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Section 1
[bookmark: _djfmv57za2jl][bookmark: _Toc237382285]1. Organisational context and Overview 
[bookmark: _wc4ai7gwty2c][bookmark: _Toc237382286]1.1. Organisational context and company overview 
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Figure 1: Starbucks Logo
(Source: Starbucks, 2025a)
Starbucks is an international café chain brand, operating with 40,000 stores across more than 80 countries worldwide. It’s headquartered is in Seattle, Washington. (Starbucks, 2026). Starbucks opened its first store in 1971 near the historic Pike Place Market in Seattle. Moreover, it is well known for offering premium speciality coffee and handcrafted beverages. The company’s mission is to be a premier coffee company, encourage and cherish the human spirit - one person, one cup, and one neighbourhood at a time (Starbucks, 2026). The company operate through self-operated stores and licensed stores; however, the company-operated outlets generate approximately 83% of the total net revenues, but with less corporate margin compared to licensed stores. These stores also increase the market visibility of the brands, capital optimisation and risk mitigation. So, they follow a combined company-operated and licensed store model, which enables them to expand efficiently by balancing stable product quality and customer experience (Starbucks, 2025a). 
[bookmark: _f59kedvz8uwr][bookmark: _Toc237382287]1.2. Industry and market overview 
The UK market is highly competitive for Starbucks’s speciality coffee and beverages. The coffee market in the UK was valued at USD 9,024 million in 2025, which is predicted to reach USD 9,236.05 million by the end of 2026, and it is expanding at a CAGR of 2.35% during the forecast period from 2026 to 2034 (Market Data Forecast, 2026). The rising growth of the UK coffee market is driven by the strong coffee drinking culture, increasing demand for premium and speciality coffee, and the expansion of cafe chains and independent coffee shops. 

[image: ]
Figure 2: UK Coffee market
(Source: Market Data Forecast, 2026)
[image: ]
Figure 3: Market Size overview of the UK
(Source: Market Data Forecast, 2026)
The major market trends involve rising demand for speciality and single-origin coffee driven by consumers conscious of premium-quality coffee preferences. Growing preferences for sustainably sourced, organic and certified coffee products over the retail and foodservice channels, and continuous product innovation in functional, flavoured and plant-based coffee offerings (Market Data Forecast, 2026). Further, the prominent players in the UK coffee market include Nestle UK Ltd, Costa Coffee and Peet’s Coffee. 
[bookmark: _d2k924vyy0p2][bookmark: _Toc237382288]2. External and Internal Analysis 
[bookmark: _r150wu9sx8x8][bookmark: _Toc237382289]2.1. External Environment Analysis (PESTLE) 

[image: ]
Figure 4: PESTEL Analysis 
(Source: Vecteezy, 2024)
	Political 
	According to Dimbleby (2021), UK coffee brands have been navigating a politically charged environment transformed by trade dynamics and public health policies. The most influential political move is to propose policy regarding sourcing domestically produced food at least 50% of the food consumed in the UK. however, Bulai-Ramsey (2025) argued that the demand for ethical coffee in the UK has increased in recent years, so, sourcing from domestic farmers may disrupt the supply chains.  

	Economic
	Bulai-Ramsey (2025) stated that coffee prices in the UK are rising, which is affecting consumers and  coffee shops, it influences from high inflation  whereas Gosalvitr et al., (2024) mention that the sudden rise in purchasing power increase the demand of coffee  by 60%  and more than 10 times the coffee market compared to 1990 (The British coffee association, 2020; Gosalvitr et al., 2024). Another economic factor is climate change such as droughts; crop damages  increase prices in coffee-producing countries such as Brazil and Vietnam.
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Figure 5: GDP of the UK
(Source: Statista, 2025) 
According to Bulai-Ramsey (2025), the increase in GDP by £2.8trillion can fuel the discretionary consumption, but inflation and wage inflation undermine the capacity of Starbucks to charge at premium prices this way profitability heavily relies on customer loyalty not on volume. Further, Grieco (2022) argued that global shipping disruptions and increasing import charges are creating huge economic challenges for the UK. 

