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[bookmark: _Toc237428401]Section 1: Strategic Analysis
[bookmark: _Toc237428402]1. Organisational Context and Overview
[bookmark: _Toc237428403]1.1. Introduction to Starbucks Corporation
Starbucks Corporation is a multinational coffee company based in Seattle and founded in 1971. It started as a single store in Seattle’s Pike Place Market, selling whole-bean and ground coffee, tea and spices. It has since expanded to a global coffeehouse brand, serving customers thru over 29,000 retail stores in more than 78 markets (Starbucks, 2023a). Starbucks competes on premium coffee, custom drinks and food, digital ordering, loyalty rewards, and an experience-led store environment. In the UK, its coffeehouse business offers customers high-street, shopping center, drive-through, transport hub and university locations across a mix of company and licensed store formats.
[bookmark: _Toc237428404]1.2 Historical Development and Entry into the UK Market
Howard Schultz joined Starbucks in 1982 and was inspired by the culture of Italian espresso-bars, and after that the company’s growth accelerated. Later, he helped transform Starbucks from a coffee-bean retailer to a coffeehouse business centred on espresso beverages, social interaction and customer experience. Starbucks launched in the UK in 1998, opening the first UK and Europe, Middle East and Africa (EMEA) store on London’s King’s Road. Starbucks’ first market in EMEA was the UK and is still its biggest in the region. Starbucks, 2023b). As of 2023, the UK presence of Starbucks had expanded to over 1,100 stores, demonstrating the market’s long-term strategic significance.
[bookmark: _Toc237428405]1.3 Mission, Vision and Business Model
Starbucks’ mission is “to inspire and nurture the human spirit—one person, one cup and one neighbourhood at a time” (Starbucks, 2025). Starbucks does not always write an independent formal vision statement. However, the strategic vision of the company is to be the leading supplier of high-quality coffee and build human connection and community. Its business model integrates coffee sourcing, roasting, product innovation and experiential retail. Revenue comes mainly from drinks, food and merchandise sold via company-operated cafes while licensed stores broaden market reach to locations such as airports, stations and universities. Digital ordering and Starbucks Rewards also help drive customer loyalty, repeat purchases and data led personalisation.
[bookmark: _Toc237428406]1.4 UK Coffeehouse Industry, Main Competitors and Market Position
The UK coffee house market is growing but is fiercely competitive. Coffee shops, cafes and dessert parlours are forecast to turnover £6.1 billion in 2024/25 with around 12,229 outlets nationally (Lumina Intelligence, 2025). With 2,663 outlets and a 38.3% market share, Costa Coffee is the market leader. Starbucks is its closest competitor with 18.7% market share and up 4.7% in outlets. Other key competitors include Caffè Nero (9.1%) and Pret A Manger (7.0%) and value-led operators such as Greggs and fast-growing premium independents. Starbucks’ positioning is therefore premium and differentiation-led, built on brand recognition, product customisation and a “third place” café experience.


[bookmark: _Toc237428407]2. External and Internal Analysis

[bookmark: _Toc237428408]2.1 Introduction to the Analytical Frameworks
This section analyses the strategic position of Starbucks in the UK coffee house market thru external and internal analytical tools. Firstly, PESTEL analysis examines the political, economic, social, technological, environmental and legal forces that shape the opportunities and threats for Starbucks UK. Second, VRIO analysis evaluates if the firm’s resources and capabilities such as brand equity, digital loyalty, store network and employe expertise are valuable, rare, costly to imitate and organization supported. This resource-based view (Barney, 1991) helps to identify sources of potential sustained competitive advantage. Finally, the findings are synthesised thru a SWAT analysis, which connects Starbucks’ internal strengths and weaknesses with external opportunities and threats in an effort to inform later strategic recommendations.
[bookmark: _Toc237428409]2.2 External Environment: PESTEL Analysis
PESTEL framework analyses the macro-environmental factors affecting the coffeehouse operations of Starbucks in the UK. It identifies threats and opportunities outside the firm's direct control, such as government policy, consumer spending, technological development, environmental pressures and legal compliance. Starbucks UK is facing major issues around rising employment costs, consumers that are price sensitive, expectations around digital services, climate risk in coffee sourcing and food information requirements. These factors impact the company’s ability to continue its premium differentiation strategy and remain profitable.

