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Introduction
[bookmark: _Int_sE43BZSf]Starbucks is a world-famous coffee house, with a brand name and logo recognised globally and while it seems like it has popped up recently, as everyone uses social media now and they have a good influence among people, they have been around since 1971, originating in Seattle, Washington. The company started out with high-end coffee beans and equipment; it was initially focused on selling and was not focused on mass production. Starbucks has become the premier roaster and retailer of specialty coffee in the world over the years, with thousands of stores on four continents (Smith, M.D., 1996). A trusted favourite amongst coffee enthusiasts, the brand's premium coffee creations, in addition to its innovative beverages prepared by expert baristas and served in a warm and friendly store atmosphere, has made Starbucks one of the top places for good specialty coffees. By the time of 2024, Starbucks is heading towards a different market situation as compared to its starting point (Lemus et al., 2015) 
Consumer tastes are still changing, competition is only increasing further, and losses faced from COVID-19 have continued to linger even years later (Lombardi et al., 2021). The aim of the SWOT analysis shows that Starbucks has several strengths, including brand loyalty, high market share dominance, and financial muscle.
Using PESTLE analysis, I learned that it provides information about the macro-environment exteriors that help Starbucks in operating across thousands of places.
Since Starbucks is being used in many different countries, it is subject to the political influences of those countries (Simon, B., 2011). Trade policies, labour laws, and taxation policies can potentially alter operational costs and market entry strategies. That said, labour costs can be influenced by other factors, such as adjustments to regional or city-wide minimum-wage laws. 
[bookmark: _Int_usOyD0GU]The impact of factors like inflation, unemployment reports, and consumer spending affects Starbucks. In an economic downturn, the sales are likely to be influenced as consumers stop spending on discretionary items. This appeared to be the case starting as early as 2009 where the company faced major political backlash due to their support of Israeli ongoing offensive on Gaza. Despite their losses reaching in the billion, Starbucks has been able to hold on to a premium price strategy, satisfying the part of its market less affected by economic and political downturns (Argenti, P.A., 2004).
Over the course of 4 years from 2020 to 2024 Starbucks has seen a change in consumer liking towards health and sustainability. In response, Starbucks has introduced plant-based menu items and pledged to source its ingredients responsibly. To stay relevant and provide the quality of service the customers come to expect, Starbucks needs to understand social trends. This includes some tech disruption, such as the introduction of digital technology to retail (Fitzgerald, M., 2013). Starbucks has embraced technology through their mobile app, offering both mobile ordering and payment. Each of these innovation layers increases customer convenience and loyalty as a function (cost driver) of innovativeness; however, it requires the company to innovate further to stay ahead of the competition.
Starbucks must follow food safety rules and be aware of labour and work regulations, as well as environmental legislation. To add to the issue, there may be legal challenges with respect to labour practices or trademark disputes that could spark repetitional as well as operational issues for the company long-term.
Despite this, Starbucks is well known for being environmentally conscious, and they have a commitment to making coffee one of the first sustainable agricultural products in the world while they reduce waste. Therefore, making an emphasis on sustainability will appeal to a wider range of customers and offers the chance for a brand to stand apart in a crowded marketplace.

Findings
Here are my thoughts on the factors that may be affecting Starbucks. The company has a strong brand identity, an expansive global presence, and a wide range of product offerings. By proving that it was willing to prioritise quality and pair it with a connection, Starbucks had effectively created a line of loyal customers (Chang, W.J., 2020). Nonetheless, keeping rates higher than the competition could lead to price-sensitive customers to look elsewhere. As alluded to in the earlier answer, newer markets both geographically and digitally, through advancements like mobile ordering and loyalty, have ample runway for growth. On the other hand, threats such as strong competition from various other coffee chains and local cafes or economic downturns are all risks for lower profitability of the company.
[bookmark: _Int_iG9cSHbN]As for an organisation like Starbucks, its stakeholders would be concerned with things such as the ethical sourcing of coffee and labour practices; pay levels and work environment experiences, namely, shareholders are preoccupied primarily with benefit to financial returns while stakeholders see the net effect of the company on all parts of a society. Rather, Starbucks tries to balance the needs of shareholders
 and stakeholders by pursuing sustainable practices and community involvement that can be mutually beneficial to both parties in a virtuous circle for the business.
To continue, Starbucks enjoys international visibility with many places around the globe. Such an international footprint enables leveraging different geographies and catering to local preferences.
Moreover, the business focuses on superb coffee and innovative customer experiences. Their branding brings highlight to quality, community, and a comfortable ambiance, which helps retain customers (Haskova, K., 2015).
Thirdly, Starbucks introduced the Starbucks Rewards program to retain and grow its customer base through loyalty rewards (Gallaugher, J. and Ransbotham, S., 2010). They also appeal to a variety of dietary needs, including vegan and gluten-free meals. More and more consumers want less sugar, and they want dairy alternatives. Starbucks has now responded by expanding its menu with more plant-based and health-conscious options.
Additionally, Starbucks is deeply concerned about ethical sourcing and sustainability. Their focus on waste minimization coupled with recycling and renewable resource programs caters to an environmentally minded consumer group (Tsai et al., 2020). Lastly, the Starbucks app has become an important aspect of their strategy (Li, C.Y., 2018), enabling mobile ordering, mobile payments, and the distribution of loyalty rewards. It enables more user-friendly experience for consumers, leading to increased sales, also known for its commitment to social responsibility, such as ethical sourcing, which resonates positively with customers (Susanty, A. and Kenny, E., 2015). Starbucks successfully secures its place among the many top brands. Along with its diverse customer base, Starbucks regularly tailor their products to local tastes and preferences in various markets (Gaudio, R.P., 2003). 
Through its marketing strategies and company practices, Starbucks can remain relevant in an ever-changing landscape, all thanks to these social factors.  


Conclusion
In summary, Starbucks is a competitive landscape with different opportunities and threats. As this STARBUCKS SWOT analysis has pointed out, the company has been leading the market thanks to its strengths, which include a strong brand image, a loyal customer base developed over decades of work, and a product range including coffee, tea, and food, which attracts customers. However, it also shows weaknesses such as high prices and dependence on the United States market. Emerging markets and product diversification are opportunities for growth, while competition and economic declines are its threats. Starbucks is broadly positioned to capitalize on its advantages as well as opportunities (Macdonald, K., 2007), although it should address its weaknesses and guard against a multitude of outside threats to its future growth in the coffee space. 
Alternatively, the company is well-positioned for future success due to its existing strengths. But it must play through its weaknesses and fend off external threats to still be at the top of the market table. A PESTLE analysis, therefore, illustrates the significance of grabbing a poignant understanding of the strengths and influences present in the external environment where Starbucks uses and offers valuable insights into the forces that may potentially make an impact on Starbucks' strategic decisions (Thompson, C.J. and Arsel, Z., 2004).

Recommendations
I offer two alternatives for Starbucks to consider as follows:
Diversify Digital Engagement: Starbucks needs to continue to develop their mobile app experience beyond just payment options and convenience, thinking personalised offers and rewards. This would allow them to cater even more closely to the needs of their customers, which could draw in a larger number of new buyers and drive sales through ease and relevant promotions.
Sustainability Initiatives: Starbucks is already working on and should work more towards sustainability, i.e., buying eco-friendly coffee beans and producing less or no waste. Such commitment could enhance Starbucks's brand with eco-friendly consumers and distinguish it from competitors.
These recommendations will support capitalising on the strengths of Starbucks, whilst also responding to the challenges which it meets in today's market situation.
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