	Social 
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Figure 6:  Total UK population 
(Source: PopulationPyramid, 2026)
The Total population of the UK is 69.93 million (PopulationPyramid, 2026). Due to an increase in population, the coffee culture in the UK is growing rapidly, and today it’s not just a drink, but a national obsession. From cosy cafes to stylish roasters, the UK has a dazzling coffee scene(British Coffee Association, 2024). This shift is backed by the notable purchasing power ,  investments from big brands and independent entrepreneurs keen to capitalise on this booming industry. Further, the demand for ready-to-drink tea and coffee culture in the UK creates opportunities for Starbucks to innovate its product portfolio and boost customer loyalty (Grieco, 2022). 
However , consumers also increasingly demanding sustainable products that align with their values when it comes to food and drink. The shift in consumer behaviour driven by greater awareness of global inequalities, environmental challenges, and the impact of purchasing decisions. It forces coffee companies to do operations ethically. 

	Technological 
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Figure 7: UK technology
(Source: IMARC, 2025)
Today, the technology advancement in the UK is backed by its highly advance IT , that is expected to grow with a 7.87% CAGR from 2026 to 2034, which plays a major role in boosting the competitive position of Starbucks in the UK (IMARC, 2025). The technology-driven programme that has more than 30 million active users worldwide is linked to Starbucks' integration (IIaria Academy, 2026). Starbucks is leveraging its innovative mobile technologies like the Rewards loyalty programme and digital payment methods to improve customer experience and drive massive growth (Bean, 2025a). These data analytics and AI focus on delivering measurable impact and play a vital role in providing meaningful moments of joy and relationship with customers and partners. Ai technology integration  such as Deep Brew performed well to  customise the drive-thru operations for industry and experience for customers (Bean, 2025a). 

	Environmental 
	Environmental awareness increasing and its affect every industry including coffee market. which has demanded the integration of sustainable products. This shift necessitates coffee brands to adopt a greener image to reduce greenhouse gas emissions. The Coffee and Farmer Equity (C.A.F.E) practices, in which the company invested £150 million, promote transparent fair trade , profitable for all suppliers , farmers, and sustainable coffee growing practices by preserving the environment and  comfort of the farmers and workers (Starbucks, 2024a). This approach supports developing a long-term supply under the fair trade. 

	Legal 
	According to Gosalvitr et al., (2024), the food hygiene and safety regulations of the UK impact the coffee shops. As all Customers expect that they are purchasing good quality product. Nevertheless, Grieco (2022) mentioned that food hygiene and safety practices ae very important to avoid risk of contamination. Although, Starbucks follows high standard for food hygiene as 85% of its outlets rated with five star rating for hygiene (Flux loT, 2026). But apart from this, all organisations need to  follow  IMARC (2025), compliance with the rules and regulations, like minimum wage needs and employee rights, maximises labour costs but improves fair working conditions for the brand. 
Since , the coffee industry responsible for the  1.3 % of carbon footprints of total from the UK food industry (Gosalvitr et al., 2024). The UK government pledge to go carbon free by 2050 also influence industries to integrate energy efficient operations and adopt renewable energy.



Table 1: PESTEL Analysis 
(Self-illustrated)
Potential Opportunities and Threats: 
Opportunities: 
· The rising demand for speciality and premium coffee in the UK market. 
· Growing preference for healthier, personalised beverages, and advancement of product innovation. 
· Increasing consumer preference for online mobile ordering allows the company to boost customer loyalty and quick delivery. 
Threats: 
· Rising inflation and increasing prices of coffee beans and dairy products are affecting coffee shops across the UK. 
· Intense competition from prominent players like Nestle UK Ltd, Costa Coffee and Peet’s Coffee. 
· Climate change is a major risk for the coffee supply chain.   


