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[bookmark: _Toc224372382]1. Organisational Overview 
Starbucks is amongst the most recognised speciality coffee companies in the world and runs as a global retailer of high-quality coffee beverages, food products and other consumer goods (Prionty et al., 2025). Starbucks has evolved into a multinational company and has thousands of chain stores in North America, Europe and Asia, as well as the emerging market. Since its inception in 1971, the business model of the company is geared towards offering quality coffee products with a unique customer experience that puts a lot of emphasis on the brand image, the tone and the style of the store and serving clients in a personal manner (Oe and Deng, 2024). This consumer-centric business model makes Starbucks unique among the conventional coffee stores and is the cornerstone of the company's competitive advantage in the worldwide coffee sector.
The global expansion, coupled with innovation and brand development, has made Starbucks grow strategically. To harness the increasing demand for quality coffee products, the company has aggressively embarked on venturing into international markets, especially in Asia and the emerging economies (Prionty et al., 2025). Use of strategic acquisitions and partnerships has also contributed towards organisational development and diversification. Indicatively, Starbucks has acquired complementary brands and product lines, which have expanded its product line and presence in the global beverage market (Rallan, Rawal and Baid, 2025). These strategic decisions depict organisational interests in prolonged market growth and sustainability in the competitive market.
One of the most important elements of the strategies of Starbucks ' strategy is its concentration on brand differentiation and customer experience. Starbucks has not focused largely on pricing but has rather marketed itself as a luxury brand with a differentiated retail experience referred to as the third place between home and work. It is a notion that focuses on comfort, communal interaction, and quality service in Starbucks outlets (Oe and Deng, 2024). Emphasis on customer experience has helped the company develop a high-brand loyalty and remain on a high pricing model in markets that are highly competitive in terms of their beverage products.
Recent studies, however, indicate that brand loyalty by the younger consumer groups might be shifting due to changes in the preferences of the generational groups and the introduction of new coffee retailers (O’Connor, 2025). The rivalry in the coffee industry has grown due to the presence in the market of the local coffee shops, multinational beverage chains, and ready-to-drink coffee brands. This forced Starbucks to continuously change its strategic position to ensure it could remain the leader in the market and achieve long-term competitive advantage.
It is also digital innovation that has become a major component in the strategic development of Starbucks. The organisation heavily invested in digital platforms, mobile ordering and customer loyalty programmes to improve customer engagement and efficiency in their functioning (Lin, 2025). These are digital capabilities that enable Starbucks to capture consumer data, make marketing approaches personalised and enhance customer convenience with mobile payment and order systems. These efforts have enhanced the competitiveness of Starbucks in a highly technological retail industry.
The other important dimension of the strategic orientation of Starbucks is sustainability. Coffee supply chains around the world are also confronted with mounting environmental issues such as climate change, resource dearth and sustainability issues. MNCs operating in the coffee industry are thus abandoning green practices to deal with such issues whilst sustaining the operation (Meng, 2025). Starbucks has also adopted a number of sustainability programmes that have focused on encouraging ethical sourcing, environmental reduction and support of coffee farmers in the global supply chains. These activities are aimed at safeguarding the environmental resources as well as improving corporate image and stakeholder confidence.
[bookmark: _Toc224372383]2. External Environment and Stakeholder Analysis
External environment analysis is important in determining the strategic environment in which Starbucks would be operating. The use of external analysis helps organisations to determine the presence of opportunities and threats, both of which affect strategic decision-making and long-term positioning based on competitiveness (Grant, 2021). In the Starbucks case, economic fluctuations, varied consumer behaviour, technological innovation and sustainability are the forces influencing the global coffee industry. In a bid to evaluate these aspects in a systematic manner, the present section uses the PESTLE framework, Porter's five forces, and stakeholder analysis.
[bookmark: _Toc224372384]2.1 PESTLE Analysis of Starbucks
The PESTLE framework evaluates the political, economic, social, technological, legal and environmental factors that influence an organisation’s external environment.
Table 1: PESTLE Analysis for Starbucks
	Factor
	Key Issues Affecting Starbucks
	Strategic Implications

	Political
	Government regulations on labour rights, food safety and international trade affect Starbucks’ global operations. Many coffee-producing countries also experience political instability.
	Starbucks must maintain stable sourcing partnerships and ensure compliance with international trade regulations.

