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Factors Impacting Starbucks in the UK
1. Introduction
Starbucks Corporation, an American coffeehouse chain, was established in 1971 in Seattle, Washington. It began as a single store at Pike Place Market, focusing on selling high-quality coffee beans, tea, and spices. Over the decades, Starbucks has transformed into a global leader in coffee roasting, marketing, and retail. The brand draws inspiration from the novel Moby-Dick, invoking romance and adventure linked to coffee trading. (Starbucks, 2024a). 
A key moment occurred in 1983 when Howard Schultz, a Starbucks employee, visited Italy and experienced the vibrant culture of Italian coffee bars Schultz first walked the cobblestone streets of Milan, Italy and experienced the romance of its espresso bars. Inspired by the concept of a "third place" between home and work, Schultz redefined Starbucks as more than a coffee retailer—creating an experiential space that fostered community and lifestyle (Starbucks, 2024a; Starbucks, 2024b). By the 1990s, Starbucks expanded throughout the U.S. and internationally, opening its first UK store in London on Kings Road in 1998 (Starbucks, 2023).
Starbucks’ current challenges in the UK include heightened competition, shifting consumer preferences, and rising operational costs. As it describes in (Pereira, 2023),To understand these factors comprehensively, tools such as SWOT analysis, PESTLE analysis, Porter’s Five Forces, and Mendelow’s matrix are applied to identify and analyse key issues and opportunities.
Last year, Howard Schultz was traveling in Sicily when he encountered a unique and dynamic tradition. Introduced to the Mediterranean habit of taking a daily spoonful of olive oil, he incorporated Partanna extra virgin olive oil into his morning ritual alongside coffee. Intrigued, he decided to combine the two—and the result was transformative. Schultz described the blend of Starbucks coffee and olive oil as an “unexpected alchemy,” producing a velvety, buttery flavour that enhanced the coffee and lingered beautifully on the palate. According to (H Peiper 2023).
Excited by this discovery, Schultz shared his idea with the Starbucks beverage development team in Seattle. Principal beverage developer Amy Dilger took the lead, crafting a line of coffee beverages infused with Partanna olive oil. The result is Oleato, a new line inspired by the sunlit olive groves of Sicily, now making its debut.
Starting February 22, Oleato beverages will launch at the Starbucks Reserve Roastery in Milan and Starbucks stores across Italy. The lineup includes Oleato™ Caffè Latte and other selections. These innovative drinks will expand to Southern California in the United States this spring, followed by markets in Japan, the Middle East, and the United Kingdom later this year. As it says in (Starbucks Canada, 2024)


2. Findings
2.1 Understanding and Analysing Problems
Effective problem-solving for Starbucks starts with clear identification and analysis of challenges. The IDEAL model by Bransford and Stein (1993) provides a step-by-step framework:
· I: Identify problems and opportunities – Starbucks contends with stiff competition, cost-sensitive customers, and rising demand for ethical and sustainable practices.
· D: Define goals – The company aims to enhance customer loyalty, address environmental concerns, and strengthen brand differentiation to remain competitive.
· E: Explore strategies – Key strategies include adopting sustainable practices, leveraging digital technology for better customer engagement, and diversifying the menu to appeal to varied tastes.
· A: Anticipate outcomes and act – Starbucks must predict market trends and act swiftly to implement strategies that can sustain its growth.
· L: Look back and learn – Evaluating past initiatives enables Starbucks to understand what works, identify areas of improvement, and refine future Plans. (Proctor, 2018).
The 5 Whys technique helps Starbucks identify root causes of problems. For instance, declining customer retention may initially appear as an issue with pricing. However, digging deeper reveals that supply chain inefficiencies drive higher costs, ultimately affecting pricing and customer experience (Gangidi, 2019).
 In the (Barsalou and Starzyńska, 2023) Research indicates that using the 5 Whys in tandem with tools like the Ishikawa (fishbone) diagram enhances the problem-solving process. While brainstorming with 5 Whys is common, integrating investigative methods makes it more effective for quality improvement and root cause analysis. Starbucks could leverage these tools to address inefficiencies, improve operational quality, and enhance customer satisfaction.






