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[bookmark: _heading=h.gjdgxs]Introduction 
[bookmark: _heading=h.30j0zll]Background of Starbucks 
[bookmark: _heading=h.1fob9te]Starbucks, which is known as one of the famous coffee shops, based in the Seattle US, was founded in 1971 (Starbucks, 2024). Starbucks is world renowned for its coffee, inventive cocktails and friendly businesses, this is the reason the Starbucks has expanded to over 80 countries which symbolises “inspire the nurture to human spirit with one person, one cup and one neighbourhood at a time”. In the 21st century Starbucks has over 1000 outlets serving a wide spectrum of customers with quality, convenience and sustainability (Starbucks, 2024).  
[bookmark: _heading=h.3znysh7]The background and their current situation
Starbucks is struggling in the UK currently, while Costa Coffee, Pret A Manger and other SMEs compete fiercely filling the market. In this case, Brexit and the rise of the COVID 19 pandemic, has disrupted supply chains and customer behaviour (BBC News, 2024). The rise of costs of the product and economic uncertainties is perhaps one of the main reasons due to the pandemic. The reputation of the Starbucks lies at a threat when the customers examine carefully the taxes and demand to be sustainable. 
[image: ]
Figure 1: Starbucks to re-open begin at selected stores after post-COVID
(Source: Statista, 2020)
The above figure 1 stated, Starbucks intends to reopen certain outlets on 4th May to support the things to get back normal after COVID 19 restriction. Starbucks Executive Vice President, Rossann Williams warned employees and partners that certain outlets will open on 4th May, with modified operation and best-in-class safety measures. All healthy COVID-19 free personnel have to go back to work in respectable shops (Statista, 2020). 
[bookmark: _heading=h.2et92p0]Outlining the SWOT analysis findings
Strengths: Strong brand reputation and diversified offerings
Weakness: High operational costs and criticism over tax practices
Opportunities: Expansion of sustainability initiatives developing coffee culture in the UK.
Threats: Rise of inflation and economic uncertainty.


[bookmark: _heading=h.tyjcwt]Findings 
[bookmark: _heading=h.3dy6vkm]Macro-environmental analysis (PESTLE)

	Political Factors
	The rise of Brexit has complicated trade relationships, making it difficult and more expensive to obtain raw resources like coffee beans. British tax regulations and scrutiny of overseas corporations' tax practices can damage their reputation and revenues. Starbucks also struggles to acquire and retain workforce due to government employment laws, including visa requirements for international employees in the UK (Starbucks, 2020).


	Economic Factors
	The British economy is suffering as a result of growing inflation, which hit 6.7% in October 2023 (Francis-Devine et al., 2024). The rise of living costs means less profits for non-essentials. Starbucks can afford costly coffee. The British Coffee Association reports that the average coffee drinker spends £14.40 a week, down from £18 before the nationwide crisis (Francis-Devine et al., 2024). Starbucks' operational expenses, such land and electricity, are rising, which affects its profitability.
[image: ]
                    Figure 2: The inflation due to COVID 19 UK
                            (Source: Pettinger, 2022)
The above figure 2, illustrates that the rise of inflation during the pandemic, the customer spent less and at a lower price. After restrictions were lifted in 2021, two things happened (Pettinger, 2022). The employees spent on resources they had saved during the outbreak. Moreover, the business has fired employees after the pandemic.


	Social Factors
	Sustainable and well-made products are gaining popularity. More than 2/3rd of the customers in the UK are prepared to pay a premium for the environmentally friendly products. The plan-based diets are increasingly popular, where 8.6% of residents in the UK are vegan in 2023 (Starbucks, 2024). Starbucks has introduced additional plant-based options to the menu and pledged to purchase only humanely grown coffee, based upon the current trends. 

	Technological Factors
	Starbucks has used its smartphone app and reward programs well to improve customer service. More than 25% of Starbucks app orders were made in 2023 in the UK (Akhil, 2023). The application streamlines the ordering process, allows to add customisation options, and eliminates the need to contact a card reader while purchasing. Thereby, technology enables businesses to function effectively and retain consumers.


	Legal Factors 
	With the ever-changing nature of employment rules, Starbucks has seen an increase in its pay expenditures. The UK National Minimum Wage rose to £10.42 an hour in 2023 (GOV.UK, 2023). Starbucks should invest funds on training and new facilities to comply with tight health and safety rules while handling food.

	Environmental Factors
	Starbucks promises zero carbon emissions by 2050 (Starbucks, 2024). However, decreasing the storage of energy and debris is difficult. Customers must be more accepting of reusable container programs and other eco-friendly perks. Starbucks cares about the environment to maintain its brand image and consumer expectations.


Table 1: PESTLE factors
(Source: Self-Created)


[bookmark: _heading=h.1t3h5sf]Industry analysis (Porters Five)

	Threat to new entrants (Medium)
	A small number of new coffeehouses may open in the UK. There are still high entry hurdles, still new names can enter in the industry. The start-up cafe chains struggle since the management needs a lot of funds to acquire equipment and rent key sites in major cities (Jolly, 2023). The famous brands like Starbucks have a great brand awareness, devoted customer base and large supply chain networks, providing a competitive edge in the market.

