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1. Introduction
       In this assessment, we are tasked with discussing and analyzing the Environmental analysis of Starbucks Corporation. Starbucks is a chain of stores that occupies first place worldwide in the sale of coffee under its brand. In addition to the variety of coffees, those from Starbucks also come to the market with a wide range of products intended for coffee preparation, we are talking about utensils, thermal mugs, coffee machines, various accessories with the company logo and last but not least with a healthy menu of sandwiches, salads, toasts, and wraps. This report is a complex analysis, where we will examine the SWOT, PESTEL, and Porter's Five Forces analyses, we will also discuss Mix Marketing, and the impact of Covid-19 on the development and activity of Starbucks.

2. The Starbuck Corporation
The company with first place in the world was founded by three businessmen in 1971 in Seattle, United States of America, as a simple store where the most appreciated coffee beans are sold. Having gone on a trip to Italy, Howard Schultz (President and CEO of Starbucks®) was inspired by Italian cafes and how coffee was prepared there, from here came the idea of taking a small part of Italy with him to the United States thus creating a special place where you could relax and enjoy a coffee in a relaxing and comfortable atmosphere. Starbucks coffee shops began to expand, first in the United States of America, then the whole world in the 90s. The year 1996 was an important one for the company because in this year the first coffee shops outside the United States were opened, more precisely in Japan and Singapore. The Starbucks phenomenon continued to expand in the 2000s, already having branches in 30 countries, with more than six thousand locations.

3. Environmental Analysis of the Starbucks Corporation
An environmental analysis is a strategic means used to identify and evaluate all external and internal elements in a business environment. It examines all the factors in the industry that can positively or negatively affect the business. The basic elements are SWOT, PESTEL, and Porter's Five Forces.
SWOT Analysis In general terms, it is a very useful examination and study tool for the strategic planning of a business. Such an analysis will help you more easily detect the company's internal factors that can highlight the company's strong and weak points.


3.1 Strengths
· Strong brand. Starbucks is the leader in coffee marketing, having stores all over the world, registering 33,833 thousand stores in 80 countries of the world. The brand continued to maintain a strong brand presence in the market through its beloved products.
· A strong financial base. Starbucks is a very profitable company, annual sales figures are increasing, which allows the corporation to grow dramatically. According to the results of the first three quarters of the financial year 2021-2022, they amounted to 2.403 billion dollars.
· Diversity of products. Coffee is not the only product that makes Starbucks so good, they also have a wide range of utensils, personalized accessories, and of course fast food, such as sandwiches, wraps, and toasts.
· Premises placed in the most strategic places and of course the comfort inside. Starbucks stores do not have a unique design, but a common concept, namely that of the atmosphere. All the stores are designed and arranged differently, but the atmosphere of relaxation and convenience inside is the same. That was the goal of Howard Schultz, for Starbucks to be a place suitable for resting and enjoying a coffee in peace.
· Appreciated and motivated employees. The company is praised in terms of employees, and this is because they have a very well-thought-out and detailed internal policy, so that the workers do not face acts of discrimination, harassment, or insecurity. All the staff is well trained, they are organized training, workshops and other types of seminars where they are taught both their work as an employee and the relationship with clients.

       3.2 Weaknesses
· The price of the products is higher. It is well known that the prices at Starbucks are higher than at their competitors, but they also have an explanation for such prices. A quality product is estimated at a higher price. Still, the continued rise in coffee prices could deter some buyers.
· Lack of innovation and design in the products they sell. Although they constantly update all their products on the market with all kinds of thermal mugs, diaries, and other accessories, the design remains the same, unchanged. In terms of creativity and innovation, the company is still vulnerable, which can lead to a decrease in sales.
· Lack of unique products. Starbucks has a diverse range of products, but not so unique, the same pastries, fast food, and soft drinks can be bought from competitors. The lack of unique products can affect their profit.

