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[bookmark: _Toc133398517]1.0 Executive summary
This report is assessing Starbucks’ organizational change that focused on achieving digital transformation. Starbucks implemented a change that was aimed at automating its processes and operations during the pandemic. The covid-19 pandemic forced Starbucks to look for ways of achieving contactless service delivery to help in containing the spread of coronavirus. The regulations put in place forced Starbucks to embrace the latest technologies to change its processes and operations. The implemented change helped Starbucks in achieving competitive advantages and meeting the diverse needs of tech-savvy customers. Models like the eight-step model, Force Field Analysis and Lewin’s change model are used in this report. The researcher made use of secondary data in providing insights into Starbucks’ change management.   
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[bookmark: _Toc133398518]2.0 Introduction
             The change scenario researched focused on the change management of Starbucks during the covid-19 pandemic. The covid-19 pandemic has forced Starbucks to embrace new technologies making it appropriate to embrace change management practices leading to the automation of processes and operations (Kang and Bi, 2022). The pandemic has made it appropriate for Starbucks to develop a digital transformation strategy necessary for automating the way services are offered. Starbucks is a coffeehouse chain that has operations globally but is based in America (Lombardi, Chidiac and Record, 2021). The products offered by Starbucks include snacks, pastries, juices, whole-bean coffee, espresso and soft drinks. Change management has remained crucial for Starbucks to achieve competitive advantages as it has kept pace with technological changes. Starbucks is among the companies that have experienced great change due to technological advancements. Change management in Starbucks has been focusing on enhancing service delivery and achieving competitive advantages in the industry (Chen and Biswas, 2021). Starbucks has ensured that the latest technologies are adopted to meet the diverse needs of customers. It has ensured that the service delivery process is automated to improve efficiency and offer high-quality products.  The information was collected using secondary data sources.
[bookmark: _Toc133398519]2.1 Starbucks’ External factors-PESTLE Analysis 
Political factors: Starbucks is affected by political factors like tax policies that affect revenues, political stability aspects in the host countries and bureaucracies that affect operations (Lombardi, Chidiac and Record, 2021). Starbucks is usually expected to operate while aligning its operations with the political environment in place. 
Economic factors: Starbucks is affected by economic factors like increased costs of labor charges and raw materials.  High taxation that is imposed on farmers leads to high prices for materials. Exchange rate fluctuations affect Starbucks especially when importing coffee supplies (Kang and Bi, 2022). Competitive pricing in the industry leads to price wars making Starbucks experience a decline in profits. 
Social factors: Starbucks is affected by social factors like consumer trends, and changes in lifestyles. The management has focused on implementing the appropriate change initiatives to ensure products are aligned with consumer trends and lifestyles (Yu, et al., 2021). 
Technological factors: Starbucks is affected by technological aspects like mobile technologies, and technological advancements (Lombardi, Chidiac and Record, 2021). Many people are utilizing internet-supported gadgets making it to access products and services offered online. 
Ecological factors: Starbucks is affected by climate change and sustainability trends. For example, climate change has affected supplies of coffee. Sustainability trends are leading to an increased number of consumers who are environmentally conscious (Chuang, 2019). As a result, Starbucks embraces sustainability initiatives like recyclable packaging. 
Legal factors: Starbucks is affected by legal factors like product safety regulations, employment laws, employee rights and licensing regulations. Starbucks has ensured that there is proper compliance with the regulations and laws put in place. 
[bookmark: _Toc133398520]2.2 Starbucks’ Internal factors-SWOT analysis 
Strengths: Starbucks’ strengths include strong brand recognition, strong financial performance, global presence, strong digital presence, strong customer loyalty, commitment to sustainability and innovative business model (Subramaniam, 2020). 
Weaknesses: Starbucks’ weaknesses include high dependence on coffee, as the main product line. Also, limited international expansion and commodity price fluctuations are other weaknesses of Starbucks (Basak, et al., 2020). However, Starbucks has focused on addressing these weaknesses by automating its processes and operations to increase demand. 
Opportunities: Starbucks’ opportunities include technological advancements, online shopping behaviors, adoption of price differentiation, coffee subscription, product diversification, acquisition of complementary brands, partnerships with other brands, and expansion into new markets (Liu, 2022).  
Threats: Starbucks’s threats include stiff competition, dynamic consumer trends, economic downtowns, employee turnover, and sourcing challenges (Yu, et al., 2021). 
[bookmark: _Toc133398521]3.0 Research methods
              The researcher embraced secondary data in this study. The secondary data research focused on utilizing articles and journals about change management at Starbucks. The utilization of secondary data made it possible for the researcher to access the relevant information online. The researcher analyzed the online collected information about Starbucks to reveal the way change is managed. The use of secondary data has some benefits such as increasing access to relevant information and saving time as well as expenses associated with data collection (Spurlock, 2020). Content analysis was used as the analytical technique. The collected secondary data was analyzed using content analysis to establish the way Starbucks managed change.   
