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[bookmark: _Toc227273892]Section 1: Report
[bookmark: _Toc227273893]1. Introduction
The term international business is used to refer to the process of exchange of goods, services, capital and knowledge across national boundaries so that firms can expand beyond the local markets and gain a competitive advantage in the global economy (Griffin and Pustay, 2020). It entails foreign direct investment, global supply chain management and strategic market entry, which are affected by the economic, political, cultural and legal environments. This is because in the modern globalised world, multinational corporations contribute to the growth of the economy, innovation and international trade. This report concentrates on the industry of food and beverage in the United Kingdom, its size, structure and competitiveness. It also considers the strategic position and the performance of Starbucks in this market. The primary goal of the report is to critically evaluate the global competitiveness of the industry and analyse the most important factors affecting the success of Starbucks in the UK market.


[bookmark: _Toc227273894]2. Industry and Country Overview
[bookmark: _Toc227273895]a. Introduction to the Food and Beverage Industry in the United Kingdom
The Market Value of the United Kingdom’s Food and Beverage Industry Stood at USD 97.06 Million in 2024 and is Expected to Grow Up to USD 258.22 Million by 2032, with a CAGR of 13.01% (Introspective Market Research, 2024). The United Kingdom food and beverage industry is highly competitive, with an approximate growth of 240 billion yearly to the national economy, which is almost 10 per cent of the total UK Gross Value Added (GVA). The industries provide a significant contribution to the economy and employment generation, with more than 4.2 million individuals employed in the sector, which represents about 13 per cent of the UK labour force. The industry is a broad field that involves food production, food processing, retail, and foodservice operations, with more than 460,000 businesses being actively involved in its operations.
[image: ]
Figure 1: UK Food and Beverage Market Size
Source: (Introspective Market Research, 2024)
[bookmark: _Toc227273896]b. Size, Scope and Economic Importance
Market size and growth: The UK food and beverage sector has been exhibiting steady growth, with the overall consumer spending on food, drink and catering services amounting to over 230 billion in 2023, representing a year-on-year rise of around 6%. Productivity in the UK food manufacturing industry rose by a small margin from 2009 to 2021, growing at an average rate of 0.8% per year to reach £65,100 per worker in 2021 (Cambridge Industrial Innovation Policy, 2022). The grocery retail sector by itself generates more than a billion pounds in sales, most of which come out of the large supermarket chains, and the out-of-home foodservice sector adds about 93 billion a year.
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Figure 2: UK food and beverages manufacturing
Source: (Cambridge Industrial Innovation Policy, 2022)
Scope and Industry Structure: The UK food and beverage sector encompasses various areas and segments that are all related, such as the manufacturing, retailing and hospitality sectors, with food manufacturing alone contributing more than 112 billion turnover and being the biggest manufacturing sector in the country. The UK’s global market share in food exports decreased from 2% in 2010 to 1.5% in 2021. Between 2009 and 2020 the UK’s market share fluctuated around 1.9%, with a noticeable reduction recorded in 2020–21 (Cambridge Industrial Innovation Policy, 2022). Large chains like Tesco that occupy about 27 per cent of the market share are dominating the retail segment, with Sainsbury's with about 15 per cent and Asda with almost 14 per cent.
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Figure 3: UK Food and Beverage Global Export Market Share
Source: (Cambridge Industrial Innovation Policy, 2022)
Economic Contribution: The food and beverage industry is a very important sector of the UK economy, with over 30 billion in tax revenues per year, and almost 20 per cent of the total manufacturing output in the UK. The industry also contributes significantly to global trade, as food and beverage exports were estimated to be about £24 billion in 2023, about six per cent of all UK exports.
[bookmark: _Toc227273897]c. Key Firms and Competitive Positioning in the UK Food and Beverage Industry
Major Domestic and Multinational Firms
Domestic Market Leaders: The UK coffee and foodservice market is characterised by robust domestic brands like Costa Coffee, which has more than 2,700 stores and controls about a quarter of the branded coffee shop market, bringing in over 1.5 billion in annual revenue (Ciardulli, 2024). Pret A Manger is another major domestic player that operates more than 430 locations in the UK and specialises in fresh and ready-to-eat food, with its global revenues of over 700 million, which makes it a high-end fast-casual player.