[bookmark: _1t5fl8f5rveg][bookmark: _Toc237382290]2.2. INTERNAL Environment Analysis (VRIO)
	Resource 
	Valuable 
	Rare 
	Inimitable 
	Organised 
	Strength/Weakness 

	Strong brand image 
	✔️
	✔️
	✔️
	✔️
	Sustained competitive advantage 

	Premium quality coffee sourcing 
	✔️
	❌
	❌
	✔️
	Competitive parity 

	Ethical sourcing (C.A.F.E. practices ) 
	✔️
	Moderate 
	Moderate 
	✔️
	Temporary competitive advantage 

	Extensive UK store network 
	✔️
	❌
	❌
	✔️
	Competitive parity 

	Customer loyalty programme 
	✔️
	Moderate 
	Moderate 
	✔️
	Temporary competitive advantage 

	Product innovation 
	✔️
	Moderate 
	❌
	✔️
	Temporary competitive advantage 

	Premium pricing strategy 
	❌
	❌
	❌
	✔️
	Weakness

	Dependence on imported coffee beans 
	✔️
	❌
	❌
	❌
	Weakness 



Table 2: VRIO Analysis 
(Self-illustrated)
Important strengths: 
Strong brand reputation: Starbucks’ international business recognition lies in a good consumer experience and a strategic approach which balances local culture and a stable global brand while adeptly evolving with the cultures. The growth of speciality coffee is unprecedented, and the pressure this puts on the global coffee sector. Its reputation is built through consistent coffee quality, a comfortable store environment, and customer experience, allowing it to attract loyal customers regardless of charging premium prices (Puspaningrum, 2020). The quality of coffee and consumer experience are vital aspects of its brand equity, further leading to a premier coffee brand.

Ethical coffee sourcing: As per the fair trade policy, Starbucks always prioritises doing its operations ethically, including sourcing of its coffee beans. This programme evaluates farms and considers aspects such as quality, local economy, society, and environment, all considered to encourage sustainable coffee growing initiatives to benefit coffee farmers and the planet. 
[image: ]
Figure 8: Starbucks ethical sourcing process
(Source: Starbucks, 2024b) 
Moreover, this improves customer trust and aligns with the rising demand for sustainably sourced coffee among UK consumers. The big coffee houses encourage policy and implement it, so the coffee producers work while protecting the rights of workers on their farms, which encourages safe, fair, and work dynamics (Starbucks, 2026a). While its competitors are integrating similar practices, Starbucks’ long-standing dedication continues to offer a temporary competitive advantage. 

Customer loyalty programme: Like many loyalty programs, Starbucks Rewards integrates a simple and effective points-based system which motivates repeat purchases through customised offers, mobile ordering and reward points. Moreover, Starbucks showcases the impact of digitally integrating effective business by transitioning the selling strategy to a unified harmony of the digitalised selling structure and service delivery. This helps the company to provide personalised offers, track rewards, and get free drinks, thereby improving its marketing communication (Zhang and He, 2024). The Deep Brew AI engine supports the customising of menu suggestions based on customer features like their past orders. 

Continuous product innovation: Starbucks customers have long embraced cold drinks, from iced coffee and cold brew to refreshers and Frappuccino. At the global level, cold beverages account for around 60% of Starbucks international beverage sales, crafted with foam-iced Americano built around a proprietary aeration strategy that improves the texture and body (Oe and Deng, 2024). Moreover, its innovation is supported by the capacity to observe connections, identify opportunities, and exploit them. Its product innovation is featured by the popularity of espresso and deep-roasted coffees, which are more flavourful than the tinnier coffees loved in the market (Oe and Deng, 2024). 

[image: ]
Figure 9: Starbucks Innovation Model
(Source: Oe and Deng, 2024)
Important weaknesses: 
Premium pricing: Starbucks’ coffee products are placed at higher prices than other competitors in the UK, showcasing its premium brand image and store ambience. But this price strategy sometimes becomes a huge weakness for price-sensitive customers during periods of economic uncertainty and high inflation. In late 2021, the prices of many crucial goods in the UK started increasing faster than household incomes, leading to a fall in real income (Stone et al., 2024). 

