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[bookmark: _Toc91690998]Introduction
Business organisations develop marketing strategies for promoting their products and services within the highly competitive current market. Advertising, selling and delivering products and services to the consumers are usually termed as marketing. The main objective of developing marketing strategy and implementation is to attract an increasing number of consumers and provide them information regarding the products and services and increase the revenue generation of the company. Overcoming the challenges of marketing can be done with the help of an efficient marketing strategy which allows business organisations to sustain their business even during critical times. The four basic principles of marketing include product, price, place and promotion. 
[bookmark: _Toc91690999]Organisational background
In order to execute the environmental marketing analysis organisational background requires to be analysed first. Starbucks is an America based coffee shop chain which has operations in more than 80 countries. There are 33,833 stores across the globe which has been managed with the help of the large workforce of 349,000 employees (Starbucks.co.uk, 2021). The global business of Starbucks has contributed to its annual revenue worth 24.61 billion U.S. dollars (Statista.com, 2021). Besides serving coffee made from freshly roasted coffee beans, Starbucks serves a variety of tea and other non-alcoholic beverages along with pastries and bakery items. 
[bookmark: _Toc91691000]Environmental marketing analysis of Starbucks 
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	Attributes
	Factors
	Impact of Starbucks

	Political
	· Political stability
· Impact of Brexit
	Positive and negative 

	Economical 
	· 2.11 trillion GDP 
· Inflation rate is  1.94% in UK
	Positive and Negative

	Social
	· 66.4 million population of UK (Ons.gov.uk, 2021)
· Multicultural population
	Positive

	Technological
	· Advanced technological sector of UK is situated in London
· Increased number of investments by UK government for technological purposes  
	Positive

	Legal
	· The Employment Act 1996 (Legislation.gov.uk, 2021)
· Consumer Rights Act 2015 (Legislation.gov.uk, 2021)
· The Equality Act 2010 (Gov.uk, 2021)
	Positive

	Environmental
	· Governmental initiatives for promoting sustainability in businesses
· Increased number of natural disasters in the past few years
	Positive


Table 1: PESTLE Analysis of UK
(Source: Developed by author) 
Analysis
The political stability provides a favourable business environment for the coffee house chain Starbucks. However, Brexit has negatively impacted the political environment and contributes to additional challenges for attaining globalisation in the business (Brown et al. 2019). The economic stability of the country contributes to the attractiveness of the UK market. The multicultural population of 66.4 Million people has provided a large consumer base to the company Starbucks (Ons.gov.uk, 2021). The strong legislation system that ensures the rights of the employees and consumers has been helping Starbucks to market their products and services effectively. The environmental initiatives taken by the UK government has compelled Starbucks to execute their business in a sustainable and responsible way. 
[bookmark: _Toc91691002]Porter’s Five Forces
Threat of new entrant: Low competitive force
The intense competition within the cafe industry of the UK has created a challenging environment to establish new businesses. As influenced by the ideas of Douglas et al. (2018), it is tough for new market entrants to provide competition to the high quality non-alcoholic beverages served at Starbucks. This has helped to keep the competitive force low by the new entrants. 
Bargaining power of suppliers: Low competitive force
The competition among the suppliers has been increasing along with the competitiveness of the UK market. Availability of coffee bean suppliers has been helping the company to switch from one supplier to another with minimum investment. According to Haseeb et al. (2019), low switching cost helps business organisations to attain competitive advantage. Starbucks has been facing low bargaining power of suppliers which has been contributing to low competitive force.
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Figure 1: Porter’s Five Forces Framework
(Source: Based on Kabeyi, 2018) 
Rivalry among existing competitors: High Competitive Force
Barista, Costa Coffee, Dunkin’ Donuts, Tim Hortons are the major exciting competitors of Starbucks (Forbes.com, 2021). Increasing number of companies focusing on serving coffee have been increasing the market competition for Starbucks. These rival companies also imitate the variety of non-alcoholic beverages served by Starbucks which contributes to the high competitive force. 
Threat of substitutes: Moderate competitive force
Threat of substitutes for Starbucks is moderate as Starbucks is pretty expensive as compared to local coffee shops. Local coffee shops also provide similar services and similar non-alcoholic beverages which can be identified as substitutes of Starbucks by the consumers. As per the views of Vasmara and Marchetti (2018), in the current times, people have been preferring coffee on the go within limited time from vending machines which are an economically sustainable option as well. 
Bargaining power of buyers: High competitive force
Starbucks have been facing competition from the established coffee shop chains as well as local cafes. This has resulted in low switching costs for the consumers and increased the competitive force within the market for Starbucks. Based on the viewpoints of Kabeyi (2018), the high competitive force contributed by the bargaining power of the consumers has been impacting the business of Starbucks. 
[bookmark: _Toc91691003]Internal environment analysis of Starbucks
[bookmark: _Toc91691004]7P Marketing Mix
Product
Starbucks have their signature coffee made from freshly roasted coffee beans. Besides this, a variety of teas, pastries and bakery items contribute to the large product portfolio of Starbucks (Starbucks.co.uk, 2021). The superior quality customer services provided to the consumers of Starbucks are also included in this area of marketing mix. 
Price
The price range of Starbucks coffee can be considered as high as the brand provides superior quality customer service and serves coffee made from specially procured coffee beans. The coffee beans contribute to the distinctive taste and quality of the non-alcoholic beverage. 
Promotion
Using multiple channels to promote the brand and its products and services has helped Starbucks to attain positive publicity. As influenced by the ideas of Young et al. (2020), it is quite evident that digital marketing, advertisements on television and radio and print media has helped Starbucks to promote their high quality customer service and their coffee.
Place
The organisation has its operation in more than 80 countries including the United Kingdom (Starbucks.co.uk, 2021). This integrated global supply chain of Starbucks has helped to attain globalisation in the business and expand it in new international markets. 
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Figure 2: 7P Marketing Mix
(Source: Based on Anjani et al. 2018) 
People
The large workforce of 349,000 employees is the main people of the organisation who are responsible for managing the 33,833 stores in the global market (Starbucks.co.uk, 2021). Additionally, the large consumer base of the physical and online stores is included in the important people of the company. 
Process 
The first activity of the process is to purchase coffee beans from countries like Africa, Asian countries and Latin America (Forbes.com, 2021). Then the coffee beans are procured and slowly roasted in the Starbucks roasteries and then supplied to the outlets and some in supermarkets for selling directly. The logistics company helps Starbucks to deliver the packaged coffee to the outlets and the supermarkets. 
Physical evidence
The efficient customer services provided to the consumers are intangible aspects of the business. However, the receipt of the purchase can be considered as the physical evidence of the purchase (Anjani et al. 2018). Starbucks also writes down the names of the consumers on their coffee cups which provide them the sense of purchase.  
[bookmark: _Toc91691005]VRIO Analysis
	Activities of value chain
	Value
	Rarity
 