Multinational Competitors: The multinational companies are very crucial, with Starbucks taking the lead with over 1200 UK stores and over $35 billion worldwide, indicating a high international brand strength. Moreover, McDonald's has more than 1,400 restaurants in the UK, with a mass market, high-volume, low-cost business, playing a significant role in the UK £93 billion foodservice industry (Cummins, McKay and MacIntyre, 2024).
Comparative Strategies and Market Segments
Competitive Strategies: Starbucks adheres to a premium differentiation strategy where product prices are about 20-30% above those of the competitors, and the company concentrates on customer service and store atmosphere (Chen, Hu and Liu, 2025). Costa Coffee employs a broad differentiation strategy, whereby it provides competitive prices and accessibility with more than 13,000 self-service machines, which make it more convenient. Pret A Manger uses a focused differentiation strategy by marketing fresh and organic food, and more than 70 per cent of the menu is seen to be healthy. McDonald's uses the cost leadership strategy where the entry prices are lower than 2 pounds, and it caters to price-sensitive customers.
Target Market Segments: Starbucks primarily targets middle- to high-income consumers aged 18–45, representing over 60% of urban coffee consumers in the UK (Talib, 2024). Costa Coffee targets a wider audience, such as families and commuters, with more people walking in on a daily basis. Pret A Manger targets urban professionals; more than 60% of its restaurants are in city centres, and McDonald's targets mass-market consumers, with more than 3.7 million people served per day in the UK.
Performance and Market Positioning
Financial and Market Performance: The UK coffee market is dominated by Costa Coffee with a market share of about 25 per cent and Starbucks with about 10-12 per cent, which is strong and second positioning, respectively (Raimondo, 2022). In 2023, Starbucks expanded its UK revenue by around 12 per cent due to digital sales, which represent more than 25 per cent of the transactions. Pret A Manger has gone global because they have saturated the UK market, and McDonald's continues to dominate volume with an annual average growth of approximately 10%.
Perceptual Map Positioning: Starbucks is at the high-price, high-quality quadrant, indicating its premium positioning using a perceptual map based on price and perceived quality. Costa Coffee occupies the medium-to-high end and high-quality segment, which has a greater reach. Pret A Manger is located in the high-quality but moderate-price segment, emphasising health and freshness. McDonald's occupies the low price, moderate quality segment, appealing to low cost. This stance reveals that Starbucks has a strong brand equity and experience, but Costa Coffee remains competitive in terms of scale and accessibility.
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Figure 4: Perceptual Map Positioning
Source: (Self-Made)
[bookmark: _Toc227273898]3. Application of Porter’s Diamond Model to the UK Food and Beverage Industry
The Diamond Model of Porter describes the effect of national aspects on the competitiveness of industries internationally, emphasising factor conditions, demand conditions, related and supportive industries, firm strategy and rivalry and the role of government and chance(Fainshmidt, Smith and Judge, 2022). The food and beverage market in the UK is highly competitive on a global scale, where exports are estimated at around 24 billion in 2023, and the sector makes over 240 billion in contributions to the economy, which indicates a highly developed and internationally competitive market environment.
[image: ]
Figure 5: Porter's Diamond Model
Source: (Wowslides, 2020)
1. Factor Conditions
Advanced Human and Physical Resources: The UK has highly qualified human resources, with more than 4.2 million employees employed in the food and beverage sector, which forms approximately 13 per cent of the total employment (GOV.UK, 2025). The well-developed education and training systems in the country facilitate the development of the workforce, especially in the hospitality and food technology areas, which have boosted the productivity level that is estimated to be 15 per cent above the EU average.
Infrastructure and Technological Capabilities: The UK has developed infrastructure with more than 280,000 food-related enterprises with effective logistics and a digital network (DEFRA, 2022). Due to the emergence of digital platforms, the volume of foodservice transactions is now driven online by more than 30% of the operations, which has increased operational efficiency. Strong technological integration is evident in firms like Starbucks that use mobile ordering systems that contribute over a quarter of their sales in the UK.