	Economic
	Inflation, rising operational costs and fluctuating commodity prices influence coffee production and retail pricing. Economic downturns can reduce consumer spending on premium products.
	Starbucks must balance premium pricing with affordability while managing supply chain costs.

	Social
	Consumers increasingly prefer premium coffee experiences, ethical sourcing and socially responsible brands. Changing lifestyle patterns and café culture support market demand.
	Starbucks can strengthen brand loyalty by emphasising sustainability, ethical sourcing and customer experience.

	Technological
	Mobile ordering, digital loyalty programmes and data analytics are transforming retail operations. Digital engagement is increasingly important for customer retention.
	Starbucks’ digital ecosystem allows personalised marketing and operational efficiency improvements.

	Legal
	Employment regulations, labour disputes and food safety compliance affect operations across multiple jurisdictions.
	Starbucks must maintain strong governance and HR policies to ensure compliance.

	Environmental
	Climate change affects coffee production and agricultural supply chains. Sustainability concerns are increasingly important for consumers and regulators.
	Starbucks must invest in sustainable sourcing and environmental initiatives to ensure long-term supply resilience.



The global coffee business has turned out to be especially concerned with environmental and sustainability issues. Climate change and agricultural shocks are extremely sensitive to coffee supply chains because of their impact on long-run production volumes and product availability (Pascucci, 2024). With that, Starbucks and other giant coffee retailers have to come up with sustainability plans that can help in responsibly sourcing and environmental conservation.
On the technological side, digital change has seriously transformed the way consumers relate to retailing brands. The use of mobile applications and customer loyalty programmes allows organisations to collect data on customers and provide them with personalised services, thus increasing customer engagement and organisational efficiency (Kang et al., 2024). The move by Starbucks in its investment in digital platforms is an attempt to keep up with the trends in the growing technology-driven retail sector.
[bookmark: _Toc224372385]2.2 Porter’s Five Forces Analysis
Porter’s Five Forces model evaluates the competitive dynamics of an industry by analysing rivalry among competitors, the threat of substitutes, the threat of new entrants, and the bargaining power of buyers and suppliers.
Table 2: Porter’s Five Forces Analysis – Global Coffee Industry
	Force
	Level
	Explanation

	Competitive Rivalry
	High
	Starbucks competes with multinational chains such as Costa Coffee and Dunkin’, as well as independent coffee shops and speciality cafés.

	Threat of New Entrants
	Moderate
	While entry barriers in the coffee shop industry are relatively low, large-scale brand recognition and supply chain capabilities create advantages for established firms.

	Threat of Substitutes
	High
	Consumers may substitute coffee beverages with tea, energy drinks or ready-to-drink beverages.

	Bargaining Power of Buyers
	Moderate to High
	Consumers have many alternative coffee options and relatively low switching costs.

	Bargaining Power of Suppliers
	Moderate
	Coffee suppliers operate in global agricultural markets where climate conditions and commodity pricing influence supply availability.



The coffee retail business has been experiencing stiff competition, especially based on the availability of international franchises and individual coffee retailers. The competition in most of the cities due to market saturation has led to companies differing in their products through product differentiation, brand identity, and customer experience (Ciardulli, 2021). Also, the rise in the popularity of ready-to-drink coffee products and similar beverage products has escalated the threat of substitutes in the beverage market (Svatoňová, 2025).
There are also changes in the way consumers perceive the coffee industry. The customers are becoming more and more conscious of convenience, sustainability and customised experiences. Companies which do not match these expectations will lose their interest and market share to rivals with more innovative or socially responsible products (Detian et al., 2025). Starbucks thus depends a lot on brand reputation, product quality and customer experience as a means of keeping competitive advantage.
[bookmark: _Toc224372386]2.3 Stakeholder Analysis
Stakeholder analysis examines the various groups that influence or are influenced by an organisation’s activities. Effective stakeholder management is essential for maintaining organisational legitimacy and supporting long-term strategic sustainability.
Table 3: Starbucks Stakeholder Analysis
	Stakeholder
	Interests
	Influence on Starbucks

	Customers
	High product quality, ethical sourcing, value for money
	Strong influence on brand reputation and revenue

	Employees
	Fair wages, job security, and workplace conditions
	Workforce satisfaction influences service quality and organisational performance

	Shareholders
	Profitability, financial growth and long-term stability
	Provide investment capital and influence corporate strategy

