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CHAPTER 1: INTRODUCTION

Starbucks is one of the world’s most recognisable coffeehouse brands, built on a premium positioning, strong brand identity, and the idea of the “third place” between home and work (Starbucks, 2025). In the UK, however, the coffee shop market has become increasingly competitive, price-sensitive, and value-driven, creating fresh pressure on major chains to justify their pricing and keep customer loyalty. Although the overall UK branded coffee shop market continues to grow, the report shows that Starbucks UK has struggled to translate this growth into stronger performance, reporting declining sales and a loss of approximately £35 million in 2024 despite continued store expansion (World Coffee Portal, 2025; GlobalData, 2025). This suggests that Starbucks’ current strategy may not completely aligned with changing consumer expectations in the UK market.
The competitive environment facing Starbucks has intensified considerably. Consumers now have a wide range of branded and non-branded alternatives, including Costa, Greggs, Pret, Caffè Nero, independents, and specialist artisan coffee brands. Industry commentary suggests that the market is polarising between premium operators that offer a distinctive experience and value-led brands that appeal to price-conscious customers, leaving mid-market brands under increasing pressure to show clear value-for-money (Pearce, 2025; Lumina Intelligence, 2025). Starbucks occupies a challenging position within this landscape: it is widely associated with quality and brand familiarity, but recent commentary also points to concerns about its pricing, perceived value, and public reputation (Savanta Europe, 2024; Danziger, 2025).
The report finds that Starbucks UK has responded through store growth, digital loyalty initiatives, and sustainability communication, but questions are still over the effectiveness of these strategies in the current market context. While Starbucks’ brand resources, digital ecosystem and store network represent valuable strategic assets, the report argues that these capabilities may not be generating sufficient advantage if they are not matched to local consumer priorities. The literature review therefore suggests that competitive strategy frameworks such as Porter’s generic strategies and the resource-based view (RBV) are useful for understanding Starbucks’ situation, particularly in relation to differentiation, value positioning and the sustainability of brand-based advantage in a saturated market (Thompson, 2024; Agarwal, n.d.).
The purpose of this dissertation is to critically examine Starbucks’ competitiveness in the UK coffee shop market and assess how its current strategies influence customer feelings, loyalty, and performance. It seeks to explore how UK consumers perceive Starbucks in relation to competitors in terms of value-for-money, service quality, brand ethics, and overall experience, and to find strategic changes that could strengthen Starbucks’ position over the next three to five years. By combining market analysis with consumer insight, the study aims to generate practical recommendations for Starbucks UK while also contributing to wider academic discussions on competitive strategy in mature service markets (Mintel, 2024; Deloitte, 2024).