     3.3 Opportunities
· Brand extension. Starbucks is well rooted in the US, and it is becoming more stable in China every year. The company has the opportunity to expand all over the globe, and new markets such as India and the Asia-Pacific region can be very promising for product sales.
· The relationship with other companies and brands. By collaborating with certain companies, Starbucks could use them to advertise their products in their stores and vice versa. Starbucks can take advantage of partnerships with other famous brands. Done right, this type of cooperation strengthens public perceptions of both brands and can increase sales for both parties. Product diversification. Starbucks stands out for a certain product, namely coffee, but the brand could improve the sales segment by introducing new products in addition to the existing ones.
· The opportunity to attract more consumers. Practically the easiest method to gain customer loyalty is through reward programs. If the consumer is attracted by discounts and prizes, this encourages the customer to return to the store.
    3.4 Threats
    No company is immune to threats. They can be internal, such as lower productivity, or external, such as lower international competition.
· The main and most difficult threat for a company is our rivals. Starbucks also has the same fear, even if it holds the first place in the world, the company can lose its power at any moment, especially since the world is modernizing, new stores appear because they could bring to the market products with much higher quality and usefulness.
· The price of the raw material. The company has already started to feel threats due to the increase in the price of coffee beans, in addition to all this, the increase in the prices of dairy products also has a negative impact that leads to another threat to the company.
· A high turnover of the workforce. Usually, in all cafes and cafe-type shops, the staff is very young, namely students, who are also the most insecure employees for several reasons. Everyone wants an additional income, but still, not everyone can cope with the busy regime, very few can combine studies and work, another reason being the simple feeling of boredom, some people constantly change their place of work, to get another experience.
· Being too ethnocentric. The tendency to consider the values and cultural models of one's group as superior to those of other groups is not the very point of a company, there are many more important values that the enterprise should take into account to be more successful big.
· Weak adaptation of the brand to international markets. Corporation has a much more serious attraction and greater attention on magazines in America and Canada, but weaker at the international level. Weaker involvement in terms of product service and staff training on the plan internationally may see a consequence of a considerable loss of customers.

4. The PEST analysis is a tactic used to determine the external factors that can improve but also affect the economic activity of an enterprise. This analysis allows the identification of opportunities for an organization.
[bookmark: _GoBack]
4.1 Political factors can affect the development of a company in several ways, here the political state of the countries in which the company operates is taken into account. The political conditions being stable provide the perfect environment for the development of the company. Each country has its tax policies and laws, therefore the company must comply to be able to follow its activity. In every country Starbucks is required to comply with the laws and rules imposed by the state, high taxes, bureaucracy, and corruption are only part of the problems the company faces. All activity is the most important element in the development of the enterprise.

4.2 Economic factors. The company can be affected by several economic factors, including inflation rates, rules and laws regarding imports, currency exchange rates, and of course interest rates. Starbucks imports coffee from various countries, so it must report any changes in import laws that could interfere with shipments. Decreases in the inflation rate affect the purchasing power of consumers.


4.3 Several Socio-cultural factors influence Starbucks' activity. Consumer preferences, changes in the population's lifestyle, the level of education, and the change in people's values in local markets. The way of life of many people is changing, more and more people are choosing a healthy way of life and as dietary as possible, which would lead to a decrease in sales of their sweet and caloric products. Similarly, the food products offered are more expensive, considering that there are alternatives.

4.4 Technological Factors. Starbucks is very good in terms of technology, thanks to high-performance phones and gadgets, online ordering and delivery are much more accessible, as are mobile payments. All its stores are equipped with WI-FI so that the consumer can surf the web and -do their work while enjoying coffee. But the development of technology can also decrease the sales rate due to the availability of good quality coffee machines on the market.


4.5  Environmental Factors. And in terms of environmental protection, Starbucks shows its desire and intention to become an environmentally friendly company. The corporation aims to switch to a more ecological way of production, thus using reusable cups, recycling at points of sale, buying renewable energy, and reducing energy use by 25%.