[bookmark: _Toc133398522]4.0 Findings
[bookmark: _Toc133398523]4.1 Starbucks’ Force Field Analysis 
              Lewin noted that the opposing forces that exist during change management lead to the dynamic equilibrium state (Lewis, 2019). A change results in two forces one encouraging change while the other resisting change. The forces that were driving the changes in Starbucks included digitalization, competition, organizational culture and leadership. The forces restraining the change included high costs and change resistance. The driving forces in the change outweighed the forces restraining the change thus making it possible to implement the change. This made it possible for Starbucks to successfully automate its operations and services during the pandemic.  





Figure 1: showing Force Field analysis model
[image: Organizational Change - ppt download]
Source: Mak and Chang (2019). 
[bookmark: _Toc133398524]4.1.1 Drivers of change 
Digitalization: Digitalization is among the main drivers of change in Starbucks. For example, Starbucks has managed to successfully achieve digital transformation. The digital transformation embraced by Starbucks supports the automation of processes and operations (Basak, et al., 2020). During the pandemic, Starbucks managed to automate its operations and processes because it has a digital transformation strategy focusing on embracing the latest technologies.  
Competition: Competition is another change driver as Starbucks focused on increasing its competitiveness (Bai, 2023). The use of the latest technologies during the pandemic helped Starbucks in meeting the needs of tech-savvy customers. Consumer behavior has changed as many customers are increasingly embracing online shopping (Subramaniam, 2020). Customers during the pandemic started seeking contactless services hence automation helped Starbucks in meeting their needs.   
Organizational culture: Starbucks’ organizational culture supports change implementation. The organizational culture embraced by Starbucks focuses on making sure services and products are aligned with the customer’s needs (Avdeeva, et al., 2021). Starbucks’s organizational culture ensures strategies embraced are aligned with external business environments. As a result, change implementation was highly supported by the organizational culture. 
Leadership: Starbucks’ leadership helped in driving the change. Leaders at Starbucks understood the need to automate operations in order to comply with covid 19 regulations (He, Xiang and Yin, 2021). The top management provided the needed resources to support the overall implementation of the change. 
[bookmark: _Toc133398525]4.1.2 The forces restraining change 
Change resistance: Resistance to change was a major force that restrained the change implementation. The resistance was mainly from employees who did not understand the need for change. The workers had the fear of losing their jobs due to automation (Avdeeva, et al., 2021). They thought automation would lead to reduced labor requirements. 
High costs: The implementation of the change was expensive because of the need to acquire the latest technologies and training of employees. The automation of processes and operations needed increased adoption of technologies hence increasing operational costs (Bai, 2023). 
[bookmark: _Toc133398526]4.2 Starbucks’ change process using Lewin’s change model
               Starbucks’ management embraced Lewin’s change model in the process of implementing the change. The change in Starbucks was implemented in three steps, which included unfreezing, changing and refreezing (Roşca, 2020). A study conducted by Burnes (2020) revealed that Lewin’s model involves implementing the change process in three stages. Lewin noted that unfreezing is the first step in implementing change, then the real change implementation and then refreezing the change. 
              In Starbucks, the first step in change implementation involved unfreezing the change. This step involved changing the attitudes and perceptions of workers (Roşca, 2020). A change in the perceptions and attitudes was crucial in making the employees support the change process.  Also, the organizational culture was changed to support the change in the processes and operations of Starbucks.   
             The second step involved the real changing of processes and operations. This was achieved through involving the key stakeholders, empowering action and enhancing communication (Cone and Unni, 2020). Through communication, Starbucks was able to make stakeholders understand the change. 
              The third step was the refreezing step which involved sustaining change, celebrating change, supporting the change, training and integrating the change into organizational culture (Roşca, 2020). Starbucks ensured that the automation of processes was celebrated and accepted in the organization. This helped Starbucks in operating in a way that was in compliance with the regulations put in place to control spread of the virus during the pandemic. 
Figure 2: showing Starbucks’ change process
[image: Lewin's Change Model]
Source: Burnes (2020).
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              The eight steps model provides the processes that are utilized by leaders in leading change. It includes topics like organizational behavior, influence, negotiation, reward systems, team building, communication, senior leadership and planning (Kok and Siripipatthanakul, 2023). Each step has a significant contribution toward effective change implementation. The eight steps model has proved to be applicable in the change implementation process at Starbucks. 
Step 1: Establishment of the sense of urgency. In change management, leaders have the role of communicating the urgency of the change to the stakeholders (Errida and Lotfi, 2021). The top leadership of Starbucks ensured the key stakeholders were able to establish a sense of urgency. Digital transformation in Starbucks was urgent as the pandemic hit companies. The latest technologies were needed to ensure operations could continue. The leadership of Starbucks communicated why the change was needed at that time to establish the appropriate sense of urgency.   