2. Demand Conditions
Sophisticated Domestic Demand: The UK market is highly mature, with more than 80 per cent of adults taking coffee on a regular basis and 40 per cent visiting cafes weekly. Food and beverage spending on food and alcoholic drinks decreased by 1.0% from £303.5bn in 2023 to £300.4bn in 2024 and was 15.7% higher than in 2014 (GOV.UK, 2025).
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Figure 6: UK Consumer expenditure on food, drink and catering
Source: (GOV.UK, 2025)
Changing Consumer Preferences: The demand to purchase products of high quality, sustainability, and health increases, and the sales of organic food have grown by an estimated 15 per cent since 2020. Firms like Pret A Manger react by serving more than 70% of fresh and natural menu choices, and Starbucks has launched plant-based options, as it responds to changing consumer tastes and influences the global competitiveness (Talib, 2024).
3. Related and Supporting Industries
Strong Supply Chain and Retail Networks: The UK has well-established supporting industries, food manufacturing, which is capable of delivering a turnover of over £112 billion, and retailers such as Tesco with a market share of about 27% (Introspective Market Research, 2024). All these interrelated industries establish an effective supply chain that lowers costs and enhances product availability.
Innovation and Technology Ecosystem: Advanced logistics, packaging, and fintech industries enable innovation, and more than 60 per cent of food companies have implemented digital payment and delivery. It is an ecosystem that increases competitiveness as the firms are in a position to adapt to the changes in the market very fast and to the needs of the consumers.
Firm Strategy, Structure, and Rivalry
Intense Domestic Competition: Being a very competitive sector, the UK food and beverage market has more than 460,000 businesses trading in the industry (Melia, 2023). Large companies like Costa Coffee, Starbucks and McDonald's rival each other in terms of pricing, quality and innovation, which leads to an endless enhancement and efficiency. Costa Coffee dominates with about 25% of the share of the market, and Starbucks has about 10-12%, as it is competitive but strong.
Strategic Orientation and Innovation: Companies employ various strategies, and Starbucks employs the strategy of premium differentiation, Costa Coffee with the strategy of access and scale, and McDonald's with the strategy of cost leadership, with over 3.7 million customers every day in the UK (Ciardulli, 2024). This diversity as a strategy augments the competitive spirit of the industry as a whole, as it promotes innovation and market segmentation.
5. Role of Government and Chance
Government Support and Regulation: The UK government is facilitating the industry by encouraging food safety, sustainable food production and international trade, which has led to an increase in export of about 8% a year (GOV.UK, 2025). Sugar tax and sustainability regulations are pushing companies to be innovative, and more than half of the companies have reformulated their products to comply with the health requirements.
External Factors (Chance): Extrinsic factors like the COVID-19 pandemic and Brexit have had a considerable effect on the industry, and foodservice revenues decreased by almost a third in 2020, only to increase by more than a third in 2022. These issues have increased the pace of digitalisation and supply chain diversification, enhancing resilience over time.
[bookmark: _Toc227273899]4. Critical Evaluation of Factors Affecting the Success of a Foreign MNC in the UK Food and Beverage Industry
[bookmark: _Toc227273900]4.1 Introduction to the Selected MNC
Overview of the Company:
The multinational company to be analysed is Starbucks, which has a total of over 38,000 stores in more than 80 countries and has global revenues of about 35.98 billion in 2023, corresponding to an annual growth of about 12 (Cuofano, 2023). The company has more than 400, 000 employees across the world and serves millions of customers every day, which expresses its high globalisation and the scope of its operation. The company was founded in 1971 and is headquartered in Seattle, Washington, USA. Starbucks moved to the United Kingdom market in 1998 and has since grown to over 1,200 locations in the major cities and towns of the country to become one of the most recognisable international coffee brands in the country.
[image: Starbucks Revenue - FourWeekMBA]
Figure 7: Starbuck Revenue in 2023
Source: (Cuofano, 2023)
Strategic Importance of the UK Market:
The UK is one of the most established international markets for Starbucks, and the branded coffee shop industry is estimated to be worth over 4.5 billion by 2023, and is projected to increase at a compound annual growth rate of about 7-8 per cent by 2026. The UK is a high coffee consumer, with more than 80 per cent of the adult population drinking coffee on average daily, and about 98 million cups of coffee being consumed in the country in a day (Starbucks, 2024). Moreover, approximately 40 per cent of consumers buy coffee in cafes at least once a week, which shows that there is a high demand for coffee drinking out of home. The fact that Starbucks is operating in this mature and competitive market offers it great opportunities to generate revenue and challenges on account of stiff competition with local companies like Costa Coffee and Pret A Manger.
