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Introduction
Starbucks has grown into a global cafe brand known for its high-quality arabica coffee and unique customer experience since it opened in 1971 in Seattle (Starbucks, 2023). In 1998, Starbucks opened its first store in the UK. It now has over 1,260 shops in the UK, making it its biggest market in Europe, the Middle East, and Africa (EMEA) (Portal, 2024). Along with company-owned and approved shops, this large territory includes drive-thru locations, which have become very popular since the pandemic, as well as high-traffic places like city centres. Starbucks UK has been doing well financially lately. In 2023, sales will have grown by 22% to £547.7 million (Starbucks Stories EMEA, 2024). This growth is mostly due to a loyalty program that is growing and more customers using digital tools like mobile buying to get involved. As of 2023, Starbucks UK started a number of new digital projects. One of these was an improvement to their reward membership program, which now has 1.2 million registered users (Riley, 2024). Despite economic challenges like labour shortages, rising input costs, and competitive pressures in the UK coffee market, this digital focus, along with a move towards sustainability and changing store designs, has helped Starbucks stay robust. This report looks at the main things that affect how Starbucks works and its presence in the UK market. It examines environmental, economic, and technological challenges while looking at Starbucks' plans for change and expansion using tools like SWOT and PESTLE studies.


Findings
SWOT Analysis
Strengths
Brand Recognition: Starbucks has a strong brand representation around the world, which helps explain why it has such a large share of the UK market. It has built a loyal customer base in the UK thanks to its reputation for high-quality coffee and a one-of-a-kind customer experience. Its reward program, which has 1.2 million registered members, helps this.
Innovation and Digitalization: Starbucks' continuing investment in technology, like mobile buying and reward programs, has made it easier for customers to interact with the company. This has helped the company keep more customers and raise the average amount spent per visit. Because of these changes, Starbucks has been able to stay competitive and quickly adopt new digital trends (Zhao, 2024).
Sustainability Initiatives: In recent years, Starbucks has been seen as more environmentally friendly. People in the UK who care about the environment like that they use reusable materials and are working to become carbon neutral. This has made people think more highly of the Starbucks brand and helped the company follow government rules that encourage environmentally friendly business practices.
Weaknesses
High Operating Costs: UK operating costs are still high because wages are going up and the cost of foreign goods is going up because of Brexit. Starbucks has had trouble making money because it has to pay workers a lot of money and there aren't enough workers to go around (Xu, 2023).
Dependence on Licensed Stores: In the UK, about 70% of Starbucks shops are leased rather than company-owned. This can make it harder to keep the brand consistent and improve quality control. Licensed shops may not be able to change as easily to meet the needs of customers in different areas, which may make them less satisfied.
Opportunities
Expansion of Drive-Thru and Delivery Options: More people want to buy coffee quickly and easily, especially through drive-thru and delivery services. Starbucks has already taken advantage of this trend, and more growth in this area could help them get a bigger part of the market, especially in rural and neighbourhood areas where they don't have many stores yet.
Growing Demand for Plant-Based and Sustainable Products: More and more people in the UK want food and drinks that are healthy and made from plants. This market could be further penetrated by Starbucks' attempts to introduce sustainable product lines and environmentally friendly packing (Chang, Yueh, Hu, & Chen, 2023).
Threats
Intense Competition: Chains like Costa Coffee and Pret A Manger sell cheaper coffee in the UK, which makes the coffee business very competitive. As competitors add more rewards programs and technology to their stores, it puts pressure on Starbucks to keep coming up with new ideas to stay ahead (Peralta & Gómez, 2023).
Economic Instability: Inflation and other effects of Brexit on the supply chain continue to make the UK's economic climate uncertain. If price changes cause Starbucks to lose customers, the rising costs of goods and labour could make it harder for the company to make money.
PESTEL Analysis
Political Factors
Starbucks is facing challenges from Brexit, which has affected labour availability and complicated import regulations. This has raised raw material and labour expenses, forcing Starbucks to raise pricing and renegotiate leases to counter these challenges. Starbucks has also reduced plastic use and promoted recycling to comply with UK environmental standards (Grieco, 2022). These activities improve Starbucks' brand awareness by matching it with regulatory compliance and customer expectations.
Economic Factors
UK inflation has risen Starbucks' operating expenses, notably for imported goods. Economic instability affects currency values, which impact supply chain costs. Starbucks has adjusted its menu prices, which may alienate price-sensitive consumers. Starbucks has recovered well, with consumer traffic and expenditure rising (Sithambaram, 2023). Economic recovery varies, and economic downturns may decrease discretionary expenditure, affecting the coffee and food services business.
Social Factors
Sustainability and wellness are attracting UK customers, including plant-based milk and eco-friendly packaging. Starbucks caters to health and environmental trends by updating its products and packaging, which boosts consumer loyalty. Post-pandemic work-from-home has changed coffee buying habits, increasing demand for drive-thru and delivery. Starbucks extended these services to catch this shifting demographic, putting itself effectively in the “coffee on the go” industry (Alston & DeKerchove, 2023).
Technological Factors
Starbucks stays competitive via smartphone applications, loyalty programs, and delivery partnerships that engage customers. Starbucks Rewards has grown due to its digital investments. Starbucks has also used digital inventory management and shop automation to reduce inflation and labour shortage costs.
Environmental Factors
Starbucks has taken steps to decrease its carbon impact in the UK, where environmental awareness is high. The firm follows consumer values and UK legislation by responsibly sourcing coffee beans, lowering water use, and minimising waste. Climate change threatens coffee production and availability, which might raise prices. Starbucks is diversifying its supply sources and investing in sustainable farming, but this might hurt profits over time.
Legal Factors
The UK's growing minimum wage presents labour law challenges for Starbucks. After Brexit, the corporation must manage complicated employment restrictions, which increases administrative expenses and pressure to stay competitive. Starbucks is also under fire for its UK corporate tax methods. Starbucks prioritises tax compliance, particularly with rising corporate taxes, to minimise reputational harm and litigation fees (Schlegelmilch, 2022).