Step 2: Formation of powerful guiding coalitions. This is achieved through the identification of change leaders who are effective (Errida and Lotfi, 2021). At this step, Starbucks identified key stakeholders who could assist in implementing the needed change. Starbucks requested the commitment of stakeholders towards the change management process. The powerful change coalition formed by Starbucks worked as a team to achieve the needed change.  
Step 3: Development of a strategy and a vision. Starbucks started the change management by aligning the change with its vision and core values. The change leaders were actively engaged to ensure they properly understood the core values and vision of Starbucks (Busari, et al., 2020). This helped in making sure that the change leaders were able to effectively describe the vision and follow it in the change management. 
Step 4: Communication of the vision. Starbucks communicated the vision that needed to be aligned with the change convincingly and powerfully. The vision of Starbucks during the change management was connected through training on the best ways of using new technologies to automate processes and operations. This involved handling the issues and concerns of stakeholders honestly (Hanelt, et al., 2021). 
Step 5: Empowering action and removing obstacles that can hinder change. Starbucks ensured that organizational structure and processes were aligned with the company vision. This involved changing stakeholders resisting change and change barriers were removed (Cameron and Green, 2019). Starbucks ensured that the individuals resisting change were engaged to understand the need for supporting the change. Rewarding individuals for supporting and endorsing change helped Starbucks in removing obstacles in change management.
Step 6: the creation of short-term wins. Starbucks created short-term wins in the change management by developing the feeling of victory. This involved making stakeholders imagine the competitiveness of Starbucks after fully digitalizing its processes and operations (Ahlstrom, et al., 2020). Stakeholders involved in the change management were rewarded for their contributions towards achieving the change targets.   
Step 7: Consolidating gains. At this step, Starbucks focused on continuous improvements of the digital transformation initiatives to successfully realize automation in operations (Li, et al., 2021). Starbucks ensured that customer experiences were constantly improved as they embraced digital technologies to access services and products offered. 
Step 8: Anchor change in the culture of the company. Starbucks ensured that the change implemented was integrated into its organizational culture. This helped in making sure the change was an integral part of the organizational culture (Hanelt, et al., 2021). Starbucks has ensured that top management and employees support the change.  
Figure 3: showing Kotler eight steps model
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Source: Kok and Siripipatthanakul (2023).
[bookmark: _Toc133398528]5.0 Discussion and Analysis
[bookmark: _Toc133398529]5.1 Starbucks’ change management
             Starbucks successfully implemented the change thus automating its processes and operations during the pandemic. In the change implementation, the latest technologies were integrated into the processes and operations. The covid-19 pandemic increased the technology adoption of Starbucks to meet the measures put in place by governments in the process of controlling the spread of the virus (Lim, et al., 2022). The change management during the pandemic involved integrating new technologies into Starbucks’ operations and processes to enhance automation. This was driven by the fact that contactless service delivery was encouraged to ensure customers and employees did not come into contact. Automation made it possible for customers to access services online thus enhancing customer satisfaction (Sander and Peters, 2021). Digital transformation adopted by Starbucks made it possible to automate processes and operations. This resulted in a radical change as Starbucks implemented the digital transformation strategy within a very short time. 
              Starbucks engaged the key stakeholders to ensure they supported the change. Communication was crucial in making the stakeholders informed of the need for the change and the expected outcomes (Busari, et al., 2020). The urgency of change was established to encourage commitment among stakeholders toward change implementation. During the pandemic, organizations were closed after lockdowns were imposed to contain the spread of the coronavirus. Starbucks had to switch to integrate the latest technologies into its processes and operations (Liu, 2023). After the lockdowns, Starbucks successfully implemented the change to ensure customers were able to get services and products without coming into contact with employees. The management of Starbucks tried to eliminate change resistance by actively engaging key stakeholders in the change process. SWOT analysis has shown that Starbucks has the needed capability and resources to automate the processes. Starbucks has managed to take advantage of its strengths in implementing change. For example, a strong digital presence and innovative model helped Starbucks in integrating the latest technologies into its operations and processes (He, Xiang and Yin, 2021). This has helped Starbucks in automating its operations and processes as a mechanism for coping with the pandemic. 
               The technologies embraced by Starbucks in its digital transformation strategy include cloud computing, artificial intelligence, machine learning, big data and blockchain (Sinha, et al., 2021). Industry opportunities like online shopping behaviors and technological advancements are crucial for Starbucks to continue automating its operations and processes. Starbucks is embracing technological advancements and mobile technologies to automate processes and operations (Shim, et al., 2021). Change management is crucial in addressing the challenges that Starbucks faces in its operations. For example, the change focused on achieving digital transformation which is necessary for addressing threats like competition and dynamic consumer trends. Through digital transformation, efficiency can be realized thus embracing a competitive pricing strategy and making it possible to meet the tastes of tech-savvy consumers through the automation of processes and operations (Xinyue, Qiao and Yang, 2022).
