SAFe framework and Ansoff matrix. These frameworks have also helped to evaluate product development for considering proper strategic options. The report has mentioned practical recommendations in terms of healthier Frappuccino variants as well as digital supplier and customer engagement for long-term competitive advantage for Starbucks in the UK market. 
[bookmark: _Toc237356372]Feelings 
I believe that Starbucks' strong global reputation was sufficient to maintain its leadership in the UK coffee market at the beginning of the report. I have realised while analysing the firm that competitive advantage depends on continuously responding to changing customer preferences. Competitive advantage is also based on technological developments along with sustainability preferences (Du et al. 2025). I found that integrating different strategic frameworks is challenging as each framework mentions a different perspective on organisational performance. However, completing this management report has helped me to increase my knowledge in application of strategic management theories to real business contexts. I also appreciate that strategic decisions help in balancing profitability rather than a single focus on financial performance of the firm. 
[bookmark: _Toc237356373]Evaluation 
The strategic management report has successfully demonstrated the value of integrating multiple strategic management frameworks. These frameworks have been used to evaluate organisational performance of Starbucks. PESTLE analysis has highlighted external opportunities and threats that can influence strategic decisions of Starbucks. VRIO analysis has been used to identify resources that generate sustained competitive advantage (Mailani et al. 2024). SWOT analysis has combined internal strengths with external market conditions of Starbucks. These frameworks have been used to support strategic recommendations for the firm in their new flavour in the UK market. The report has evaluated that sustainability directly contributes to competitive positioning. CSR initiatives have also contributed to customer loyalty of the firm. However, I recognised that strategic analysis has relied on accurate market information. Current business data has also been used to help in the strategic analysis process. I evaluated that changing consumer behaviour along with market competition and rapidly changing economic conditions of the UK coffee industry may require contentious review. 
[bookmark: _Toc237356374]Analysis 
This report has enhanced my understanding of strategic management as an integrated process rather than an isolated application of analytical models. Porter’s generic strategy application has shown that differences remain appropriate for Starbucks. Market development along with product development has been shown by Ansoff matrix, which supports sustainable growth (Maresova et al. 2022). Decision-making has been further strengthened by the SAFe framework, which analyses sustainability along with feasibility and acceptability of the proposed strategy. I have recognised that CSR needs to be balanced with commercial objectives. This balance has occurred due to environmental sustainability and employee development, which contribute to long-term organisational success. The report has shown that digital innovation is increasingly important to maintain market competitiveness. Implementation analysis has involved an understanding of risk management along with stakeholder and change management during strategy execution. This analysis has helped me to improve my ability to evaluate strategic alternatives and understand how theoretical models support practical business decisions. 
[bookmark: _Toc237356375]Conclusion 
My knowledge has significantly improved through this assessment of strategic management. My knowledge has also improved through its practical application within an international organisation like Starbucks. I have developed a deeper understanding of strategic decisions influenced by internal capabilities along with external market conditions and stakeholder expectations. The report has demonstrated sustainable competitive advantage based on continuous innovation. Responsible business practice has also demonstrated effective implementation. I have become more confident while implementing strategic management frameworks to evaluate business performance. These frameworks have developed evidence-based suggestions for organisational growth. 
[bookmark: _Toc237356376]Action plan 
	Objectives 
	Strategy 
	Time-bound 

	Strategic management capabilities 
	· Develop greater proficiency
· Interpreting financial statements 
· Strategic analysis
	1 month 

	Improve my ability to evaluate industry trends
	· Current market reports
· Academic research 
· Company publications 
	1 month 

	Strengthen analytical and critical thinking skills 
	· Application of strategic frameworks 
	2 weeks 

	Enhance presentation and communication abilities 
	· Strategic recommendation 
· More confidence 
	2 weeks 


Table 5: Action plan 
(Source: Self-created)
This table shows that I plan to develop proficiency in interpreting financial statements within 1 month. I also intend to improve my ability to evaluate industry trends by analysing company reports and current market reports for 1 month. Analytical and critical thinking skills can be improved by strategic framework application in different business contexts (Anthonysamy et al. 2024). My presentation and communication skills can be developed by suggesting my limitations. 
[bookmark: _Toc236059279][bookmark: _Toc237356377]Conclusion
It can be concluded that Starbucks possesses strong strategic capabilities for remaining competitive with its Frappuccino Blended Beverage in the UK market. The study has shown that customer loyalty is enhanced by continued product innovation along with digital transformation and responsible business practices. Effective strategic implementation has helped to maintain long-term profitability of Starbucks. 
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