CHAPTER 2: LITERATURE REVIEW

Introduction
This literature review critically examines existing academic and industry research on competitive strategies in the UK branded coffee shop market, with particular focus on Starbucks’ positioning, performance challenges, and consumer feelings. The review is structured around three main themes that directly address the research gap found in the proposal:
Competitive dynamics and Porter’s generic strategies in saturated coffee markets
Value-for-money tensions between premium differentiation and price sensitivity
The role of loyalty programmes, ethics, and digital innovation in driving repeat business. 
The UK branded coffee sector has grown rapidly to a £6.1 billion market with over 11,000 outlets by 2025 yet faces intensifying rivalry from Costa Coffee (market leader), value players like Greggs, and premium independents. Academic literature applies Porter’s Five Forces and resource-based view (RBV) frameworks to explain how chains sustain advantage through brand experience and operational capabilities, while industry reports highlight price sensitivity (£3.64 average latte) and shifting consumer priorities toward affordability, ethics, and digital convenience.
This review synthesises these perspectives to diagnose Starbucks’ specific challenges- £35m losses despite store expansion- and finds gaps in UK-focused empirical studies linking recent performance data (2024-2025) to consumer attitudes on value-quality trade-offs. By drawing on peer-reviewed sources, market intelligence (Lumina Intelligence, GlobalData), and strategic frameworks, the review shows a theoretical foundation for the study’s quantitative analysis of Starbucks’ competitiveness. The discussion progresses from broad market context to Starbucks- specific strategies, culminating in shown research gaps that this dissertation addresses primary consumer data.
Theoretical perspectives on competitive advantage in coffee chains
The literature on competitive strategy provides a useful lens for understanding Starbucks’ declining competitiveness in the UK branded coffee shop market. Porter’s generic strategies framework suggests that firms achieve competitive advantage either through cost leadership, differentiation, or a focused variant of these, with the risk that organisations pursuing inconsistent positions become “stuck in the middle” and struggle to justify their pricing. Applied to international coffee chains, studies show that Starbucks has historically pursued a differentiation strategy built around premium product quality, store ambience and the “third place” experience between home and work, supported by strong brand equity and global recognition (Starbucks, 2017e; Research-Methodology, 2013).
Alongside Porter, the Resource-Based View (RBV) emphasises firm-specific resources and capabilities, such as brand reputation, store network, supply chain relationships, and digital platforms, as sources of sustained competitive advantage. In the case of Starbucks, the literature highlights distinctive resources including its globally recognised brand, sophisticated store design, proprietary beverage recipes, and increasingly, its digital app and loyalty ecosystem (Starbucks, 2025; Thompson, 2024). These capabilities have enabled Starbucks to command premium prices in many markets; however, RBV scholars also stress that resources only confer advantage when they stay valuable and aligned with environmental conditions, including local consumer expectations of value, ethics, and convenience.
Recent industry and academic discussions suggest that, in mature and saturated markets such as the UK, pure differentiation may be insufficient. Instead, firms are under pressure to develop hybrid strategies that combine experiential differentiation with sharper value propositions, embedding cost-consciousness and promotional mechanisms within an otherwise premium offering (Thompson, 2024; Agarwal, n.d.). The preliminary review in this proposal notes this shift but also shows that existing studies often treat Porter and RBV separately, with limited work explicitly integrating these frameworks to diagnose how mid‑market brands like Starbucks can respond to intensified price competition while preserving their core experiential strengths.
Structure and Dynamics of the UK branded coffee market
A large body of industry reporting documents the rapid growth and increasing complexity of the UK branded coffee shop market. World Coffee Portal and related sources estimate that the UK branded coffee shop sector is worth around £6.1 billion, with approximately 11,000–11,456 outlets as of 2025/2026, and annual sales growth of around 5.2 per cent, indicating that the overall market continues to expand despite economic headwinds (Pearce, 2025; Rubinstein, 2025; Tea & Coffee Trade Journal, 2025).  This growth is driven by ongoing urbanisation, evolving consumer lifestyles, and the integration of coffee offerings into non-specialist formats such as bakery chains and convenience outlets.
At the same time, the literature underscores significant shifts in pricing and consumer sensitivity to value. Lumina Intelligence (2025) reports that the average price of a hot coffee in the UK has risen by approximately 17 per cent since 2022, with a typical latte now costing around £3.64, placing pressure on discretionary spending and intensifying scrutiny of perceived value-for-money. Market analysts note that while inflation and rising input costs have forced price increases across the board, operators’ ability to justify these increases varies depending on brand positioning, quality beliefs, and the strength of loyalty schemes (Mintel, 2024; Deloitte, 2024).
Competitive dynamics are increasingly characterised by a bifurcation between premium specialists and value-led operators. On one side, artisan, and specialty brands such as WatchHouse and Black Sheep Coffee are reported to be expanding, capitalising on consumers who are willing to pay a premium for superior quality, unique atmospheres, and craft credentials (Pearce, 2025). On the other, value-focused players like Greggs have gained notable share by combining reasonable prices with acceptable coffee quality and strong convenience, accounting for around 9 per cent of all out‑of‑home coffee occasions (Lumina Intelligence, 2025; Alex, 2023). This pattern supports the argument that both the premium and value ends of the market are performing well, while mid‑market brands face mounting pressure to clearly justify their price points and overall propositions.
The existing literature within the proposal uses these data to argue that the UK coffee market has become intensely price-sensitive, value-driven and crowded with credible alternatives. However, the review also acknowledges that industry reports employ differing methodologies and segment definitions, meaning that market size, outlet counts and growth rates may not be directly comparable across sources. There is therefore scope for more critical synthesis of these reports to prove a consistent picture of the UK competitive landscape, particularly with respect to the relative positions of key players such as Starbucks, Costa, Caffè Nero, Pret and non-specialist chains.
Starbucks’ UK performance and Strategic positioning
Within this market context, several sources write down that Starbucks’ UK business has struggled to translate its global strengths into sustained local performance. Starbucks entered the UK in 1998 and, through organic growth and acquisitions such as the purchase of 23.5 Degrees, now operates over 1,400 stores, mostly a mix of company-operated and franchised sites, representing roughly 18–19 per cent of the UK branded coffee market (Ozan, 2024; Starbucks, 2025; GlobalData, 2025).  Despite this substantial footprint, recent reports show that Starbucks UK has experienced declining sales and returned to losses, posting an approximate pre-tax loss of £35.2 million in 2024, even as the wider market continued to grow (World, 2025; GlobalData, 2025).
Industry commentary attributes Starbucks’ underperformance to a combination of factors. Rising operating costs, including energy, labour and rents, have eroded margins, while cost-of-living pressures have reduced discretionary spending on premium beverages (Rubinstein, 2025; Deloitte, 2024). At the same time, intensifying competition from Costa, Greggs, independents, and other value players has heightened consumer price comparisons, making Starbucks’ premium pricing more salient.
Qualitative commentary suggests that Starbucks is increasingly perceived as relatively high quality but poor value-for-money, with price rises, service variability, and reputational controversies (including boycotts linked to geopolitical issues) further weakening customer goodwill (PowerCommerce, 2024; Savanta, 2024; Danziger, 2025).
In response, Starbucks has emphasised several strategic initiatives. These include continued store expansion and format diversification (such as drive‑thrus), investment in the Starbucks app and loyalty programme, and increased communication around sustainability and ethical sourcing to reinforce brand values and rebuild trust (Starbucks, 2025; Pearce, 2025). The literature points to mixed evidence on the effectiveness of these measures, noting that while digital innovation and sustainability narratives align with broader consumer trends, they may not yet sufficiently address acute value feeling gaps in the UK. Moreover, most existing analyses are based on secondary data and trade press commentary, with limited academic work examining Starbucks UK’s recent strategies in detail or benchmarking them systematically against those of key rivals.
Consumer behaviour, Loyalty, and Ethical beliefs
The literature also highlights shifting consumer motivations and behaviours in the UK coffee market, which are directly relevant to Starbucks’ competitiveness. Studies and industry surveys consistently find multiple drivers of coffee shop choice, including product quality, ambience, convenience, location, speed of service, digital experience, and ethical credentials (Agarwal, n.d.; Mintel, 2024). For Starbucks and other premium-branded chains, the “experience” part-comfortable seating, music, décor, and the ability to linger-has historically differentiated them from lower‑cost alternatives.
Digital loyalty programmes have become a central mechanism for reinforcing repeat visits and perceived value. Evidence from the UK suggests that effective loyalty schemes can materially influence behaviour: Costa Coffee, for example, reportedly achieves around 70 per cent of transactions linked to its loyalty programme, illustrating the potential for well-designed digital rewards to drive frequency, data capture and personalised offers (Shelper, 2024; Lumina Intelligence, 2025).  Starbucks likewise invests heavily in its app and rewards system, which is often cited as a valuable RBV capability; however, there is limited UK-specific empirical research quantifying how its current loyalty design shapes beliefs of value-for-money compared to competitors.
Ethical and reputational factors are another emerging theme. Consumers increasingly express concern over sustainability, labour practices, and corporate social responsibility, and may adjust their patronage in response to perceived misalignments between brand claims and actions (Deloitte, 2024; DELOITTE, 2024). In Starbucks’ case, reports of boycotts and public criticism suggest that ethical beliefs can rapidly translate into lost goodwill and reduced visits, particularly when combined with high price points (Savanta, 2024; Danziger, 2025). Yet, the current literature on Starbucks UK relies on journalistic and consultancy sources rather than robust, peer‑reviewed consumer studies, leaving uncertainty about the scale, durability, and drivers of these reputation-related effects.
Furthermore, there is evidence of evolving priorities in consumer preferences. While plant-based and speciality options have grown in prominence, some industry analyses indicate that, in the context of the cost-of-living crisis, value deals, bundles and price promotions have become more salient than niche product features for many mainstream customers (Pearce, 2025; Mintel, 2024).  This raises questions about whether Starbucks’ current product and pricing mix, which emphasises customisation and premium add‑ons, stays fully aligned with the priorities of price‑conscious UK consumers.
Identified gap and Research contribution
Synthesising the above strands, the preliminary review reveals several important gaps in the existing literature on Starbucks’ competitiveness in the UK market. First, although many industry reports and news articles document Starbucks UK’s performance, there is limited academic work that integrates the latest financial and market data-such as the reported £35.2m loss in 2024, over 100 new store openings, and evolving outlet mix-with a systematic competitive strategy analysis.  Many existing studies either focus on Starbucks globally or provide high-level UK overviews without disaggregating by brand or examining the specific dynamics affecting Starbucks compared to Costa, Caffè Nero, Pret and value-focused players.
Second, there is a notable lack of research connecting Starbucks’ RBV-type capabilities (brand equity, store footprint, digital platforms) to UK consumer feelings of value, quality, ethics, and experience using primary data. While RBV and Porter’s frameworks are often applied in conceptual discussions, few empirical studies examine how these resources are currently perceived by UK customers or how they influence behavioural intentions such as revisit frequency and loyalty in a maturing, price-sensitive market. There is little work exploring potential “hybrid strategy” configurations that use Starbucks’ experiential strengths while narrowing perceived value gaps through pricing, bundling, or loyalty innovations.
Third, ethical and reputational issues surrounding Starbucks have received media attention but remain under‑examined in scholarly research focusing, specifically on the UK. Existing accounts of boycotts, customer dissatisfaction and accusations of greenwashing come from consultancy and journalism, with limited triangulation through academic consumer studies that measure attitudes, trust, and willingness to pay in response to perceived ethical performance. This restricts understanding of how far reputational challenges contribute to Starbucks’ declining competitiveness compared to more locally rooted or value‑oriented rivals.
The proposed study addresses these gaps in several ways. By applying Porter’s Five Forces and RBV to recent UK market and performance data, it looks to provide an integrated strategic diagnosis of Starbucks’ current competitive position and the pressures it faces from both premium specialists and value operators. Through a quantitative method design (surveys of UK coffee shop customers), the research will generate primary evidence on how consumers perceive Starbucks versus key competitors on dimensions including value-for-money, service quality, brand ethics, and overall experience. 
Conclusion
In conclusion, by linking the consumer insights back to Starbucks’ strategic initiatives-such as store expansion, digital loyalty and sustainability communication the study aims to develop evidence-based, hybrid strategy recommendations tailored to UK price consciousness and ethical expectations, thereby contributing both to academic debates on competitive strategy in saturated service markets and to practical decision-making for Starbucks UK.

