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SWOT analysis is a powerful and tested 'business strategy tool' and is a shorthand for strengths, weaknesses, opportunities, and threats,' and since decades, this tool has been employed when assessing an organization in relation to its competitors (Teoli et al., 2023). Basically a key tool in strategic management of an organization, SWOT analysis is among the very first steps when it comes to companies carrying out their strategic planning. Through strategic planning, a company seeks to get more productive and streamlines their resources, goals, and vision. Strategic management allows organizations to profess in relation to their competitors as it involves the creation, implementation, and evaluation of decisions so as to enable the firm to attain its objectives. According to Benzaghta et al.(2021), while the first step to strategic management is designing a vision followed by mission and objective alignment, the next phase of strategic management involves both external and internal analysis, which is also known as SWOT analysis. SWOT is also referred to as a SWOT matrix, whereby the "internal' analysis consists of strengths and weaknesses while the 'external' analysis consists of opportunities and threats (Benzaghta et al., 2021). 
It is essential to define what entails these four factors. Strengths are organizational strengths that give advantage to a company over other companies that are its competitors. Weaknesses are characteristics of a company that put it at a disadvantage over other companies. Environmental opportunities are those extraneous elements that give companies benefits over other companies, while environmental threats are those extraneous elements in the environment that have the potential to cause trouble for the organization (Puyt et al., 2023). 
SWOT analysis is uncomplicated, and it does not require the team to have professional skills to apply it. It is not complicated and does not take much time to grasp and therefore makes it easy for any team to adopt it. SWOT makes it easy to organize insights into the strengths, weaknesses, opportunities and threats of a business and can be very useful in planning and decision making. It enables one to focus only on those opportunities and threats that are relevant for the organisation, and hence improve the organisation’s strategic decisions. SWOT analysis also fosters group work since the people involved are able to view the issue under analysis from different angles (Puyt et al., 2023). Also, it is central to core concerns that affect performance, helping teams to concentrate on the critical success factors and challenges. Thus, the team would be able to focus on the key problem areas and make decisions with a clear vision of the conditions in the business context. However, the SWOT analysis has some weaknesses as well due to the fact that it fails to provide specific qualitative or numerical information that is needed for precise decision making. Its insights are reliant on the perceptions of the people who develop it and can therefore be skewed or prejudiced. Occasionally, SWOT fails to capture relationships between factors that may affect decisions, and reduces them to their most basic elements. It also only looks at present strengths and weaknesses but does not look at future trends, which makes its use, in the long run, limited. Finally, a SWOT analysis might result in a situation where the team receives a lot of information that they cannot effectively act on as a team due to the lack of specific recommendations (Benzaghta et al., 2021).
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Benefiting its customers with the ease of 'taking home' their coffee, Starbucks started its operations around 1971 when they opened their first store in cobblestone streets of Seattle, where the company started offering roasted coffee beans, spices, and tea. However, the company became a coffeehouse when Howard Schultz brought the idea and inspiration of Italy's coffeehouses. Later on, Starbucks expanded to various cities and countries, including Canada, California, Washington, Chicago, and Vancouver. In 1996, Starbucks started in Japan, then in Europe in 1998, and China in the year 1999 (Matos et al., 2023). Starbucks is also the longest coffeehouse chain and is also the most recognized one globally. As of the year 2022, the company operates more than 35,000 stores across 80 countries of which 1266 stores are operating in the UK (Starbucks, 2023). Employing intelligent shop opening and deep farming strategy (whereby a large number of shops are opened so as to cover an area), Starbucks soon gained the attraction of customers globally as the company had made coffee drinking a style and popularized cafe culture. Schultz also insisted that a third space be created that could act as the development power of Starbucks. This third space is communication because it allows the company to get more famous because of the socialization involved. With more stores and with this idea of farming, customers will find it easier to locate Starbucks, which would ultimately augment consumption and in return brand adhesion. 
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Considering the current situation of Starbucks, it can be asserted that the brand has been performing well among its competitors which is evident from its growth patterns and the number of stores opening around the world and in the UK. Starbucks’ current environment is not very favorable due to the fact that there are internal issues such as operational problems, leadership changes along with being faced with external factors which include boycotts and activist shareholders. Leadership changes coupled with customer complaints over long waiting time and some external issues call for Starbucks to balance both image and organizational change to stabilize and expand in the United Kingdom (Sherman, 2024). In a 2022 meeting held in Seattle, the shareholders of the company unveiled the roadmap and introduced the framework for accelerated earnings growth over the next 3 years. The new plan entails increased store sales growth, store count growth, margin expansion, as well as disciplined capital allocation. With strategic and target investments and partnerships, the company expects that it will drive value for customers as well as shareholders and revitalize the experience of Starbucks for everyone (Starbucks, 2023). However, while the meeting involved sharing all positive expectations related to the business, the conclusions are somewhat different in the real world. Currently, as per representatives coming in from the current year, Starbucks is losing in China and the US, and customers have more options to avail of now which can impact the UK market in a similar way as well (Charles, 2024). 