	PESTEL factor
	Key external factors affecting Starbucks UK
	Strategic implications: opportunities and threats

	Political
	Decisions by UK politicians and those who make public policy also impact on hospitality businesses. Government policy on business rates, employment taxation, immigration and skills development can alter the cost and availability of the labour coffeehouse operators require. Political uncertainty and changing trade relationships can also impact imported inputs, including coffee beans, dairy alternatives, packaging and equipment. The hospitality industry has called for policy support, as high street businesses with big physical store networks can be disproportionately affected by the cost and regulatory burden.
	The biggest threat is higher operating costs due to policy changes, especially for stores that are labour intensive. Starbucks should strive to improve store productivity, not to reduce service quality. The customer experience is the foundation of its premium brand positioning. There is a potential opportunity for government support for skills, apprenticeships or high-street regeneration to help Starbucks develop employes and optimise its retail estate.

	Economic
	Cost of living pressure constrains disposable income and may incentivise consumers to substitute premium café purchases with lower priced competitors, home consumption or meal deal providers. Wage inflation is additionally a factor in Starbucks. As of 1 April 2026, the National Living Wage for workers aged 21 and over increased from £12.21 to £12.71 per hour, a 4.1% increase (UK Government, 2026). Higher rents, energy costs, coffee commodity prices and food-input inflation also squeeze profitability. Cost of living crisis continues to be headwind for UK coffee market – Lumina Intelligence
	A large threat is the economic environment which means the premium prices Starbucks charges could be vulnerable to consumers trading down to brands such as Greggs or Costa. But its Rewards program offers the opportunity to harness personalised offers and bundles to protect visit frequency without resorting to widespread price reductions. Starbucks needs to compete on value perception - loyalty rewards, quality, service and product customisation - not just low prices.

	Social
	UK consumers want more from a café than just drinks. They want convenience, social connection, comfortable work or study spaces, ethical products and menu choice. Starbucks’ product-development capabilities are helped by demand for plant-based milks, lower-sugar drinks, healthy food and custom orders. The coffee-shop market remains culturally important, with turnover forecast to reach £6.1 billion in 2024/25 (£5.4 billion in 2021/22). But consumers also want fast, reliable service, and will quickly switch if they are disappointed with the service or value they get.
	The setting provides an opportunity for Starbucks to strengthen its traditional “third place” offering – an experience marketed as a space between home and work. Friendly barista interactions, reliable Wi-Fi and locally relevant food choices can differentiate Starbucks from value-led competitors, while store design can also play a role. The threat is that independent cafes might be seen as more authentic or community-focused. So Starbucks has to be globally consistent and locally relevant and authentically connected to its customers. 

	Technological
	Mobile ordering, contactless payments, delivery platforms, loyalty apps and customer data analytics have transformed coffee retail. Starbucks Rewards allows the business to see buying habits and to customise offers, and digital ordering can provide convenience and cut down on wait times. Artificial intelligence and machine learning also provide potential operational efficiencies, such as equipment support, demand forecasting and order sequencing. However, Starbucks’ annual report warns that an increased reliance on standard artificial intelligence may lead to cybersecurity, data-privacy, inaccuracy, bias and intellectual-property risks (Starbucks Corporation, 2025).
	Technology is an opportunity to improve speed, personalisation and labour productivity and at the same time strengthen switching costs for loyalty members. But Starbucks should not let mobile ordering erode the human, in-store experience on which differentiation relies. The company needs strong UK GDPR compliance, cyber controls, clear data governance and staff training. Technology should enhance, not replace, the barista relationship and café environment that made Starbucks stand out from its transactional competitors. 

	Environmental
	Climate change is of strategic importance because the production of coffee is dependent on stable weather, availability of water and agricultural yields. Starbucks recognises that climate variability, water scarcity and extreme weather can affect the availability and pricing of coffee and other inputs (Starbucks Corporation, 2025). The company has committed to reducing absolute Scope 1, 2 and 3 greenhouse-gas emissions 50% by 2030 from an FY2019 baseline. It also wants all customer-facing packaging to be reusable, recyclable or compostable by 2030.
	Environmental pressures are a supply-chain threat in terms of higher coffee prices and possible shortages, but also an opportunity to boost brand value thru credible sustainability action. Starbucks UK must visibly communicate reuse incentives, waste reduction, responsible packaging and ethical sourcing. Measurable results are required to support sustainability claims. Without them, the business runs the risk of consumer scepticism or accusations of greenwashing. 