[bookmark: _Toc227273901]4.2 Analytical Framework for Market Attractiveness
In a bid to assess the success factor that affects Starbucks in the UK, a analytical framework is selected with particular consideration of the political, economic, legal, and cultural factors. The UK food and beverage market has been reported to produce over 240 billion a year and sustain over 460,000 businesses, thus it is one of the biggest sectors in the national economy. Moreover, the Cultural Dimensions Model developed by Hofstede is also used to determine the impact of cultural specifics on consumer behaviour, operational strategies, and market desirability in general.
[bookmark: _Toc227273902]4.3 Political Factors
Political Stability and Institutional Framework:
The UK is in the top 20 countries in the world in terms of political stability and governance indicators, which greatly minimises the business risk of multinational companies operating in the country (Altun, 2023). A predictable business environment is attributed to stable institutions, transparent systems of regulation and the existence of powerful legal enforcement mechanisms. This stability helps in making long-term investment choices, and inflows of foreign direct investment have been over 1 trillion cumulatively. In the case of Starbucks, this stability will facilitate steady growth and continuity in its operations in 1,200+ stores.
Impact of Brexit on Trade and Supply Chains:
The exit of the UK from the European Union has brought about structural reforms in the policies of trade, leading to higher importation costs of food and beverage products estimated between 5 and 10 per cent. Starbucks is a significant importer of coffee beans, with global sourcing of the coffee beans being in Latin America, Africa and Asia, which provide more than 70% of the raw materials (Starbucks, 2024). Customs checks after Brexit have added an average of 1015 days to delivery times, and administrative costs of imports have gone up by almost 8%. These directly influence the cost structure and efficiency of the supply chain of Starbucks, which may decrease the profit margins.
Government Policies and Sustainability Initiatives:
The UK government has taken a pledge to reach net-zero carbon emissions by 2050, and it has put in place policies like carbon taxes and plastic packaging. About 60 per cent of the consumers in the United Kingdom take into consideration the issue of environmental sustainability during buying decisions, a factor that has forced organisations such as Starbucks to incur high costs in environmentally friendly operations. By 2030, Starbucks has committed to cutting its carbon emissions by half and water consumption by a quarter, and doing away with single-use plastics in most of its operations (Wang, Dargusch and Hill, 2022). Nonetheless, the cost of doing business has risen by an estimated 8-12 per cent in terms of operational costs, especially in packaging and waste management, in order to comply with these sustainability policies.
[bookmark: _Toc227273903]4.4 Economic Factors
Economic Growth and Market Demand:
The UK economy has a GDP of about £3,040 billion in 2025, and it grew by 0.2% in March compared with February and by 0.7% in January to March 2025. The amount of money consumers spend on food and beverages is more than 230 billion a year, of which the foodservice portion is approximately 93 billion a year. With this high demand, the growth rate of the economy has decreased to about 0.5 -1 per cent per year because of inflation and economic uncertainty in the world. Starbucks is advantaged by the purchasing power of UK consumers, especially in the urban region where the average disposable income is more than £30,000 per household/year.
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Figure 8: GDP growth beats predictions
Source: (Ward, 2025)
Inflation and Rising Operational Costs:
The UK experienced inflation of more than 8 per cent in 2023, which has greatly raised the prices of energy, transportation, and raw materials. In the case of Starbucks, the operating costs have increased by about 10-15 per cent, which has been caused by a rise in rent, utilities, and supply chain costs (ONS, 2025). The cost of energy alone rose by about 20 per cent to hospitality businesses, and the cost of raw materials such as coffee beans by about 15 per cent because of disruptions in global supply. Starbucks has had to compensate for these increases by increasing product prices by 5-7%, which can affect the demand of price-sensitive consumers (Starbucks, 2024).