[bookmark: _Toc133398530]5.2 Stakeholder analysis 
                 The change process in Starbucks was greatly affected by the stakeholders. The key stakeholders like customers, communities, investors, employees and suppliers were actively engaged to ensure the implementation process was successful. According to Anderson (2019), change management requires the proper engagement of the key stakeholders. In change management, Starbucks considered employees as key stakeholders who are crucial in successful change implementation. Through effective communication, Starbucks managed to make sure employees were informed about the change (Tidd and Bessant, 2020). This was crucial in changing their attitudes in order to support the implementation process. Customers were informed about the changed processes and operations to understand the digital transformations taking place to improve service delivery. Suppliers were engaged in order to provide the relevant supplies that could support the change implementation. 

[bookmark: _Toc133398531]5.3 Leadership and change 
              Leadership has remained crucial in change management. The characteristics of leaders leading the change determine the successful implementation of the change. Leaders play crucial roles in change management. For example, leadership in change management is responsible for setting change goals that need to be achieved. Leadership helps in harnessing the power of stakeholders, processes and visions to achieve sustainable change (Mansaray, 2019). In change management, leaders encourage and motivate employees to support the change process. The leadership approach embraced is important in influencing the attitudes of stakeholders toward the change. Leaders need to embrace engagement in order to make sure stakeholders are actively engaged in change management (Anderson, 2019). Starbucks ensured stakeholders like workers were involved in the change implementation. This provided an opportunity for workers to share their views concerning the planned change. Leaders clarify the vision in change management. This is achieved by being transparent and accountable in fixing issues that can be encouraged in the process of managing change. 
               Change leaders are good communicators and resistance managers to ensure change management is successful. Communication is crucial in informing the key stakeholders concerning the change. It is through communication that stakeholders are able to understand the reason for the change and the expected outcomes. According to Oreg and Berson (2019), effective communication can assist leaders in making sure change is highly supported. Transformational leaders actively engage workers to understand their views in the change implementation. Through transformational leadership, stakeholders can discuss with the leaders about the best ways of implementing the change. As resistance managers, leaders identify drivers of change and individuals opposing the change (Cameron and Green, 2019). This is necessary for leaders to address change management obstacles that might affect change implementation.  
[bookmark: _Toc133398532]6.0 Conclusions
              In summary, Starbucks has tried to manage change in a way that helped in achieving the needed digital transformation. The main scope of Starbucks’ change was to achieve the digital transformation needed to make contactless service provision a possibility in efforts geared towards containing the spread of coronavirus. The change process embraced by Starbucks focused on making sure Starbucks could effectively and efficiently operate during the covid-19 pandemic. The drivers for change included competition, digitalization, organizational culture and leadership. These forces supported the entire change process. The restraining forces included high costs and change resistance. The implementation of the desired change was expensive and key stakeholders were unwilling to support the change leading to resistance. Starbucks managed to overcome the forces restraining the change thus successfully implementing the needed change. The primary goal of the change was to make sure digital transformation was successfully realized in order to facilitate contactless services during the pandemic. Starbucks wanted to replace human labor with new technologies as a way of reducing contact between customers and service providers. The ability of Starbucks to access the latest technologies helped in automating processes and operations. However, Starbucks needs to keep pace with shifts in the technological environment. Starbucks can be able to increase its market share by ensuring it embraces the latest technologies better than its competitors. 
[bookmark: _Toc133398533]7.0 Recommendations
                Starbucks managed to successfully implement the needed change but a mild resistance to change has persisted. the resistance to change can be attributed to the feeling of employees that increased adoption of the latest technologies will lead to loss of jobs. Most employees are not fully supporting the increased automation of the processes and operations at Starbucks. The following are some of the recommendations for Starbucks to eliminate change resistance. 
               First, Starbucks should embrace the active engagement of key stakeholders in order to encourage support from employees.  A supportive environment can be realized through creating trust in order to achieve loyalty in the implementation of the proposed change (Ahlstrom, et al., 2020). Employees are important in change management because they are the stakeholders who are highly affected. This makes it necessary to make workers understand the need to implement the change. For example, Starbucks can ensure employees understand the reasons behind the change and the benefits linked to the change. 
              Second, Starbucks should effectively communicate with stakeholders. Effective communication has remained the key to the successful implementation of organizational change (Busari, et al., 2020). In change management, stakeholders need to be provided with information regarding the change. This is because resistance can be realized because of failure to inform the affected stakeholders. Communication in change management assists in providing the rationale associated with the change being implemented. The employees can be given the opportunity to share their views and collect ideas necessary to avoid change resistance.
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