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Executive Summary
The purpose of this report is to provide strategic analysis of Starbucks Corporation with a focus on formulating a strategy to deliver innovative customer care, ensuring future resilience and sustainable competitive advantage against a backdrop of a pandemic.
To establish the current market position of Starbucks a series of strategic analysis tools are carried out. Firstly a SWOT analysis, then a PESTEL analysis and finally looking at Porter’s Five Forces in relation to Starbucks.
The findings of this analysis mainly show how the comeback from the global pandemic is still ongoing, the hospitality industry is still recovering. Following on from the pandemic, consumer trends have changed and customers now want a more personalised service, they want to feel valued. If they do not receive the service they desire, they will move to a competitors who they perceive will give this care.
Environmental and sustainability is having a significant impact on the operations of Starbucks. They have more responsibility and expectation to be operating in a way that is more environmentally friendly and sustainable. 
Increased energy costs and a looming global recession are both serious concerns for Starbucks.
Starbucks has a strong market share. Loyalty of customers is increased. Going forward Starbucks needs to ensure a personalised customer care service is offered in all stores. Starbucks needs to continue to strive towards more sustainable practices both in coffee production, distribution and single use products.

Introduction
What is Strategy?
[bookmark: _Int_mBfpVGeD]There have been many different views on what strategy is. To Peter Drucker (Drucker, PF, 1994) strategy is ‘a firm’s theory about how to gain competitive advantage’.
According to Henry Mintzberg (1987) strategy is defined as a plan, ploy, pattern, position and perspective.
[bookmark: _Int_yswjI33D][bookmark: _Int_vVSnWDu2]Michael Porter says ‘competitive strategy is about being different. It means deliberately choosing a different set of activities to deliver a unique mix of value’. (ME Porter, What is Strategy?)
From these definitions it can be seen that strategy is the long-term mindset of an organisation. It focusses on how to gain competitive advantage in the marketplace.
[image: ]There are three stages to the strategy process as can be seen in the Exploring Strategy Framework diagram below






(Johnston et al, 2019)
All three elements of the framework are interlinked and must be considered by an organisation when developing their strategy. 
Whittington et al (2019) noted how Henry Mintzberg recognises, in practice the elements of strategy do not follow a linear sequence. An organisation may implement a strategy in action to assess the market and then revisit the strategy based on the outcome. 
Strategic Management focusses on, in practical terms, how an organisations strategy is achieved. It is the management of the three elements of the Exploring Strategy Framework.
According to Lynch (2018, p.32), ‘Strategic Management is exciting and challenging. It makes fundamental decisions about the future direction of an organisation; it’s purpose, it’s resources and how it interacts with the world in which it operates’.

The definitions of Strategy and Strategic Management have evolved over the decades.
The tutor’s handout (Behenna, 2022) explained how in the 1950’s and 1960’s Peter Drucker said strategy was mainly concerned with competing on price.
This evolved to Michael Porter developing the “Five Forces” in 1979 which looked at external forces which can affect the strategic direction of the organisation.
Henry Mintzberg went further with introducing the concept of an “emergent strategy”, with the view that the strategy emerges over time as the external and internal environments change, plans then must also adapt to meet this new environment.

Starbucks Corporation – Background
Starbucks was formed in 1971 when a single coffee store was opened in Seattle. It is a retailer of premium coffee around the world. Starbucks now has 33,800 stores in 80 countries.
From the beginning, Starbucks set out to be a different kind of company. One that not only celebrated coffee and the rich tradition, but that also brought a feeling of connection.
Starbucks Mission
To inspire and nurture the human spirit – one person, one cup and one neighbourhood at a time.
Starbucks Values
With our partners, our coffee and our customers at our core, we live these values:
· Creating a culture of warmth and belonging, where everyone is welcome.
· Acting with courage, challenging the status quo and finding new ways to grow our company and each other.
· Being present, connecting with transparency, dignity and respect.
· Delivering our very best in all we do, holding ourselves accountable for results.
· We are performance driven, through the lens of humanity.
(Starbucks, 2022)


Strategic analysis of Starbucks
To carry out a strategic analysis of Starbucks we will apply some commonly used tools – the SWOT Analysis, PESTEL Analysis and Porter’s Five Forces. Whittington et al (2019, P.36), noted that the use of analytical tools ‘can help keep organisations alert to macro-environmental changes’.
S.W.O.T Analysis
A SWOT analysis looks at the Strengths, Weaknesses, Opportunities and Threat’s faced by an organisation. 
Grant (2016,p. 11) looks at the usefulness of a SWOT analysis, questioning ‘whether it is sensible or worthwhile to classify internal factors into strengths and weaknesses and external factors into opportunities and threats. In practice, such distinctions are difficult’. Grant goes on to say that ‘what is important is to carefully identify the internal and external forces that impact the firm and then analyse their implications’
The table below shows this carried out for Starbucks:
	Strengths:
· Strong market position and a brand that is recognised globally.
· High quality products.
· Loyal customer base who will favour Starbucks over other providers.
· Ability to charge premium prices.