Labour Market Dynamics:
The food and beverage industry has more than 4.2 million employees in the UK, but labour shortages are a problem for about 30-35 per cent of businesses within the hospitality industry (Food and Drink Federation, 2025). The unemployment level is also at a moderate level of approximately 4%, and this means that companies will find it hard to hire skilled workers. Starbucks faces increased labour costs due to wage inflation, particularly following the 9.7% increase in the National Living Wage in 2023. Many hospitality businesses currently face the effect of labour expenses on their profitability since labour costs have reached about 30 per cent of the total operating costs.
Exchange Rate Volatility:
Variations of the British pound have a strong influence on the cost structure of Starbucks since coffee beans are sold in the US dollar worldwide (Dominik, 2023). An appreciation of the pound by 10 per cent will raise the cost of imports by the same percentage, with direct implications for the profit margins. The costs will also affect the pricing strategies because Starbucks will have to juggle between rising costs and keeping the prices competitive in one of the most competitive markets.
[bookmark: _Toc227273904]4.5 Legal Factors
Food Safety and Hygiene Regulations:
The UK has strict food safety regulations, which are implemented by the Food Standards Agency, and companies must adhere to strict quality and hygiene regulations (Krebs, 2025). Large chains, such as Starbucks, normally pay 2-4% of their operating costs as compliance costs. Although these regulations raise the cost of conducting business, they also boost consumer confidence because more than 85 per cent of consumers in the UK consider food safety as a priority when deciding on the places to eat.
Employment Law and Worker Protection:
The labour laws in the UK are one of the most elaborate in the world in terms of their scope in the areas of minimum wages, working hours and rights of workers. The rise in the National Living wage to more than £10 per hour has also increased labour costs, and wage expenses have grown by around 8-10 per cent per year for most companies (Aitken, Dolton and Riley, 2023). Nevertheless, these laws enhance employee satisfaction and decrease the turnover rate, which is critical, especially in the hospitality industry, where turnover rates may rise to 30 or above per year.
Corporate Taxation and Regulatory Scrutiny:
In 2023, the UK corporate tax increased to 25 per cent, directly affecting the profitability of multinational companies. Starbucks has previously been subject to scrutiny by the populace regarding its tax practices, and its reputation has been affected by these actions, as well as voluntary tax payments to keep brand trust (Starbucks, 2024). Compliance costs have also increased due to increased requirements of transparency and regulatory oversight.
Environmental and Packaging Regulations:
The UK government has implemented the policy of a plastic packaging tax and a reduction in waste, as businesses now have to use at least 30 per cent of recycled plastic in packaging. Starbucks has acted by investing in recyclable cups and reusable packaging projects, and it is now serving more than a quarter of its customers with reusable cups in certain stores (Talib, 2024). Such programs raise the cost of operation and improve brand image, and are in line with consumer expectations.
[bookmark: _Toc227273905]4.6 Cultural Factors: Hofstede’s Cultural Dimensions Analysis
The cultural dimensions theory by Geert Hofstede provides a system through which societal values can be examined and used to explain behaviour across nations (Nickerson, 2025). This makes the tool invaluable when assessing how a company such as Starbucks operates within the UK market.
[image: Hofstede's Cultural Dimensions Theory]
Figure 9: Hofstede's Cultural Dimensions Model
Source: (Nickerson, 2025)
Individualism vs Collectivism:
The UK scores around 89 on individualism, meaning that it is a very individualistic society in which consumers respect the freedom of choice and self-expression (Inglehart and Oyserman, 2023). This cultural aspect is an advantage to Starbucks since its business model is focused on customisation, with more than 60 per cent of the drinks being customised to individual preferences.
Power Distance:
The low power distance score of about 35 in the UK indicates the tendency towards equality and informal relationships. The organisational culture of Starbucks that promotes employee empowerment and free communication also fits well with this cultural dimension, enhancing the customer service and employee satisfaction levels.
Masculinity vs Femininity:
The UK scores high in masculinity (around 66) and is a competitive and achievement-oriented culture (Lee and Peterson, 2022). This has been exploited by Starbucks to position itself as a high-end lifestyle brand, which is attractive to consumers who equate expensive products with quality and status.