CHAPTER 3: RESEARCH METHODOLOGY

Introduction
This chapter outlines the methodological approach adopted to investigate Starbucks’ competitiveness in the UK coffee shop market, addressing the research aim and questions set up earlier. The study employs a quantitative research design using a structured questionnaire with Likert-scale items to measure consumer feelings of value for money, product quality, service, brand ethics, loyalty, and competitive positioning. A quantitative approach is selected because it enables systematic measurement of attitudes and statistical summarisation suitable for the dissertation’s scope and timeline, while providing empirical evidence to test hypotheses derived from Porter’s generic strategies and resource-based view (RBV) frameworks.
The methodology is positivist in philosophy, assuming that consumer feelings can be objectively measured through structured scales, and follows a deductive process where theory informs hypotheses tested via survey data. The chapter details the research type and strategy; data collection tools and techniques; sampling method, population, and size; data analysis procedures; validity, and reliability considerations; ethical protocols; and limitations. This systematic design ensures the findings directly address RQ1-RQ3 while keeping academic rigour right for the requirements. The small sample of 5 respondents aged between 30-45 are mostly males and regular customers, was purposively selected as Starbucks’ core UK demographic, balancing feasibility with relevance.
Research Philosophy and Paradigm
This dissertation adopts a positivist research philosophy, which posits that social phenomena, such as consumer feelings of Starbucks' competitiveness, can be measured objectively through empirical data collection and statistical analysis (Saunders et al., 2019). Positivism aligns with the study's aim to test hypotheses derived from established frameworks like Porter's generic strategies and the resource-based view (RBV), enabling generalisable findings on value-for-money feelings amid UK market challenges. A deductive approach is used, where theory (competitive strategy literature) informs hypotheses, such as "Perceived value positively correlates with revisit intention" (How do UK consumers perceive Starbucks’ relative to competitors in terms of value, quality, ethics, and overall experience?- RQ2), which are then tested quantitatively (Bryman and Bell, 2021)
Research Type and Strategy
The research is applied in orientation, directly addressing Starbucks UK's declining sales and £35m losses despite expansion, to produce actionable recommendations (What refined strategies can Starbucks’ adopt to strengthen its competitiveness and long-term performance in the UK market? -RQ3). It is descriptive mapping current feelings and positions (What is Starbucks’ current competitive position in the UK branded coffee shop market, and how has it evolved amid growth in outlets and rivals? - RQ1). A quantitative design was selected over mixed methods to prioritise measurable, replicable data on customer attitudes, suitable for a dissertation's scope and timeline. The primary research strategy is a survey, ideal for cross-sectional data from UK coffee consumers on structured variables like loyalty and ethics (Saunders et al., 2019). This mirrors quantitative studies in competitive retail analysis, such as those evaluating Starbucks' market positioning.
Data Collection Tools and Techniques 
Primary data will be collected via a self-administered online questionnaire, distributed through Qualtrics or Google Forms for efficiency and accessibility.
The instrument includes:
Section 1: Screening (“Have you visited Starbucks in the UK in the last 6 months?”).
Section 2: Behavioural- visit frequency (“How often do you visit Starbucks?”).
Section 3: Demographics (age, gender).
Section 4: Feelings (16 items on 5-point Likert scales: Strongly Disagree=1; Disagree=2; Neutral=3; Agree=4; Strongly Agree=5), covering value-for-money, quality, service, ethics, experience, and loyalty vs. rivals (Costa, Greggs and others).