	Inimitability
 
 
	Non-Substitutability
 
 
	Competitive consequences
 

	Innovation in product development
	Yes
	Yes
	No
	Yes
	High competitive advantage

	Effective global presence 
	Yes
	No
	No
	Yes
	Moderate  competitive advantage

	Procurement process of the coffee beans
	Yes
	Yes
	Yes
	Yes
	High competitive advantage

	Superior quality customer service and products
	Yes
	No
	No
	Yes
	Moderate competitive advantage

	Skilled and efficient workforce
	Yes
	No
	No
	Yes
	Low competitive advantage


Table 3:  VRIO Analysis of Starbucks
(Source: Developed by author) 
Analysis
The VRIO framework has been implicated to the organisation Starbucks for identifying the capabilities that the company currently possesses (Chatzoglou et al. 2018). Starbucks innovative approach to develop new flavour of their non-alcoholic beverages helps them to differentiate their brand from other contemporary coffee shop chains. This capability of the business provides a high competitive advantage to the business of Starbucks. The efficient global supply chain and global marketing strategies has helped Starbucks to develop an effective global presence which contributes to moderate competitive advantage to the business. 
The procurement process of Starbucks helps the company to source coffee beans from countries like Africa, Latin America and then the coffee beans are roasted in a unique way which results in the distinctive Starbucks coffee’s flavour. In the statements of Tsai et al. (2020), the procurement process of Starbucks is impossible to imitate by other rival companies which have provided a high competitive advantage of the business. The superior quality products and customer services of Starbucks have been identified as another capability of the brand which has provided moderate competitive advantage of the business. The skilled and efficient employees have provided low competitive advantages of the business.  
[bookmark: _Toc91691006]Role of marketing within the organisation
The marketing department of any business organisation has the responsibility of placing the product and services in the market and communicating with the consumers to accelerate the sales of the products (Banerjee, 2017). The main role of marketing is to attract an increasing number of consumers to the brand. In the context of Starbucks, the company has been communicating with the consumers on digital platforms so that they can be notified of the new flavours in their non-alcoholic beverage line. 
Attracting consumers to the brand through placing advertisements has been one of the major roles of marketing. This also contributes to the competitive advantage of the business as it helps to identify the customer requirements and helps to fulfil those (Estes et al. 2018). As the current shift of businesses on virtual platforms has increased the competition within the cafe industry, Starbucks have witnessed the requirement of indulging in digital marketing.  As rival companies also indulge in marketing practises, it helps to identify the competitive force and price range that the rival companies are offering (Sutapa et al. 2017). As effective marketing helps in providing exposure to the brand, marketing plays an important role in globalisation. Companies like Starbucks that aim to expand their business in the global market, utilise their global presence attained through the marketing to widen the market (Starbucks.co.uk, 2021). As marketing initiatives intensified, demand for that particular brand and its products increased simultaneously which helps the company to attain business objectives. 
[bookmark: _Toc91691007]Future recommendations
As compared to the rival coffee house chains Starbucks indulges in marketing activities less which requires to be increased as the market competitiveness is increasing gradually. 
Sustainable marketing
Sustainable marketing can be recommended to Starbucks. In the current market environment consumers have been having keen interest in companies with sustainable practises, so sustainable marketing can help Starbucks to communicate their sustainable initiatives to the consumers. 
Omni-channel marketing
Adaptation of Omni-channel marketing is another recommendation that can provide maximum exposure to the coffee house chain (Payne et al. 2017). Starbucks can utilise different marketing channels for promoting their brand and its products and services. 
Introductory offers 
Providing introductory offers on the price range of the Starbucks coffee would help to target consumers from diverse social backgrounds. As Starbucks have been limited in targeting higher social class consumers it has been creating barriers to the success of the brand (Pandey et al. 2021). Though Starbucks has the largest market share in the Cafe industry in the UK and in the global market, targeting diverse consumers can help to attain growth in the business. 
[bookmark: _Toc91691008]Conclusion
It can be concluded that the internal and external environment have been analysed with the help of effective theoretical frameworks. Utilising various marketing mediums helps business organisations like Starbucks to market their products and services which help to provide effective information to the consumers and develop communication with them. In order to execute the environmental marketing factor, the attractiveness of the UK market in which Starbucks is operating implication of the PESTLE and Porter’s five forces framework has helped. 7Ps marketing mix and VRIO framework have helped to analyse the various aspects of the internal marketing environment of Starbucks.
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