5. Porter's Five Forces Factors determining competitive forces
5.1 Rivalry or competitive competition – Strong force
Starbucks competes quite a lot, a big rivalry lowers the profitable prices on the market. The main rivals are McDonald's McCafé, and Costa Coffee. At the moment there are a lot of cafes and they continue to appear, and Starbucks has to face the existing brands as well as us. However, Starbucks has the privilege of having the largest market share, and the high quality and diversification of products also give it an advantage over the others.
5.2 Bargaining power of buyers – Strong Force
Nowadays, customers have access to all kinds of information and it is very important to be able to negotiate with them to control your sales and profit. Many factors prevent negotiation with buyers and continue to increase due to competition and high prices. To maintain a balance and a relationship with customers, Starbucks has to come up with different offers and remunerations to maintain its customer base.
5.3 Bargaining power of suppliers -Weak Force
Starbucks works with many suppliers on a global level and for this reason, it also has a partnership policy. The individual suppliers are delighted and appreciate Starbucks for the large volume of orders, but the bargaining power is quite weak, which allows Starbucks to change suppliers at any time. The company also forms partnerships with farmers to have tighter control over the supply chain.
5.4 The threat of substitutes- Strong Force
In the case of Starbucks, substitutes have a strong potential to have a negative impact on the business. There is a wide variety of substitutes for Starbucks brand coffee. The high availability and diversification of substitutes can attract customers to purchase the same products from much more accessible stores.
5.5 The threat of new entrants- Moderate Force
New entrants are a real challenge for Starbucks. The appearance of potential competitors in the market is always viewed with caution. This is not only because a competitor can attract some of the customers, but also because its arrival contributes to lower average market prices in the industry. Thus, the emergence of new competitors is always a kind of danger for firms operating in this industry. 
6. Analysis of the Marketing activity of Starbucks.
The combination of the product, price, distribution, and promotion policies used by a company to achieve marketing objectives on the target market/potential market, is how the marketing mix can be defined. A marketing mix includes several areas of interest as part of a comprehensive marketing plan Starbucks Corporation has a marketing mix (4Ps) that maintains its leading position as a coffee chain worldwide. The marketing mix is the most used element in marketing practice and theory, as a planning and decision tool to attract the target segment, with the appropriate price and services. Starbucks uses its 4Ps to develop its brand image and maintain profitability. 
6.1 Product
 The product policy is the starting point of the business strategy. She has to examine all the features of each product to offer customers an attractive offer. The product is the object to be sold. Starbucks comes to the consumer market with a variety of products: coffee, tea, soft drinks, food, and of course coffee mugs and utensils.
6.2 Price
Price is the variable that helps to understand and establish the level of competitiveness of the company. Cost management or differentiation strategies justify the price chosen. The company investigates competitors' prices, sets the retail price, and also thinks about the discount system. Starbucks has higher prices for its products compared to other companies in the field. The high price shows a high-quality product.
6.3 Place
Distribution is interested in the means you have available to market your products. This takes into account distribution channels, sales points, storage areas, warehouses, means of transport, etc. Starbucks has physical stores in over 80 countries of the world and of course in the online sphere.
6.4 Promotional
In the marketing mix, promotions refer to communication strategies and tactics that attract customers, thus increasing profits. The main ways of promoting Starbucks are the mass media, and social networks such as Facebook, Twitter, Instagram, and YouTube. In addition to online advertising, the company offers various promotions and loyalty cards for regular customers.
7. The impact of Covid on Starbucks
The most unpredictable phenomenon that humanity faced in 2020 was Covid-19. A huge survival challenge for both people and the world economy. It was like a global restart for the whole world, after which it took time to return to the normal regime of activity. The outbreak of the coronavirus (COVID-19) had a serious and strong impact on the economies and consumer markets around the world. Starbucks is no exception, suffered enormous losses, the company being forced to close physical stores and remain only with online service. Unlike the assortment of other catering units, the company's assortment is not in demand if people are at home. The demand for coffee has dropped drastically. At that moment, Starbucks found itself in a contradictory situation, because they were prepared to deal with online orders, but the demand was very low. Thus, in the last quarter of the year, the company recorded a 38% decrease in revenues, and the shares dropped considerably. However, the company continued to operate using a strategic plan that could maintain its activity. The changes started first with the staff, all the employees who wanted to be vaccinated, and the others who were tested every week, thus reducing the risk of illness. All physical stores were equipped with masks, and disinfectants, and the most important rule was to keep distance. Online orders were much more requested, so the company continued to expand its digital segment because the emphasis was on remote orders, delivery no contact, and physical distancing. In that period, Starbucks’ applications increased by 17%, up to 3 million in the last quarter alone. It was the most stressful period of activity, but with small but sure steps the company could maintain itself on the market. After removing all the restrictions, Starbucks returned to its usual regime of activity. Now Starbucks is enjoying a record performance of revenues from 2021 -2022, due to the continued strength of global customer demand. The company continues to take care of the health and well-being of both employees and customers. 
8. Conclusion
Following this evaluation, I was able to deduce the following things. Despite all the challenges encountered over time and especially during the pandemic period, Starbucks remains the world's number one coffee chain, becoming a giant corporation that continues to expand. The company continues to fight with quite high competition from fast service cafes such as McDonalds, Costa Coffee, and others. The marketing strategy and elements of the marketing mix are the strong points in the profitable activity of the company, despite the fact that the prices are much higher than in other stores, Starbucks manages to maintain basic customers and attract new ones. The environment and the atmosphere in the stores are also a source of lasting competition with rivals.
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