Likert-scale Questionnaire:

	No.
	Statement
	1
	2
	3
	4
	5

	1
	Starbucks offers good value for money.
	
	
	
	
	

	2
	Starbucks prices are reasonable compared with competitors.
	
	
	
	
	

	3
	Starbucks provides high-quality products.
	
	
	
	
	

	4
	Starbucks offers a consistent customer experience.
	
	
	
	
	

	5
	Starbucks provides good customer service.
	
	
	
	
	

	6
	Starbucks staff are polite and helpful.
	
	
	
	
	

	7
	Starbucks has a pleasant in-store atmosphere.
	
	
	
	
	

	8
	Starbucks is convenient and easy to access.
	
	
	
	
	

	9
	Starbucks has a strong brand image.
	
	
	
	
	

	10
	Starbucks appears socially responsible and ethical.
	
	
	
	
	

	11
	Starbucks communicates its sustainability efforts clearly.
	
	
	
	
	

	12
	I am satisfied with my overall experience at Starbucks.
	
	
	
	
	

	13
	I am likely to visit Starbucks again in the future.
	
	
	
	
	

	14
	I would recommend Starbucks to other people.
	
	
	
	
	

	15
	Starbucks offers better quality than competitors such as Costa or Greggs.
	
	
	
	
	

	16
	Starbucks offers better value for money than competitors. 
	
	
	
	
	



Section 5: Final (“What is the main reason you choose Starbucks?”)
Scales are adapted from validated instruments like SERVQUAL for service quality (Parasuraman et al., 1988). Secondary data from reports (e.g., Lumina Intelligence, 2025; GlobalData, 2025) contextualises findings on market size (£6.1bn) and trends.
Sampling Method, Population, and Size
The sample size is 30 participants, considered proper for quantitative exploratory studies.
The target population is UK coffee shop users aged 18–45 in urban areas, reflecting Starbucks' core demographic amid price sensitivity. Non-probability sampling employs convenience (university networks, social media like LinkedIn/Facebook groups, transport hubs) and snowball techniques (referrals) for feasibility within dissertation constraints. This purposive focus ensures relevance to Starbucks' market.
Data Analysis Procedures
The data is collected from five respondents and is using simple descriptive statistics. Because the sample is small, the study will focus on finding overall response patterns rather than using complex statistical tests. Each Likert-scale answer will be coded numerically from 1=Strongly Disagree to 5=Strongly Agree. The responses will then be entered into Excel so that the scores can be organised by question and analysed clearly. 
After coding the data, the analysis will calculate the frequency, percentage, mean, median, and mode for each question. These measures are suitable for small questionnaire-based studies because they show the overall direction of responses without requiring advanced tests that may be not reliable with only five participants. The results will then be presented in a table or simple chart to make the findings easy to read. 
The interpretation stage will explain what the numerical results mean in relation to Starbucks’ competitiveness, value for money, product quality, service, ethics, and loyalty. For example, if most responses are 4 or 5, this will be interpreted as a positive feeling of Starbucks. If some responses are 3, this will be treated as neutral or moderate opinion. This simple approach is proper for a small sample because it provides a clear summary of the data while staying academically honest about the study’s limitations. 
Validity and Reliability Considerations
Validity and Reliability are important because they show whether the questionnaire measures what it is supposed to measure and whether the results are consistent enough to be trusted. In this study, validity is addressed by ensuring that all questionnaire items are linked to the research objectives and focused on Starbucks’ competitiveness, value for money, service quality, brand image, ethics, and loyalty. Reliability is supported by using the same Likert-scale format for all perception-based questions, clear instructions for respondents, and simple wording that reduced the chance of misunderstanding.
To improve validity, the questionnaire is designed around the main themes found in literature review and research questions. This means the questions measures the exact issues the study aimed to explore, rather than unrelated topics. For example, questions about pricing and value for money are included because the research problem is centred on Starbucks’ perceived weakness in a price-sensitive market.
To improve reliability, the same questionnaire was given to all respondents in the same format, using the same scale and instructions. This helps make the responses more comparable. In addition, neutrally phrased questions reduce the risk of leading respondents toward a particular answer. Because the study uses only five respondents, reliability should be described in practical rather than statistical terms. That means the study is reliable as an exploratory survey, but it is not intended to produce highly generalisable conclusions.
Ethical Protocols
The study follows basic ethical protocols by obtaining informed consent from all respondents before participation. Participants were informed that their involvement was voluntary and that they could withdraw at any point without penalty.
Anonymity and confidentiality are kept by using participant codes (P1, P2, etc.) instead of names, and all data are stored securely. There are no personal details shared publicly. Confidentiality and anonymity are especially important as the sample is small and could otherwise be easily identified. 
The questionnaire uses neutral wording to minimise bias and avoid discomfort. The data is used only for academic purposes and are not shared with third parties.
Limitations
This study has several methodological limitations. The main limitation is the small sample size of five respondents, which means the findings can only provide exploratory insights rather than statistically generalisable conclusions. Because the sample is so limited, the results may reflect the views of these participants rather than the wider Starbucks customer base.
Another limitation is the use of a questionnaire with closed Likert-scale questions, which gives useful numerical data but does not capture the full depth of customer opinion. Respondents can show whether they agree or disagree, but questionnaire cannot explain why they feel that way. This means some key details about customer experience, brand loyalty, or price sensitivity may be missed. 
A further limitation is sampling bias because the participants are group of regular Starbucks customers aged 30-45, mostly male. This makes the sample relevant to the study, but it also limits representativeness because it excludes younger customers and irregular visitors. As a result, the findings should be interpreted as reflecting a specific customer segment rather than the whole market. 
There is also the possibility of response bias, where participants may answer in a socially desirable way or may rate Starbucks more positively because they are regular customers. In addition, because the survey is short and self-reported, the accuracy of the answers depends on how honestly and carefully respondents completed the questionnaire.
Despite these limitations, the study is still useful as an exploratory investigation into Starbucks’ competitiveness in the UK market.
Conclusion
This chapter has presented a robust quantitative methodology tailored to investigate Starbucks’ competitive challenges in the UK market. The positivist, deductive survey design using Likert-scale items provides a structured framework to measure consumer feelings across value, quality, ethics, and loyalty, directly addressing the research questions. Non-probability sampling of regular customers aged 30-45 ensures relevance to Starbucks’ core demographic while acknowledging limitations of small-scale generalisability.
The structured questionnaire, enables descriptive and basic inferential analysis via SPSS, supporting reliable insights into strategic performance (RQ1) and consumer attitudes (RQ3). Ethical protocols including informed consent, GDPR compliance, and university approval uphold research integrity. While the methodology prioritises feasibility and focus, limitations such as sample size are transparently addressed, with recommendations for larger-scale validation in future studies. This approach provides a solid foundation for the data analysis and findings presented in Chapter 4, ensuring the study’s conclusions are empirically grounded and strategically actionable for Starbucks UK.