Uncertainty Avoidance:
The uncertainty avoidance score in the UK is approximately 35, which means that the country is open to innovations and change. This will help Starbucks roll out new products like plant-based drinks, which have seen their demand increase by more than 20 per cent in the past few years.
Long-Term Orientation:
The long-term orientation score of the UK is moderate at about 51, which means that it has a balance between tradition and innovation (Bukowski and Rudnicki, 2023). This is an advantage to Starbucks as it is able to have a consistent quality in its products by constantly adding new menu items to suit the changing tastes and preferences of consumers.
Indulgence vs Restraint:
The UK is a high-indulgence (about 69) culture, which means that it is a culture of enjoyment and leisure. This sustains the development of the cafe culture, whereby consumers are ready to pay more for high-quality experiences, and overall spending in coffee shops is rising by an average of 12 per cent since 2019.
4.7 Overall Market Attractiveness and Critical Evaluation
Opportunities in the UK Market:
High consumer expenditure, good infrastructure and high demand for premium coffee products in the UK present great opportunities to Starbucks (Chitez, Mustafa and Sergio, 2026). The growing usage of digital platforms, among which more than 30 per cent of foodservice transactions are carried out online, offers potential development with mobile ordering and delivery solutions.
Challenges and Risks:
The UK market, notwithstanding its appeal, is faced with various challenges such as stiff competition, increased cost of doing business and regulatory factors. There is high competition where competitors like Costa Coffee command about 25 per cent of the market share, as compared to 10-12 per cent by Starbucks (Talib, 2024). Moreover, the number of independent coffee shops has increased by more than 30 per cent during the last five years, which has increased market fragmentation.
Critical Evaluation of Success Factors:
The UK market strategies that have helped Starbucks to succeed include high brand equity, high positioning and resonance with the cultural values (Maha, 2024). Economic pressures like inflation and labour shortages, political and legal barriers, however, pose a major obstacle to profitability. Digital innovation, sustainability efforts, and product diversification help the company adjust to the constantly changing environment, which is essential to its competitive advantage in the UK food and beverage industry.


[bookmark: _Toc227273906]5. Conclusion
This report has critically discussed the food and beverage sector in the United Kingdom, and its contribution to the national economy of over 240 billion and its ability to provide employment to over 4.2 million people. Analysis has shown that the industry is highly competitive and dynamic with high domestic demand, well-developed infrastructure and well-developed supporting industries. The implementation of Porter's Diamond Model demonstrated that the UK has good factor conditions, advanced consumers and a high level of domestic competition, which contribute to the global competitiveness of the industry.
Moreover, the report assessed the processes of Starbucks, being one of the leading multinational companies in the UK market. The results showed that although the UK has a high market potential because of high consumer expenditure and a well-established coffee culture, Starbucks has a lot of challenges, such as the increasing cost of operation, regulatory issues, and stiff competition with other companies like Costa Coffee and Pret A Manger. Overall, the report finds that Starbucks can succeed in the UK because it can capitalise on its excellent brand positioning, respond to economic and cultural factors, and keep innovating with digitalisation and sustainability efforts to retain its competitive edge in a highly saturated market.


[bookmark: _Toc227273907]Section 2: Reflective Account
Gibbs Reflective Cycle is a systematic model that facilitates critical reflection on the experiences in the six stages, which are description, feelings, evaluation, analysis, conclusion, and action plan. This section will provide a reflection on the process I took when researching, analysing, and preparing the earlier sections of this report and note the main learning outcomes and improvements.
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Figure 10: Gibbs Reflective Cycle
Source: (BiteSize Learning, 2024)
1. Description
Under this assignment, I undertook systematic research in the food and beverage industry within the United Kingdom and examined the strategic location of Starbucks in the market. I started by gathering secondary data by using credible academic sources, industry reports, and statistical databases like government publications and market intelligence reports. I paid attention to the level of industry, its structure, and the competition, and all arguments were substantiated with quantitative data, including revenue amounts, market shares, and employment rates.
In the process of writing, I organised the report into coherent parts such as an overview of the industry, Porter's Diamond analysis and a critical analysis of multinational operations. I made sure that every section was congruent with academic standards and backed with real-life statistics. Christensen and Wärnsby (2023) explains that structured reflection enhances the clarity of analytical thinking by promoting the systematic organisation of knowledge. This informed my strategy in creating a logical and well-supported report.