	Legal
	Starbucks UK is governed by employment law, health and safety regulation, food-safety requirements, data-protection law and consumer-protection rules. This is especially true for Starbucks, which also offers sandwiches, bakery items and ready-to-eat food. Natasha’s Law – UK Food Information (Amendment) Regulations – means prepacked-for-direct-sale food must carry a full list of ingredients with allergens highlighted. The legal changes came into effect in October 2021 and apply to food that is prepared and packaged on the premises where it is sold (GOV.UK, 2021).
	Non-compliance can lead to legal penalties, reputational damage and loss of customer trust, especially in the case of allergens or food safety. Starbucks must have accurate product data, clear allergen labelling and effective staff training in all of its UK stores. Lawful, secure and transparent management of data collected thru Starbucks Rewards must also be part of the mix in an effort to protect customers and maintain confidence in the digital loyalty model. 



[bookmark: _Toc237428410]2.3 Internal Environment: VRIO Analysis
The VRIO framework, which originates from the resource based view of strategy, evaluates if an organisation's resources and capabilities are valuable, rare, costly to imitate and if the organization is organised to exploit them effectively. Resources that satisfy all four criteria can generate sustained competitive advantage (Barney, 1991). The analysis below discuses the key internal resources relevant to Starbucks’ UK coffeehouse operations.
	Resource or capability
	Valuable?
	Rare?
	Costly to imitate?
	Organised to capture value?
	Strategic implication

	Global brand equity and premium reputation
	Yes. Starbucks’ widely recognised name supports customer trust, premium pricing and product trial.
	Yes. Few coffeehouse brands have comparable global recognition and consistent premium positioning.
	Yes. Competitors can copy drinks or store designs but cannot quickly replicate Starbucks’ history, reputation and customer associations.
	Yes. Marketing, store design, product innovation and global standards reinforce the brand.
	Sustained competitive advantage. Brand equity enables Starbucks UK to compete through quality, customisation and experience rather than price alone.

	UK store network and location capability
	Yes. A substantial physical presence improves convenience, brand visibility and access to high-footfall locations. Starbucks had more than 1,100 UK stores by 2023.
	Moderately. Costa has a larger UK network, but Starbucks’ scale remains difficult for small chains and independents to match.
	Yes. Securing suitable sites, lease arrangements and operational knowledge requires time, capital and local market expertise.
	Yes. Starbucks combines company-operated and licensed formats to reach varied locations.
	Temporary to sustained advantage. The network provides accessibility, but its advantage is constrained by Costa’s larger footprint and high UK property costs. 

	Starbucks Rewards and digital ecosystem
	Yes. Rewards, mobile ordering and stored-value cards increase convenience, repeat purchasing and data-led personalisation.
	Moderately. Costa Club and Pret’s subscription model provide competing loyalty systems.
	Moderately. Digital platforms can be copied, but a large base of active customers, transaction data and integration with operations take time to develop.
	Yes. Starbucks has embedded Rewards within payment, ordering and promotional activity.
	Temporary competitive advantage. Starbucks should use personalised rewards to protect loyalty and value perception without relying on widespread discounting. 

	Barista expertise and “third place” service culture
	Yes. Friendly, knowledgeable service and a welcoming café environment support Starbucks’ differentiation strategy.
	Yes, when consistently delivered. Competitors can train staff, but an authentic, customer-centred culture is less common.
	Yes. Organisational culture is tacit, developed through routines, leadership and employee experience rather than easily copied procedures.
	Partly. The “Back to Starbucks” programme has renewed investment in staffing, training and the in-store experience.
	Potential sustained advantage. This is strategically important but depends on employee retention, appropriate staffing levels and consistent execution in every UK store. 

	Ethical coffee sourcing and C.A.F.E. Practices
	Yes. Responsible sourcing supports coffee quality, supply-chain visibility, sustainability and customer trust.
	Moderately. Some competitors use Fairtrade or sustainability certifications, but Starbucks’ programme is extensive and long established.
	Moderately to highly. The system involves supplier relationships, verification processes and farmer-support capability built over many years.
	Yes. Starbucks requires suppliers to participate in regular verification and continuous improvement under C.A.F.E. Practices.
	Temporary competitive advantage. The capability differentiates Starbucks, but sustainability claims must be transparently evidenced to avoid reputational risk. 

	Global purchasing, roasting and product-innovation capabilities
	Yes. Global scale supports consistent quality, new beverage launches and purchasing efficiency. Company-operated stores generated 83% of Starbucks’ FY2025 net revenue,
	Yes at this scale. Small UK independents cannot match Starbucks’ global sourcing, roasting and development resources.
	Yes. Replication would require substantial investment, supplier relationships and international operational experience.
	Yes. Starbucks integrates sourcing, roasting, menu development and retail operations.
	Sustained competitive advantage. Global scale supports reliability and innovation, although Starbucks must adapt products to local UK preferences.



