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An analysis of the factors impacting Starbucks
2.     Introduction
 
Starbucks was established 1971 in Seattle (Starbucks, 2024). Over the years, it has developed into one of the world’s largest coffeehouse chains, with well over 20 thousand stores across more than 80 countries. The company embraces the idea of the best quality coffee in the world with the highest price due to premium customers who get addicted to the services. However, the company’s strategy of selling its products at a higher than usual price may discourage some people, especially now when there are economic uncertainties. Environmental issues like coffee cups and waste management have been setbacks. Within the UK, regional differences in consumption of specialty coffee and interest in sustainable ethical sourcing practises present opportunities for growth. The growing threat from other competing coffee brands and independent cafes within the UK presents a challenge (Starbucks 2020). 
3.     Findings 
 
Starbucks is faced with complicated dynamics within the UK market; thus, the need for analytic replicative models such as SWOT, PESTLE, and stakeholder and innovation theory versions is essential for strategic planning (Belfiore, 2021). These frameworks help in a systematic evaluation of the business, including its external and internal factors.
 3.1 SWOT Analysis of Starbucks in the UK 
Starbucks has high brand equity and customer loyalty among individuals in the UK, as they offer a premium and special product range that can maintain a constant influx of customers (Hallo, 2022). It has created an efficient supply chain and comes up with innovations like mobile ordering and a loyalty program, hence efficiently delivering a unique and consistent customer experience leading to repeat visits. However, due to the premium pricing strategy, Starbucks may face some weaknesses when there is an economic downturn as consumers may seek less expensive alternatives. More so, this premium pricing muscular positioning may deter some cost-focused consumers from making orders with Starbucks, thereby limiting its market within some regions of the UK (Helms & Nixon, 2010). The other weakness is the environmental concerns being raised against Starbucks in terms of its policies on waste, especially on disposable coffee cups, which can tarnish the brand in pregnant consumers. With the increase in demand for speciality coffee and ethically sourced beverages, we can say that there is a chance for Starbucks to develop more sustainable products in the UK. Moreover, venturing into the digital platform or incorporating new locations like travel hubs into its business model can help Starbucks extend its reach and promote accessibility. Competition from local independent cafe brands like Costa Coffee and Caffe Nero are major threats as they are usually cheaper and more ‘local.’ 
3.2 PESTLE Analysis of Starbucks in the UK 
Uncertainties in the political terrains of the UK, particularly issues of Brexit, upset the import rules and labour environments, which may be expensive for Starbucks operations (CIPD, 2024). Sustainability policies meet with opposition as the UK government is stringent on plastic waste and other environmental measures, and this compels Starbucks to put more resources into sustainability. The economic environment, such as inflation and possible recession levels, reduces the consumer's facing and concern for health, which is inclusive of Starbucks pricing strategy. Reductions in disposable income are likely to lead consumers to cut back on spending for costly drinks such as soft drinks (Marmol, 2015). In the health delivery system, there is increasing consumer preference towards the organic and sustainable range of products in the UK market. Starbucks can take advantage of this by promoting its morally responsible coffee sourcing policy, which could help the company better penetrate the markets. 
Technology is an important element of Starbucks strategy, as its focus is on digital innovation, which is anchored on mobile phone applications, digital loyalty programs, and online ordering (Marchau, 2019). These services have been adaptable in the UK market, and therefore Starbucks can use data analytics to enhance offers personalisation and retention of customers. In the UK, business operations are equally dependent on shifting consumer attitudes towards social responsibilities. As a result, Starbucks is under scrutiny for its waste management practises, particularly in the use of plastics, which calls for the development of new biodegradable packaging and recycling practises. Starbucks is influenced by the geographical scope and regulatory policies of the UK in many factors, such as labour laws, taxations, and environmental law (Keough, 2019). To avoid reputation damage or other legal issues, Starbucks must observe wage restrictions and practises against racism in marketing, etc.

