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Introduction
Founded in the year 1971 in Seattle, Starbucks is a worldwide popular coffee chain that has gradually become synonymous with premium café experience. Entering the UK market in the year 1998, Starbucks has grown to more than 35,000 stores across the globe and has become a prominent and key player in the coffee industry. Nevertheless, at present, the company has faced a reduction of 3% as per its global sales report in July 2024, bringing about a significant challenge for the organisation (BBC, 2024). Following this, the recent changes with regard to the appointing of Brian Niccol as the CEO of Starbucks in August 2024 have marked a significant moment for the company as it has reformed the strategy of its business functionality under a new leadership. Moreover, the fall in sales has also coincided with the present changes in consumer behaviour as well as elevated the competition in the coffee market of the UK. According to Mohammad & Zahira, (2023), the coffee industry in the UK is rapidly broadening and has been influenced by elements like economic fluctuations, altering consumer preferences as well as growing eco-consciousness. Hereby, this report study aims to assess the internal as well as external factors critical for understanding the impact on the business of Starbucks with frameworks like SWOT and PESTLE analysis whilst delving into macro-environmental impact on the business in the UK market.

Findings
Analysis using SWOT
As signified by the authors Helms & Nixon (2010), SWOT analysis is a framework implemented while delving into the strengths, weaknesses, opportunities and threats of studying a company's operations.
Strength
The major strength of Starbucks in the UK lies in its mass brand presence and global reputation alongside unique product offerings that are widely appealing to the audience base. As signified by Marchau (2019). The robust brand recognition across the globe is what provides Starbucks with a loyal consumer base as well as competitive advantages in the UK coffee market.
Weakness
Starbucks in the UK has also faced significant challenges bringing about a weakness for the company in terms of high functionality cost that has raised the labour cost and is driven by aspects like the premium café experiences and store locations. In addition to this, as stated by Madecraft (2021), the heavy reliance on prime real estate also makes Starbucks extremely vulnerable to economic downturns or inflation in the country as the consumers might alter their spending capacity which encompasses premium coffee experiences.
Opportunities
The innovativeness in the aspect of product offerings is one of the greatest opportunities, however collaboration with local companies can also further strengthen the community appeal of Starbucks in the UK market to the consumers who massively value community engagement and authenticity in the business. As per Hallo (2022), the rapidly growing trend of experiential dining also brings about the opportunity for Starbucks to elevate its in-store experiences and formulation of wellness emphasised menu can cater to the broader health-conscious consumer bases.
Threats
Economic fluctuations brought about by inflation in the UK mark one of the significant threats for Starbucks in the UK market and the high cost of living has also pressurised the consumers on their spending habits and altered their spending capacity in terms of premium product purchases. In addition to this, the need for strict compliance with the environmental standards and consumers' eco-conscious demands, and nutritional label needs bring the need for massive investments. Hence, this brings about the need for strategic adaptability for Starbucks to proactively measure its competitiveness in the market and uphold its competitive edge in the global market.
Assessing with PESTLE
As stated by CIPD (2024), PESTLE analysis encompasses six aspects that assess the external environment of a business such as Starbucks in the UK market.
Political Factors
As per Adair (2019), for the business success of Starbucks in the UK, the company has had to abide by the trade policies and strict regulations related to Brexit, resulting in the heightening of operational costs as well as complexities. This has brought about the need for the company to be highly adaptive with new strategies for sourcing and eradicating dependencies on imports.
Economic Factors
As signified by Proctor (2010), the elevated cost of living related to the UK's inflation has brought down disposable income leading to less spending capacity of the consumers on premium products. This has posed a challenge for Starbucks where the consumers are more inclined towards purchasing essential needs than discretionary spending. However, the introduction of discount points or loyalty programs can get consumers interested in engaging with Starbucks. Introducing targeted promotions or adjusting the pricing strategies can also further help eradicate these issues.
Social Factors
As per Helms & Nixon (2010), the rapidly growing demand for vegan products as well as the need for sustainable aspects has impacted Starbucks in its functionality in the UK market. In
addition to this, the rising demand for services driven by conveniences such as on-app orders or doorstep delivery and takeaway has significantly highlighted the modernised lifestyle of the consumers that Starbucks needs to abide by.