[bookmark: _Toc237428411]2.4 SWOT Analysis and Strategic Implications
The SWOT analysis synthesises the PESTEL and VRIO findings to identify the internal and external factors that most influence Starbucks’ competitive position in the UK coffeehouse market. It provides the basis for the strategic recommendation developed later in the report.

	SWOT category
	Key factors
	Strategic implications

	Strengths
	Starbucks enjoys strong global brand recognition, a premium reputation and a well established “third place” proposition that is focused on experience and customer connection. It has a big UK footprint with 4.7% outlet growth helping to support an 18.7% share of the market in 2025. Starbucks has digital loyalty ecosystem, product customisation, ethical sourcing and global purchasing capabilities too. The combination of Starbucks Rewards, the convenience of store locations and a distinctive café environment can promote repeat purchases and reduce customer switching.
	Starbucks should lean into its premium brand and customer data capabilities to deepen loyalty, not compete on price. It should continue its “Back to Starbucks” strategy with investments in barista expertise, consistent service and welcoming store environments. These resources can provide differentiation in a marketplace where customers can easily switch between coffee traders.

	Weaknesses
	Starbucks’ premium pricing can make it less appealing to price-sensitive consumers in times of cost-of-living pressure. Its large physical-store footprint leaves it highly exposed to rent, energy and labour costs. The company also faces the risk of inconsistency across stores regarding speed of service and customer experience, especially when high volumes of mobile orders lead to congestion. Moreover, Starbucks’ ethical sourcing and sustainability claims may be undermined if stakeholders perceive a mismatch between corporate promises and operational reality.
	Starbucks needs to improve its operational efficiency without sacrificing service quality. Targeted rewards, bundles and personalised promotions can increase perceived value without the premium brand being damaged by mass discounting. The company also has to make sure its CSR commitments are backed up with transparent and quantifiable results.

	Opportunities
	The UK coffee shop, café and dessert-parlour sector is projected to be worth £6.1 billion in turnover in 2024/25, increasing 4.1% year on year. Convenient, personalised and experience-led coffee consumption remains important to consumers. Product development opportunities are also generated by the growing demand for plant-based drinks, healthier food and sustainable packaging. Starbucks may utilise its app, customer data and barista-led service model to deliver more relevant propositions and enhance the customer journey.
	The preferred growth path is market penetration with selective product development. To increase frequency of visit and average spend among existing customers, Starbucks should improve in-store experiences, offer personalised Rewards and enhance food ranges and plant-based options. This approach makes better use of existing stores and brand equity than simply expanding stores quickly. 

	Threats
	Strong competitive rivalry. Costa’s share of the UK branded coffee market is 38.3%, compared to Starbucks’ 18.7%. Caffè Nero and Pret A Manger also have large positions in the market. Independent cafes compete on local authenticity, while Greggs and McCafé appeal to value-seeking consumers. Starbucks is also under cost pressure from the National Living Wage, which rose to £12.71 an hour for workers aged 21 and over from April 2026. Climate-related disruption may increase coffee availability and risk of input cost.
	Starbucks should not enter a broad price war with Costa, Greggs and other value competitors as this could erode margins and dilute its premium standing. Instead, it should rely on productivity technology, better workforce scheduling and supplier resilience to manage costs, while using service, personalisation and sustainability to justify its price premium.



From the SWAT analysis, Starbucks UK should adopt an experience-led differentiation strategy. Its best route to competitive advantage is to combine premium coffee, reliable service, digital loyalty and visible sustainability, not to be the lowest-cost coffee retailer.