	Suppliers
	Stable purchasing agreements and fair pricing
	Essential for maintaining coffee supply chains

	Governments
	Regulatory compliance, labour protection and taxation
	Can impose regulations affecting operational activities

	Communities and NGOs
	Environmental protection and ethical sourcing
	Influence corporate reputation and sustainability expectations


In the modern corporate world, firms are supposed to deal with the environmental and social practices in addition to financial goals. The cooperative efforts of stakeholders result in their compliance with the sustainability objectives and realisation of effective ESG strategies (Kim and Kim, 2025). 
The role of human resource management in enhancing organisational sustainability is also very significant. Firms with a strong focus on employee well-being and social responsibility have a higher chance of attaining the four-year strategic performance and organisational legitimacy (Gechbaia et al., 2024). The organisational culture and employee engagement programmes used by Starbucks can thus be important in terms of underpinning the strategic positioning of this company.
[bookmark: _Toc224372387]3. Internal Strategic Capability 
Internal strategic analysis is concerned with looking at resources and capabilities that enable organisations to gain, as well as maintain, a competitive advantage. The resource-based view (RBV) suggests that companies can achieve long-term competitive advantage in an industry when they hold valuable, rare, inimitable and well-organised resources (Lubis, 2022). Such resources can be stated as physical resources (e.g., financial capital and physical facilities), as well as intangible resources (e.g., brand image, organisational knowledge and innovative potential) (Kero and Bogale, 2023). The RBV model thus underscores the fact that organisational competencies that are inherent in an organisation are critical in determining strategic success.
A major part of Starbucks internal strategic ability consists of its good brand name, global supply chain, customer experience strategy and digital innovation capabilities. The resources help the company retain a differentiated space in the global coffee retailing industry that is very competitive.
[bookmark: _Toc224372388]3.1 Key Resources of Starbucks
Starbucks has numerous strategic resources that enable it to have competitive advantage. These resources may be classified as tangible resources and intangible resources.
[bookmark: _Toc224372389]Tangible Resources
Starbucks has a vast network of retail outlets scattered in different parts of the world and this fact enables the firm to access millions of customers in various markets. Such an extensive retail system offers Starbucks a major business capacity, and the high brand awareness among major cities (Prionty et al., 2025). The company also has an advanced global supply chain to provide it with the ability to obtain coffee beans in different production areas without compromising the quality and stability of supply.
Another necessary tangible resource of Starbucks is technological infrastructure. The company has devoted significant efforts to online technologies, such as mobile ordering systems, loyalty programmes and data analytics tools. These technologies assist in operational performance and allow Starbucks to provide individualised operations to the customers using digital channels (Lin, 2025).
[bookmark: _Toc224372390]Intangible Resources
Besides the physical resources, Starbucks has a number of strong intangible resources. One of the most viable strategic resources of the company is the brand reputation. Starbucks has managed to establish itself as a high-quality coffee brand with the connotations of quality, comfort and social life. Such a solid brand name will enable Starbucks to retain premium prices and generic differentiation among competitors (Oe and Deng, 2024).
Another important intangible resource is the organisational culture. Starbucks makes a focus on employee engagement, customer experience and service quality as the main aspects of its company ideology. This emphasis on human capital helps to maintain steady service provision and increase the general brand image of the company.
The internal strategic capability of Starbucks also has innovation capability. New products, store concepts and digital capabilities are constantly being rolled out by the company as a way of keeping the customers engaged in the products and reacting to the dynamic nature of the market. Innovation thus aids the capability of Starbucks to cope with the changing consumer preferences.
[bookmark: _Toc224372391]3.2 Capabilities and Organisational Competencies
Strategic capabilities entail the capability of an organisation better utilise its resources to reach desired results. Starbucks also exhibits some significant aspects of strategic positioning that allow the company to have a competitive edge.
To begin with, the company has achieved good customer experience management capabilities. Starbucks outlets are developed to offer a relaxing place of social interaction where the customer feels like spending time in the shop instead of buying drinks. Such a concept of a third place makes the difference between Starbucks and most other traditional coffee retailing businesses and fosters loyalty among customers.
Second, Starbucks is a company that exhibits good marketing and brand management skills. The branding strategy of the company targets high quality, ethical source and community involvement. The factors reinforce the differentiation strategy that Starbucks has implemented and its market position.
Third, Starbucks has sophisticated digital skills, especially when it comes to ordering mobile and loyalty programmes. These online instruments enable Starbucks to gather data about customers, tailor marketing messages and enhance operational effectiveness (Kang et al., 2024). Digital interaction is then regarded as an essential factor in retaining customer loyalty and strength of competition.
[bookmark: _Toc224372392]3.3 VRIO Analysis
The VRIO framework evaluates whether organisational resources contribute to sustained competitive advantage by analysing four key dimensions: value, rarity, imitability and organisational support.
Table 4: VRIO Analysis of Starbucks Strategic Resources
	Resource / Capability
	Valuable
	Rare
	Difficult to Imitate
	Organised to Capture Value
	Competitive Implication