3.3 Stakeholder Theory and Analysis    
· Customers are important stakeholders who require the services and products to meet the standards and be environmentally savvy (Proctor, 2019). For example, sustainable sourcing and customer loyalty programs embraced by Starbucks are in sync with customer demands and help in building the brand and increasing the number of customers’ returns.
· Employees, especially the baristas, are other important stakeholders since they provide the experience that people associate with Starbucks. Through the provision of training to employees coupled with better than average wages, the company should be able to improve the service offered.
· Suppliers also have a very prominent part; for instance, the ethical responsibility of sourcing coffee beans resonates with the brand’s image (Proctor, 2019). Developing strong networks with farmers ensures quality produce and encourages the brand to abide by ethical norms.
· Investors are significant players since they finance Starbucks with hopes of making cash and earning dividends. It is therefore important for Starbucks to meet the investors’ expectations to maintain their support for the business development activities such as expansion and innovation.
· Media shapes people’s attitude towards Starbucks, as it has the power to alter the customer’s view on the product and influence the sales in either a good or bad way. For instance, coverage on the sustainability of Starbucks products or the controversies surrounding the company takes only a small radius to instill or destroy consumer confidence and loyalty.
· The Local Government and Food Regulators have a high-level control since they are charged with ensuring adherence to health and safety standards and quality controls (Adair, 2019). Operational regulations must therefore be observed by Starbucks to retain its operating licenses. Non-compliance does not only attract fines but may also cause suspension of operations or damage to the organisation’s image which will compromise its survival in the sector.
· Starbucks’ CSR initiatives and community development programs are held in high regard by the local population as they help improve the society and in the long run increase the investors’ confidence by enhancing the image of the firm as a socially responsible organisation.
3.4 Innovation Matrix Analysis 
The Innovation Matrix offers one perspective as a toolbox for Starbucks to evaluate the company about the evolution of its innovation strategy.
                                              Innovation Analysis Matrix
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Figure 1 : Source : Juliana, et al. (2021)
· Incremental Innovation: Examples of incremental innovations exhibited by Starbucks are the ability of customers to place orders through a digital platform, the creation of a mobile phone application, and the introduction of loyalty programs (Ejemeyovwi, et al., 2021). These make it easier for the customer and help ensure that Starbucks does not lose its clients to other competitors who change with the market.
· Disruptive Innovation: Some innovations are said to be disruptive in the sense that they come in the form of a new product within a new market or the launching of a new product for a new customer demographic (Juliana, et al., 2021). For instance, there is the introduction of plant-based menus in the restaurants that target many consumers who are turning vegan, which might be a threat to the traditional coffee business.
· Architectural Innovation: Starbucks can also adopt architectural innovation by changing only the outer features of its typical coffeehouse concept and opening it in places such as transportation centers and small stores in the areas where there is limited service. 
· Radical Innovation: To maintain its market edge, Starbucks may consider investing in radical innovations like for example improving its packaging solutions or coming up with diverse ways of serving coffee that are more environmentally friendly (Juliana, et al., 2021). By pursuing a breakthrough in environmentally sound packaging, Starbucks is likely to position itself as a leader willing to change industrial practices .  
                 
4.     Conclusion 
 The performance of Starbucks in the UK relies on proper strategy development which will fit the needs of the market and other interested parties. Conducting SWOT and PESTLE analyses, it can be observed that economic rivalries and challenges are faced but also presents new market sectors such as online and green Starbucks. Since more is preached by the theory of stakeholder covering customers, employees, and community – ploughing back to brand loyalty supports the resolution. Likewise, Innovation Matrix recommends both types of innovations – those that are incremental and that are disruptive in nature as necessary in improving both the customer experience and market presence. 
 
 
5.     Recommendations 
 
To strengthen its foothold in the UK, it is advisable for Starbucks to do the following:
· Improve Sustainability Programs
Starbucks can do better for the environment by offering more reusable cups and bettering their packaging with fully biodegradable materials. By implementing several strategies that focus on sustainability, customer behavior, and operational change, they can offer discounts, rewards, and loyalty points for those customers with bring their own cups or recycle Starbucks items. This way replacement costs are lower, and customers are satisfied.
This would consider consumer trends where more people are supporting initiatives that reduce waste by utilising local recycling agencies (Akinsulire, et al., 2024). This may appeal more to eco-friendly customers of Starbucks and help in promoting the idea of corporate social responsibility (CSR), which the company stands for.
· Incorporate More Inexpensive and Healthier Product Options
The introduction of additional low-priced beverages and low-sugar or plant-based food products could expand the customer base. For example, attaching prices to discounts of some selected items for specific period would suit the price buyers, particularly in the downturn stages (Kelly, et al., 2021). 
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