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[bookmark: _Toc215688438]Research Background
Due to the rapidly changing business environment, the need for value-added products as well as services is increasing. Furthermore, in this process, organisations get the opportunity to modify the basic products with the purpose of enhancing their attraction to the customers as well as increasing the overall market value. In this aspect, technologies and several key features can be added to the products or services to bring improvement. There are several other components, such as customer support, logistics and financial aspects that play a vital role in the value-added services. This type of approach can be seen in the food service sector in the UK as well. As per the reports of 2025, the food service industry achieved a revenue of 161.76 billion dollars in 2025, and the market has the potential to grow annually by 5.57% at the CAGR of 2025 to 2030 (Statista, 2025). Therefore, it becomes crucial to achieve value-added products and services and ensure proper efficiency in this market. 
[bookmark: _Toc215688439]Research Organisation 
The research will use Starbucks as a case organisation, as it plays a vital role in the food service sector of the United Kingdom. Starbucks was established in the year 1971 in the United States, and the headquarters are situated in Seattle, Washington. At present, the Chief Executive Officer of the business is Brian Niccol, and there are more than 361,000 employees working under this company. Its revenue in 2025 is 35.1 billion dollars, and there is a gross profit margin of 23.5% (Forbes, 2025). 
[bookmark: _Toc215688440]Research Aims, Objectives and Questions
Research Aim 
To understand Starbucks’ strategies and challenges in achieving value-added products and services
Research Objectives
To identify the strategies used by Starbucks to achieve value-added products and services
To analyse the challenges that Starbucks faces while implementing the strategies to achieve value-added products and services
To evaluate the possible solutions that can be integrated by Starbucks to resolve the challenges related to the achievement of value-added products and services
[bookmark: _Toc215688441]Research questions
What are the strategies used by Starbucks to achieve value-added products and services?
What are the challenges that Starbucks faces while implementing the strategies to achieve value-added products and services?
What are the possible solutions that can be integrated by Starbucks to resolve the challenges related to the achievement of value-added products and services?
[bookmark: _Toc215688442]Problem statement 
There are many studies conducted regarding the value-added products and services achievement strategies; however, there is a gap in knowledge regarding the challenges that come along the path. It can be mentioned here that the entire revenue of the food market in the UK is estimated to be under 179 billion British pounds (Wunsch, 2025). Along with this development, the number of competitors is also increasing, and there is a need to pay attention to the challenges of value-added products and services as well. 
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The potential outcomes of the study will have the potential to fulfil the knowledge gap regarding the challenges that come on the path to achieving value-added products and services. In addition to this, it will develop the base for future research that will be conducted regarding similar topics.  
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[bookmark: _Toc215688445]Theoretical Framework
Resource-based view theory: Resource-based view theory is considered to be a strategic management theory, and it pays attention to the internal resources of an organisation. Therefore, it becomes crucial to use the unique and valuable capabilities as well as resources in the organisation and gain competitive advantages and value-added products and services (Freeman et al., 2021). 
Market value added theory: The theory of market added value mentions the importance of measuring the difference between the market value of the organisations, along with the total capital investment. Through this, it becomes easier to recognise the capacity of the organisation to measure the capacity of the organisation to increase the number of shareholders (Haque and Ntim, 2020). 
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Strategies used by the coffee and food service industry companies to achieve value-added products and services
There are several strategies that the companies of the UK coffee and food service sector use to achieve value-added products and services. Mentioning resource-based theory, it can be stated that they use their unique and valuable resources to execute the strategies. 
Online delivery: As per the views of Baldwin and Ito (2021), due to the emergence of technology and the increasing demand for doorstep delivery, the preference for online delivery is increasing at a rapid rate. Therefore, it becomes a significant strategy of the businesses to make customers order food from their homes and get delivery. 
Loyalty programmes: According to Freeman et al. (2021), companies use loyalty programmes to enhance their loyalty and engagement and offer rewards to retain them and make the products quite attractive. 
Personalisation: Personalisation is another effective strategy which is used by the coffee and food service sector businesses to achieve value-added products and services. As per the views of Haque and Ntim (2020), personalised products and services contribute to offering a more valued experience to customers. 
Innovation and maintenance of quality: Through innovation and maintenance of quality, the businesses gain the opportunity to provide unique and high-quality products and services to customers and achieve value (Baldwin and Ito, 2021). 