	Weaknesses:
· Market saturation from new and existing competitors.
· Discontent amongst employees and the start of unionised stores.
· Not an essential product. Can be cut out by consumers if needed.
· Franchised outlets not maintaining standards and damaging reputation.



	Opportunities:
· Expansion into new markets.
· Diversify into more food and drink products.
· Working towards the Global net-zero initiative.
· Driving sustainability further to increase profits.

	Threats:
· Change in consumer trends, now favouring local chains not global concerns.
· Competition can start up at relatively low cost.
· Reliance on the Global coffee industry.
· Increase in the cost of coffee beans.



Strengths:
From the SWOT analysis, it can be seen that a key strength of Starbucks is their market share. Starbucks holds an estimated market share of 38.5% in the Coffee & Snack Shops industry in the US according to IBIS World. (IBIS World, no date)
But in the UK, footfall has been decreasing. Capital.com discussed how in the first quarter of 2022, net profits were down 10%. Since the pandemic there are more people working from home so not out getting their daily coffee. The article goes on the discuss the strategic options open to Starbucks in the UK and how they have shown interest in franchising the 297 stores they run directly in the UK. 70% of the total stores in the UK are already franchised. (Capital.com, 2022) 
Starbucks reported an after taxation profit of £7.9M in the UK for year ending 3rd October 2021. Revenue for this period increased by 35% to £328M but this would be expected following the recovery from the Covid-19 pandemic. (UK Government 2022) 
Starbucks markets itself as a premium coffee brand and can therefore charge higher prices.
There is a loyal following of Starbucks customers as shown in the Starbucks Reports Q4 Fiscal 2022 Results ‘Active Starbucks® Rewards Membership Up 16% in the U.S. in Q4 to 28.7 Million Members’. (Starbucks Investor Relations 2022) 
Weaknesses:
There has been significant press in recent years regarding the discontent of Starbucks employees. Starbucks have been against the workers forming a Union but this has not stopped more than 250 locations becoming unionised over the last year.
An article in the New York Times noted that the employees cited what they say is ‘the company’s refusal to bargain in good faith and anti-union tactics like firings and store closures’. (New York Times 2022) 
Fortune.com wrote in April 2022, that ‘ultimately, union formation works best when members have some kind of leverage over the company, such as the know-how of factory workers. The leverage that exists now is the difficulty in finding people willing work in hospitality’. (Fortune 2022) 
This scenario has become more evident post-pandemic. The Economist wrote in May 2022 how ‘the hospitality industry was the sector worst hit by the pandemic. It suffered from being the first to be closed and the last to reopen’. The article went on to explain how many European migrant workers, which the hospitality industry relies on, has returned home during the pandemic and have not returned. (The Economist 2021)
Post-pandemic, a third of former hospitality workers won’t return to the industry because they want higher pay, better benefits and a new work environment. (Business Insider 2020) 
The pandemic has allowed these workers to step back and see the industry in a different light, they want more. This makes the staffing issues for Starbucks increasingly difficult. Starbucks cannot replace manpower with machines, it has to depend on a workforce and this workforce are finding their voice.
Whittington et al (2019, p168-174) looked at the significant influence the organisations culture has on it’s strategic direction. To gain competitive advantage, very often, an organisation has to change the culture within the organisation. 
A concept known as The Cultural Web was developed by Johnson & Scholes in 1992. It allows and organisation to look at its culture and how it is influencing strategy.
[image: The way we do things around here – SOCKMONKEY CONSULTING]By looking at each element, an organisation can assess how the culture is now, where the negatives are. Once this is established, an organisation can influence the direction it would like the culture to take in order to achieve the strategic goals of the organisation.