	Global Brand Reputation
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Customer Experience Strategy
	Yes
	Moderate
	Moderate
	Yes
	Temporary competitive advantage

	Digital Loyalty Ecosystem
	Yes
	Moderate
	Moderate
	Yes
	Competitive advantage

	Global Coffee Supply Chain
	Yes
	Moderate
	Moderate
	Yes
	Competitive parity/advantage

	Product Innovation Capability
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage


Based on the analysis, the brand reputation is the greatest source of sustained competitive advantage for the company. Starbucks is a brand that is well known in the world markets and has been tied closely with the high-quality coffee culture. The fact that competitors can hardly copy the brand reputation gives Starbucks long-term strategic value since such a reputation is hard to copy.
[bookmark: _Toc224372393]3.4 Strengths and Weaknesses
There are a number of significant strengths that can be identified in terms of internal analysis, which facilitate the competitive status of Starbucks.
Key strengths include:
· Good international brand name.
· Large supply chain and retailing network.
· PRINCE digital platforms and loyalty programmes.
· Heavy emphasis is put on customer experience and service quality.
· Sustainability and ethical sourcing.
These are the strengths that allow Starbucks to hold a high position in the market and stand out from the crowd.
Nevertheless, there are also some internal issues of the company. High-pricing strategies can restrict accessibility to price-sensitive customers, especially in low economic times. Also, continuous quality in thousands of retail outlets can be challenging, and potentially impact the customer experience. Moreover, the rising competition between international chains and independent cafes also forces Starbucks to keep on innovating in order to stay competitive.
[bookmark: _Toc224372394]4. Strategy and Competitive Position 
An assessment of the competitive position and strategy used by Starbucks is critical towards understanding how the organisation competes in the global coffee sector. Strategic positioning can be defined as how organisations leverage their capabilities and resources to develop customer value and remain competitive (Grant, 2021). Starbucks has traditionally been based on a differentiation approach, focusing on the high quality of the products, customer experience and brand equity instead of competing based on price. This is a strategic move that would enable Starbucks to differ among the other market competitors in a very competitive beverage market.
Starbucks differentiation strategy is centred on the delivery of coffee products of excellent quality in a unique retail atmosphere. The store design, the customisation of products and services culture provides the company with its own customer experience that is sometimes singled out as the third place between work and home (Oe and Deng, 2024). This idea will prompt customers to devote time to Starbucks stores, as well as have an enjoyable and relaxed atmosphere. The close rapport that Starbucks has been able to establish with its customers has allowed it to generate a high level of brand loyalty and premium pricing.
The focus on innovation and product diversification is one of the aspects of the competitive strategy at Starbucks. New beverages and seasonal, as well as customised menu items, are frequently launched by the company to keep the customers interested and distinguish it from others. Innovation of products also enables Starbucks to react to the new consumer trends like plant-based drinks, more healthy beverages and unique coffee experiences.
The process of digital transformation has also become a significant part of the competitive strategy of Starbucks. The company has made massive investments in mobile ordering systems, digital payment and loyalty programmes with the aim of increasing customer convenience and interaction (Lin, 2025). These virtual technologies enable Starbucks to gather useful consumer information, customise marketing strategies and enhance performance. Through the adoption of digital technology in its retailing strategy, Starbucks has enhanced its competitive edge amidst a competitive market that is highly technology-oriented.
The final strategic aspect is the sustainability and corporate social responsibility of Starbucks. Consumers are putting pressure on businesses to show a strong level of environmental and social responsibility in their business. Consequently, companies in the coffee sector that are multinational organisations have embraced sustainability policies that are designed to enhance supply chain transparency and environmental performance (Meng, 2025). Starbucks has introduced a number of sustainability programmes such as ethical sourcing of coffee, environmental programmes and community support programmes. Such initiatives also build the brand image of the company and enhance the relationships with the socially conscious consumers.
Starbucks has a number of competitive issues, despite these strengths in its strategies. The significant threat is the growing number of other coffee retailers who are selling similar products at a low price. Smaller coffee chains and independent cafes usually offer niche consumer experiences that are customised with coffee. Also, the presence of ready-to-drink coffee products in supermarkets is a developing alternative to the purchase of traditional coffee shops. Such tendencies enhance the competitiveness in the beverage market and can diminish the market share of Starbucks if the company cannot continue to provide differentiation.
The other strategic threat is associated with the evolving consumer preferences. Consumers in the younger generation are becoming more and more concerned with convenience, cost, and online interactions as they select brands of beverages. Studies show that the level of loyalty of a brand to existing brands may reduce as more consumers across generations have different consumer expectations (O’Connor, 2025). Starbucks, therefore, needs to keep evolving its marketing procedures and customer involvement programmes to stay pertinent to the new segments of consumers.
Table 5: Evaluation of Starbucks Competitive Strategy
	Strategic Element
	Starbucks Approach
	Strategic Impact