Challenges that coffee and food service industry companies face while implementing the strategies to achieve value-added products and services
The companies in the UK coffee and food service sector can implement the market value added theory to compare the total capital investment with market value and recognise the challenges. 
Rising cost: Being affected by inflation, the cost of materials is rising in the UK market, and due to this, the companies face disruptions in the supply chain. The views of Liu et al. (2023), reflect that it is a significant challenge to maintain high costs along with the achievement of value-added products and services. 
Changing customer preferences: According to Grewal and Levy (2021), the preferences and expectations of audiences are rapidly changing, and due to this, it is a significant challenge to consider. 
Supply chain transparency: In the coffee and food service sectors, maintaining transparency in the supply chain with the purpose of meeting customers’ demand is a significant challenge (Liu et al., 2023). 
Possible solutions that can be integrated by coffee and food service industry companies to resolve the challenges related to the achievement of value-added products and services
Using market value added theory, the companies can recognise the suitable solutions to overcome the value-added products and service-related challenges. 
Innovation: One of the most suitable ways to meet the expectations and preferences of customers is to bring rapid innovation. As per the views of Haque and Ntim (2020), through rapid innovation, it can be easier to stay aligned with the trends and demands in the market. 
Strategic cost management: The companies in the UK coffee and service sector can manage the operational costs in a strategic way to cope with the challenge of rising costs and economic downturns. According to Baldwin and Ito (2021), the reduction of waste and proper negotiation with suppliers can enable organisations to manage costs properly. 
Sustainability and ethical sourcing: In order to maintain transparency in the supply chain, the companies in the UK coffee and food service sector can maintain sustainability as well as ethical sourcing in the supply chain. According to Liu et al. (2023), businesses need to convey their sustainability efforts to the audience to maintain a positive brand image. 
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Despite the use of proper and relevant information from books, journals and articles, the literature review has a gap for company-specific data and information. Furthermore, the generic information and a lack of numerical evidence reduce the reliability and effectiveness of the findings of this section. 
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Research philosophy: Research philosophy is the set of assumptions that researchers develop regarding the nature of the knowledge. Through this, the researcher gets the guidance, and the key types are positivism, interpretivism and pragmatism research philosophies. Considering the study requirements, the researcher will select an interpretivism research philosophy to work with qualitative data from secondary resources (Walliman, 2021). 
Research approach: The key term of the research approach is used to refers to the methods and approaches that are used to investigate a research question and interpret the collected data. As per the needs of the study, the inductive research approach will be the most suitable one to work with the qualitative secondary data (Busetto et al., 2020). 
Research strategy: Researchers are seen to us as an overall plan to receive guidance and conduct the study in an appropriate way, and this plan is named as research strategy. There are different types of strategies, and they are case study, quantitative surveys, qualitative interviews, observation and action research (Lê and Schmid, 2022). Among all these types, the case study strategy will be chosen to pay attention to Starbucks and work on that.  
Research method: The specific techniques that researchers use to gather, interpret and analyse data with the purpose of achieving research objectives are named as research methods. Here, its key types can be mentioned as they include mono method, mixed method and multi method (Busetto et al., 2020). On the basis of the research requirements, the mono method will be ideal for the research, as it will help to use qualitative data from secondary resources. 
Data collection: Data collection tools are the methods, devices and instruments that help to gather data in research and studies. It has two types such as primary data collection tools and secondary data collection tools. For the study, secondary data collection tools such as journals, articles, books, government reports and online websites will be used (Lê and Schmid, 2022). 
Data analysis: Researchers use different methods and processes to interpret the collected data and present it properly, and these methods are the data analysis processes. There are two types of data analysis processes, and they are quantitative data analysis and qualitative data analysis. Using thematic analysis, the collected qualitative data will be analysed and interpreted by the researcher (Lê and Schmid, 2022). 
Ethical considerations: Ethical considerations contribute to maintaining the principles and guidelines of the research and ensure the protection of rights, dignity and well-being of the engaged people. As the research will use secondary data only, a proper citation and referencing system will be used to acknowledge the contribution of the original writers. Furthermore, the researcher will maintain the guidelines of the Data Protection Act to ensure ethical aspects are addressed in an appropriate way (Legislation.gov.uk, 2025). 