Conclusion
Starbucks is successful in the UK market because its brand is well-known, it invests wisely in digital innovation, and it supports efforts to be more environmentally friendly. In spite of economic problems, Starbucks has been growing recently thanks to these strengths and its ability to meet customer needs for ease by adding more drive-thru and delivery choices. Starbucks, however, is facing serious challenges. Because of unstable economies, rising costs, and more competition, the company has to keep changing its price tactics and making its operations more efficient. Its business plan is also complicated by the fact that it has to follow UK regulations, such as labour rules and environment goals. Going forward, Starbucks can build on its strengths by focussing on improving its environmentally friendly practices and getting more people to interact with it online, which is important to people in the UK. To stay ahead in a market that is always changing, the company will need to be able to quickly adapt to these new needs.


Recommendations
1. Increase Digital Innovation and Loyalty Engagement: Starbucks should invest in its digital environment, especially its mobile app and loyalty program! Personalised awards and unique digital offers might capitalise on the loyalty program's development by attracting and retaining members. Starbucks could potentially use AI for personalised marketing or drive-thru smartphone ordering and payment to provide consumers a seamless experience across all channels.
2. Focus on Cost Efficiency to Manage Economic Challenges: Starbucks could optimise shop layouts and investigate automation in high-demand areas to save operating expenses. Starbucks might profit from increased drive-thru and delivery operations, particularly in suburban locations with reduced real estate costs and high consumer convenience. Automating shop inventories and customer service might help counter labour shortages and increasing wages.
3. Enhance Employee Support and Workforce Stability:  Starbucks should increase compensation, perks, and development possibilities in light of continued labour challenges and high turnover. More barista and shop management training might boost efficiency and encourage employees. Such efforts will boost worker happiness and customer service, which is crucial to Starbucks' UK competitiveness.
In order to respond to the changing UK market and maintain brand loyalty and market share, Starbucks' goals of sustainability, cost effectiveness, and customer connection are balanced by these recommendations.
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