Dependence on imported coffee beans: Starbucks hugely depends on imported coffee beans from major producing countries like Brazil and Vietnam, which have tight supplies. When coffee prices soar, Starbucks scrambles to adapt. Moreover, rising temperatures, droughts, and shifting rainfall patterns are affecting crop production negatively and increasing prices.
[bookmark: _g185x3gqzh5z][bookmark: _Toc237382291]2.3. SWOT Analysis 
	Strengths 
· Starbucks holds 18.7% of the UK coffee market share and uses 100% Fairtrade (Faircoffee.co.uk, 2026).  This shows their best and ethical practices, which not only support families but also protect the planet. 
· The UK revenue increased year on year to £556.3m (FY24: £525.6m) (Starbucks, 2026b). This demonstrated their continued store expansion and customer transactions through its strong digital reward and mobile order services. 
	Weaknesses 
· The premium prices of specialty coffees range from £3.20 to £4.90, which is more costly than many competitors, making it less attractive for price-conscious consumers during periods of inflation (Henry, 2025). 
· The high reliance of Starbucks on imported coffee beans exposes the business to exchange-rate fluctuations, climate issues and supply chain disruptions (Starbucks, 2024c). 

	Opportunities 
· The growing demand for coffee in the UK creates a huge opportunity for Starbucks. Around 98 million cups of coffee are consumed per day (British Coffee Association, 2024).  
· The rise of healthy beverages in the UK market creates opportunities for Starbucks menu expansion (Muddassir, 2025). 
	Threats 
· Starbucks faces intense competition from prominent players like Nestle UK Ltd, Costa Coffee, and Peet’s Coffee, competing on price and convenience (Market Data Forecast, 2026). 
· Economic uncertainty in the UK affects the business operation, with around 23% of the reported decline in performance in the UK (Booth, 2025). 



Table 3: SWOT Analysis 
(Self-illustrated)
[bookmark: _c5gxc319709x][bookmark: _Toc237382292]3. Comprehensive and holistic view of the organisation
[bookmark: _4bflrpjaoepx][bookmark: _Toc237382293]3.1. Evaluation of Starbucks’ CSR Strategy 
The mission of Starbucks is to be the premier purveyor of the finest coffee in the world, which inspires and nurtures the human spirit. The mission is supported by the company’s strong dedication to ethical sourcing, environmental sustainability, and community engagement, which forms the foundation for its Corporate Social Responsibility strategy. The CSR strategy deeply aligns with the company's objective of maintaining a premium brand image, strengthening customer loyalty, attaining sustainable growth, and developing long-term shareholder value (Li, 2022). By consistently delivering high-quality coffee and actively engaging with CSR activities, Starbucks built a formidable global brand. The CSR program launched by the company frames a bridge system between the community and stakeholders to increase business performance socially, environmentally, and economically. Starbucks is concerned about the social corporate strategy for defending its image and the financial, along with non-financial rewards. The company has invested in energy-efficient technologies such as renewable energy, waste and water management and expanded these technologies to its 6000 greener stores across the world. The major goal is to improve the well-being of the community through effective programs embedded in opportunity and inclusion. Starbucks has contributed £15 million to 10k+ organisations through neighbourhood grants. In partnership with Conservation International, Starbucks developed the Coffee and Farmer Equity (C.A.F.E) practices by supporting 400,000 coffee farmers in 30 countries worldwide, demonstrating their ethical sourcing standards (Starbucks, 2025b). 

The evolution to a customer-centric approach demonstrates a significant shift in the marketing practices of Starbucks (Noor, Till and Hafeez, 2025). This customer-oriented strategy focused on creating a superior product. Moreover, the transition guides the company to make its strategy and products around customers. This highlights that the business is thriving in today’s economy and can create experiences that resonate emotionally with its customers. Also, Starbucks is well known for investing in its employees. From providing extensive healthcare facilities to part-time workers to offering college tuition assistance through the Starbucks College Achievement Plan, the company showed its dedication to its workforce's well-being (Minenko and Mujtaba, 2024). By providing personal development opportunities to all its employees to develop a sense of belonging, it also reflects in employee turnover, job satisfaction and productivity.
[bookmark: _ezluurlzn0yt][bookmark: _Toc237382294]3.2. Balanced Scorecard analysis
[bookmark: _8pp2qt7owy4k][bookmark: _Toc237382295]3.2.1. Financial perspective 
	Elements
	Starbucks UK 

	Objective 
	The objective of Starbucks is to increase revenue through continuous investment in digitalisation and loyalty programmes. Moreover, the company delivered on its commitment and opened 92 new stores in the UK during FY25 (Starbucks, 2026c). This reflects its confidence in the market’s long-term growth. 