CHAPTER 4: DATA ANALYSIS AND FINDINGS

Introduction
This chapter presents a comprehensive analysis of the questionnaire responses collected from five participants for the study of Starbucks’ competitiveness in the UK coffee shop market. The purpose of the analysis is to find how respondents perceive Starbucks across key dimensions including value for money, product quality, customer service, in-store atmosphere, brand image, ethical reputation, loyalty, and overall customer experience. The findings are derived from a structured questionnaire using 16 Likert-scale items, which were designed to measure attitudes on a 5-point scale from 1 (Strongly Disagree) to 5 (Strongly Agree).
Because the sample size is small, the analysis adopts an exploratory approach rather than making statistical generalisations to the wider UK population. Small-sample quantitative studies are particularly useful for finding initial patterns and generating hypotheses, which can then be tested with larger samples in future research. In this case, the five responses provide valuable early evidence of consumer attitudes toward Starbucks, even though they cannot support advanced statistical tests or broad claims.
The chapter is organised systematically around the main themes of the study. First, it profiles the respondents and describes the overall response pattern. Second, it examines each dimension in detail, including value for money, product quality, service quality, atmosphere, brand image, ethics and sustainability, loyalty, and competitor comparison. Third, it interprets the results in relation to the research questions and draws implications for Starbucks’ strategic position in the UK market. The discussion stays cautious and academically rigorous, focusing on what the data suggest rather than what they prove.
The results show an overall mean score of 4.03 out of 5 across all items, showing a positive feeling of Starbucks. This pattern is encouraging for the brand, but it also reveals areas of variation, particularly around value for money, which appears as the weakest dimension. These findings provide a foundation for the discussion and recommendations that follow in later chapters.
Profile of Respondents and Response Pattern
The sample consisted of five respondents aged 30-45 are regular Starbucks customers, with mostly males (4 Males, 1 Female).

	Characteristic
	Respondents

	Age
	30-45 years

	Gender
	Mostly Males (4M, 1F)

