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Introduction
Problems in performance of an organisation are common due to unexpected behaviour of employees and improper mismanagement rules. In this study, Starbucks, a famous food industry is chosen to elaborate their communication barrier in a proficient manner. Along with this, macro environment analysis of this company has also been done to understand the affectivity of the problem. On the other hand, solution for the problem can also be emphasised to reduce its viability in production sector and customer management. The aim of this study is to provide a clear implementation strategy for resolving chronic business problem and its effectiveness for Starbucks. 
[bookmark: _Toc38872780]Part 1: Problem at workplace
[bookmark: _Toc38872781]1.1 Chosen Problem
Starbucks has faced problem as there is a major communication barrier both with internal and external stakeholders that in turn effect on business emergence. As per the view of Campbell and Helleloid (2016), proper communication is needed for business to maintain corporate social responsibility in a better way. In case of Starbucks, relationship barrier is major and business dilemma has been ensured due to this. 
[bookmark: _Toc38872782]1.2 Reason of the problem
Problem regarding communication barrier in Starbucks has been arisen due to two major reasons explained below with justifications.
· Communication barrier with customers have been created because of behavioural problem and lack of professionalism among employees. As per the opinion of Cho et al. (2017), it is important for a company to provide proper training to workers regarding behaviour. For Starbucks, training is not provided to all employees in a proper manner and communication barrier of consumers can be created.
· Internal communication barrier of Starbucks is high due to market diversification and different cultures of the employees. As pointed out by Grigore and Molesworth (2018), discipline is needed in workplace to set up better communication perspectives. In case of Starbucks, mutual respect is minimum among employees and this has put number of hurdles to communicate between upper and lower section. 
[bookmark: _Toc38872783]1.3 Advantages and disadvantages of the problem
Constraints in communication process have delivered a number of disadvantages for this global coffee house chain by reducing their market viability. As pointed out by Lee et al. (2018), lack of communication with consumers can deliver negative effect on firm’s profitability. Starbucks has faced this kind of issue and market emergence has also been reduced as customers are not attracted by this authority. On the other hand, satisfaction levels of the employees are reduced because of getting minimum importance and work dilemma of them is clear. As a result, productivity of the above mentioned organisation has been hampered majorly and problem can be faced in revenue generation. 
[bookmark: _Toc38872784]1.4 Resolve the issue
All the issues regarding communication barrier in Starbucks can be resolved in two ways to gain more trust and confidence from customers. 
1. Frequent training is needed for the employees to improve behavioural and technical skills of them (Liu and Zhang, 2019).
2. Servant leadership practice can be moderated by Kevin Johnson, the CEO of Starbucks that can help to communicate with employees.
[bookmark: _Toc38872785]1.5Personal Experience regarding problem
I am a regular customer of Starbucks and have faced a number of problems due to communication barrier. On the other hand, a friend of mine is also a part time employee of this organisation, she has also claimed about the communication issue within the store. I was served a low quality food in the stores but the employees are denied to accept that the food was not usual to eat. Apart from this, my friend has also told that work pressure is excessive within the stores and the upper authority does not communicate properly with workers to know the dissatisfaction issue (Maharani and Siahaya, 2016). 
1.6 Seven steps of problem solving
All the seven steps to minimise communication barrier in Starbucks are enlisted below to know their viability in business process.
a. Identification of the issue more crucially
b. Find out the interest of all stakeholders
c. List probable solutions for this problem
d. Discuss with others about the options
e. Selection of one option
f. Documentation of all kind of agreements
g. Monitoring of contingencies and evaluation of solution perspectives
[bookmark: _Toc38872786]Part 2: Decision making
[bookmark: _Toc38872787]2.1 Types of decision
Decision to solve a problem can be categorised into two forms such as systematic, rational decision making and intuitive decision making. In case of Starbucks, it is important to make systematic decision by business leaders for reducing communication barrier. On the other hand, Marie (2019) pointed out that intuitive decision making cannot be accomplished by larders for fragile state. 
[bookmark: _Toc38872788]2.2 Factors affecting decision making
There are several factors that that can affect and influence decision making such as past experience, cognitive biases, individual differences, and age. 
Past experiences can affect the decision making capabilities of an individual. It is likely that a pleasant and effective past experience will make the individual taking the decision to come up with a similar type of decision in the past. Similarly, the decisions taken by Starbucks previously had been effective in business growth, and therefore it is likely that the leaders of the company will implement those decisions from the past experience (Nan and Li, 2017, p.213).   
[bookmark: _Toc38872789]2.3 Ingredients of good decision making
In order to come up with good decision making, it is necessary to first develop key abilities of leadership and leading the team, which can eventually help in the process of coming up with a major decision. Several decisions has been taken by Starbucks in the past, one of which is converting its business operations of selling only coffee beans to serving coffee to its customers. An individual needs to be systematic, disciplined, pragmatic, and accountable in order to come up with exceptional quality decisions (Novak and Richmond, 2019, p.53).  
[bookmark: _Toc38872790]2.4 Fishbone analysis
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Figure 1: Fishbone analysis of Starbucks
(Source: Starbucks.com, 2020)
It can be commented after analysing the above fishbone diagram of Starbucks that this organisation has suffered in communication barrier mainly because of misbehaviour of staff. As a result, business acquisition and diversification can be hampered in a negative way. On the other hand, this company is poor to precede unconventional communication process and product viability can be reduced. Apart from this, relationships among employees are not good and there is a huge difference between upper class workers and lower class workers. 
[bookmark: _Toc38872791]2.5 SWOT analysis
SWOT analysis table of Starbucks is given below to understand strengths, weakness, opportunities and threats of this company.
	STRENGTHS
	WEAKNESS