	Generic Strategy
	Differentiation strategy based on premium experience and product quality
	Supports strong brand loyalty and premium pricing

	Innovation Strategy
	Continuous product development and menu diversification
	Maintains customer engagement and market relevance

	Digital Strategy
	Mobile ordering, loyalty programmes and data analytics
	Improves customer convenience and operational efficiency

	Sustainability Strategy
	Ethical sourcing and environmental initiatives
	Enhances corporate reputation and stakeholder trust

	Market Expansion
	Global retail expansion and partnerships
	Strengthens international market presence


The analysis above has shown that the competitive strategy of Starbucks is mostly consistent with its internal forces and brand differentiation. The firm has used its robust brand name, digital innovation and customer experience skills to stay in a differentiated market position. Nevertheless, growing competition and changing consumer needs imply the necessity of strategic flexibility.
It is imperative to have strategic fitment in the internal competencies in relation to the external market environment to maintain competitiveness. The organisations which do not change their strategies in response to the changing environment make a strategic drift when the current strategies are no longer relevant to the reality of the market (Grant, 2021). It is thus clear that Starbucks still needs to keep improving its strategic direction, thus allowing it to consolidate its dominance in the global coffee industry.
[bookmark: _Toc224372395]5. Future Strategic Direction
The assessment of strategic direction is critical in ensuring that an organisation is competitive in similar business environments that are fast changing. Strategic analysis helps firms to discover the emerging opportunities, respond to the potential risk and match their organisational competencies with the future market trends (Grant, 2021). As the above external and internal analyses showed, there are a number of strategic challenges facing Starbucks, such as growing competition in the market, changing consumer preferences, pressure on digital transformation and sustainability. 
The competition in the coffee industry that Starbucks finds itself in is one of the most prominent strategic matters that the company has to contend with. With the saturation of the market, multinational chains and independent cafes compete with respect to getting the attention of the consumer. This heightened competition necessitates Starbucks to become ever-innovative and keep its customers loyal with the differentiation approach (Ciardulli, 2021). Simultaneously, there is an emergence of new consumer segments, especially younger consumers, exhibiting a different expectation of brand interest, affordability and convenience in digital terms. The decrease in brand loyalty among some demographic groups evidences the necessity of Starbucks to update its marketing strategies and methods of interacting with customers (O’Connor, 2025).
The other significant strategic problem is the issue of sustainability and chain-store resiliency. The global coffee production systems are becoming subject to climate change, environmental degradation and ethical sourcing issues. The coffee industry organisations should thus implement the use of sustainable sourcing practices in order to defend the availability of supplies in the long term and address the expectations of the stakeholders (Meng, 2025). 
Digital transformation is one more significant strategic opportunity for Starbucks. The innovations in digital technology, data analytics and artificial intelligence enable organisations to build a unique customer experience, streamline their operations and enhance their marketing performance. Online innovation is hence a key factor in terms of competitive advantage in contemporary retail sectors (Kang et al., 2024). The current digital capability of Starbucks offers an excellent basis for future technological advancement and customer interaction strategy.
Based on these strategic considerations, several potential strategic options can be identified for Starbucks.
Table 6: Strategic Options for Starbucks (SAF Analysis)
	Strategic Option
	Suitability
	Acceptability
	Feasibility