[bookmark: _Toc237428412]3. Comprehensive and Holistic View of Starbucks UK

[bookmark: _Toc237428413]3.1 Corporate Social Responsibility Strategy
[bookmark: _Toc237428414]3.1.1 Ethical Coffee Sourcing and C.A.F.E. Practices
The CSR strategy of Starbucks is based on coffee, people, communities and the environment. At the heart of this approach is ethical sourcing thru Coffee and Farmer Equity (C.A.F.E.) Practices, which began in 2004 with Conservation International. The program evaluates coffee suppliers on criteria of quality, economics, social and environmental aspects in an effort to enhance traceability, farmer welfare and responsible production. Starbucks is committed to buying and verifying 100% of its coffee thru C.A.F.E. Practices, and has given nearly 100 million climate-resilient coffee trees to increase the productivity of producers. This program helps Starbucks to protect coffee quality and continuity of supply, and further establishes it as an ethical premium brand.
[bookmark: _Toc237428415]3.1.2 Environmental Sustainability and Waste Reduction
Starbucks has environmental goals around carbon, water, waste and packaging. Its targets include 50% absolute reduction in Scope 1, 2 and 3 greenhouse-gas emissions by 2030 from its FY 2019 baseline. It also targets 100% of customer-facing packaging to be reusable, recyclable or compostable by 2030 and is aiming for a reduction in landfill waste from stores and direct operations. For Starbucks UK specifically, the incentives for reusable cups, recycling practices and sustainable packaging are important, as environmentally conscious consumers expect coffeehouse brands to take visible action.
[bookmark: _Toc237428416]3.1.3 Employee Development, Inclusion and Community Impact
Starbucks calls its employes “partners” and uses training, benefits and development opportunities to support engagement and retention. Eligible U.S. partners can pay 100% of tuition up front for a first bachelor’s degree thru Arizona State University thru the Starbucks College Achievement Plan. By FY2025, the scheme had graduated close to 17,000 partners. While the program is US specific, it demonstrates Starbucks’ broader focus on employe development. The company also impacts the community thru FoodShare, which distributes surplus food to hunger-relief organisations, and Starbucks reports that 133 million pounds of food have been diverted from waste streams thru this program.
[bookmark: _Toc237428417]3.1.4 Critical Evaluation of CSR Alignment with Business Objectives
Generally, Starbucks’ CSR strategy is in line with the objectives of the company. Ethical sourcing ensures long-term coffee availability and quality; environmental action protects brand legitimacy and responds to stakeholder expectations; and employe investment supports the skilled, welcoming service needed for the “third place” proposition. However, a limitation is that many of the programs reported including SCAP and FoodShare data are largely US based rather than UK specific. It should therefore publish clearer UK-level CSR targets and performance data, especially on waste, employe wellbeing, supply-chain impact and community investment.
[bookmark: _Toc237428418]3.2 Balanced Scorecard for Starbucks UK

	Perspective
	Strategic objective
	Key performance indicators (KPIs)
	Proposed target
	Key initiatives

	Financial Perspective
	Drive profitable growth while defending Starbucks’ premium position Starbucks’ global operating margin was down to 7.9% in FY2025, and the company’s target for FY2028 is a consolidated operating margin of 13.5%–15.0%.
	UK LFL sales growth Average transaction value Operating margin Sales per store Food and beverage waste cost
	Deliver at least 3% annual like-for-like sales growth by FY2028, improve UK operating margin year-on-year and reduce food waste costs by 10% over two years.
	Do targeted Rewards offers not blanket discounting. Optimise store opening hours and labour scheduling. Improve menu profitability. Focus on high-footfall store refurbishments over uncontrolled expansion. 

	Customer Perspective
	Build customer loyalty and bring back the ‘third place’ experience with convenient, personalised and consistent service. Product quality, welcoming stores, short waiting times and digital convenience create value for customers.
	Customer satisfaction score. Net Promoter Score. Starbucks Rewards active-member growth. Repeat-visit rate. Mobile-order accuracy. Average customer wait time.
	Increase customer satisfaction and NPS scores by 10% in the next 2 years; Achieve YoY growth in Rewards activity; Keep average drink fulfilment time below 4 minutes in priority stores.
	Update café seating and ambiance; Provide bespoke app offers; Improve plant-based and food ranges; Improve queue management; Obtain structured feedback from consumers after mobile and in-store purchases. As a useful operating benchmark, Starbucks cites an average peak throughput of less than four minutes for its café and drive-through coffeehouses.

	Internal Business Process Perspective
	Make your store operations easier, faster and more reliable – without compromising product quality or customer satisfaction. This view is directly related to the company’s “Back to Starbucks” focus on operational excellence and improved service delivery.
	Order-to-serve time Drink remake rate Order accuracy Stock availability Waste volume Percentage of stores meeting food-safety and allergen-compliance requirements.
	Achieve 95%+ order accuracy, 15% reduction in drink remakes, 100% compliance with food safety and allergen procedures, and 10% reduction in packaging and food waste by FY2028.
	Simplify menus that slow service; use digital demand forecasting and smart-order sequencing; tighten stock-control routines; do regular food-safety and allergen audits; increase reusable-cup and waste-segregation efforts. These actions align with Starbucks’ broader commitments to reduce the environmental impacts of packaging and waste.