	· Name of the brand is established
· Range of coffee is really broad
· Customer service is good
· High market emergence
	· Tax issue is great over perceptions
· Product copy rate is higher
· Competitors use innovative technologies
· Improper communication both internal and external market

	OPPORTUNITIES
	THREATS

	· Quality of the product is good
· Diversification of market both in eastern and western zones
· Acquiring customer-centric business model
· Introduction of side foods with coffee
	· Economic cycle is not good
· Behaviour of the employees is not proper
· Global warming affects on coffee production
· Unable to adapt local culture in stores


Table 1: SWOT analysis
(Source: Starbucks.com, 2020)
[bookmark: _Toc38872792]2.6 PESTLE analysis
PESTLE analysis table of Starbucks is given below to understand political, economic, socio-cultural, technological, legal and environmental liabilities of this organisation. 
	POLITICAL
	· Tax policy of different countries may be a constraint
· Employment laws are completely followed by organisation

	ECONOMIC
	· Local currency exchange rate may hamper business process
· Level of taxation is different from one country to another

	SOCIO-CULTURAL
	· Value of customers ate changed
· Company authority is not able to adapt with new culture

	TECHNOLOGICAL
	· Innovative technology is not accepted by this organisation
· Development in agricultural field affect business stimulation

	LEGAL
	· Trade regulation is a major factor
· Regulation regarding licence is major condition for the company

	ENVIRONMENTAL
	· Global warming affect on coffee production
· Different environmental rules and regulations have affected business procurement


Table 2: PESTLE analysis
(Source: Starbucks.com, 2020)
[bookmark: _Toc38872793]2.7 Porter’s five forces model
Porter’s five forces model of Starbucks is given below to understand different level of threats and competitive opportunities for this company.
	THREATS OF NEW ENTRANTS
	Threats of new entrants is moderate in nature as loyal business has been provided by Starbucks with global brand reputation

	BARGAINING POWER OF SUPPLIERS
	Bargaining power of the suppliers is low as this organisation helps suppliers to paramount massive expectation. In addition, low switching cost in supply chain process makes it a sustainable one

	BARGAINING POWER OF BUYERS
	Bargaining power of the buyers is high as this organisation has not provided cost friendly products to all. On the other hand, quality of coffee product is reduced day by day to retain customer base

	THREATS FROM SUSBSTITUES
	Threats from substitutes are also high as majority of them have offered qualitative product to all consumers in a cheap cost

	COMPETITIVE RIVALRY
	Competitive rivalry is high in case of Starbucks as the competitors are more innovative than this company. Along with this, unique products are offered to the consumers by those organisations


Table 3: Porter’s five forces model
(Source: Starbucks.com, 2020)
[bookmark: _Toc38872794]Part 3: Solution
[bookmark: _Toc38872795]3.1 Proposed solution 1
The company can come up with certain strategies to modify its product price segment. Steps can be taken to lower the high costs of the products and services provided by the company. Moreover, it can introduce other options in its menu which might help to attract new customers and attain its objectives more quickly and efficiently. 
[bookmark: _Toc38872796]3.2 Proposed Solution 2
Although Starbucks is a global company, it is mainly focused on the United States and its neighbouring countries. It is essential for the company to expand its business to other nations as well in an uniformly spread way (Sari and Hunar, 2018, p.71). 
[bookmark: _Toc38872797]3.3 Evaluation of proposed solutions
The new price segments and menu options will help to attract new customer groups from different corners of the region of operation. This can also help in the process of diversification and expansion of the ranges of products and services the company has to offer.  
[bookmark: _Toc38872798]Part 4: Implementation 
[bookmark: _Toc38872799]4.1 Implementation of proposed solution
Starbucks can hire some third party professionals to design its menu ranges and introduce new products to attract new customers and provide the existing ones with a new range of options. It can draw up pre-planned models to expand its business to other unexplored countries and regions as well. The company can simplify its supply-chain management and establish an effective global logistics service to ease the flow of distribution and supply (Wu, 2017, p.319).
[bookmark: _Toc38872800]4.2 Monitor and review of implementation plan
Units can be set up by Starbucks to monitor the shifts in customer tastes and modify its products and services according to it. Customer feedbacks and views can be collected to give them an idea of the flaws in its structure. This will help to rectify them so that increased customer handling and satisfaction can be attained. 
[bookmark: _Toc38872801]Conclusion
It can be interpreted from this study that communication barrier is major for Starbucks may be because of lack of training of the employees. On the other hand, relation between Chief Executive Officer of this company and workers are not good. As a result, there is a major issue regarding employees’ behaviour and customer management scheme. In addition, digital marketing and social media advertisement are not entertained by this company at any consequences. Henceforth, it becomes quite difficult to communicate with customers by understanding their demands and complaints regarding this. Relationships among employees are nit good also due to excessive business diversification and a number of cultural barriers among them. As a solution, vigorous training is required for the employees to moderate behavioural facts and perspectives of CEO can also be changed. However, it is quite time consuming to get back past reputation of Starbucks by removing communication barrier in business process.
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