2. Feelings
This is because in the early days of the task, I was overwhelmed by the complexity of analysing a big industry with many dimensions like economic performance, competition and global strategy. I was also unsure of how to incorporate much statistical data into a systematic academic form. Nonetheless, as I advanced, I felt increasingly certain about my skill to analyse information and relate theoretical frameworks to practical business processes.
I also got motivated when I understood that Starbucks is a highly dynamic and competitive environment, and this made the analysis more captivating. Reflective learning tends to boost confidence because, as a learner goes through content repeatedly, they gradually gain deeper insights into the content (Yeh et al., 2022). This process assisted me in changing the original confusion to systematic academic thinking.
3. Evaluation
In general, the research process was effective in reaching a good grasp of the UK food and beverage industry. The use of credible secondary sources of data was one of the strengths of my approach, as it enhanced the credibility of the analysis. I also did a good job of citing statistical evidence, like the 240 billion contribution of the industry and 1,200 Starbucks stores in the UK, to back my arguments.
Nevertheless, restrictions existed as well. First, I had a problem with being able to balance descriptive material and critical analysis, so some of my early drafts were too descriptive. Also, I struggled to be consistent in referencing and keeping an academic tone in the whole process. Ryan (2021) state that reflective academic writing is frequently the process that needs to be refined repeatedly to enable the establishment of a balance between evidence and critical insight. This was reflected in the way I wrote my paper, since I had to go through the paper and rewrite parts to make it more coherent and analytical.
4. Analysis
This assignment enabled me to realise how theoretical frameworks could be utilised in the actual industries. Through the analysis of Starbucks in the UK market, I was able to gain a better idea of how multinational corporations could adjust to the forces of competition, regulations, and cultural variations. For example, the incorporation of cultural dimensions proposed by Hofstede enabled me to comprehend the impact of consumer behaviour in the UK on product customisation policies at Starbucks.
I also came to know of the significance of data triangulation. The variety of sources of statistical evidence helped me to confirm findings and reinforce arguments. Hedgebeth (2020) argue that data-driven analysis enhances the reliability of academic research and mitigates bias in business research. Besides, I realised the significance of the Diamond Model of national competitiveness developed by Porter, which boosted my skills in analysing the advantages of the industry-level in an organised manner.
However, I also discovered that I should enhance my skills in critical synthesising information instead of describing it. Calma and Davies (2020) states that advanced academic writing demands more analysis of the connections between variables, as opposed to the superficial description at the lower level of academic writing. This experience will be valuable in the course of future tasks.
5. Conclusion
This reflection has greatly enhanced my knowledge of the UK food and beverage industry and the strategic operations of Starbucks. I have gained better research skills, have become more skilled in interpreting large datasets, and have become a better critical thinker. I also discovered how to format complicated scholarly assignments in terms of theoretical models and evidence-based analysis. Furthermore, I have also identified my weaknesses, especially the lack of critical depth and consistency in writing academic papers. This experience has made me realise that I need to continuously improve so that I can achieve success in my academic life. 
6. Action Plan (Future Improvement Strategy)
	Area for Improvement
	Identified Issue
	Action to be Taken
	Timeline
	Expected Outcome

	Critical Analysis
	Over-descriptive writing in early drafts
	Practice critical evaluation using journal articles and case studies
	Next 4 weeks
	Improved analytical depth

	Academic Referencing
	Inconsistent citation style
	Use the Harvard referencing guide and reference management tools
	Immediate and ongoing
	Accurate referencing

	Data Interpretation
	Difficulty integrating statistics into arguments
	Practise summarising datasets into insights
	Next 3 assignments
	Better data-driven arguments

	Time Management
	Spending excessive time on research
	Use structured planning and deadlines
	Immediate
	Improved efficiency

	Theoretical Application
	Weak linkage between theory and practice
	Apply models systematically (e.g., Porter, Hofstede)
	Next module
	Stronger academic integration

	Writing Structure
	Repetition in sections
	Use detailed outlines before writing
	Ongoing
	Clear and concise writing
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