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With ever-rising competition in the world of business and generally too, the most loved and cherished brands have lost their value and charm as customers search for novelty and want to have new experiences in life. Coffee is no different, and Starbucks, as the pioneer of cafe culture and coffee consumption, has also seen a dip in their revenues, market, shares, etc. However, the company is well aware of the stiff competition in the market from the likes of McDonalds and Dunkin Donuts and has been doing and experimenting with numerous things. The company introduced wireless internet and Starbucks Digital Network, planned on entering China, selling its music, entering India to gain international traction, etc. However, the company still faced losses but also attempted to stabilize and continued to play in the market. It is vital to conduct a SWOT analysis of the company so as to understand its current position in the UK market, as it will impact future decision-making. 
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· Starbucks shows resilience in the UK market. One of the very first strengths is strong brand recognition. It is globally recognized, and in the UK too, people know it as giving quality coffee and premium experience. Ultimately, there is a large and loyal customer base in the UK. 
· The second strength is that there are a variety of products in the UK market. From coffee to many beverages and foods, it makes sure that customers' diet preferences and different tastes are satisfied. 
· Starbucks had 1266 stores and shops all around the UK by the end of 2023 and all of these are in prime locations like city centers or sports hubs. Out of these 1266 stores, 355 are operated by the company itself and remaining 911 are licensed stores which ensures higher profit margins for the company. The growing number of stores on an annual basis highlights the strong brand recognition in the UK market (Starbucks, 2023). 
· Technical innovations are also one major way for Starbucks to remain valuable in the eyes of customers. With mobile ordering and online payment options, Starbucks has embedded technology and reconnected with its customers on the same page. 
· The leadership change to Brian Niccol introduces a potential strength due to the fact that he is a seasoned executive known for revitalizing brands like Chipotle. He has a good record of doubling sales and successfully navigating crises situations (Sherman, 2024).
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· There is a growing criticisms is being faced by the company with regards to its high prices and service speed which negatively affect customer perception of value (Sherman, 2024)
· Activist investors are concerned about leadership and the internal struggles of the company with unionized employees (Sherman, 2024).
· In addition to it, Starbucks has a high dependency on urban markets, and this reduces its reach to the rural market. 
· Starbucks sometimes seems to be over commercialized, and this will erase the customer's thirst for a more personalized coffee-drinking experience. 
· Operational challenges may occur for Starbucks, which has so many shops to operate across different locations. This impacts both their quality and management. 
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· One greatest opportunity for the company is that it could and is exercising with offering various products to customers. By this, it means they are diversifying their product range to include those items that could be consumed by people who primarily don't like coffee. 
· The shift in leadership presents an opportunity to reorient strategies for market-specific growth (Sherman, 2024).
· Expertise of Niccol in operational efficiency and innovation can help Starbucks improve service speed and experience (Sherman, 2024).
· Connected to the first opportunity is another one that could be capitalized by Starbucks. As people get more and more calorie-conscious and health-conscious, it could offer products that satisfy their fitness regimes, such as green smoothies or low-fat milks or low-fat drinks. This would portray the company as a health-conscious one and would be loved by those customers who take fitness rather seriously. 
· While the company had already embraced technology, it should now embrace and use technology to its benefit. Expansion on online and digital services and apps could lead to a more enhanced customer experience. 
· One major opportunity could be to be sustainably conscious. The company should present itself as one by recycling products, using paper straws and not plastic, encouraging preservation of nature, using biodegradable items, etc. 
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· One of the first and major threats to the Starbucks kingdom comes from the fierce competition globally. While The Coffee Bean, Dunn Bros., or Seatlles Best are some competitors from the US, in the UK, we have Costa Coffee and Caffe Nero. In fact, Costa Coffee is considered the leader of coffee in the UK, and the competition is highly stiff. 
· Company can face boycotts which are tied with the brand’s perceived political stance in Israel-Gaza war conflict (Sherman, 2024).
· Overall, legal issues with the company globally also lead to a bad image in the UK. For instance, there have been proceedings on the basis of racism, profiteering, etc. This makes the image bad and highly impacts customers desire to purchase. 
· Economic upheavals, such as during COVID times, act as threats for the company. 
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From the above SWOT analysis, it can be asserted that some of the major issues being faced by Starbucks are stiff competition from other brands, pricing issues that lead to customers switching to other options, a lack of product diversification, and a few operational challenges. In light of the above SWOT analysis, a few recommendations could be made: 
1. Untap technology and use it fiercely to the advantage of the company. Go crazy with employing technology and innovation in every operation, as the world is too fast-paced now to wait for coffee getting served romantically in a dimly lit cafe! 
2. Innovation in the content of emerging product rage is also highly recommended. Not everyone likes coffee. Some may love tea, green tea, or even plain water! 
3. Work on pricing effectively so as to prevent customers buying their coffees from low sellers. 
4. Try to become operationally effective. While more and more stores increased visibility, it is hard to maintain them effectively. Work on management and employ strategic management to its advantage. 
5. Increate the company's associations or partnerships with sustainability drives or initiatives so that a positive picture is projected and an asft image is created. 
6. Untap on international markets like India, as people are more attracted to European centered products. Some may love tea, green tea, or even plain water! 
7. Work on pricing effectively so as to prevent customers buying their coffees from low sellers. 
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