[bookmark: _Toc215688449]Business Relevance & Practical Implications 
The outcomes of the study will have the potential to improve the application process of the key theories, such as market value added theory and resource-based view theory. Furthermore, the potential outcomes can be used by businesses in the UK coffee and food service sector to improve the approaches towards value-added products and services. The strategies that will be found from the study will contribute to overcoming the challenges that come on the path of achieving value-added products as well as services. Furthermore, the study will contribute to develop the basis for future research that will take place regarding the same research topic. Considering all the aspects, it can be stated that the potential outcomes of the study will contribute to the field of achieving value-added products and services and will help to get the desired outcomes. 
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	Research Activities
	1st week
	2nd week
	3rd week
	4th week
	5th week
	6th week
	7th week
	8th week

	Topic selection 
	
	
	
	
	
	
	
	

	Research aim, objectives and questions development 
	
	
	
	
	
	
	
	

	Accessing literature
	
	
	
	
	
	
	
	

	Selecting an appropriate methodology 
	
	
	
	
	
	
	
	

	Information collection 
	
	
	
	
	
	
	
	

	Data analysis
	
	
	
	
	
	
	
	

	Key findings discussion 
	
	
	
	
	
	
	
	

	Recommendations
	
	
	
	
	
	
	
	

	Drawing conclusion
	
	
	
	
	
	
	
	

	Final review
	
	
	
	
	
	
	
	

	Submission
	
	
	
	
	
	
	
	


Analysis: It will take around 8 weeks to accomplish the different tasks of the study and make a proper submission. The key tasks related to the study will be the selection of the research topics, development of the aims and objectives, literature review, and selection of methodology. As per the methodology, it will be crucial to collect data from relevant resources and analyse them in an appropriate way. It will be a key requirement to complete every task within the set timeline and reduce the chances of being late. 


[bookmark: _Toc215688451]References
Baldwin, R. and Ito, T., (2021). The smile curve: Evolving sources of value added in manufacturing. Canadian Journal of Economics/Revue canadienne d'économique, 54(4), pp.1842-1880.
Busetto, L., Wick, W. and Gumbinger, C., (2020). How to use and assess qualitative research methods. Neurological Research and practice, 2(1), p.14.
Forbes, (2025). Starbucks. [Online] Available at: https://www.forbes.com/companies/starbucks/ [Accessed 25 November 2025].
Freeman, R.E., Dmytriyev, S.D. and Phillips, R.A., (2021). Stakeholder theory and the resource-based view of the firm. Journal of management, 47(7), pp.1757-1770.
Grewal, D. and Levy, M., (2021). M: marketing (p. 480). McGraw-Hill Education.
Haque, F. and Ntim, C.G., (2020). Executive compensation, sustainable compensation policy, carbon performance and market value. British Journal of Management, 31(3), pp.525-546.
Lê, J.K. and Schmid, T., (2022). The practice of innovating research methods. Organizational Research Methods, 25(2), pp.308-336.
Legislation.gov.uk, (2025). Data Protection Act 2018. [Online] Available at: https://www.legislation.gov.uk/ukpga/2018/12/contents [Accessed 26 November 2025].
Liu, Z., de Souza, T.S., Holland, B., Dunshea, F., Barrow, C. and Suleria, H.A., (2023). Valorization of food waste to produce value-added products based on its bioactive compounds. Processes, 11(3), p.840.
Statista, (2025). Food - United Kingdom. [Online] Available at: https://www.statista.com/outlook/cmo/food/united-kingdom?srsltid=AfmBOop6QIvF6L0Kd3CYq3VZx70t1LH1M4PLigDr49SRcee5rFXifQ7g [Accessed 25 November 2025].
Walliman, N., (2021). Research methods: The basics. Routledge.
Wunsch, N.-G., (2025). Food industry in the UK - statistics & facts. [Online] Available at: https://www.statista.com/topics/7229/food-industry-in-the-uk/?srsltid=AfmBOoobKP5tYRoLxAjX74kkIytkqx91dUaN2H2L3e-urWrchRoUTNzF#topicOverview [Accessed 25 November 2025].

Page 2 of 2