Finally, with the recent talk of a ‘cost of living’ crisis in the UK and indeed worldwide, a premium daily coffee may be the first thing to go. With consumers switching to creating a superior cup of coffee at home. 
Opportunities:
There are new markets that Starbucks have not yet tapped in to. Starbucks has already had successful international growth in China. In 2021, 654 of the 1173 new stores opened were in China. (Nasdaq 2021) 
Starbucks has not been successful in Australia. They rolled out the same model as in the US, saturated the market too quickly and did not appreciate the already very established coffee culture that existed there. However, Australia still presents a large opportunity for Starbucks to get it right and learn from previous mistakes they made. (CNBC 2018) 
Starbucks put a lot of emphasis on operating ethically and sustainably. From encouraging reusable cups to working directly with farmers to reduce emissions. Starbucks has set itself a target, by 2030, to half its carbon emissions, waste output and water impact while at the same time growing the business. (Starbucks Stories & News, 2020).
Threats:
Competitors can enter the coffee market relatively easy with low set up costs. There is limited technical knowledge needed. This has always been a threat to Starbucks and the threat will be higher or lower in different areas. 
When growing their stores, Starbucks has done so through a mixture of direct-owned and franchised stores. When you do this, you lose some control and are reliant on the integrity of the franchisee to uphold your standards. When growing a brand, an organisation must keep a balance between company owned outlets and franchised outlets. This will allow the organisation to maintain the knowledge needed to run the business and not be reliant on franchisees for information. (Franchise World, no date).
Starbucks will always be reliant on the global coffee farming industry. An industry that has come under scrutiny due to the high level of energy resources that goes into its production. In the last 30 years, growing demand for coffee has led to a 60% increase in production. With increased production comes deforestation, high usage of water and energy resources and increased shipping. (CNBC 2021). 
This can go against Starbucks objective of operating sustainably.













PESTEL Analysis
Another analytical tool that can be used is a PESTEL analysis
PESTEL looks at the Political, Economical, Social, Technological, Environmental and Legal forces that will impact on the strategic decisions and direction of an organisation. 
According to Lynch (2018, p.75) PESTEL analysis is ‘purely a reminder checklist and should be used selectively’. He goes on to say that the list ‘is only as good as the people creating it. It is fruitless to create a list of every conceivable factor. Instead focus on the main concerns which are of most importance. A long list of every factor will not be of benefit in the strategic management process.
Applying the PESTEL analysis to Starbucks below:
Political
· Sourcing of raw materials ensuring Fairtrade rules are adhered to, taking into account the country you are operating in.
· Less immigrant workers due to Brexit and post-pandemic.
· Levels of taxation within each country.
Economical
· Fear of a global recession
· Cost of raw materials, transport costs, energy costs.
· Exchange rates and interest rates.


Social
· Changing trends to avoid purchasing from large global organisations.
· Increased demand for more healthy options and alternative non-dairy products.
· Customers’ expectations for a more personalised service.
Technological
· Further development of the loyalty app to increase participation and gain brand loyalty.
· Advances in production processes to produce raw materials.
· Expectation of the availability of Wi-Fi at store locations.
Environmental
· The production of coffee beans leading to a negative impact on the environment.
· Environmental rules surrounding farming.
· Increased pressure to reduce single use containers and move to more reuseable containers.
Legal
· Trading standards within the country you operate, allowed opening hours, standard pricing laws.
· National living wage in each country.
· Coffee bean farming laws, import of raw materials.

