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Creating the Starbucks business plan has helped me greatly appreciate how successful entrepreneurial businesses can go from an idea to becoming recognised brands around the world. From its early years to today, Starbucks has shown that besides selling products. It is also important to provide value to the customer through innovation, branding and strategic leadership. Starbucks started off in 1971 serving high quality coffee beans in Seattle. However, Howard Schultz, with his vision of Starbucks as a place inspired by the Italian coffee culture, brought transformational growth. This strategic move exemplifies how entrepreneurial vision and innovation can shape a company's future and give it a sustainable competitive advantage (Burns, 2020). 
What I think is one of Starbucks' best attributes is its steadfastness to its business concept coupled with its constant evolution to meet customer expectations. The company's “third place” idea was successful as it set it apart from regular coffee shops and offered a comfortable third space for customers to unwind, socialise or work. Instead of competing only on price, Starbucks' competitive advantage is based on premium quality an outstanding customer experience and an emotional connection with customers (Kotler and Keller, 2021). This approach provides a perspective on how a business can be successful in the long run not only by offering a low price but also by creating value. 
I also came to have a very positive impression of Howard Schultz as an entrepreneurial leader. Schultz could see an opportunity in the market that the company did not and was brave enough to pursue a different idea. His leadership reflects important entrepreneurial characteristics such as creativity, innovation, resilience and calculated risk taking (Burns, 2020). Schultz knew that people were buying coffee but they were also buying an experience and that has helped Starbucks expand globally. Moreover, his dedication to employee growth and his ethical sourcing and sustainability practices reflects responsible business practices that prioritise profitability alongside social and environmental concerns (Freeman, Phillips and Sisodia, 2021). 
A key takeaway I have garnered from studying Starbucks is the significance of a culture of innovation and digital transformation. To enhance customer convenience and reinforce customer loyalty, Starbucks has been investing heavily in digital technologies through its mobile app, online ordering system and Starbucks Rewards programme. These digital capabilities were particularly useful for Starbucks during the COVID-19 pandemic as the company was able to keep engaging customers and operating well despite the operational challenges. This indicates that companies need to continuously invest in technology and innovation in order to gain an advantage in dynamic markets (Chaffey and Ellis-Chadwick, 2019). 
There are several things I would do if I founded my own company that I would take from Starbucks. First, I would create something that is uniquely appealing to my business that would set me apart from my competition. I would focus more on customer experience which would help build customer loyalty and increase repeat purchases rather than on pricing (Kotler and Armstrong, 2022). Second, I would invest in digital technologies from the outset such as customer relationship management systems, online services and personalised marketing strategies. Third, I would incorporate sustainability from the outset through responsible sourcing, environmentally friendly operations and ethical business practices. Such programs would boost the brand reputation and increase competitiveness in the long run (Freeman, Phillips and Sisodia, 2021). 
However, there are also several things that I would do differently. Price sensitive consumers may not be able to buy Starbucks products, especially when economic conditions are uncertain. However, the coffee has remained a high priced product that helps the brand stand out. If I were to start my own business, I would focus on maintaining product quality and offering products at varying prices to reach a broader audience. Moreover, despite the expansion of its product line, Starbucks' revenue is still largely reliant on coffee sales. Introduce more product variety and revenue diversity earlier to mitigate business risks resulting from shifts in consumer tastes and supply chain volatility. 
Although Starbucks has been very successful in its international expansion, maintaining consistent quality across thousands of stores worldwide has become a challenge. If my business went global, I would put more effort into standardisation while adapting to local contexts. I would adapt products and services to my customers' local preferences and ensure consistent performance by training employees and tracking their performance with digital tools (Slack and Brandon-Jones, 2022). 
All in all, the Starbucks analysis has helped reinforce my knowledge of entrepreneurship and strategic business development. Howard Schultz's leadership also shows that innovation, customer focus, adaptability and long-term strategic thinking are key ingredients in entrepreneurial success. This reflection has resulted in my desire to build a business that not only provides high quality products but also meaningful customer experiences, is innovative and includes sustainability throughout the entire process of building a business. These lessons will have a profound impact on my future attitude towards entrepreneurship (Burns, 2020; Freeman, Phillips and Sisodia, 2021).
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