	Customer Status
	Regular Starbucks Customers

	Relevance
	Core UK target demographic



The five respondents showed distinct response styles, which is useful for understanding the range of beliefs represented in the sample. Participant 3 provided the highest possible score (5) on every single item, showing an incredibly positive and enthusiastic view of Starbucks across all dimensions. Participant 2 was consistently favourable, giving a score of 4 on every item, which suggests a solid positive opinion without reaching the level of strong enthusiasm. Participant 4 was neutral across the board, scoring every item at 3, which shows an absence of strong positive or negative feelings. Participant 1 provided a mixed pattern, with several 3s, 4s, and a few 5s, suggesting a positive but varied belief. Participant 5 was also predominantly positive, with most scores at 4 and several 5s, showing satisfaction with the brand overall. 
This spread of responses is important because it reveals that Starbucks does not elicit a uniform reaction from consumers. Some participants clearly view it as an excellent brand, while others are still neutral or mixed. That variation is realistic because consumer feelings are rarely identical. The presence of a fully positive respondent (P3) shows that Starbucks has strong advocates, while the neutral respondent (P4) shows that the brand does not always generate strong commitment. This mix provides a more nuanced picture than a sample where everyone agrees.
The standard deviations across items were low, ranging from 0.55 to 0.89, which suggests moderate agreement rather than extreme disagreement. In practical terms, this means the five participants were not sharply divided on Starbucks. Instead, they tended toward positive views, with some variation in strength. That pattern is encouraging for Starbucks because it shows the brand keeps broad acceptability, even if it does not win every customer with equal enthusiasm.
Overall Statistical Summary
The overall mean score across all 16 Likert items was 4.03, with a median of 4.0 and a mode of 4.0, confirming that the dominant response pattern was positive. Every single item fell into the positive range (mean ≥3.5), and none dipped into negative territory, which is a strong result for an exploratory survey. The highest means (4.4) appeared on product quality and satisfaction items, while the lowest (3.8) were on value-related questions, showing a clear but not dramatic gap between these dimensions. 
This overall positivity suggests that Starbucks is well-regarded in the small sample. The brand does not appear to have a major image or experience problem. Instead, the challenge seems to lie in maximising the value belief to match the quality feeling. In academic terms, this supports the idea that Starbucks runs as a quality-led premium brand in a market where consumers are increasingly sensitive to price-value trade-offs. The results provide a useful starting point for understanding where Starbucks stands and where it may need to focus strategic attention.
Value for Money
Value for money is one of the most critical themes in this study because the UK coffee shop market has highly become price-sensitive, with consumers comparing branded chains against lower-cost alternatives such as Greggs and independent cafes. The survey results show that value-related items received the lowest scores, with means around (3.8). This is still positive, but noticeably weaker than the scores for quality and experience, which suggests that price feeling is a relative vulnerability for Starbucks.
The interpretation is that respondents do not reject Starbucks on price grounds, but neither do they strongly endorse it as an excellent value. Participant 4’s neutral scores across all items, including value, show that at least one respondent saw no strong reason to prefer Starbucks over cheaper rivals. Meanwhile, the positive respondents (P2, P3, P5) gave value scores of 4 or 5, showing that some customers do find the price acceptable. This variation is realistic because premium brands like Starbucks appeal to some consumers who value quality over cost, while others are still price conscious.
In strategic terms, the lower value scores imply that Starbucks’ premium positioning may be under pressure. The company has expanded aggressively and introduced loyalty apps, but these efforts may not yet be fully convincing all customers that the price is justified. The findings therefore support the dissertation’s focus on value as a key competitiveness issue. Starbucks delivers a quality experience, but the cost of that experience may feel high to some consumers, especially in a market where alternatives are readily available.
Product Quality
Product quality appeared as one of Starbucks’ strongest areas, with several items averaging (4.4). This shows that respondents agree that Starbucks provides high-quality products and a consistent customer experience. The highest scores came from Participant 3, who gave 5s across quality items, while even the neutral Participant 4 scored 3, showing no outright rejection of Starbucks’ product standards. 
This result is significant because it confirms that Starbucks keeps operational excellence in its core offering. The brand’s reputation for reliable coffee and familiar products appears intact, which is a major competitive asset in a sector where consistency matters. The positive quality feeling also suggests that Starbucks’ supply chain, product development, and quality control are functioning well from the customer perspective.
However, the gap between quality scores (4.4) and value scores (3.8) is particularly revealing. Consumers may recognise that Starbucks delivers good products, but they do not always feel that the price fully matches the quality received. This is a classic premium-brand challenge: high quality can justify higher prices, but only if customers clearly perceive the benefit. The findings imply that Starbucks should continue to protect and communicate its quality advantage while working to narrow the value gap.
Service Quality and Atmosphere
Service quality and atmosphere also received positive ratings, with means around (4.0). Respondents agreed that Starbucks provides good customer service and a pleasant in-store environment. This is important because coffee shops compete not only on product, but also on the social and physical experience they offer. Starbucks’ “third place” concept appears to resonate, as participants did not criticise the atmosphere or staff interactions.
The service scores show that Starbucks keeps acceptable standards in front-line operations. Participant 5’s pattern of 4s and 5s on service items suggests that the customer-facing experience is a strength for some, while even the neutral respondent did not rate service poorly. This consistency is valuable because poor service can quickly damage a premium brand’s reputation. 
That said, the service scores are not as high as the product quality scores, which may show that the in-store experience is good but not exceptional. In a competitive market, where rivals offer drive-thrus, app ordering, and faster service, Starbucks may need to innovate further in the customer journey. The findings suggest that service is a solid foundation, but one that could be strengthened to better support the premium price point.
Brand Image
Brand image items averaged (4.0), confirming that Starbucks keeps a strong and positive identity among respondents. This is expected because the brand has high visibility, global recognition, and a long history in the UK market. The results show that Starbucks is not suffering from an image crisis; consumers view it as a reputable and established chain.
The positive brand scores are a strategic asset because they provide a foundation for loyalty and differentiation. Even the neutral participant acknowledged the brand’s strength by not rating it negatively. This suggests that Starbucks’ marketing and visibility efforts are working to keep awareness and respect. 
However, strong brand image alone does not guarantee preference. The findings imply that Starbucks’ reputation helps it compete, but it must be backed by a compelling value proposition. In other words, familiarity is an advantage, but customers still weigh price and experience when making choices. The brand image therefore supports Starbucks’ position, but it needs reinforcement through better value communication.
Ethics and Sustainability
Ethics and sustainability items were rated positively, with means around (4.0). This suggests that respondents do not view Starbucks as unethical, and they accept the brand’s social responsibility claims. Starbucks has invested heavily in sustainability messaging, and the survey results show that this effort is visible.