	Learning and Growth Perspective
	Develop, retain and empower baristas and store managers, recognising that partner capability is the foundation for service quality, customer loyalty and financial performance.
	· Employe turnover. 
· Absenteeism rate. 
· Training hours per partner. 
· Internal promotion rate.
· Employe engagement score. 
· Completion of service and food safety training.
	Reduce employe turnover by 10% over two years; complete 100% of mandatory training; fill 60% of UK store manager positions thru internal promotion; increase engagement scores annually.
	Delivering green apron service training Providing leadership development and coaching to store managers Recognising high performance Publishing clear development pathways Strengthening inclusion, wellbeing and flexible-working support. Starbucks’ global education initiatives are a case study in how investment in development can fuel retention and career advancement. 





[bookmark: _Toc237428419]4. Strategic Choices and Implementation
[bookmark: _Toc237428420]4.1 Available Business-Level Strategic Options 
Porter’s generic strategies highlight three key business level choices for Starbucks UK. These are cost leadership, differentiation and focus. Adopting a cost-leadership strategy would mean Starbucks would need to lower prices and operating costs to compete more directly with value-focused operators such as Greggs, McCafé and Costa. However, this is not a feasible option, as the extensive price reduction would erode the perception of quality, the customisation and café atmosphere and the premium prices of Starbucks. 
A focused strategy would aim at a narrow segment such as affluent urban professionals, students or ethically conscious consumers. This could improve relevance in some areas but would limit Starbucks’ ability to leverage its large UK store base. The most viable alternative is differentiation based on high quality coffee, service, personalisation, digital convenience, ethical sourcing and the “third place” experience. This allows Starbucks to compete on perceived value rather than lowest price, underpinning customer loyalty and protecting margins in a highly competitive market.
[bookmark: _Toc237428421]4.2 Recommended Strategy: Experience-Led Differentiation
Starbucks UK should adopt the “Digital Third Place” strategy, an experience-led differentiation strategy. This mixes Starbucks’ classic café experience with tech-enabled convenience, loyalty personalisation and greater sustainability communication. Starbucks aims to be the leading speciality coffee house for customers who want quality, quick service and a friendly place to meet, work or relax.
 The approach should be four interconnected actions. First, Starbucks needs to invest in barista skill, staffing levels and service consistency, to deliver personal interaction to customers as well as faster drink fulfilment. Second, it needs to improve store environments by offering comfortable seating, greater cleanliness, reliable Wi-Fi and locally relevant food options. Third, Starbucks Rewards should offer more personalised offers based on purchasing behaviour. This will encourage more repeat visits without excessive discounting. Finally, Starbucks should publicly demonstrate ethical sourcing, incentives for reusable cups and food-waste reduction to improve its CSR profile.
[bookmark: _Toc237428422]4.3 Strategic Evaluation Using Porter’s Five Forces 
Porter’s Five Forces shows that there are structural issues within the UK coffeehouse industry. Starbucks faces competitive rivalry from Costa, Caffè Nero, Pret A Manger, Greggs, McCafé and independent cafés. Costa remains the market leader with 38.3% of outlets, while Starbucks at 18.7% places strong pressure on prices, locations and product innovation. 
Buyer power is moderate to high as customers have low switching costs. Customers can easily choose another cafe or make coffee at home or buy drinks from convenience retailers. Starbucks Rewards partially counters this power by incentivising repeat purchasing and increasing the perceived switching cost.
 Suppliers' power is moderate. Coffee is a global traded commodity influenced by climate disruption, weather volatility and agricultural conditions. Starbucks manages this by scale, long term sourcing relationships and C.A.F.E. Practices, but is still exposed to rising input costs. 
Threat of substitutes is high. Instant coffee, tea, energy drinks, home coffee machines and quick service restaurants all fulfilll similar customer needs at different price points.
[bookmark: _Toc237428423]4.4 Growth Direction Using Ansoff’s Matrix
Based on Ansoff’s Matrix, Market Penetration and Selective Product Development are recommended for Starbucks UK. Market penetration means increasing revenues from existing products in existing markets. Starbucks can do this with improving Rewards participation, repeat visits, average spend with food attachments and customer satisfaction in existing stores.
 Product development should be around innovative menu options for existing UK customers, such as plant-based beverages, protein-focused food, lower sugar options, seasonal drinks and bakery products relevant to local markets. Starbucks has said it will focus on innovations in espresso, matcha, chai, cold drinks and protein-forward food. 
Store expansion to develop the market should be selective, as new stores may cannibalise existing sales and increase fixed costs. Diversification into unrelated businesses is least appropriate as it would distract management from improving the core UK coffeehouse proposition.
[bookmark: _Toc237428424]Section 2: Reflective Account
[bookmark: _Toc237428425]2.1 Introduction to Gibbs’ Reflective Cycle
This reflective account of the Starbucks UK strategic management report applies Gibbs’ (1988) Reflective Cycle to evaluate my experience of researching, analysing and preparing the report. The model has six steps: description, feelings, evaluation, analysis, conclusion and action plan. It is a framework for exploring my research process, for identifying problems, for evaluating learning and planning improvements for future educational and professional practice.
[bookmark: _Toc237428426]2.2 Description of the Research and Report-Preparation Process
I selected Starbucks’ UK coffeehouse business because of the well-established market presence, the highly competitive industry it operates in and the high level of public information available for a strategic analysis. I have concentrated on UK operations and not the global business to keep the scope clear.
 I gathered secondary evidence from Starbucks’ corporate reports, UK Government publications and industry sources. PESTEL looked at labour costs, consumer spending, technology, sustainability and regulation. The VRIO considered internal resources like brand equity, Starbucks Rewards, store locations, ethical sourcing, and employe capabilities. The findings were combined with SWAT, while CSR and the Balanced Scorecard provided a broader assessment. Finally, Porter’s Five Forces and Ansoff’s Matrix were applied to support the evaluation of the recommended experience-led differentiation strategy.
[bookmark: _Toc237428427]2.3 Feelings During the Research and Analysis Process
Initially, I felt confident because Starbucks is a known organization and there is a lot of information available to the public. However, I knew the danger of producing a descriptive company profile instead of a critical strategic analysis. I found it hard to separate global information and evidence that was specifically relevant to the UK.
My confidence grew as we uncovered a core strategic dilemma for Starbucks UK – how to maintain its premium positioning in the face of rising costs, fierce competition and shifting customer expectations. That focus allowed me to connect the analytical frameworks and to create a consistent argument. I also became more comfortable questioning the claims of the company and critically evaluating evidence. This process has shown me that large amounts of information do not automatically produce a strong analysis, the information must be selected according to the strategic question being investigated.
[bookmark: _Toc237428428]2.4 Evaluation of What Worked Well and What Was Challenging
One strength was the mix of complementary frameworks. PESTEL identified external pressures such as rising wages, shifts in consumer spending and sustainability issues. VRIO identified resources that support a competitive advantage, especially Starbucks’ brand, loyalty ecosystem, supply chain and service culture. SWAT then compiled these findings into a practical assessment. Recent evidence from companies, government and industry also added to the report’s relevance.
The main problem was to avoid duplication across the frameworks . Both PESTEL and Porter's Five Forces dealt with competition, while ethical sourcing was relevant to CSR, VRIO and SWAT. I solved this by assigning a different purpose to each framework: PESTEL looked at the macro-environment, Five Forces looked at the industry competition, VRIO looked at internal capabilities and SWAT brought the findings together. A further constraint was that some of the evidence on CSR was global rather than specific to the UK.