Technological Factors
The fast evolution of digital platforms has enabled Starbucks to leverage tools such as automation, AI tools as well as data analytics in its business operation. This aspect has also enabled the organisation to elevate customer engagement in the UK market by tracking consumer preferences and enhancing efficiency whilst streamlining the functionality with excellent customer services.
Legal Factors
To efficiently operate the business, Starbucks UK needs to strictly adhere to different legal policies and be compliant with the bans in the UK such as mandatory allergen labels, avoiding the use of single-use plastics and other stands related to food safety. According to Keough (2019), failing to follow through with the legal requirements can also lead to the company being fined with lawsuits or damage to their reputation.
Environmental Factors
As per Keough (2019), the rising concern for the environment has ultimately led to the drive for eco-friendly product purchases extensively and demands for sustainable products by the consumers. This has hence brought the need for Starbucks to rapidly adapt to eco-friendly strategies of business to meet the needs of the consumers. Making significant investments in these aspects can not only boost sales but also enhance the brand's reputation and reduce its carbon footprint.
Understanding the Impact of Macro Environment on Starbucks' Functionality
As put forth by Marmol (2015), Starbucks' functionality within a quick-changing complex macro-environment has the potential to affect its strategic business decisions. In an analysis of Starbucks in the UK coffee market, it is a must to take into account that the UK coffee sector is rapidly maturing, leading to progressive growth as per the demands for large coffee chains as well as independent stores. As independent coffee stores are heightening their service levels with speciality drinks with locally grown ingredients and partnering with local suppliers this has brought a challenge for Starbucks in the UK to differentiate itself in the market with innovative offerings to sustain its market positions. Further, the economic factors in this regard also influence the strategic choices of the company in the UK market, the fluctuating rates of exchange are precisely relevant as Starbucks imports its coffee beans from different countries. The rise in the cost of labour is also driven by shortages in the labour market, and an increase in minimum wage which in turn pressurises Starbucks in labour expense management
(Priporas, et al., 2020). Moreover, the currency volatility also raises functionality costs and can strain the profitability of the company, Starbucks UK needs to reform its pricing strategies or operational efficiencies to uphold its profit margins. According to Bashiri, et al., (2021), another crucial driver in Starbucks' business strategy is the quick shift in consumer behaviour where the rapidly growing sustainability concerns of the consumers have brought about the need for Starbucks to align its functionality as per these values. It is also noticed that a growing number of consumers are actively opting for brands that are prioritising eco-consciousness via displaying support for fair-trade practices, utilisation of recycling materials etc. These aspects are prompting Starbucks in the UK market to realign its functionality strategies with consumer values where to uphold success, the company needs to incorporate consumer demands and the current market trends to resonate with the audience base more.
Conclusion
The report above has highlighted the aspects in relation to the analysis of Starbucks in the UK. As Starbucks faces a highly competitive as well as quickly evolving market environment in the UK, its major strengths lie in its global brand presence and brand reputation, however, core challenges also lie in terms of economic pressure, continuously rising cost of operation as well as rapidly changing consumer preferences. The report has signified the evident shift of the consumer base towards the demand for local authenticity as well as sustainability which is to be adopted by Starbucks to sustain the success of its business within the UK coffee market as signified in the SWOT and PESTLE analysis. Moreover, the macro-environment impact on Starbucks' business has highlighted the need for legal abidance, and adaptation to economic fluctuations in its innovative offering in order to strengthen its market position in the UK.
Recommendations
· Revise Pricing Strategies
[bookmark: _Int_gMZ4fi1T]Following the economic fluctuations posing a challenge in the UK, Starbucks can look to readjust its product pricing to align with the spending capacity of the consumers in the UK. Starbucks can also introduce tier pricing models for its products to appeal broader consumer base whilst upholding the premium experience it is popular for.
· Elevate Digital Engagement
Starbucks can also consider investing more in elevating its digital engagement through personalised services to its consumers by leveraging data analytics in its business strategies. This can also retain the customers more whilst elevating the engagement rate with its consumer base.
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