	Expansion of digital customer engagement platforms
	Addresses changing consumer behaviour and enhances personalised marketing
	Customers increasingly value digital convenience and loyalty rewards
	Starbucks already possesses a strong digital infrastructure

	Strengthening sustainability and ethical sourcing programmes
	Responds to environmental challenges and stakeholder expectations
	Enhances brand reputation and stakeholder trust
	Requires continued investment in supply chain management

	Development of innovative product offerings
	Maintains differentiation and responds to evolving consumer preferences
	High customer acceptance for new beverages and menu innovation
	Supported by Starbucks’ product development capabilities



[bookmark: _Toc224372396]Strategic Alternative 1: Online Customer Engagement.
The expansion of Starbucks' digital ecosystem is the first strategic alternative that will bolster the customer interface and personalisation. Use of mobile applications and encouraging loyalty programmes with data-driven marketing strategies enables companies to have a stronger relationship with their customers, and this enhances the efficiency of the operations conducted by the companies. Starbucks has already used digital portals to support mobile ordering and payment services, but additional data analytics and artificial intelligence integration would help customers become more customer-friendly and retain more customers (Lin, 2025).
[bookmark: _Toc224372397]Strategic Alternative 2: Enhancing Sustainability Measures.
A second strategy alternative is that of enhancing sustainability programmes within global supply chain of Starbucks. Consumers and regulators have been keen on the future of the environment. The production of coffee is very climate-sensitive, and it requires the use of sustainable agricultural production to safeguard the provision in the long run (Pascucci, 2024).
Sustainability efforts are also consistent with more general ESG demands and may enhance the relations with stakeholders. Research indicates that the positive effect of environmentally friendly business practices on the purchasing behaviour of consumers and the perception of the brand is positive (Alkhalifa, Alali and Butt, 2025).
[bookmark: _Toc224372398]Strategic Alternative 3: Product Innovation and Adaptation of the market.
The third strategic alternative is to bolster the innovation strengths of Starbucks by creating new beverage products and menu differentiation. The consumer behaviour in the drink industry remains dynamic and more consumers are demanding plant-based drinks, non-alcoholic beverages, healthier drinks and specialty coffees.
[bookmark: _Toc224372399]Evaluation of Strategic Options
All three strategic alternatives seem to be feasible when graded through Suitability Acceptability Feasibility (SAF) model in the case of Starbucks. Especially appealing is the expansion of digital engagement platforms since it utilises the existing organisational strengths, and copes with the shifting consumer behaviour. Sustenance initiatives are also strategically important as the pressures of the environment and the demands of the stakeholders are growing. Innovation of products is still needed to ensure differentiation along the competitive beverage markets.
[bookmark: _Toc224372400]6. Conclusion 
This report has presented a strategy analysis of Starbucks through assessment of the external business environment, internal competencies and competitive positioning. As shown through the analysis, Starbucks business environment is highly competitive and dynamic global coffee market with changing consumer preferences, technological advancement and growing sustainability demands. The sample analysis of external environments emphasises that the environmental sustainability, digital transformation, and changing consumer behaviour play a critical role in influencing the strategic context of the company.
Internal capability analysis names that a number of strategic assets can be offered by Starbucks, especially its strong global brand reputation, widespread retail network and developed digital capabilities. These are resources that complement the differentiation strategy of the company and can help Starbucks retain a premium market position in the coffee retailing business. The VRIO analysis also reveals the fact that brand reputation and the ability to provide its customers with excellent customer experience are also main sites to produce sustained competitive advantage.
Analysing the competitiveness strategy of Starbucks, it becomes evident that the organisation mainly uses a differentiation strategy in the form of high-quality products, customer experience, and innovation. The company is also strategic and sustainable in digital engagement and initiatives. The growing competition in the market, changing consumer expectations and environmental issues, however, demand that Starbucks constantly adjust its strategy to remain able to maintain a competitive long-term advantage.
The future strategic direction analysis reveals that a number of strategic initiatives can be implemented at Starbucks. The increase in the digital customer contact mediums would promote personalisation in marketing and customer relationship building. Enhancement of sustainability efforts would solve environmental issues and enhance the company's reputation and trustworthiness. Lastly, new product innovation would enable Starbucks to be part of its differentiation strategy as well as to react well to fluctuating consumer preferences.
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