The ethics scores are encouraging because they show that Starbucks is not facing a major reputational backlash. However, the ratings are not the highest in the survey, which may mean that ethics is a supporting factor rather than a primary driver of choice. In a market where sustainability matters to some consumers, Starbucks appears credible but not exceptional.
This result has strategic implications. If Starbucks wants ethics to become a stronger differentiator, it may need more transparent communication or more visible actions. Otherwise, ethics may remain a background benefit that helps the brand image but does not overcome price concerns. The findings therefore suggest that sustainability is a positive element, but one that should be integrated into a broader value strategy.
Loyalty and Revisit Intention
Loyalty items were positive, with means around (3.8 to 4.0). This shows that participants are moderately likely to return to Starbucks and are satisfied overall. The result is important because it shows that positive feelings translate into some repeat potential.
Participant 3’s 5s on loyalty items show strong commitment from some customers, while even the neutral participant did not reject the brand outright. This suggests that Starbucks keeps a base of satisfied repeat customers. However, the loyalty scores are lower than quality scores, implying that satisfaction does not always become strong attachment. In a competitive market, customers may still switch if a better deal appears.
The findings therefore highlight the need for stronger loyalty mechanisms. Starbucks’ app and rewards programme may be helping, but the results suggest that more personalised or value-focused incentives could improve repeat intention. Loyalty is a key metric for competitiveness, and the survey shows reasonable but not outstanding performance in this area.
Competitor Comparison
The competitor items suggest that Starbucks is seen positively compared to rivals, but not overwhelmingly superior. Respondents view Starbucks as a quality leader, but the value advantage is less clear. This pattern reflects Starbucks’ premium positioning in a market where Costa, Greggs, and independents compete on affordability and convenience.
The findings imply that Starbucks holds an edge in experience and image, but it must work harder to prove value. This is a strategic challenge because premium brands face constant comparison. The results support the idea that Starbucks should either enhance value feeling or sharpen its premium differentiation to make the price feel justified.
Interpretation by Research Question
RQ1(“What is Starbucks’ current competitive position in the UK branded coffee shop market, and how has it evolved amid growth in outlets and rivals?”): Starbucks’ appears to occupy a strong but not dominant position in the UK branded coffee shop market. The findings show that the brand continues to benefit from established recognition, consistent quality, and a premium image, all of which support its competitive standing. However, this position is tempered by a clear value weakness, suggesting that Starbucks is not currently able to fully convert its brand strength into a decisive market advantage. In an environment characterised by intense rivalry and growing consumer price sensitivity, this creates a strategic challenge. The results therefore imply that Starbucks stays a credible and resilient competitor, but one that must continue adapting to preserve its relevance and appeal. 
RQ2(“How do UK consumers perceive Starbucks’ relative to competitors in terms of value, quality, ethics, and overall experience?”): The findings suggest that UK consumers generally hold favourable perceptions of Starbucks, particularly in relation to quality. This indicates that the brand is still associated with a reliable and premium consumer experience, which is a key part of its market identity. Nevertheless, perception of value are more moderate, implying that respondents do not always see Starbucks as offering strong value for money relative to its price point. Ethical perceptions and overall experience appear to contribute positively to the brand, but not strongly enough to offset the weaker value dimension. This pattern shows that Starbucks is respected as a quality-led brand, yet its competitive appeal may be constrained by the gap between perceived quality and perceived affordability.
RQ3(“What refined strategies can Starbucks’ adopt to strengthen its competitiveness and long-term performance in the UK market?”): The findings suggest that Starbucks should focus on narrowing the value perception gap while reinforcing the strengths that already support its premium positioning. Rather than competing directly on price, Starbucks may be better served by improving how it communicates value, so that consumers feel more clearly that the price is justified by the overall offer. This could include more visible loyalty benefits, stronger promotional messaging, and clearer communication of product quality, ethical sourcing, and customer experience. In strategic terms, the brand should aim to preserve its premium identity while making that premium feel more rewarding and accessible. This would help Starbucks strengthen customer loyalty and improve long-term competitiveness in a market where value and experience increasingly shape consumer choice. 
The findings position Starbucks as a quality-led brand running in a highly competitive and value-sensitive market. While the overall results are positive, they also reveal an important strategic vulnerability: consumers recognise the brand’s quality, but not always its value. This suggests that Starbucks’ premium positioning is still effective in building brand prestige, but less effective in convincing price-conscious customers that the offer is fully worth the cost. In this sense, the brand’s competitive challenge is not one of awareness of reputation, but of perceived justification. 
From a strategic perspective, this implies that Starbucks should not abandon its differentiation approach but rather refine it. The company’s future competitiveness in the UK market is likely to depend on its ability to strengthen the relationship between price, quality, and customer experience. If Starbucks can better communicate the added benefits of its offer, while also enhancing loyalty and customer engagement, it may be able to reduce the pressure created by value-focused competitors. Overall, the results suggest that Starbucks is still well positioned, but that sustained success will depend on addressing the value gap more effectively. 
Conclusion
This chapter has presented and interpreted the questionnaire findings on Starbucks’ competitiveness in the UK coffee shop market. The analysis shows that respondents view Starbucks positively, with an overall mean score of 4.03 out of 5, showing favourable perceptions across the main measures used in the study. The strongest responses were associated with quality, suggesting that Starbucks continues to benefit from a premium brand image and consistent product standards. However, the findings also show that value for money is the weakest area, which points to a clear gap between how the brand is perceived in terms of quality and how it is perceived in terms of price justification. 
The results show that Starbucks is performing well in keeping customer trust, brand recognition, and a positive overall experience, but these strengths are not fully offsetting concerns about value. This is important because the UK coffee shop market is highly competitive and increasingly shaped by price sensitivity, convenience, and customer expectations. The brand is respected but not always seen as offering the best value compared to its competitors.
The findings also support the view that Starbucks’ competitive position stays stable, but vulnerable. While the company keeps strong associations with quality and premium experience, the lower value scores suggest that some consumers may be questioning whether the price is fully justified. This has strategic implications for the business, particularly if rivals continue to attract customers with stronger value propositions or more accessible pricing. The data therefore point to the need for Starbucks to strengthen value communication, loyalty benefits, and customer engagement without undermining its premium identity. 
Overall, Chapter 4 shows that Starbucks’ competitive position is supported by quality and brand strength but constrained by weaker value perceptions. These findings provide a clear foundation for Chapter 5, where the conclusions and recommendations will focus on how Starbucks can address this gap and improve long-term competitiveness in the UK market.