Overview of PESTEL
Political
Starbucks are part of the Fairtrade system, where they commit to a set of standards during the production and supply of coffee beans. This is important to Starbucks and ties in with the values and mission. Being part of the Fairtrade system means that Starbucks have not fully got control over the decisions they make with regards to production, they must follow the standards set out. It will also lead to higher costs being paid for raw materials. (Fairtrade, no date)
As was discussed during the SWOT analysis, the pandemic has had a negative impact of the number of international workers remaining in the UK. Brexit has severly affected this cohort also. According to the Financial Times, the UK hospitality industry has lost almost 200,000 international workers since the end of 2019, down by 41%. (Financial Times, 2022). Starbucks and the rest of the hospitality industry will have to establish ways to counteract this shortfall.
The varying levels of corporation tax payable in each country would need to be investigated before operating in that country. These can vary enormously between countries and indeed within any one country these can change dramatically over the space of a few years. 
Economical
With fear of a global recession on the horizon, now may not be the best time to be establishing new Starbucks stores due to the difficulty in generating sales and profits. In these times businesses will look to slash costs where possible, leading to redundancies, store closures, cheaper production channels and reducing energy costs.
There have been serious concerns worldwide regarding the rising costs of energy, this will affect Starbucks as cost of production will increase. As was discussed earlier the production of coffee beans is an energy heavy industry. These costs ultimately have to be passed on to the consumer, potentially leading to a reduction in overall sales. Energy costs will also rise locally with the cost of heating and lighting each store increasing. Fuel costs have also increased leading to increased costs of distribution and shipping of raw materials and packaged products to stores and supermarkets.
Social
Consumer trends are changing. There is an increasing trend to stay away from big brands and instead favour the locally owned and run coffee shops. This will impact negatively on Starbucks. To counteract this, Starbucks try to ‘give back’ locally so they are seen as having a positive impact on their local community, thus endearing customers to them.
Part of these changing trends is the focus on healthy lifestyle, consumers want more dairy free alternatives, gluten free food and healthy smoothies. Providing all of these alternatives, to the standard cup of coffee, leads to less economies of scale and higher costs of having all of these alternatives available in each store.
Consumers now expect more, a more personalised service. McKinsey article, The Care of One (2020), looks at ‘hyperpersonalised’ care, where the consumer wants to feel like they are receiving a personalised service. Consumers no longer want to feel like just another sale, they want to feel like they really matter to your business. There is now so much consumer choice and parity that consumers will go elsewhere if they are not getting the service they feel they deserve (McKinsey 2020). 
Technological
As discussed in the SWOT analysis, Starbucks has a loyal fan base. They have a popular loyalty app and this can be further developed to offer personalised offers tailored to the shopping habits of the individual consumer.
The way coffee beans are being produced is a changing environment. Latest technology allows the coffee beans to be traced to the farm where they were produced and the price paid for the coffee beans. Technology is also developing in the supply chain and how the beans are distributed. (Perfect Daily Grind, 2022)
Environmental
There is an increasing conversation around operating under Sustainable Strategic Management. This model fits in well with Starbucks core values and mission.
Stead and Stead (2017, p. 10) discussed that ‘a popular framework designed to capture managerial commitment to all three dimensions of sustainability is the triple bottom line’ as developed by John Elkington (1997). Stead and Stead go on to explain the ‘firms pursuing the triple bottom line are committed to economic success that both enhanced and is enhanced by their concerns for the greater social and ecological contexts in which they exist’.
This framework is one that Starbucks would use to continue growing profits but doing so in a sustainable way.



Economic success
Social Responsibility
Environmental Protection
Sustainable Strategic Management







Triple Bottom Line Diagram (Elkington 1997)
Legal
Organisations must carry out research on the trading standards laws in each country they operate in i.e. When can you trade? Any restrictions on Sunday trading? Any restriction on products that can be sold? Without this knowledge, you would not be able to assess the market and determine potential sales.
It is also essential to review the law surrounding employee pay. The main force in the hospitality industry being the National Minimum Wage. The hospitality industry relies heavily on staff to run the business, many of whom are paid at the National Minimum Wage. When this increases, by law, you have to increase staff pay. This has an immediate effect on profit margins. The National Minimum Wage in the UK is currently £9.50, rising to £10.42 in April 2023. (UK Government, 2022) This rise of almost 10% will be too much for many small businesses to sustain, many will end up ceasing trading. Larger organisations like Starbucks can weather these rises somewhat better, they have more scope to make cost savings. Organisations will look to reduce staffing to the minimum required. While the hourly increase will benefit the individual, there may be a reduction in jobs in the market which in turn has a negative effect on the economy as a whole. 
There are several laws surrounding the production and importation of coffee beans into the UK and US. The rules mainly focus on the food safety standards of how the product is produced. How the coffee beans are labelled and packaged is also governed. 
The exportation then is another process that is heavily governed by law. All of these must be adhered to before you can begin to operate.
It can be seen from the PESTEL analysis that there are several considerations before an organisation can determine the best strategy for them to pursue. The PESTEL lays out all these factors that need to be considered.