	KPIs 
	The integration of a nested econometric model produced huge enhancements in performance metrics. A remarkable 78% year-over-year rise in return on advertising spending also  demonstrated the success of its tailored approaches (Media Network, 2024). 

	Targets 
	Starbucks targets positive annual revenue growth enhanced operating margins, and increased rewards members’ contribution to total sales. 

	Initiatives 
	Opening of 92 coffeehouses in FY25, 75 new coffeehouses in FY26, and further to open 500 across the UK portfolio. Also, this involves developing seasonal premium beverages, improving pricing strategy and operational efficiency (Starbucks, 2026a). 



Table 4: Financial perspective
[bookmark: _2mncdi1ksukg](Self-illustrated) 
[bookmark: _Toc237382296]3.2.2. Customer Perspective 
	Element 
	Starbucks UK

	Strategic objective 
	Enhance customer satisfaction and loyalty, boost digital interactions, and draw in eco-friendly customers and contribute to the Starbucks mission of developing meaningful customer experiences.

	Key Performance Indicators (KPIs) 
	Customer Satisfaction Score (CSAT). Net Promoter Score (NPS). Growth in Starbucks rewards membership. Repeat purchase rate. Use of mobile orders placed. Customer complaints. Starbucks Rewards as a loyalty program is important as it has more than 34 million active members in North America (Bean, 2025b).

	Target 
	Achieve customer satisfaction at 92% by 2027 and increase repeat customer visits by 10% to grow mobile orders by 15% and decrease customer complaints by 20 % and grow sustainable cup usage by 25% in stores in UK (National Coffee Association, 2025).

	Initiatives 
	Enhance sustainability campaigns via reusable cup incentives and enhance customer care education and expedited delivery of orders.


Table 5: Customer perspective
(Source: Self-created) 
[bookmark: _Toc237382297]3.2.3. Internal business process 
	Element 
	Starbucks UK

	Strategic objective 
	Enhance operational performance, product quality, sourcing in a sustainable manner and quicker service delivery at lower operational costs.

	Key Performance Indicators (KPIs) 
	Average service time. Precision of orders. Inventory wastefulness. Degree of ethically sourced coffee. Store power use; operating margin. Starbucks also reported that C.A.F.E. Practices enable the company to source approximately 99% of coffee ethically, as the company further invests in digital, as well as sustainable supply chains (Starbucks, 2025c).

	Target 
	To cut the average order preparation time by 1%. Decrease food and beverage wastage by 20%. Ensure 100% of the coffee is ethically sourced. Cut down on a store's energy use by 10%. Enhance operating efficiency in order to boost the annual cost saving by about £20 million in the UK operations (Statista, 2026).

	Initiatives 
	Increase AI-powered demand forecasting, enhance inventory management solutions, automate stock and inventory tracking, use more renewable energy in shops, better supplier oversight, and offer better quality assurance.


Table 6: Internal business process perspective
(Source: Self-created) 
[bookmark: _Toc237382298]3.2.4. Learning and growth 
	Element 
	Starbucks UK

	Strategic objective 
	Skill development, enhanced engagement, enhanced digital capacity and promoting innovation can help evolve the business over the long term.

	Key Performance Indicators (KPIs) 
	Employee engagement score. Number of hours of training a year. Staff turnover rate. Digital skills attained. Internal promotion rate. Number of innovation projects. Starbucks has invested in experience and store modernisation efforts around the world, totalling US$ 1 billion (around £790 million) (Statista, 2026).

	Target 
	Elevate the level of employee engagement to a new high of 90% or more. Carry out the training of employees with at least 40 training hours per employee a year and cut down employee turnover by 15%. Boost internal promotions by 20%, grow the involvement in digital learning to 95% of employees (Bean, 2025b).

