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First of all, the price range of the products offered by Starbucks are too high for some categories of customers that comes from both middle and lower class of the society. On the other hand, Starbucks has decided to maintain its profitability through paying its employees greater than the industry averages along with ensuring the store environment classy and trendy to attract high-end customers. Moreover, it can be stated that the adoption of premium pricing strategies has created a range of blockage for Starbucks in order to retain potential consumers from the middle or upper-middle class from the societal dimension (Musonera, 2021). On the other hand, the main product of this brand, which is coffee and latte, near about 21% of its target audience viewed these products as the worst holiday drink, specifically the Iced Latte. This has also considered another weakness of Starbucks, since most of the health-conscious consumers has stated that the Iced Latte is too much leaned towards the sweeter side, whereas the premium pricing of the product is also not justified.
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The main product line of Starbucks is not aligned with the cultural standards of the local communities in which Starbucks is operating across at both domestic and global level. However, maintaining a generalised standard of its coffee and latte, the crafted packaging of its food and beverage options does not mee the consumer’s demand and market preferences at the global level. According to the survey of US Consumer Product Safety Commission, approximately 440,000 mugs branded under Starbucks and made by Nestle were recalled due to laceration hazards and burn (CPSC.gov, 2024). Furthermore, the huge volume of product recall of its in-demand food and beverage options has hampered the brand image of Starbucks, which in turn has also influence the purchasing behaviour of consumers with a negative way.
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Starbucks decision regarding expanding its business model into coffee subscriptions can create a range of opportunities for Starbucks in the light of revenue generation. Between the year of 2022 and 2023, the overall market value of coffee subscription was measured as $1.98 billion dollars with a CAGR growth rate of 10.9% (Fact.MR, 2024). However, penetrating into untapped markets and developing a significant number of non-coffee beverages and tea options can be beneficial for Starbucks in terms of retaining more potential customers from the global market segment. 
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Between the FY2023 and FY2028, it can be expected that the overall market volume of functional food and beverage industry will achieve a growth rate of 7.45%, which in turn can help Starbucks to attract more health-conscious consumers from both national and international boundaries. Furthermore, Starbucks can easily obtain support from national government and improve its brand loyalty through demonstrating its commitment towards environmental sustainability. In order to do that, Starbucks has managed to focus on key areas such as reusable packaging, plant-based menu options, forest conservation, regenerative agriculture, reforestation, and others (Starbucks, 2024). In addition, this brand has also put its core concentration on waste management and responsible stores in the light of green business approach to reduce the firm’s environmental impact.
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First of all, the price range of the products offered by Starbucks are too high for some categories of customers that comes from both middle and lower class of the society. On the other hand, Starbucks has decided to maintain its profitability through paying its employees greater than the industry averages along with ensuring the store environment classy and trendy to attract high-end customers. Moreover, it can be stated that the adoption of premium pricing strategies has created a range of blockage for Starbucks in order to retain potential consumers from the middle or upper-middle class from the societal dimension (Musonera, 2021). On the other hand, the main product of this brand, which is coffee and latte, near about 21% of its target audience viewed these products as the worst holiday drink, specifically the Iced Latte. This has also considered another weakness of Starbucks, since most of the health-conscious consumers has stated that the Iced Latte is too much leaned towards the sweeter side, whereas the premium pricing of the product is also not justified.
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The main product line of Starbucks is not aligned with the cultural standards of the local communities in which Starbucks is operating across at both domestic and global level. However, maintaining a generalised standard of its coffee and latte, the crafted packaging of its food and beverage options does not mee the consumer’s demand and market preferences at the global level. According to the survey of US Consumer Product Safety Commission, approximately 440,000 mugs branded under Starbucks and made by Nestle were recalled due to laceration hazards and burn (CPSC.gov, 2024). Furthermore, the huge volume of product recall of its in-demand food and beverage options has hampered the brand image of Starbucks, which in turn has also influence the purchasing behaviour of consumers with a negative way.



2



image1.jpeg







image2.jpeg














image3.emf
OPPORTUNITIES 

OF STARBUCKS



Higher volume of Coffee 

subscriptions



Product diversification


Microsoft_PowerPoint_Slide2.sldx






OPPORTUNITIES OF STARBUCKS

Higher volume of Coffee subscriptions

Product diversification







Starbucks decision regarding expanding its business model into coffee subscriptions can create a range of opportunities for Starbucks in the light of revenue generation. Between the year of 2022 and 2023, the overall market value of coffee subscription was measured as $1.98 billion dollars with a CAGR growth rate of 10.9% (Fact.MR, 2024). However, penetrating into untapped markets and developing a significant number of non-coffee beverages and tea options can be beneficial for Starbucks in terms of retaining more potential customers from the global market segment. 
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