Porter’s Five Forces
A final analytical tool that can be used to determine strategy is Porter’s Five Forces. Porter’s Five Forces concept originated from Michael Porter, a well know theorist in the field of strategy. Porter came up with this strategy as a way of analysing the competitiveness of an industry.
[bookmark: _GoBack]According to Porter (2004, p.3) ‘The intensity of competition in an industry is neither a matter of coincidence nor bad luck. Rather, competition in an industry is rooted in its underlying economic structure and goes well beyond the behaviour of other competitors’ 
Porter goes on to say that ‘the state of competition in an industry depends on five basic competitive forces. The collective strength of these forces determines the ultimate profit potential in the industry.’
Here we look at the Five Forces and apply them to the industry Starbucks operates in:
1.	Threat of new entrants
According to Lynch (2018, p.92) ‘new entrants come into a market place when the profit margins are attractive and the barriers to entry are low’. 
As was seen while conduction the SWOT analysis entry into the coffee shop market is a relatively easy one with limited barriers and low costs associated with it. Entry into the supermarket trade, which Starbucks also operates in, would have far higher barriers to entry and would not be possible for the majority of new entrants.
Therefore the threat of new entrants in high. 

2.	Rivalry among existing firms
In the coffee shop industry, the rivalry among existing firms is high. As the barriers to entry are low, there will be many competitors in any one area, each vying for the same customers. According to Porter (2004, p.17) ‘Rivalry occurs because one or more competitors either feels the pressure or sees the opportunity to improve position’. Organisations will compete on price, introducing new products, or promotional offers.
Starbucks largest rival in the UK is Costa. They do not compete on price as both are priced at the higher end of the market. If one organisation was to compete on price, this could have a negative impact on the profit margins of the whole industry, pushing profit margins down for both. Instead they compete on product offering and personalised service. Starbucks feel they have the competitive advance when it comes to personalised services as they get to know each customer by writing their name on their coffee cup. They compete with their product offering as can be seen at promotional times like Christmas, each one trying to offer the ‘must have’ seasonal drink.
3.	Threat of substitute products or services
There is little substitute to a morning cup of coffee. In this sense the threat of substitute is low. Unlike a manufacturing industry where new products are constantly being developed and products become outdated by new substitutes. Starbucks can still suffer from threat of substitute services where customers will choose to have coffee at home rather than in a coffee shop. There are also alternative products like smoothies and juice drinks but Starbucks have increased their offering of such products to keep up with this market shift.
4.	Bargaining power of buyers
The buyer in Starbucks analysis is the customer. Bargaining power is high if ...
· There are few buyers. This is not the case with the coffee shop industry.
· Product is undifferentiated. This is the case with the coffee shop industry, buyers can easily change to another supplier.
· Backward integration is possible. This is possible here. Customers can switch to having coffee at home.
· Product represents a significant proportion of buyers' purchases. This is not the case in the coffee industry. The purchase of coffee is a small purchase in a consumers overall spend.
Overall, the bargaining power of the buyer is high in the coffee industry as the consumer can easily move to another supplier and competitors are plentiful in the marketplace.
(Porter 2004, p.25)
5.	Bargaining power of suppliers
Within the coffee industry, organisations like Starbucks are reliant on their suppliers but the bargaining power of these suppliers would be low. As explained by Michael Porter (Porter 2004, p.27), a supplier group would be powerful if …
· Suppliers are dominated by a few companies. This is not the case in the coffee industry. There are now an abundance of coffee bean suppliers worldwide. Mainly due to the lucrative nature of the industry for many developing countries.
· Suppliers are not obliged to contend with other substitute products. This is true in that there is no significant substitute to a coffee bean. But there are many different regions worldwide who are farming various varieties of coffee beans.
· The industry is not an important customer of the supplier. This is not the case, the coffee bean production industry relies almost solely on the coffee retail industry.
· The supplier’s product is an important input to the buyers business. This is certainly the case for the coffee industry, without the coffee beans the coffee industry would struggle to exist. But with so many suppliers worldwide, the coffee industry are not reliant on local suppliers, the number of suppliers available outweighs the necessity of their product. An organisation like Starbucks would have significant buying power due to their size and volume of orders.
Overall, the bargaining power of the suppliers to the coffee industry is low. There is extensive competition and new suppliers are becoming apparent in different parts of the world. These suppliers are from some of the lowest economically challenged countries in the world and they rely on this industry for survival.