	Initiatives 
	Offer ongoing leadership development programmes, AI and digital skills training, wellbeing programmes, career development opportunities, innovation workshops, and performance recognition programmes. 


Table 7: Learning and growth perspective
(Source: Self-created) 
[bookmark: _Toc237382299]4. Strategic choices and Implementation 
[bookmark: _Toc237382300]4.1 Strategic choices 
Cost Leadership 
According to Mehrad et al. (2024), cost leadership is developed to minimise operational costs and the products are supplied at a low price compared to other companies. However, Carter et al. (2023) argued that this approach is not as appropriate for Starbucks since it is a high-end coffee company. It is high quality and ethical sourcing, training of its employees, digital and appealing store environments, and this adds up to higher operating costs. In 2025, the UK branded coffee shop market will have a value of over £5.8 billion, with inflation in labour, energy, and supply chain costs of about 9%, and aggressive price competition will be hard to achieve (Bean, 2025b).

Differentiation 
The most suitable approach would be differentiation since the emphasis is placed on offering differentiated value as opposed to prices. Starbucks enhances its competitiveness by delivering high-quality drinks, customised customer experiences, digital services powered by AI, seasonally driven products and sustainability. Over 70% of the coffee consumers in the UK would be ready to pay higher prices for superior coffee that offers quality and service (Carter et al. 2023). The premium coffee segment in the UK is pegged to grow to over £6.3 billion by 2028, as cell strengths indicative of a company that is highly profitable with a high share of loyal customers give Starbucks an excellent opportunity to sustain a high profit margin, better customer loyalty, and a long-term sustainable competitive edge through a spirit of consistent innovation instead of a price war (Bryson et al. 2023).
[bookmark: _Toc237382301]4.2 Most appropriate strategy for Starbucks 
[bookmark: _Toc237382302]4.2.1. Porter’s 5 forces 
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Figure 10: Porter’s 5 Forces
(Source: Setiana et al. 2026)
	Forces 
	Impact 
	Evaluation for Starbucks 

	Risk of new entries 
	Low-moderate 
	. The UK has barriers to entry with an investment of over £450,000 that could be needed to start a medium-sized branded coffee house (Setiana et al. 2026). 

	Bargaining strength of suppliers 
	Moderate 
	The prices of coffee are fluctuating in the world due to climate change and scarcity of supply. During 2025, premium Arabica coffee prices soared by about 18%, which augmented procurement expenses (Oe and Deng, 2024).

	Bargaining strength of buyers 
	High 
	The UK consumers are quite numerous, with choices of Costa Coffee, Caffè Nero, Pret A Manger and cafes on their own. Over 62% of UK consumers indulge in price comparison before buying coffee, as the growing cost of living motivates customers to shop in search of more value.

	Risk of substitutes 
	High 
	Customers have an easy mode of substituting them with tea, energy beverages, home-brewed coffee or beverages sold in supermarkets which can be consumed directly. The UK sales of coffee made in retail stores were more than £2.7 billion in 2025, surging the supply of substitutes (Mamuti et al. 2022).

	Competitive rivalry 
	Very High 
	The UK coffee shop market has more than 11,500 branded and independent coffee shops that compete based on innovativeness, prices and customer experience (Areiza-Padilla and Cervera-Taulet, 2023). 


Table 8: Porter’s five forces
(Source: Self-created)
[bookmark: _Toc237382303]4.2.2. Ansoff Matrix 
[image: ]
Figure 11: Ansoff Matrix 
(Source: Li, 2022)

Market Penetration 
The market penetration strategy is the most appropriate as Starbucks has already established itself in the UK market as a strong brand and can maximise its revenue by persuading the prevailing customers to buy more often. Market share of branded coffee in the UK is set to reach more than £7.4 billion in 2028, and this presents a great opportunity to make higher sales via loyalty programmes, AI-driven promotional activities and online ordering (Li, 2022). 