2.2 PESTLE Analysis
The PESTLE framework offers a macro-level view of external factors affecting Starbucks in the UK: As In-text citation: (Pereira, 2023)
· Political: Government initiatives on sustainability and taxation policies directly impact Starbucks' operations (CIPD, 2023).
· Economic: Post-Brexit inflation and high living costs affect customer spending patterns, emphasizing affordability (Starbucks, 2024a).
· Social: UK consumers increasingly prefer ethical sourcing and sustainability. Starbucks has responded by emphasizing Fairtrade practices.
· Technological: Investment in app-based loyalty programs and automated coffee machines has enhanced customer experience.
· Legal: Compliance with employment laws, minimum wage regulations, and environmental standards remains crucial.
· Environmental: Starbucks has pledged to reduce carbon emissions and invest in recyclable materials. Climate change impacts raw material availability and cost (Starbucks Stories & News, 2024).
2.3 Porter’s Five Forces Analysis
Starbucks’ position in the competitive UK market can be analysed using Porter’s Five Forces:
· Competitive Rivalry: Intense competition from Costa Coffee, Caffè Nero, and independent cafés requires Starbucks to maintain innovation and quality (Admin, 2023)
· Bargaining Power of Buyers: Customers can easily switch due to a plethora of alternatives. Loyalty programs aim to retain customers.  (Pine II and Dubois, 2024)
· Threat of Substitutes: The UK’s tea culture and the availability of ready-to-drink options pose challenges.
· Bargaining Power of Suppliers: Starbucks’ ethical sourcing commitments may limit supplier options but strengthen brand reputation (Dobbs, 2014).
· Threat of New Entrants: While new entrants face barriers like Starbucks’ strong brand equity, innovative startups continue to challenge the market.
2.4 Mendelow’s Power/Interest Matrix
Stakeholder management is crucial for Starbucks’ success. Using Mendelow’s matrix:
· High Power/High Interest: Investors and regulatory bodies must be actively engaged.
· High Power/Low Interest: Suppliers require periodic updates and collaboration on ethical practices.
· Low Power/High Interest: Customers seek meaningful interactions through loyalty programs and community initiatives.
· Low Power/Low Interest: General public awareness campaigns can foster goodwill.

3. Summary of Findings
Starbucks operates in a highly competitive and dynamic UK market. The following factors significantly impact its performance (Starbucks, 2024)
1. External Challenges: Macroeconomic instability and evolving consumer expectations require Starbucks to prioritize affordability and sustainability.
2. Competitive Pressure: The presence of well-established and emerging competitors demands continuous innovation.
3. Stakeholder Management: Engaging diverse stakeholders, from customers to regulatory bodies, is vital for long-term growth.
By leveraging strategic tools like PESTLE analysis and Porter’s Five Forces, Starbucks can identify opportunities for differentiation while addressing underlying issues.

4. Recommendations
4.1 Enhance Digital Engagement
To boost customer satisfaction and loyalty, Starbucks should focus on digital enhancements:
· Expand Loyalty Programs: Surveys reveal that customers value personalized rewards and incentives. Starbucks can improve its app-based rewards system by offering tailored discounts and exclusive benefits for frequent users, encouraging repeat purchases.
· Leverage Data Analytics: Feedback from questionnaires highlights a desire for personalized experiences. Using data analytics, Starbucks can predict customer preferences, curate menu recommendations, and develop targeted promotions.
· Promote Mobile Orders: Many respondents expressed frustration with long wait times. Expanding mobile ordering capabilities can streamline service, allowing customers to pre-order and skip queues, enhancing convenience.
4.2 Strengthen Sustainability Initiatives
As sustainability grows in importance to consumers, Starbucks should amplify its efforts:
· Invest in Green Technology: Questionnaire results indicate that eco-conscious customers appreciate visible sustainability efforts. Starbucks could adopt energy-efficient equipment and transition to biodegradable or reusable packaging to meet this demand.
· Collaborate with Suppliers: Ensuring transparency and adherence to Fairtrade standards builds trust and aligns with customer expectations for ethically sourced products.
· Educate Customers: Feedback suggests that many customers are unaware of Starbucks’ environmental initiatives. Engaging in-store campaigns and digital content can raise awareness, fostering goodwill and customer loyalty.
 Lastly: these recommendations align with customer preferences and market trends, reinforcing Starbucks' reputation for innovation and responsibility. And as its announced in (Walrath-Holdridge, 2024) Value menus are seeing a resurgence in the fast food space and Starbucks has decided to get in on the competition for the lowest prices. The coffee chain has introduced its own value menu of sorts, called the "Pairings Menu," with a handful of bundling options for Starbucks customers. In my opinion which is the already improvement for the company.
Or is it steel Too fancy to be basic, too basic to be fancy as customers saying one of the interviews (Selyukh, 2024).
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