Conclusions
Conclusions as to the strategic direction of Starbucks can now be drawn.
Having carried out three established analytical tools on Starbucks, we now have a greater understanding of the challenges facing the industry and Starbucks as an organisation.
As discussed in the SWOT analysis, Starbucks is in a strong position. Profits are returning after the Covid 19 pandemic and they are tackling current issues like sustainability and energy. There are still many challenges ahead for Starbucks for them to retain and grow their market share.
Starbucks main strategy is one of differentiation, standing out from other competitors on product quality, sustainability and personalised customer service thus allowing them to charge a premium price and create strong brand loyalty.
Sustainable Strategic Management is at the heart of Starbucks ethos. This can be a valuable strategy as sustainability has never been more relevant and spoken about worldwide. It shows an organisation cares and can in turn increase profits and market share. According to Stead and Stead (2017, p. 105) ‘investing in sustainability can also add value by enhancing reputation and brand recognition. However the sustainability reputation of a brand can be easily damaged if organisations do not practice vigilant product stewardship’.
With rising costs and profit margins squeezed, organisations are doing everything they can to reduce costs. Operating sustainably does lead to higher costs as an organisation finds more sustainable ways to operate. Sourcing more ethical producers who charge a higher price for their ethical product. Using renewable energy is more expensive at the moment as it is a developing industry, using less single use plastic will lead to higher costs as more environmentally friendly products are used. Organisations may be tempted to use less sustainable methods to reduce costs but in the long run this would have a damaging effect on reputation and ultimately profits. Starbucks has a long history of trading ethically and responsibly, therefore Sustainable Strategic Management will continue to have a strong emphasis on their strategy. 
Post pandemic the hospitality industry is still recovering. Perceptions have changed post pandemic. Staff are now a more valuable commodity, they are in demand and short supply. The customer is also different, they want a more personalised service. This is something Starbucks has always strived to achieve but now they will need to make this a strategic focus so the customer feels more valued and listened to.
Rising energy prices are a concern for Starbucks, staff costs will also be rising as the National Minimum Wage increases in 2023. Starbucks will need to consider these concerns in it’s future strategy and find ways to counteract these rises. 
The industry of coffee production is another area of concern for Starbucks. This is an industry it is heavily reliant on and one that is concerning when it comes to ethics, deforestation and energy consumption. As discussed in the PESTEL analysis, these are concerns very relevant to Starbucks but also out of their control.
In summary, the main challenges for Starbucks are:
· Reduced labour market and rising National Minimum Wage.
· Rising energy prices affecting running of stores, distribution networks.
· Operating sustainable and using more environmentally friendly packaging.
· The global coffee farming industry.
· Customers' expectations for a personalised service.

Recommendations
Having analysed Starbucks using three different tools, recommendations can be drawn for moving forward post pandemic, during an energy crisis and with increased pressure on organisation to operate sustainably.
Recommendation 1.
Starbucks needs to focus on increasing personalisation in their service to customers. According to McKinsey ‘Personalisation - and the empathy and connection that go with it – are more critical than ever. (McKinsey, The Care of One 2020). This can be done through the app which already has a significant number of customers signed up to. Gather more data on the existing customers, their likes, preferences and then use this data to push further promotions to the customer. Develop greater rewards system to encourage customer to make Starbucks their only supplier of beverages. This in turn will attract new customers and with the ultimate aim of getting customers to spend more. Customers want to feel that organisations are offering a tailored service to just them alone. Customers are still returning after the very difficult years of the pandemic, therefore personalisation of service is essential to make the customer feel wanted and valued.
Recommendation 2.
Post pandemic, Starbucks has to consider ways of dealing with the labour crisis. As the National Minimum Wage is set to increase, competition to attract staff will increase. Workers can now get this same wage in every organisation. Starbucks has to offer something more to keep workers. This can be through better working conditions – adequate breaks, paid sick leave, increased holidays, product discounts. As discussed during the SWOT analysis, staff of Starbucks are joining unions to demand better working conditions. This will give the staff more power and they will be campaigning as a collective and will have the ability to damage the reputation of Starbucks as well as the profits.
Another way to attract and retain staff is to operate sustainably. According to Stead & Stead (2017, p. 105) ‘The vision of sustainability engages employees desires to feel that they are part of a larger purpose and managers find that their investments in human capital lead to greater productivity and profitability as well as a means of fulfilling their social responsibilities’. 
Recommendation 3.
Continuation and development of sustainable ways of operating is a key strategy for Starbucks. This is what they are known for and where much of their customer loyalty lies. As was seen during the analysis operating sustainably will attract customers and ultimately boost profits. Starbucks will need to continue working with coffee producers to ensure sustainable farming methods are carried out, reduce energy consumption in production and transportation and finally to eliminate single use plastics.
Overall, Starbucks has solid foundations to continue to move forward and to cope with the challenges that the coming years will present.
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