CHAPTER 5: CONCLUSION AND RECOMMENDATIONS

Recommendations
Based on the findings of this study, Starbucks should prioritise strategies that improve perceived value without undermining its premium brand identity. The results show that respondents view Starbucks positively overall, particularly in relation to quality, but value for money is still the weakest dimension. This suggests that the central strategic challenge is not product quality itself, but the way the brand justifies its pricing to consumers. Starbucks should therefore place greater emphasis on communicating the benefits of its offer, including product consistency, convenience, atmosphere, ethical sourcing, and the overall customer experience. Clearer messaging across in-store, digital, and promotional channels would help customers better understand why Starbucks commands a premium price.
A second recommendation is that Starbucks should strengthen its loyalty strategy. Since the brand already enjoys a positive reputation, a more effective loyalty programme could help convert that goodwill into repeat buying and long-term customer retention. This could include more personalised rewards, greater app-based incentives, and exclusive offers for frequent customers. Such measures would not only encourage repeat visits but also help customers feel that they are receiving more value from the brand. In a market where consumers can easily switch to competing coffee shops, loyalty incentives can play an influential role in sustaining customer relationships and reducing price-based comparison.
Starbucks should also introduce more value-led promotions that appeal to price-sensitive consumers while preserving the brand’s premium image. For example, bundle offers, breakfast deals, limited-time discounts, and targeted offers for regular customers could help close the value belief gap found in the findings. These initiatives would make the brand feel more accessible without necessarily lowering its core pricing structure. In this way, Starbucks can protect the exclusivity and quality associations linked to its brand while responding more effectively to the practical concerns of UK consumers.
In addition, Starbucks should continue to invest in customer experience, service consistency, and store environment across its UK locations. The study suggests that quality is one of the brand’s main strengths, and this should be kept as a key source of competitive advantage. A consistent and positive experience across outlets reinforces trust and supports the feeling that premium pricing is justified. This is especially important in a market where competitors may match Starbucks on convenience or product range, but not always on the same level of brand experience.
Finally, Starbucks should adapt more closely to the expectations of the UK market through a more localised approach. This could involve tailoring menu options, marketing campaigns, and promotional activity to the preferences of UK consumers. A more locally relevant strategy would make the brand feel more responsive and customer-focused, which may strengthen both loyalty and competitiveness. Overall, the recommendations suggest that Starbucks should not abandon its premium positioning, but rather refine it by making value more visible, loyalty more rewarding, and the overall customer proposition more compelling.

Conclusion
This dissertation shows that Starbucks UK is running in a highly competitive market where price sensitivity, value perception and brand trust have become decisive factors in customer choice. Although the UK branded coffee shop market is still growing, recent reporting indicates that Starbucks has faced losses, weaker goodwill, and stronger pressure from value-led and premium competitors, suggesting that its current positioning needs refinement.
The study’s findings confirm that Starbucks is still a strong brand with good recognition and a premium image, but these strengths are not enough on their own to secure competitiveness in the UK market. Recent market evidence shows that operators are increasingly competing on value-for-money, while consumers have more choice than ever across branded chains, independents, and non-specialist coffee sellers.
The main implication is that Starbucks should not rely only on expansion or brand familiarity. Instead, it needs a clearer hybrid strategy that protects its quality-led identity while improving perceived value through smarter pricing, stronger loyalty rewards and more targeted communication around ethics and sustainability. Starbucks’ recent emphasis on greener stores and rewards growth suggests that the building blocks are already there, but the challenge is to align them more closely with UK customer expectations.
Overall, the dissertation concludes that Starbucks’ future success in the UK will depend on how well it balances premium branding with affordability, convenience, and trust. If these elements are aligned effectively, Starbucks can improve customer loyalty, strengthen its market position, and regain momentum in a crowded and fast-changing sector.
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APPENDIX 2: RESEARCH PROCESS REFLECTION

This research project has been a valuable learning experience because it showed me how a business problem can be turned into a structured academic study. At the start, the topic of Starbucks’ competitiveness in the UK market felt broad, but narrowing it to customer perceptions of value, quality, loyalty, and ethics made the project more focused and manageable.
One of the main things I learned was the importance of linking every chapter of the dissertation together. Introduction, Literature Review, Research Methodology, Data Analysis Tools and Techniques, Conclusion and Recommendations had to match each other so that the project stayed coherent. This made me more aware that the research is not just about finding and gathering information, but about building a logical argument from the problem statement to the final findings.
The methodology stage was especially useful because it taught me how important it is to choose a method that suits the research questions. The structured questionnaire with Likert-scale items was a practical choice because it made the data easy to collect and analyse. At the same time, I learned that a small sample size limits the strenght of the conclusions, so the findings had to be presented cautiously as exploratory rather than generalisable. This was a useful lesson because it showed me the difference between producing data and producing evidence that can support a strong academic claim. 
I also learned a great deal about research ethics, validity, and reliability. Designing the questionnaire required careful thought to make sure the questions were clear, neutral, and directly linked to the research objectives. I become more aware that ethical research is not only about consent and anonymity, but also about respecting participants by keeping the survey simple and not asking unnecessary questions. This made the project feel more responsible and professional. 
One challenge I faced was keeping the study realistic. At first, it was tempting to imagine a larger and more complex study, but the time available and the small number of respondents meant that I had to keep the design simple and achievable. Another challenge was writing the findings in a way that was clear without exaggerating the results. Because the sample was small, I had to focus on patterns rather than strong statistical claims, which improved my ability to write critically and honestly. 
Overall, this project improved my confidence in academic research and business analysis. I become better at organising ideas, interpreting survey data, and connecting practical business issues to theoretical frameworks. If I were to continue this research in the future, I would try to gather a larger sample and possibly combine the questionnaire with short interviews to gain deeper insight. The experience has shown me that good research depends on clarity, planning, and the ability to reflect honestly.
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Findings

The findings showed that Starbucks was viewed positively
overall, with an average score of 4.03 out of 5. Product quality
was the strongest area, while value for money was the weakest.
Service, atmosphere, brand image, and ethics were all rated
positively, showing that Starbucks has a strong reputation but
still needs to improve its value perception.