Market Development 
Market development is the aspect of entering new geographical areas or customer groups. Even though Starbucks could tap into underserved towns in the UK, it could take as much as £400,000 to £600,000 to open a new high-end store (Rahman, 2026).

Product Development 
Adopting healthier drinks, plant-based products, and seasonal drinks helps to adapt to the tastes of people. Premium cold beverages have been registering an annual sales growth of over 18%, which provides a chance of raising the average amount of customer spending (Moussa et al., 2024).
Diversification 
Diversification is going into different industries or product lines not related, as these alternative demands great investment, new business working capability and increased business risk. Thus, market penetration is the most appropriate strategy to consider as compared to diversification in the existing UK operations of Starbucks.

Selected Strategy 
According to Li (2022), the best Ansoff strategy is market penetration, since market penetration would involve expanding on the already existing products by expanding the market in an already established environment, thus enabling Starbucks to sell its products, and this eliminates the high risk involved in entering new markets. As argued by Rahman (2026), Starbucks already has a base in the UK, a very strong brand recognition as well as a large customer base. The report determines that Starbucks is dominating 18.7% of the UK coffee market, and the sale of UK branded coffee is likely to reach over £7.4 billion by the year 2028. So, Moussa et al. (2024) justified that the strategic focus could not be to find a completely new market but to gain more share of the existing one.
[bookmark: _Toc237382304]4.2.3. SAFe
[image: ]
Figure 12: SAFe Framework
(Source: Chitez et al. 2025)
Suitable 
The proposed plan of “market penetration” is suitable since it assists Starbucks in achieving its goal to increase its leadership in the UK high-end coffee market. The demand for high-quality coffee, digital convenience and customised services by consumers has been on the rise. 

Acceptable 
The plan is viable since it offers handsome financial benefits and low risk of doing business. With such an increase in repeat purchases of around 58%, the revenue growth will be enormous without having to invest heavily in expanding new stores (Chitez et al. 2025).

Feasible 
The plan is very viable since Starbucks has a solid financial base, superior digital technology, well-trained staff and a mature supply chain. The firm will still make millions of pounds of investments in digital innovation, store modernisation and the capacity of the employees to ensure that they can implement it without necessarily restructuring the entire organisation (Splitter et al. 2024). 
[bookmark: _Toc237382305]4.2.4 Appropriate strategy 
Market penetration through differentiation is the best strategy Starbucks UK can adopt based on Porter's five forces, the Ansoff matrix and the SAFe analysis. Such a strategy can enhance customer loyalty, encourage repeat purchases, enhance digital interaction and sustainability, and improve long-term profitability, while retaining Starbucks' premium brand identity and sustainable competitive advantage in the UK coffee market.
[bookmark: _Toc237382306]4.3 Recommended strategy 
The suggested market penetration approach will enhance Starbucks’ competitive edge by enhancing customer loyalty, online interactions and repeat buying. The resource-based view states that invaluable brand reputation and online capabilities generate sustainable benefits. Starbucks Rewards and Mobile Ordering are a few real-life examples that have enhanced customer retention, whilst the Deep Brew, with the help of AI, personalises offers, driving more sales and operational efficiency in all international markets (Chitez et al. 2025).
[bookmark: _Toc237382307]4.4 Challenges and proposed solutions 
The significant threats are an increase in coffee prices, shortage of labour and strong competition. To minimise costs, increase operational efficiency and customer satisfaction in the market, although conditions are changing, Starbucks should consolidate long-term supplier relationships, use AI to enhance inventory management, train its employees at a more personalised level and engage its customers with incentives (Li, 2022).



[bookmark: _Toc237382308]Section 2
[bookmark: _Toc237382309]2.1 Reflective Account (Gibbs Reflective Cycle)
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Figure 13: Gibbs Reflective Cycle
(Source: Ahmadpour et al. 2025)

Description 
This reflective narrative is an assessment of how the research, analysis and preparation of creating the strategic management report on Starbucks UK was conducted. The reflective cycle provided by Gibbs was utilised to analyse every phase of the learning process, i.e. the collection of information, strategic analysis, the preparation of a report and personal development (Ahmadpour et al. 2025). It included screening of scholarly papers, reports and industry sources of the company and utilising strategic management models like PESTEL, VRIO, SWOT, Balanced Scorecard, Porter's Five Forces, Ansoff Force and SAFe.