[bookmark: _Toc237428429]2.5 Analysis of Learning from the Strategic Management Process
I learned through this evaluation that strategic frameworks are most useful when they’re integrated, not used as standalone checklists. I looked at PESTEL, VRIO, SWAT, Porter’s Five Forces and Ansoff’s Matrix as stand alone exercises. People should all bring evidence to one strategic conclusion, I realised while doing the research. 
A PESTEL analysis of Starbucks UK reveals that rising labour costs and the sensitivity of consumers to value may place pressure on profitability. The VRIO framework indicated that the Starbucks brand, service culture and Rewards program are valuable capabilities that competitors may find it difficult to fully replicate. Competition was stiff, substitutes were strong, and switching costs for customers were low, based on Porter’s Five Forces. Taken together, these findings suggested that price competition alone could erode Starbucks’ premium positioning. Therefore, experience-led differentiation appeared more appropriate with service quality, personalisation, convenience, store experience and credible sustainability as the primary areas of focus.
 I also learned that corporate commitments should be judged by measurable outcomes and not just taken at face value. In future research I will use more UK specific evidence, and compare corporate claims with independent sources. This will help me to develop a stronger critical judgement and not rely too heavily on information produced by the organization being analysed.
[bookmark: _Toc237428430]2.6 Conclusion
In general the assessment has increased my knowledge about strategic management as an evidence based decision making process. I learned that good recommendations require a defined scope, relevant theories, reliable evidence and clear links between analysis and action. It also highlighted the need to balance financial performance with customer value, employe capability and CSR.
[bookmark: _Toc237428431]2.7 Action Plan for Future Academic and Professional Practice
For future assignments I will create a research plan that will define the organization, geographic scope, strategic issue, frameworks and evidence requirements. I will maintain an evidence log, recording source, date, key findings and citation details to improve referencing and to distinguish UK evidence from global information. Finally I will map external threats, internal capabilities and recommended actions before drafting and seek early feedback to identify descriptive writing, weak evidence and gaps between analysis and recommendations. These steps will enhance my educational work and future practice of strategic management.