	Bargaining power of suppliers (Low)
	Starbucks controls its supply chain, so it does not rely on a few suppliers. The vertical integration occurs when the firm purchases a lot of coffee beans from farmers through Coffee and Farmer Equity (C.A.F.E) Practice Program. This reduces Starbucks dependence on foreign sources and improves quality and cost control. The suppliers have less bargaining leverage than firms that purchase most of the products and materials outside.

	Bargaining power of buyers (High)
	The customers in the coffee business in the UK are powerful negotiators since they might choose a variety of possibilities. Starbucks competes with Costa Coffee, local coffees and home-brewers options.  With more brands, individuals may switch brands. Starbucks has to reinvent itself, present discounts and establish trust among the customers with Starbucks Reward Programs (Starbucks, 2024). 

	Threat to substitutes (High)
	The availability of substitutes enhances the pressure on Starbucks to maintain its competitive edge. Tea, milkshakes, juices and home-made juices are the major substitutes which can be affordable at cheaper rates. 

	Industry rivalry (Intense)
	Costa Coffee, Pret A Manger and McDonalds are the main rivals of Starbucks, which compete fiercely in the UK market (Tunarosa et al., 2024). The need for distinctive, high-quality coffee experiences is met by private cafes. Starbucks has to offer innovative products to improve its customer services and to maintain a stabilised pricing strategy to focus on competitive edge in market. 


Table 2: Porter's Five Forces Analysis
(Source: Self-Created)


[bookmark: _heading=h.4d34og8]Internal analysis (SWOT)

	Strengths
	Weaknesses

	· Starbucks fame is a strength as the firm focus on high-quality coffee, inventive concoctions, and possess a strong morale towards the customers
· Due to global presence and effective supply chain management, the firm can readily purchase high quality coffee beans.
	· The operational expenses such as rent, employee wages are costly in Starbucks.
· The tax policy and environmental impact of the company has been criticised which may undermine its reputation (Carter et al., 2023).

	Opportunities 
	Threats

	· The addition on more eco-friendly menu items supported the firm to capitalise for UK who are passion for the sustainable and diet-based on plant
· Starbuck should enhance its digital offerings and reward programs to attract the customers who are technologically inclined.
	· Rise of inflation can be a sign of a major threat.
· Too much competition from the local cafes can be challenging for Starbucks. 


Table 3: SWOT factors
 (Source: Self-Created)

Overall analysis:
A detailed examination on the Starbucks in the UK demonstrates that its strong brand, efficient operations and devoted customers position it well, but it also confronts several consequences. The well-known reputations, high-quality products and innovative technologies of Starbucks inform its adaptation to the market and customer changes. However, the firm should address high operational costs and public depression over the tax system. Furthermore, Tsai et al., (2020) argued that sustainable plant-based products are becoming more popular. It offers Starbucks outside options that match its brand values and allow it to innovate. Moreover, the firm competition and economic reasons like rising pricing and a saturated market make profitability difficult. Starbucks has excellent internal talents, but it needs to adapt to external obstacles and market changes to stay ahead in the UK.


[bookmark: _heading=h.2s8eyo1]Conclusion 
Starbucks has an effective reputation, quality, and environmental concern have made it a mass UK coffee player. The study highlights that the technology-driven innovation, personalised customer experiences, and workforce expansion have strengthened the market position. It still struggles with high operating expenses, competition from Costa Coffee and Pret A Manger, and customer desire for environmentally friendly products. Moreover, the external factors like Brexit, enhanced costs, and a saturated market add pressure. Despite these issues, Starbucks may capitalise on the rising desire for plant-based choices and its devoted customer base by becoming more ecologically friendly and developing innovative technology. The business should reduce expenses, increase its product selection, and quiet customers' tax and environmental concerns to maintain its market leadership. 

[bookmark: _heading=h.17dp8vu]Recommendation 
Enhancement on eco-friendliness:  Starbucks should increase its sustainability initiatives in response to customer demand for more responsibly produced and environmentally friendly products. The coffee shop could provide more plant-based menu items and eco-friendly packaging like 100% recyclable cups or reusable cups to follow the sustainability trend (Susilo and Mendoza, 2023). Starbucks should reveal its progress towards net-zero carbon emissions to be more transparent about its environmental impact. 
Increase specificity using technology:  Starbucks' smartphone applications and reward programs need improvement. Data analytics acquires Starbucks and provides personalised promotions, prizes, and ideas to maintain a targeted customer. Customers want convenience, especially in cities, and businesses may seek to provide additional delivery alternatives and partner with well-known meal delivery services to capitalise.
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Cities with the largest number of Starbucks

stores as of April 2019
New York 241
Chicago 184
Houston 148
San Diego 141
Los Angeles 137
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