Feelings 
The start of this assessment made me sure I have the general knowledge of the key concepts of strategic management but unsure of how I would combine a variety of strategic frameworks into a single holistic report. My confidence increased as the research went on, since the analysis of actual organisational statistics enhanced my knowledge about the strategic decision-making process. 
Evaluation 
The good thing about this assessment was that it provided a chance to build a systematic view of strategic management by using several analytical frameworks on a real organisation. I enhanced my skills to read and comprehend business information as opposed to merely explaining the organisational operations. Gathering data about the company reports and publications in the industry enhanced the calibre of strategic analysis as well as enhanced the credibility of the recommendations (Praveena et al. 2025).  The motivating aspect of academic writing and developing critical assessment abilities was another positive realisation. This was not an isolated case of different theories taught, as I was taught the complementarity of various strategic models. To illustrate, the results of PESTEL were used to manage the SWOT analysis and the Balanced Scorecard, and Porter’s Five Forces enhanced the suggested strategic suggestions (Ahmadpour et al. 2025). 

Analysis 
This assessment has greatly helped me in strategic management structures in aiding organisational decision-making. I realised that no analytical model used can be sufficient for effective strategic recommendations, as organisations exist in complex and dynamic business environments. The integration of internal and external analysis was more balanced in learning about the competitiveness of Starbucks (Galli and New, 2022). As a part of the PESTEL analysis, I realised that the economic conditions, technological innovation, environmental sustainability and evolving consumer behaviour have a direct impact on the business performance. This has made me reflect on the opportunities and risks and make strategic recommendations, as the VRIO framework also showed that competitive advantage does not arise solely out of good resources, but rather should also reflect their rarity, inimitability and organisational competence. This enhanced my critical thinking of organisational strengths and not necessarily assume that all resources would generate competitive advantage.

The Balanced Scorecard opened my eyes to other areas of performance other than financial. I realised the importance of customer satisfaction, internal operational efficiency and employee development in achieving the overall sustainable organisational performance. I was also able to develop my academic research skills during the research process. I have become more discriminating towards choosing the source of information, and I have become more conscious of using up-to-date academic evidence and organisation. I enhanced my skills of contrasting different opinions before making moderate judgments.
One of the crucial learning experiences was time management. Firstly, a lot of time was allowed for gathering information, with less time to assess and edit (Beldar, 2025). I also understood that to make the task efficient and minimise rewrites that can be avoided, it is always more productive to create a plan of a research schedule and then start working on the report.

Conclusion 
In the end, the assessment has enhanced my strategic management research, academic research prowess and the level of analysis. I have become more confident in using theoretical models in practice and formulating evidence-based suggestions related to real business scenarios.

Action Plan 
	Development Area 
	Action Plan 
	Expected Outcome 
	Timeframe 

	Strategic analysis skills 
	Use PESTEL, VRIO, Porter's Five Forces and Ansoff matrix each month on various business case studies.
	Acquire the skill of critical evaluation and strategic decision-making.


	2 months 

	Academic research 
	Read four or more peer-reviewed journal articles per week and enhance literature assessment skills.
	Enhance academic quality of analysis and writing.
	3 months 

	Time management 
	Create a weekly program of research, writing, editing and proofreading.
	Work through complete assignments more effectively and lessen the stress of last-minute assignments.
	5 months 

	Critical thinking 
	Consider other strategic perspectives prior to giving recommendations in subsequent projects.
	Write better balanced and justifiable scholarly arguments.
	7 months 

	Academic writing 
	Engage in academic writing seminars and write critically as opposed to writing descriptively.
	Enhance the quality of postgraduate writing and attain a higher standard of academic writing.
	10 months 

	Professional development 
	Consistently follow business news, company and various management and strategic management magazines.
	Keep business knowledge well current and enhance the skills in practical application.
	11 months 


Table 9: Action Plan
(Source: Self-created)
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