[bookmark: _Toc237428432]Reference list
Ansoff, H.I. (1957). Strategies for diversification. Harvard Business Review, 35(5), pp.113--124.
Barney, J.B. (1991). Firm resources and sustained competitive advantage. Journal of Management, 17(1), pp.99--120. doi:10.1177/014920639101700108.
Gibbs, G. (1988). Learning by doing: A guide to teaching and learning methods. Oxford: Oxford Polytechnic.
Kaplan, R.S. and Norton, D.P. (1992). The balanced scorecard: Measures that drive performance. Harvard Business Review, 70(1), pp.71--79.
Lumina Intelligence (2025). UK coffee market: Size, growth and share statistics 2025. [online] Available at: https://www.lumina-intelligence.com/blog/foodservice/uk-coffee-market-size-growth-share-statistics-2025/.
Porter, M.E. (1980). Competitive strategy: Techniques for analysing industries and competitors. New York: Free Press.
Starbucks (2023a). Company profile. [online] Available at: https://about.starbucks.com/press/2023/company-profile/.
Starbucks (2023b). Starbucks celebrates 25 years of coffee in the UK and in the Europe, Middle East and Africa region. [online] Available at: https://stories.starbucks.com/emea/stories/2023/25-years-of-coffee-in-the-uk-and-emea/.
Starbucks Corporation (2024). C.A.F.E. practices: Starbucks approach to ethically sourcing coffee. [online] Available at: https://about.starbucks.com/press/2024/cafe-practices-starbucks-approach-to-ethically-sourcing-coffee/.
Starbucks Corporation (2025a). Our Starbucks Mission. [online] Available at: https://about.starbucks.com/.
Starbucks Corporation (2025b). Starbucks fiscal 2025 annual report. [online] Starbucks Corporation. Available at: https://s203.q4cdn.com/326826266/files/doc_financials/2025/ar/Starbucks-Corporation_2025-Annual-Report-Web-Ready.pdf.
Starbucks Corporation (2026a). Starbucks 2025 Impact Report: Progress, Investments and Results Across Coffee, Opportunity, Community and Environment. [online] Available at: https://about.starbucks.com/press/2026/starbucks-2025-impact-report-progress-investments-and-results-across-coffee-opportunity-community-and-environment/.
Starbucks Corporation (2026b). Starbucks is back: Turning momentum into long-term sustainable growth. [online] Available at: https://investor.starbucks.com/news/financial-releases/news-details/2026/Starbucks-Is-Back-Turning-Momentum-Into-Long-Term-Sustainable-Growth/default.aspx.
UK Government (2021). Introduction to allergen labelling for prepacked for direct sale food. [online] Available at: https://www.gov.uk/government/publications/introduction-to-allergen-labelling-for-ppds-food.
UK Government (2026a). National living wage increases to £12.71 per hour. [online] Available at: https://www.gov.uk/.
UK Government (2026b). National Minimum wage and national living wage rates. [online] Available at: https://www.gov.uk/.

2 | Page

image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





image2.png
USE OF GENERATIVE AI IN ASSESSMENT

RESEARCH For this assessment, you can use Generative Ao | Yes &
support you in research, including searching for
bibliography, using tools to summarise, compare and | No [
interrogate materials.
STRUCTURE For this assessment, you can use Generative Alto | Yes 0
support you in structuring your submission, including
creating a draft argument structure, identifying parts | Ny
and headings, etc.
PROOFREADING | For this assessment, you can use Generative Al to | Yes &
check your own text/creation for grammatical and
syntactical mistakes, including rephrasing of your | o [
own work within specific standards.
WRITING For this assessment, you can use Generative Alto | Yes 0
create text for submission.
No
CREATIVE For this assessment, you can use Generative Alto | Yes X
create creative materials, such as images.
No O
PROGRAMING For this assessment, you can use Generative Ao | Yes 0
create and check code.
No
NONE For this assessment, you are not allowed to use any | 0

type of Generative Al support. This includes research
support, structure support, writing/proofreading
support and creative support.





